







                        STRATAGIC MANAGEMENT OF PUMA



Executive summary
The overall report has been analysing the strategic management tools based on choosing the company Puma in the UK market. It can be observed that Puma has been performed in the UK market as ultimately among their consumer to buy products and well as maintaining the path to fulfilled consumer desires along with requirements. Using the appropriate strategic tools, Puma can increase growth in the UK market along with managing the solitary-based focal point for providing the produce “ground-breaking” with the help of new products. It can be identified that the customer’s desires have been expanding along with performing as a vital component to developing to fulfil these requirements. This company has been presented as a ground to its arch-rival, Adidas, by analysing the new entrants. After that, this company use almost five strategic tools for developing its business strategy and infrastructure in the business market. 
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[bookmark: _6mz9d55ed8w8][bookmark: _Toc120111725]1. Introduction
This report has focused on a particular company Puma in the UK to analyse their strategic management for applying the tools with terms and conditions. This company has been operating its business in several countries and primarily deals with apparel, athletic footwear, as well as accessories. It can be observed that they are managing their strategic management as a corporation transformed depend on the market-oriented firm and focused on their system of diversifying branding with a superfluity of lifestyle along with fashion options. It can be identified that the company's focus has drifted far from its conventional centralized management structure and presented as a “virtual sports company”. According to book published by “The care of one” by hyper personalization of customer care as on June 2020 it can be illustrated that due to sudden attack of Covid 19 often forced business organization for adopting physical distancing, testing their business-based continuity plan along with providing WFH facility.  
This report has been analysing the overall strategic management tool of this company to find out the approaches in business. It can be defined that the usefulness of effective theories can be elaborate based on this particular industry for analysing its growth in the market. As a result, it can be identified that, using strategic tools such as “porter's five forces”, “Porter's generic strategies”, “Bowman's strategy clock”, “Ansoff's matrix”, and “PEST”, for developing their strategic management operations. Therefore, these tools are useful for analysing the functions and situations of this chosen organization for managing their business in the UK market properly. 
[bookmark: _e52v8ocdcabb][bookmark: _Toc120111726]2. Main findings of strategic analysis and critical evaluation of the strategic options
[bookmark: _Toc120111727]Strategic analysis of Puma:
The Puma organization has been using “branding strategic focus”, as a marketing strategy for managing its brand image and adapting a unique strategy for branding in the market. Due to the fact of their selling activity, it can be noticed that they have different types of products as well as brands in the market. According to Elbroch, and Quigley, (2019), Puma has been using an effective branding strategy for providing their services with the functions of portraying quality assurance as well as a pleasing shopping experience. It can be noticed that the brand product of Puma has been providing opportunities among their client and customer with their way of services for maintaining high quality in the market (Jones,  and Lee, 2022). Therefore, they can be operating their business to fulfilled consumers' needs with affordable prices and provide a comfortable shopping atmosphere. Based on book, it can be demonstrated that both managers and workers who are been working on front lines on providing excellent customer care. Different companies across different industries have been blazed this trail (Mckinsey.com, 2020).
Strategic grouping:
This organization has been managing its business with the help of  “strategic grouping”  in the market. Thus, it can include different types of business deals and general “leisure of products”, “specialty brands”, “recreations products”, as well as “private labels” (Lupi, 2020). Moreover, Puma can be managing their deals depending on the branded sports and products by the way of general categorization based on the general recreation and leisure products. It can be observed that Puma has achieved their growth and success through strategic alliances based on the other relevant organization in its business target markets. In 2020, this company has been transforming its forms from “PUMA AG to PUMA SE” depending on the factors of co-branding with new sports along with lifestyle with the effects of PPR as a “French luxury group” (de Silva et al. 2020). Therefore, it can be noticed that Puma acquired several types of effective ways to manage a business as well as Equipment brands such as “Cobra Golf” along with “Wilderness Holdings Limited” to reinforce their sports performance (Lechner et al. 2020). Inclusion of Data analytics often enable different contact centre agents for predictively identifying opportunities to delight.   
Strategic analysis:
The strategic analysis of Puma has been cantered depends on the success factors, such as: 
· Maintaining a strong and long-term presence based on their lifestyle and sports fashion market;
· Achieving the product meeting based on the market demands;
· Providing qualitative products and managing a high range of innovation in production;
· Adapting and applying the knowledge of “R&D” (Annual-report.puma.com ,2022);
· Utilizing and harnessing the experiences and resources;
· Developing a huge distributing network system;
Mission strategy:
Puma has been creating and leading the role of offering the product and managing the priority of women in this organization. It can be observed that the mission of Puma is developing their brand as a “fashion-forward sports brand” among female consumers from onwards 2023. As cited by Annual-report.puma.com, (2022), in 2020 Puma evolved its market positioning and space depending on the factors of gym meets on the runway and increasing the number of women taking part in sports worldwide. It can be identified that the differential culture has been depending on the female consumer such as the terms “me” to “we” to elaborate the practices of “She Moves Us” in a communications platform (He et al. 2019). Thus, it can be the result of celebration among the women for working together and connecting with sport, culture as well as values. 
Distribution strategy:
It can be observed that PUMA has been improving their practices of distribution as well as expanding with the effects of key Sports Performance along with Sportstyle accounts around the world. Therefore, the strengthening of Puma has been dependent on the relationships with their retailers with the impact of flexible service-based business partners in the time of the COVID-19 crisis. Top level executives can manage their selling process by improving with future expanded shelf space provided among their partners in retail stores. It can be notified that they can continue their business by investing in the way “direct-to-consumer” business and which includes their “owned-and-operated” market (Barreto‐Mejía et al. 2022). Thus, the cause of mandatory store closures during the period of the COVID-19 crisis has been to accelerate their business through a shift in digital marketing. Thus, it can affect their business growth along with the process of e-commerce during the business for investing in respective paths of “front-end and back-end” capabilities (Morales-Rivas et al. 2020). Based on this book, it can be demonstrated that integrating seamless customer experience throughout journey requires good alignment along with collaboration of customer care, product development along with managing marketing operation.
Therefore, they can continue their business by improving their user experience along with product offerings with the factors of existing e-commerce channels along with launching a new system of e-commerce in the business market. It can be increased with the process of their investments depending on their performance in the business market for driving “traffic and conversion” in overall e-commerce channels (Cheung et al. 2020). Moreover, PUMA has been continuing their business by upgrading the way of “owned-and-operated” based on its store network as well as operating its business at new doors step among the world. Depending on the expansion of Puma’s distribution center has been focused on its standardization of ERP systems as well as enhancements to the system by using product development tools (Peralta et al. 2022). It can be notified that the improvement process has been combined with IT infrastructure, enabling growth as well as an effective way of communication and information exchange in PUMA with their external partners. 
Therefore, due to the effects of travel restrictions during the period of the COVID-19 crisis, they invested their ideas to swift their business to digital capabilities and the factors of “go-to-market process”, with the methods of “virtual product development” to “virtual sell-in meetings” (Allen et al. 2022). As a sourcing strategy, they are collaborating with long-term suppliers depending on the key elements to ensure the stability of sourcing base components in business. It can be observed that the help of strong collaboration with suppliers, has been providing the opportunities of  “Far East”, during the COVID-19 crisis along with contributing to managing the “supply chain situation” throughout the year (Bandura et al. 2019).
PUMA has been managing to design “cool stuff that works” in 2020 and improved its product by offering it across its overall business units. In performance footwear, they have maintained their system of revolutionary by using “PUMA ULTRA” football boots as well as running and providing training with proprietary “NITRO, HYBRID”, as well as “XETIC”  technology platforms (Huaraca Huasco et al. 2021).
Strategy for managing infrastructure:
It can be identified that Puma has continued to improve their infrastructure, systems, and processes that are dependent on overall growth as well as ambition. According to Gustafson et al. (2022), in the year 2020, it can be observed that Puma has been developing their way of focusing on business by put on expanding its “logistical network” among its overall key markets. Puma has decided to adopt the technology of a high level of automated “multi-channel distribution” canter in Indianapolis, and the UK for running successfully in the second half of 2020 (Ramírez-Álvarez et al. 2021). Thus, they have to collaborate with the functions of an “additional multi-channel distribution center” in several cities in the UK and are expected to start in the middle of 2021. Therefore, with the help of “New state-of-the-art” distribution centres performed to merge the Indianapolis and UK cities by providing a “back-end infrastructure” system (Westraadt et al. 2019). Thus, they can easily operate the entire infrastructure system for increasing their future growth in the market of wholesale as well as “direct-to-consumer channels” (Gonçalves, and Silva, 2021).
[bookmark: _Toc120111728]Strategic management tools and their effects: 
In this report, it can be observed that Puma has been using several types of strategic management tools for their business for improving planning tools with the help of techniques as well as models.  It can be determined that using strategic management tools, has been analyzing the present position of the company along with its future aspects. It can be identified that the key metrics, as well as initiatives, have been providing an effective track along with the pursuit of achieving the selected target market (Steiss, 2019). This particular company has been using “porter's five forces”, “Porter's generic strategies”, “Bowman's strategy clock”,“Ansoff's matrix” and “PEST analysis” as strategic tools (Alagarsamy et al. 2022). 
Puma has been using the term strategy as “brand equity” for analyzing its market position and business growth. The effectiveness of porter’s five force tools has been providing information regarding their market competitors and position. Porter’s generic strategy has been providing the outcomes of competitive advantages in business for the Puma brand. Ansoff’s matrix and Bowman’s strategy have been providing knowledge about a market position with pricing and differentiations of products. After that, PEST analyzing has been used as an application for analyzing the factors in business by political, social, technological, and economic. 
Using those strategic tools, Puma has been managing their organizational structure as a “unitary or U-form organizational structure” in the UK market for finding the working culture of those tools (Iglesias et al. 2020). 
[bookmark: _Toc120111729]Critically evaluate strategic options:
Porter's five forces: 
Here, using this particular strategic management tool “Porter’s five forces” has been analyzing the internal environment of this particular company, these are: 

Figure 1: Model of porter’s five forces
(Source: Self developed)
Rivalry:
The level of market rivalry among the global sports equipment organization is respectively high.  It can be noticed that several forms including brand companies like Reebok, Adidas, Nike, and Fila have been operating their business in this market also, and they are emerging firms like  Li Ning, Mizuno, and  Ant (Wei et al. 2018). It can be observed that they can present their business as substantial in the overall competitive market. Analysing the competitive environment, Puma has improved their management tool for competitive advantage for increasing their stimulate growth.
The threat of new entrants:
The development of this particular industry as well as its advanced manufacturing is increasing economies as a threat to new entrants in the market. It can be increasing the way of increment with short terms intensifying among the competitors of this industry. It can be observed that Puma has been identified as a brand depending on its high reputation in the markets and targeting new entrants. It can be observed that they are targeting the “Asian region”, for operating their business globally (Bhattacharyya,  2019).
The threat of substitute:
The particular company has been presented as fragmented based on its big retail chains by offering apparel as well as footwear products worldwide. It can be notified that this particular business has been managing its sources based on its market policies and terms for providing alternative products. Moreover, as an advantage, this company has taken a part in its distribution channel by providing several types of products and services with the facility of factory outlets, along with online stores. According to Wei et al. (2018) they can be operating functionality by distributing their network in the respective year 2018 to 2020 and it's increasing up to 3.5% sales operations.  
Bargaining power of buyers:
This company has set a particular characteristic depending on its stiff competition by offering high powers of buyers bargaining in the market. Despite the management of local manufacturers, this company has been competing with branded companies like Reebok and Nike in all markets. It can be observed that the effectiveness of consumers is aware of the competition as well as achieving the advantage depends on their leverage prices. As per the view of Bhattacharyya, (2019), Puma has been reducing their average prices with cheap products based on their management system of manufacturers with the cost of medium-end section.
Bargaining power of suppliers
This company has been producing products such as footwear and sports apparel, along with accessories fulfilling the huge needs of original raw materials from special parts of the countries. As observed by Hanz, (2020), the power of supplier bargaining is identified at a high rate in this particular industry and they supply several parts of the world along with Africa based on the sources of cotton for managing apparel production. 
Porter's generic strategies 
Here, this section has been focused on the competitive advantage of Puma for analyzing their factors of “cost leadership”, “differentiation”, “ cost focus”, and “differentiation focus”. These are: 
Cost Leadership
Cost leadership has been presented as a generic strategy for analysing the operating firms for using for increasing their overall market share. It can be observed that organization can pursue their cost leadership for resisting the effects of low-cost based producers in the industry and providing their products and services at average prices. Thus, it can be managing the way of earning senior margins controlling competitors or managing below-average prices based on their “produce market share” (Tan, 2019). The functions of  “low-cost producer” has been performed as a find as well as development depending on the sources with a cost advantage and going through their economical scale and asset with the help of advanced technology. 
Differentiation
The effects of a differentiation strategy are presented as a sole based on this particular industry and managing the dimensions depends on the value of value by buyers. It can be observed that adopting this particular strategy has been increasing the growth of products and services through donation with alternative and effective ways among the customers along with apparent by offering the competitors (Stępień, 2021). Thus, differentiation has been providing the impact of lagging against competitive rivalry depending on their brand royalty among the customers along with ensuing lower compassion in a minimum range of price.

Figure 2: Model of Porter's generic strategies
(Source: Self developed)
Cost Focus:
This factor can be used as a managerial process for controlling the overall cost by focusing on other elements effectively. It can be observed that this particular organization, Puma has been achieving its overall budgeting cost depending on sustainable cost leadership along with the effects of differentiation segmentation for supplying their services with an average cost of product in the market (Phillips, and Moutinho, 2018). Apart from that, this particular industry has been managing its diversity of segments by involving the effects of dissimilar buyers to fulfil the needs of optimal production based on the system of centre strategy. 
Differentiation cost:
These factors are used for winning the impact of differentiation strategy depending on the cost leader by attending the equality of the basis of differentiation virtual among the competitors with the above-average performer. Thus, it can achieve the generally low-cost position to fulfill the needs of market split and advantages, by providing positive access to raw materials. Therefore, it can be increasing the awareness of the organization for managing the differentiation cost with leadership impact (Stępień, 2021). It can be observed that the effects of discrepancy access have been managing the production along with technological software for managing the cost-based factors of competitive advantages. 
Bowman's strategy clock 
With the use of strategic management tools such as “Bowman’s Strategy Clock”, a particular business like Puma can easily select a proper strategic position by offering a huge competitive advantage in the market. Thus, this tool can explore the effectiveness of strategic positioning options in this organization. It can be observed that Puma can demonstrate a huge range of options through their business operations in the market and by maintaining its brand position in the market. Thus, this can depend on the product and its two dimensions such as “price and perceived value” (Villagrasa et al. 2022). It can lead with the options of 8 strategic for categorized in 4 quadrants as well as demonstrated in a clock. 
[image: ]
Figure 3: Model of Bowman's strategy clock 
(Source: Thinkinsights.net, 2022)
· Low Price and Low Value Added
Puma has maintained the Low price depending on their brand offering products at lower cost and managing the premium pricing policy with premium brands. the PUMA brand has been focused on the law values added for maintaining the “Be Brave”, “Be Confident”, “Be Determined”,  and “Be Joyful” for athletics (Sleiman et al. 2020). 
· Low Price
Puma's low pricing strategy has been depending on comparatively lower than their competitors in the market. Thus, they can be offering premium-priced products based on the range of products priced based on sustained demand along with driving sales higher. 
· Hybrid 
Puma has been managing their moderate price and differentiation with the help of business operations in the world market. It can depend on its competitive advantage for improving its uniqueness in business as well as its products with innovative designs of athletic footwear. 
· Differentiation
Puma can utilize the “advanced vulcanization production”  system depending on the proper time for maintaining the business brainchild in the market. Thus, they can be managing the process with a “shoe sole” bond for selling with improving grip (Rambelli, 2021).
· Focused Differentiation
Puma can be focused on differentiation which is the combination of geographic, psychographic, and demographic, targeting strategies to understand customers' requirements in the market.
· Risky High Margins
PUMA can operate their business by developing the way of recycled material functions as well as reducing waste production in landfill by up to 55% by 2025. It can be estimated that up to 80% of PUMA accessories along with apparel will contain 60% based on sustainable materials in the year 2025. Moreover, up to 80% of footwear will contain the help of sustainable components by 2025 (Tadrous,  2021).
· Monopoly Pricing
Puma can maintain their monopoly pricing strategy in the year 2021 depending on its, 55% of sales by footwear, 40%  by apparel, as well as other accessories (Panmore.com, 2019).
· Loss of Market Share
Puma has lost their market shares in the last few months from 2021 to 2022, it has been decreasing up to 18% market share the company reported. Thus, with their business growth streak with the performance of competitor companies Adidas and Nike in the fiscal 2021 years (Panmore.com, 2019). 
Ansoff's matrix 
Here, using this particular tool “Ansoo’s Matrix” has been providing information about market penetration and development of Puma, and providing the way of diversification and product development. These are: 
Market Penetration:
The main focus of Puma is an intensive growth strategy based on market penetration. It can be observed that the intensive strategy of this company is focused on product selling such as sports shoes, equipment, and apparel, recently in the UK markets. Moreover, the outcomes of the SWOT analysis, Puma has observed that their business outline strength has been increasing the success based on the functions of market penetration. Thus, the “intensive growth strategy” has been based on the use of competitive advantages among the factors of the company’s generic strategy for implementing the innovation for design the of sporting goods (Chereau, and Meschi, 2018). Therefore, it can depend on the market penetration to increase the grow the business based on the aggressive marketing of Puma’s brand products.
Product Development:
The development of products in Puma has been presented as a “secondary intensive strategy” for managing the growth of the business. It can be identified that the company integrates has been performing by computing advanced technology for athletic shoes and providing its services to satisfy athletes as well as non-athletes too. Therefore, the effects of an “intensive growth strategy” push the competitive advantages of products and contribute to the impact of the “generic strategy of differentiation” of Puma (Yousaf et al. 2019). The process of implementation has been managing the product development based on the own organizational structure, and effective resources used for innovative sporting goods. Moreover, the strategic objective has been increasing the investment for launching new products along with improving designs of athletic footwear as well as accessories.
[image: ]
Figure 4: Model of Ansoff’s matrix
(Source: Expertprogrammanagement.com, 2022)
Market Development:
The market development of Puma has been depending on its performance in managing the market development with an “intensive growth strategy”. Moreover, Puma has been focused on market penetration as well as product development for increasing its growth strategies in the market. Thus, it can provide the activity of competitive advantage for ensuring intensive growth based on the strategy’s success. With the help of the strategic objective, Puma has been operating the existing products by creating “new revenue streams” for this business  (Chereau, and Meschi, 2018).
Diversification:
The process of Diversification of Puma has been involved to developed new products in this industry and providing the services such as athletic footwear, accessories, apparel, along with equipment. As per the view of Yousaf et al. (2019), mainly focus on the "diversification-intensive growth strategy" for providing and maintaining the contribution of sporting goods with the effects of the corporation's growth. It can be considered that Puma has been using a “differentiation generic strategy” for managing diversification by involving the generic strategy to control competitive advantage among new markets.
PEST analysis
Here, in this section, the PEST such as political, economic, social, and technological factors has been analyzed of Puma organization, these are: 
Political environment:
Puma has been going through political factors as a way of a massive restructuring for operating its business in the global market. It can be observed that the overall management and operating process has been performed as a system of restructuring by exposing several types of policies depending on various economies. According to Norallah et al.(2020) the effectiveness of “Government stability" has been increasing the growth of this particular company in the UK and maintaining their ongoing development, based on international laws needs. It can be notified that political factors have been consisting of the regulations of tariffs and restriction trade of Puma in the UK  (Norallah et al.2020). Puma has presented their business worldwide as a multinational organization that depends on the production and selling of its items, and its increasing performance quality depends on political stability. 
Economic environment:
This factor has been working as managing the processing of the terms and conditions of the business for developing growth by influencing the collaboration of economic and political elements. UK’s economic condition has depending on the factors of the stock exchange and managing the money-related issues based on the present situation in the global market. It can be observed that the Partner nations' trends, and economic conditions for increasing the sales margin and growth up to 45% (Obhan, and Singh, 2019). Moreover, economic factors have influenced the confidence level of clients in various nations depending on the varied laws of employment that have been used to take care of business ethics and culture. 

Figure 5: PEST analysis
(Source: Self developed)

Social environment:
The social environment of this particular organization has been performed for managing the noticeable change in the market for existing trends of the business life cycle. It can be observed that this company has been operating as a sports organization and providing its services for popular games and personal tastes and it can evaluate the continuously in the business market. it can be notified that several types of games such as extreme biking skateboarding, and diving have been performing as contemporary with the help of popular brand names socially. This company has been considered a renowned brand name in business society as well as fulfilled up to 33% of sales in the market (Niskanen, 2019). 
Technological environment:
This factor has been developed by using the techniques of wearable tech and smart textile estimates for achieving the highest business growth in the year 2025. It can be observed that Puma has taken various steps for their manufacturing system for shifts gifted with “ACTV PWR” technology to improve the sports equipment in the market.  Puma has been collaborating with the Fossil group as a partner for development as well as increasing the process of distribution of brand watches of Puma onwards 2028 in the market. According to Nazemi, and Bagherzade, (2021), in the year 2021,  Puma has been adapting smart technology for launching the “PUMA ULTRA football boots” depending on the technology of HYBRID, NITRO, and XETIC. 


[bookmark: _m47luvvvz47k][bookmark: _Toc120111730]3. Conclusion
It can be concluded that the overall report has been describing the strategic management of the Puma brand in the UK for analysing their effective strategic tools. It can be identified that evaluating the useful strategies of Puma has been improving the strengths and their branding strategy based on “place, image, and identity”. It has been observed that the pricing strategy of Puma depends on its branding and marketing strategy. It can be noticed that Puma's strengths have been comprised of effective association marketing as well as the status and range of them for providing their service among their customers with the help of e-commerce strategies. Moreover, to mitigate the issues this company has a focus on its pricing strategy as well as its standing image for improving its business growth. 
It can be focused on the effective recommendation by analysing the managing tools strategies, and theories to develop Puma's marketing strategy. On the other side of coin, it can be observed that this company has been compromised to rising advertising depending on their price assure and utilizing the advantages among their competitor's closing. It can be recognized that Puma has been operating their business in the UK in several stores by appearing as a  wider range market segment. Thus, they can be providing their services to their customer by generating their private product with the impact of an important brand image. Moreover, it can be noticed that the process of raising among their customer has been managing and associating with the strategic management system and online strategies in the market. 
[bookmark: _o7mj9snciw21][bookmark: _Toc120111731]4. Recommendation
It can be recommended that this company should consider their getting an edge depending on other competitors’ company in this industry. It is because, it can be observed that in this particular industry, there are several types of competition has been existing in the market. Thus, to mitigate those issues, Puma can be following some steps and implement new strategies in their business market to develop growth:
Adapting augmented technology:
The management system of Puma needs to adopt augmented reality as emerging and innovative technologies to improve their service and production. Thus, they can easily improve the way for ensuring their production techniques fulfil the customer's needs and maintained market standards (Engeler, and Barasz, 2021).
Generating advanced ideas on Adaptive Dynamics
The strategic management system of Puma should be adopting a Adaptive Dynamics approach and actively for collaborating with the employees for generating advanced ideas in business. Thus, it can be providing an effective way to connect with the employee as well as the customer and manage their relationship with them (Ahmad et al. 2018).  
Improving the way of market research in context of computer technology:
Management at Puma has to focus on their market research activity before launching any products in the market.  Therefore, they have to improve the path of research and gathered relevant information about the market depending on their existing products as well as using computer technology. It can be providing knowledge about the customer’s needs as well as market requirements. Moreover, adapting the advanced ways of market research can emerge the growth of this business and develop the way of launching new products in the market by the “research and development” team (Ahmad et al. 2018). Thus, the marketing department has been providing positive outcomes to ensure their innovation creation with a special niche of product in the market.
Maintaining market relationships:
This company should consider managing the relationship in the market with their clients and customers depending on their arch-rival. It can be observed that in the market the other competitor organizations can perform as a strong emerging competitor as a unit (Jones,  and Lee, 2022). Thus, it can affect the relationship with effective bargaining power with both the suppliers as well as the market.
Managing competitive advantages: 
The Puma organization has been presenting its “substantial leverage” in the UK marketplace, but they still lag behind various competitors like Nike,  Reebok, as well as Adidas based on the terms and conditions of market share (Engeler, and Barasz, 2021). It can be identified that it indicates the overall needs of this particular company to enhance its competitive advantage for developing and increasing its market share. 
[bookmark: _GoBack]Using “counteractive strategy:
Puma has used the effective path to achieve their proper market position with the help of a “counteractive strategy”. Thus, improving processes and activity can evaluate the value of market growth and provide comfort among the customers depending on their sales as well as service operations. It can be identified that the key activity of this company is to exploit opportunities, as well as mitigate weaknesses into strengths (Jones and Lee, 2022). Thus, it can be providing support to achieving the success factors that should be collaborating directly with customer satisfaction in the market.
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