Puma
German athletic footwear company Puma has used holistic marketing to bring its product back from being a sentimental mainstay of the 1970s to one of the trendiest athletic shoes around. Puma uses multiple marketing approaches that work synergistically to set Puma apart as a trend-setting brand. Puma designs products with distinct customer groups in mind—such as snowboarders, car racing fans, and yoga enthusiasts—using market research generated by its retailer partners. Its two most popular models are the Mostro, a walking shoe with a nubbed sole, and the Speed Cat, a flat $65 sneaker modelled on shoes worn by Formula One race car drivers. It uses word of mouth or "viral marketing" by clever promotions—from partnering with BMW/Mini, Terence Conran Design Shop, and the Jamaican Olympic team—or holding promotional events at sushi restaurants during the 2002 World Cup, to showcasing products in well-chosen TV shows and movies. The approach is working: Puma's sales have increased for 10 straight years from 1994 to 2004, tripling in total.  

(Numero parole: 169)
Holistic marketing: marketing olistico

Mainstay: (lett.) perno/punto fermo

Walking shoe: scarpe da città
Nubbed: chiodata

Word of mouth: passaparola

Showcase: (lett.) Mostrare in vetrina
