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RESEARCH
HOW LONG HAS PUMA EXISTED?
 ∆ They were invented in 1948 in   
 Herzogenaurach, Germany    
 (Puma History, 2017).

WHERE PUMA IS SOLD:
 ∆ “PUMA distributes its 
 products in more than 120    
 countries and employs more   
 than 13,000 people worldwide   
 and is headquartered in 
 Herzogenaurach/ Germany”    
 (PUMA at a glance, 2017).

THE COST OF PUMA PRODUCTS:
 ∆ The mean price of shoes is    
 about $64.99.
 ∆  Shoes can be as low as $40.00   
 and as high as $1,000.

PUMA’S MAIN COMPETITORS AND 
THEIR COSTS:
 ∆  Main Competitors are: Nike, 
 Adidas, Vans, Under Armour 
 (Bain, 2017).
 ∆  Most competitors have the same  
 prices that range from about
  $50 to $1000.

PUMA COMPARED IN TERMS OF SHELF 
SPACE WITH THE COMPETITION:
 ∆  There are more of competitions   
 products on the shelf such as 
 Nike and Adidas (Puma SE, 2017). 

WHO BUYS THE PUMA AND WHY?
 ∆  Since the brand originated in 
 Germany, Puma tends to be a more  
 European based company. 
 ∆  The majority of sales for 2017 was 
 in Europe, the Middle East, and 
 Africa (Online Annual Report, 2017).

THE MAIN FEATURE THAT 
DIFFERENTIATES PUMA FROM 
THE COMPETITION:
 ∆ They combine sport and 
 performance with fashion 
 (Henning, 2013). 

PUMA’S STRENGTHS: 
 ∆  They have a lot of opportunity to  
 grow within the United States market.

PUMA’S WEAKNESSES:
 ∆ They have too much competition  
 with bigger companies such as 
 Nike and Adidas in America.



PUMA’S CURRENT ADVERTISEMENT:
 ∆ It is being advertised in other countries more than the United States,  
 but most advertisements in the United States include celebrities and   
 their lines for Puma.
 ∆  This advertisement involves the Weeknd walking through a city and   
 having girls look at him while he walks by. The ad makes it look like if you  
 wear Puma’s you can own the streets and be like the Weeknd. 



CREATIVE STRATEGY
WHO IS YOUR TARGET?
 ∆  Females
 ∆  Mid to late twenties
 ∆  Upper-middle class

WHERE ARE WE NOW IN THE MIND OF 
THIS PERSON?
 ∆  Our target doesn’t often wear   
 Puma. They also view us as an 
 expensive, euro-centric brand. 
 (Buttafuoco, survey 2017). 

WHERE IS YOUR COMPETITION IN THE 
MIND OF THIS PERSON?
 ∆  Nike, Adidas, Converse, Vans are  
 brands often worn by the target 
 market. Women wear these brands  
 because they are reputable, and are  
 loyal to these brands. They’ve 
 become loyal to these brands 
 because of the comfort, and style of  
 the shoes, and because they are 
 reputable brands. 
 (Buttafuoco, survey 2017). 

WHERE WOULD WE LIKE TO BE IN THE 
MIND OF THIS PERSON?
 ∆  We want to be considered a 
 versatile, fashionable and athletic   
 brand. We want to be the choice of  
 athletic wear for these women. 

WHAT IS YOUR MESSAGE OBJECTIVE/
STRATEGY? 
 ∆ Promoting our brand image through  
 a new line named Momentum. 
 ∆  Giving brand a social meaning- 
 the advertisements will portray 
 ordinary women improving their 
 lives with Puma.

WHAT IS THE CONSUMER PROMISE/
CREATIVE STRATEGY?
 ∆  Puma is a brand for trendsetters,  
 those who are constantly moving 
 forward and leading their peers.

WHAT IS THE SUPPORTING EVIDENCE
 ∆ Puma doesn’t just sell shoes, they  
 create unique fashion items to help  
 you get where you need to go. The  
 style of Puma doesn’t always follow  
 the market’s style and they are 
 unapologetically unique. Puma is   
 seen as a forward thinking and 
 benefit driven product.

WHAT IS THE CREATIVE CONCEPT
 ∆ The theme of our campaign is 
 “Momentum” which will emphasis 
 the forward-looking attitude 
 of our consumers.



BRAVE
CONFIDENT
DETERMINED
JOYFUL
INTENSE
POWERFUL
SPORTY
CLEAN

THE TONE OF VOICE FOR
MOMENTUM
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HEADLINES & TAGLINES
∆  It’s Your Momentum - Power On.

∆ It’s Yours To Move - Make It Worth It.

∆ However You Move - Make It Your Own.

 ∆ Momentum - 

 The Power To Move.

∆ Whatever The Trends - 

 Make Your Move.

∆ Wherever You Go - 

 Wear Puma To Get You There.

∆ Move On - Change The Pace.

∆ It’s Yours To Move - Be The Pace.

 ∆ Momentum- Make The Pace.

∆ Momentum- Set The Pace.



LAYOUT & THUMBNAILS
FOR PRINT





PRINT ADVERTISEMENTS
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TV SCRIPT
Puma 
:30 TV 
“Work, Push, Gain” 
November 27, 2017 
 

WS OF PANNING CITY SCAPE ON A 
SUNNY DAY WITH A FEW CLOUDS IN THE 
SKY 

SOUND: MUSIC BEGINS TO PLAY AND 
GOES THROUGHOUT THE ENTIRE AD 

WS OF TWO WOMEN WORKING OUT 
TOGETHER AND MOTIVATING EACH 
OTHER  

ANNCR: (VO) No excuse, No Challenge 

MS OF ATHLETIC WOMAN RUNNING IN 
THE CITY WITH THE CITYSCAPE IN THE 
BACKGROUND 

ANNCR: (VO) No one will stop you 

 CU OF ATHLETIC WOMAN LIFTING 
HEAVY WEIGHT AND LOOKING 
SATISFIED DOING IT 

ANNCR: (VO) From working, pushing, 
gaining momentum  

WS OF WOMAN RUNNING WITH A SMILE 
OUTSIDE IN THE CITY  

ANNCR: (VO) to do it all over again tomorrow 

MS OF WOMAN PLEASED WITH HER 
WORKOUT ON WITH WATER OUTSIDE ON 
A SUNNY DAY FLOWING IN THE 
BACKGROUND 

ANNCR: (VO) They’ll be jealous, They’ll be 
watchful, be inspired 

WS OF WOMAN TRAINING TO BOX WITH 
HER TRAINER IN THE GYM 

ANNCR: (VO) And They’ll try to catch up, 
while you set the pace 

WS OF PANNING CITY SCAPE ON A 
SUNNY DAY WITH A FEW CLOUDS IN THE 
SKY WITH PUMA LOGO SUPERIMPOSED  

ANNCR: (VO) You wear Puma  
SOUND: MUSIC FADES  

 
 
 
 
 
 
 
 



TV STORYBOARDS



TV KEY FRAME
Brand: Puma 
Title: Work, Push, Gain 
30 secs 
 

 
 
 
Rationale and Explanation of TV Spot 
 
The Set The Pace Tv advertisement is part of Pumas Momentum campaign. The video is meant 
to encourage women to get up and workout with Puma. The opening scene is of a city scape in 
order to set the scene, and to symbolize the wide array of people that may wear our apparel or 
sneakers. It features a multitude of women completing all different types of exercises to show 
that there is something for every athlete in Puma. There is a voice over of a woman with a cool 
tone. Her message is a motivating one to get out and set the pace. The music playing throughout 
the ad is upbeat, but different to establish that Puma isn’t one in the same.  
 
This scene depicts a woman finished and clearly satisfied with her workout. This is how we want 
our customers to feel when they’re in our products. There is a feeling of bliss in this scene of 
being done with a hard workout. Our goal is to motivate our consumers to get to this point of 
their workout in their Pumas.  

TV RATIONALE
The Set The Pace Tv advertisement is part of Puma’s Momentum campaign. 
The video is meant to encourage women to get up and workout with Puma. 
The opening scene is of a city scape in order to set the scene, and to 
symbolize the wide array of people that may wear our apparel or sneakers. It 
features a multitude of women completing all different types of exercises to 
show that there is something for every athlete in Puma. There is a voice over 
of a woman with a cool tone. Her message is a motivating one to get out 
and set the pace. The music playing throughout the ad is upbeat, but 
different to establish that Puma isn’t one in the same. 

This scene depicts a woman finished and clearly satisfied with her workout. 
This is how we want our customers to feel when they’re in our products. 
There is a feeling of bliss in this scene of being done with a hard workout. 
Our goal is to motivate our consumers to get to this point of their 
workout in their Pumas. 
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RADIO SCRIPT 
Puma: Date due 
Radio: 30 sec 
“You Walk On” 

 

SFX:  SOUND OF SOLO PERSON WALKING, SOUND OF CITY 
STREET SLOWLY INCREASING 

MUSIC: HIGH ENERGY HIP HOP INSTRUMENTAL STARTS 

ANNCR: Puma doesn’t follow the latest trends and neither do you. You 
don’t feel the need to conform to society’s standards. You march 
to the beat of your own drum, to your own personal soundtrack. 
People will stop and stare. They’ll be jealous, be watchful, be 
inspired. Some may doubt your choices but you won’t let that 
stop you.  

SFX: SOUND OF CITY STREET FADES, SOLO PERSON WALKING 
REMAINS CONSTANT 

ANNCR: You walk on, move forward, and never look back. You wear 
Puma.  

MUSIC: MUSIC FADES OUT TO SILENCE 

ANNCR: Puma, set the pace. 
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OUT-OF-HOME 
HEADLINES & TAGLINES
∆ Start the Trends - However you wear it.

∆ Be Unique - Wherever you wear it.

∆ Don’t Follow the Trends - Start Them

∆ Be the Force - Be the Movement

∆ Don’t Just Do It - Be It. 

∆ Challenge Yourself - Start the Trends

∆ Momentum - Live for the Pace

∆ Momentum - Live for the Power

∆ Momentum - Be the Power

∆ Momentum - Set the Pace



LAYOUT & THUMBNAILS
FOR OUT-OF-HOME



OOH BILLBOARD



OOH RATIONALE
Our campaign is targeting females in their mid to late twenties, we chose a 
billboard as our out of home advertisement. Our first billboard depicts a young 
woman doing yoga with a city landscape behind her. This not only fits in with 
the scenery of the billboard itself, but also with the image of our target 
audience. We chose to add extensions to the billboard, cutting out the 
buildings in the background, in order to bring more attention to the ad and 
make it stand out against the sky. Our second billboard shows a woman 
working out on rings in a shopping mall. We again used cut outs and 
extensions to make the billboard stand out in an individual way. We kept the 
visuals consistent with our print ads, showing empowered women leading a 
healthy lifestyle. We also chose to keep the copy consistent within our 
entire campaign, showing just “Momentum, Set the Pace.” on these 
billboards. Keeping with the simple text and clean graphic, we hope to catch 
the eye of our consumers with the cut out extensions.
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ARE YOU READY TO 
SET THE PACE?
365 DAYS A YEAR.
THEY’LL SAY YOU CAN’T DO IT.
24 HOURS IN A DAY.
THEY WON’T HELP YOU 
ALONG THE WAY.
3,600 SECONDS IN AN HOUR.
THEY’LL STRUGGLE TO KEEP UP, 
DRAG YOU DOWN, 
ROOT AGAINST YOU.
31,536,000 SECONDS IN A 
YEAR.
WHAT WILL YOU DO WITH YOUR 
TIME? ARE YOU UP FOR 
THE CHALLENGE?
PUMA, SET THE PACE.



VIRAL VIDEO RATIONALE
Our viral video for Puma is a motivational video where consumers don’t know 
they are being advertised to.  Our campaign is all about starting trends, being 
yourself and being the best version of yourself, so a motivational video was a 
perfect fit.  Our video focuses on our target market, young women in their mid 
to late twenties, working out. Instead of showing the whole scene of them 
working out, our video is just close ups of things that they are doing such as 
tying their shoes, and the determination in their eyes.  We also have 
motivational copy about hours, minutes, and seconds in a day and how they can 
do anything within that time frame, even if people tell them it’s impossible. This 
video is a perfect way to get our big idea across without letting consumers know 
they are being advertised to.  They will want to share the video to inspire others 
to “Set the Pace”. 

KEY FRAME
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GUERRILLA ADS
GUERRILLA RATIONALE



GUERRILLA 
ADVERTISEMENTS





Our guerrilla campaign for Puma plays off of both where our consumers are ready 
to buy and where they would least expect an ad. Our campaign, “Momentum. Set 
the Pace.”, caters to a younger, female audience always on the go, fitting in a 
workout, and passionate about her job. Our ads show footprints, with the Puma 
logo on them, in various locations that our target audience would frequent. One 
shows footprints and “Puma, Set the Pace” in a holographic material on a crosswalk 
in a city. Another shows the same graphics on a mall staircase. These images would 
also be depicted on a floor mat at a shoe store. All of these are subtle and cheap 
ways to remind our potential consumers about our brand. We repeat the name of 
the brand, the logo, and our tagline for our new campaign. Our goal is to peak their 
interest enough to check out our campaign across other mediums and look into 
Puma as a growing brand.

GUERRILLA RATIONALE



GUERRILLA RATIONALE

Presented by
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