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Executive Summary
Recently, the Welsh Government have released documents outlining their plans for the future of Wales and the impact that will have on the sporting landscape of Wales. They want the nation to be prosperous by having an educated and healthy nation, this is evident by the government’s plans to build more multi-purpose facilities where every member of the family, and every age group can be physically active. There is an important aspect on the health of Wales, where the NHS want to empower people to look after their own health and stay physically active in order for them to prioritise the real serious health cases. There are calls for facilities to be built with GP surgeries embedded within them, again to minimise the strain on the NHS. The Government have also stated the need for more Welsh speakers in Wales, they believe this will improve cohesion and bring the nation together as a result. And finally, amid recent global warming issues, the Welsh Government want the nation to be more globally responsible; the National Assembly of Wales created the environment (wales) act in 2016 to ensure everyone within Wales works together to sustainably manage our natural resources in order to keep them healthy and productive.

The second part of this report will look at the strategic management of PUMA. Today, the company boasts more than 13,000 employees worldwide, and specialises in team-sports, running and training, golf and motorsport. The company is still some way behind the likes of Nike and Adidas but is diversifying into new markets (women’s lifestyle clothes) to improve revenue, with the help from stars like Usain Bolt and Rihanna also evidently improving revenue. 
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1.0 

1.0 Task 1 
1.1 Introduction
This part of the report will critically analyse the current and future position of South West Wales as a destination for sporting activities while considering the differences of each political parties manifesto for sport (Labour, Conservatives, Liberal Democrats and Plaid) in relation to the Future Generations Act and the Future Generations Bill (the Wales we want by 2050). 
The Future Generations Act sets out ‘in law, requirements on public bodies in Wales to think, plan and operate with the long term success of the nation in mind’ (Griffiths, 2017:8). ‘The Well-being of Future Generations Act is about improving the social, economic, environmental and cultural well-being of Wales’ (Future Generations Act, 2015:3). The act sets out seven main well-being goals which will be discussed further in the report. Furthermore, the Future Generations Bill also laid out very similar goals to the Future Generations Act; 
· Wales is prosperous and innovative 
· Wales uses a fair share of natural responses 
· Communities are safe, cohesive, and resilient 
· People participate in our shared culture, with a thriving living Welsh language
· People in Wales are healthier 
· Wales is a more equal nation (Future Generations Bill, 2014, p2)
The Welsh government laid out a commitment to a better quality of life for future generations. They underlined the need to think differently and act collectively, and also provide Welsh solutions that are increase community strength and as a result build Welsh values. 
In regards to sporting facilities, the Welsh Government propose a changing role for local government as they will not own facilities – they will be privately owned by profit based private companies. This strategy aligns with the Facilities for Future Generations Act that Sport Wales and Welsh Government produced together where one of the key messages referenced is ‘a changing role for local government’ where it ‘states the government needs to review its unique role taking account the changes and growth in other providers in recent years’ (Welsh Government, 2014:7). This may empower the people of Wales to support and make the change.  

In the Conservatives party manifesto in 2015, it proposed that it will ‘support primary school sport by £150 million a year’, furthermore, it states ‘they will improve the quality of community sport facilities’ (Conservative Party Manifesto, 2015: 42). However, this relates just to England, but the Facilities for Future Generations act recognises the ‘importance of facilities’ and the need for ‘inspirational school facilities in which school children receive a quality first experience of physical activity’ (Welsh Government, 2015:7). To support this, in a recent survey by Sport Wales which assessed the state of the nation, 16% of people in Wales said they would take part in physical activity if there more facilities or clubs in my area (Sport Wales, 2017:12), so the need for greater and more facilities is imperative if Wales want to adhere to these objectives they are setting out. By increased participation in sport across Wales it is hoped that it will make people healthier and even prevent illness, with the NHS Confederation (2016:11) stating ‘Invest in prevention and early intervention to support and maintain health, well-being and independence in communities’. The NHS are providing a great example of prevention rather than cure with staff taking up Zumba or being encouraged to join a sports team to help limit sick days (Cooper, 2015). 
1.2 A Prosperous Wales
Innovative, productive, low carbon society that recognises the limits of the global environment that can use its resources efficiently and proportionality. Develop a skilled, well-educated population in which the economy generates wealth and provides employment opportunities (Welsh Government, 2015:6). Those objectives are what the Welsh Government proposed for ‘a prosperous Wales’, firstly in order to secure decent employment, the education system needs to be vastly improved. Plaid Cymru (2017:28) argue that ‘they are opposed to raising tuition fees to £9000, and believe education to be free for all’, however in contrast the Liberal Democrats Manifesto states they are simply reinstating maintenance grants (Liberal Democrats Manifesto, 2017:30), nothing about abolishing tuition fees, making it harder for Welsh students to further their education. 
A prosperous Wales also means an active, fit and healthy Wales. From 2014 to 2030, the Welsh population aged 75+ is estimated to increase by over 50% to reach 428,000 (Sport Wales Advisory Group, 2014:13), if the nation is to be prosperous in relation to physical activity there has to be facilities built for this age group. Furthermore, a National Survey for Wales in regards to children’s lifestyles has been shown that 81% of children at had at least 2 hours of screen time on a weekday in contrast to 11% that were not active on any day of the week (Welsh Government, 2017:1), this shift in lifestyle needs to change if the nation is to become prosperous. The Facilities for Future Generations Act recognises this with another key message being ‘sports bodies providing a lead’ where it states national governing bodies need to provide leadership through fit for future growth as sports facilities plans. Multi-purpose sporting facilities are now proving to be extremely popular with Novak and Maguire (2012) stating ‘it’s more cost effective and also you have the ability to be much more flexible’, so with a multi-purpose venue you can have all ages at the same venue – this could encourage families to participate in sport together ranging from young children under 10 all the way to 75 year old and older. 

1.3 A Resilient Wales
Maintaining and enhancing a biodiverse natural environment with healthy ecosystems that support social, economic and ecological resilience and the capacity to adapt (Welsh Government, 2015:6). Resilience, as defined by the Oxford Dictionary (2017) is ‘the capacity to recover quickly from difficulties’. In 2016 the National Assembly of Wales released the Environment (Wales) Act where in part 1 it comprehensively covers the sustainable management of natural resources. It states ‘using natural resources in a way and at a rate that promotes achievement’, additionally, proposing that natural resources are ‘animals, plants and organisations, air water and soil, minerals, and lastly geological features and processes’ (Environment Wales Act, 2016:2). In order to be resilient, Wales needs to be preserve its natural resources, primarily because they are used daily in sporting terms. ‘Overall, participation in outdoor recreation is very high, with 81% of adults living in Wales taking part in one or more activity at least once in the last 12 months’ (Natural Resources Wales, 2017:1). Admittedly this statistic is not realistic as it is over such a long period of time, however the report goes on to say the people of Wales do participate in outdoor recreation – with Walking (71%), picnicking (31%), taking children to play outdoors (31%), wildlife watching (18%) and off road cycling or mountain biking (9%) making up the percentage of adults who participate in outdoor recreation (National Resources Wales, 2017). By having resources the nation is proud of will also bring a sense of cohesion to Wales, as mentioned in the Liberal Democrats Manifesto (2017:50) ‘the countryside, wildlife, and urban green spaces are critical to health, well-being and a sense of community’. 
Furthermore, it goes on to state it wants to increase the amount of accessible green space including completion of coastal paths. Wales has three national parks and five areas of natural beauty, in addition 80% of the land is dedicated to agriculture – ranging from crops to livestock (BBC, 2014), giving Wales opportunity for sporting activities. Surf Snowdonia is a prime example of Wales using their natural resources for sporting opportunity, as described by themselves – ‘a perfect fresh-water lagoon, 300 metres long, set in the lush, green Conwy valley. Breathe in. It’s clean, it’s fresh, it’s wild and it’s beautiful’ (Surf Snowdonia, 2017). As a result, not only does it involve physical activity, but it provides jobs, and attracts people from different parts of the country which as a result, improves the economy from the tourism. The Future Generation report and the Wales we want for 2050 report both state the importance of a resilient nation, thus by using the natural resources Wales has to offer it can successfully become resilient. 

1.4 A Healthier Wales
‘A society in which people’s physical and mental well-being is maximised, and in which choices and behaviors that benefit future health are understood’ (Welsh Government, 2015:6). Evidently this is what the NHS in Wales are trying to achieve, ‘There is a real opportunity for the NHS in Wales to further develop citizen-centered services that place an increased focus on outcomes and the individual needs of patients, who can be empowered to take more of an active role in their health and well-being’ (The Welsh NHS Confederation, 2016). UKactive chair Tanni Grey-Thompson has called for a £1bn investment to be made in-to ageing leisure centres and turn them into community hubs which would combine swimming pools, fitness gyms and sport halls with GP drop in centres in order to reduce the strain on the NHS (Terry, 2017). By empowering people to keep active and understand their own health, it will have a reduced strain on the NHS, and allow them to focus on the really severe cases. The number of people aged 65 and over is estimated to increase by 50% by 2037 (Welsh Government, 2013), meaning it brings new challenges for the NHS and it needs to manage the level of need (The Welsh NHS Confederation, 2016:6). This is recognised by governmental parties, with the Labour party dedicating to ‘commit to over £30billion in extra funding’ (Labour Party Manifesto, 2017), the Liberal Democratic Party wanting to ‘raise income tax by 1p to raise £6billion a year to be spent only on NHS and social care services (Liberal Democratic Party Manifesto, 2017), and the Conservative party want to increase NHS spending by a minimum of £80billion over the next 5 years (Conservative Party Manifesto, 2017). Likewise, more specifically to Wales, the Welsh Government’s ‘Taking Wales Forward’ report stated ‘We remain committed to the founding principles of the NHS, healthcare free and accessible to all at the point of need. We will protect and improve the Welsh NHS over the next five years and ensure it develops effectively to meet future needs’ (Welsh Government, 2016:7).  
Furthermore, the report also recognises the ever growing importance of mental health; over 300,000 people leave their jobs each year because of mental health problems, as well as costing the UK economy £99billion each year (Silver, 2017). The report suggests the Welsh Government is going to prioritise mental health treatment, work with schools and employers to improve well-being and finally work to ensure mental health discrimination ended (Welsh Government, 2016:8). A healthy nation starts by changing the mindset to being more active. More facilities being built locally will encourage all ages to get involved in physical activity and thus, as a result, become a more active nation. 


1.5 A more equal Wales
‘A society that enables people to fulfill their potential no matter what their background or circumstances – including their socio economic background and circumstances’ (Welsh Government, 2015:6). The Wales we want by 2050 act has stated it wants one million welsh speakers by 2050 (Welsh Government, 2014), this is further backed by Welsh Governments strategy Taking Wales Forward where it has stated ‘ensure more effective workforce planning systems to deliver a sufficient supply of teachers to work through the medium of Welsh which will be a key contributor to our target of one million Welsh speakers over the coming decades’ (Welsh Government, 2017:16). This will give Welsh sporting facilities more confidence to open bilingual facilities which Wales could be proud of and as a result become a more equal Wales. 
1.6 A Wales of cohesive communities
‘Attractive, viable, safe and well-connected communities’ (Welsh Government, 2015:6). Wales are already lucky to have a very strong cohesion within the nation, a prime example being sport bringing everyone together, with Mosalski (2016) talking about the support in the Euro 2016 competition stating the fans were phenomenal, the singing, the cheering, the chanting and even the Belgian fans were praising us. That type of cohesion is imperative and can be in-directly linked to participation and getting the people of Wales active, ‘as the nation followed the team with pride to the semi-finals of the championship, local youth football clubs have started to see a surge in interest - with even more youngsters expected to sign up to play in the upcoming season’ (Houghton, 2016). 

1.7 A Wales of vibrant culture and thriving Welsh language
‘A society that promotes and protects culture, heritage and the Welsh language, and which encourages people to participate in the arts, and sports and recreation’ (Welsh Government, 2016:6). Experts estimate that more than half the world’s population can speak more than one language (Grosjean, 2010 cited by Welsh Government, 2017), in contrast only 19% of people in Wales speak welsh (Welsh Government, 2017). As a result, the Welsh Government have created a strategy that aims to reach a million welsh speakers by 2050, however it proposed in the report that only 660,000 people in Wales will speak Welsh. The need of more welsh speakers will benefit everyone, with ‘one third of employers in Wales think Welsh language skills are important for their customer service skills’ (Welsh Government, 2017:3). This is supported by Plaid Cymru’s claim to ‘increase the availability of Welsh language education from nursery, to further and higher education right through to adult learning’ (Plaid Cymru Manifesto, 2017:31). More employable people in Wales creates more opportunities for people, more opportunities and jobs will benefit the economy, with a better economy more people will have more disposable income to take part in sporting activities. 
1.8 A globally responsible Wales
A nation which, when doing anything to improve the economic, social, environmental and cultural well-being of Wales, takes account of whether doing such a thing may make a positive contribution to global well-being and the capacity to adapt to change - for example climate change (Welsh Government, 2016:6). The National Assembly of Wales created the environment (wales) act in 2016 to ensure everyone within Wales works together to sustainably manage our natural resources in order to keep them healthy and productive. It is hoped the nation’s resources can continue to provide benefits for everyone within Wales. Greenhouse gases are causing average temperatures to rise meaning rainfall will become more varied. As a result, some places in Wales will be liable to flooding, in contrast to mountainous areas which may experience a drought. This could cause serious problems for sport on lower grounds that may become flooded, ‘stormwater management’ may be needed in which people engineer systems to move away the water from where it originally deposited (Bogost, 2017). In contrast, it could provide opportunities which previously did not prevent themselves. Furthermore, the Environment (Wales) Act goes on to state that welsh ministers will be given powers to put in place statutory emission reduction targets, including at least an 80% reduction in emissions by 2050 (National Assembly of Wales, 2016). This is vital as it will provide businesses and investors with clarity and certainty and have the confidence in Wales to deal with climate change. 
1.9 Conclusion
The age of the nation of is increasing all the time, and as a result there is ever growing importance on creating facilities for over 75 year olds. The need for multi-purpose facilities is imperative in order for Wales to prosper as a nation, this will encourage the whole family to participate in physical activity ranging from children to adults. By preserving Wales’s natural resources it will help the outdoor physical activity sector thrive – good natural resources that Wales can use for sport will also bring a sense of cohesion that Wales can be proud of. In order to achieve a healthy nation, Wales needs to change its mindset towards physical activity and really make it part of their daily life. 
1.10 Recommendations
· Build more multi-purpose facilities to encourage all ages to get involved in physical activity 
· Preserve the natural resources of Wales because Wales’s outdoor activities are thriving at the current moment in time
· Empower people to keep active and look after their own health to reduce the strain on the NHS
· Build sporting facilities that will include an on-site GP 
· Create an initiative that people who can speak Welsh get free use of facilities in order to get more people speaking Welsh. 
· If global warming becomes an even more serious issue for sport in Wales, consider stormwater management (moving the flooded water elsewhere)





2.0 Task 2
2.1 Introduction
Strategic management makes ‘fundamental decisions about the future direction of an organisation: its purpose, its resources and how it interacts with the world in which it operates’ (Lynch, 2015). Additionally, David (1995) proposed there are three stages to strategic management; strategy formulation, strategy implementation and lastly, strategy evaluation. This aspect of the report focuses on the strategic analysis of the brand PUMA using four key strategic themes, these include: 
1. Ansoff Matrix
2. Diversity and Performance 
3. Corporate Social Responsibility
4. SWOT Analysis
2.2 History
Puma was originally created in 1924 in Germany, but under the German name “Gebrüder Dassler Schuhfabrik” (Dassler Brothers Shoe Factory). Forward 24 years and Puma’s name first becomes involved with the brand with the name PUMA Schuhfabrik Rudolf Dassler. The first 30 years the company produced running shoes and football boots, not going into the apparel market until the late 1980’s. What’s evident in the brand Puma is the athletes that they have always had signed to them, with the first global superstar being the Brazilian footballer Pele, who won three world cup’s wearing PUMA football boots. The PUMA logo with the jumping cat was first created in 1967 and is still prominent today, although slightly modernised. 
Today, the company boasts more than 13,000 employees worldwide, and specialises in team-sports, running and training, golf and motorsport (PUMA.com, 2017). However, in recent times there has been a halt in sales and profit, resulting in PUMA focusing more on performance sports as oppose to lifestyle clothing (Gordan, 2014).
2.3 Mission Statement
PUMA recently created a new mission statement in 2013, which is ‘To be the Fastest sport brand in the world’ (PUMA.com, 2017). PUMA’s main athlete who is contracted to PUMA is Usain Bolt, who is the fastest man in the world and currently holds both the 100 metres world record and the 200 metres world record. Usain Bolt’s success has been a catalyst for PUMA to advance their brand globally. As a result of Bolt’s success, PUMA created this mission statement, and also their objectives; to be fast in reacting to new trends, fast in innovations, fast decision makers and fast solving problems. 

2.4 Ansoff Matrix
Ansoff’s Matrix generates an initial set of alternative strategic options. The potential for an organization to grow is determined by its choice of markets or customers (existing or new) and of products (existing or new). According to Doyle, (2011) the matrix has four quadrants: market penetration, new product development, market development and lastly, diversification. In 2013, PUMA attempted to resurrect the brand from falling profits by creating ‘The Nature of Performance: new products, new labelling concept, new campaign’. The positioning of the new products is within the ‘product development’ quadrant, but only marginally (see Appendix 1). Product development refers to a strategy by which an organization delivers modified or new products to existing markets (Johnson et al, 2013), with Lynch (2015) stating ‘technology has on occasions added the extra element to differentiate the organisation. ‘2013 signals a pioneering year for PUMA, as the global sport lifestyle brand re-energises its performance positioning through the introduction of a cross-category performance production’ (PUMA SE, 2013). Furthermore Rudenko (2013) stated ‘PUMA launches a totally new cross-category platform, which includes marketing campaign as well as innovative additions to the brand’s major product categories’. Baker (1992) cited in Lynch (2015) suggests ‘innovation occurs when companies identify new market opportunities or a segment of an existing market that has been neglected’. This is evident with PUMA as they have created innovative new products in order to differentiate themselves from competitors. Also, it’s those innovative products that PUMA have created that make this a product development aspect of the Ansoff Matrix. It’s completely focused on different quality levels by modifying products with new features. Even PUMA have stated on their website one of its strategic priorities is to ‘reposition the brand’, and its objective is to demonstrate that PUMA is back in sports and that it has great assets and a distinctive attitude (PUMA.com, 2017). The success of these innovative products has led to a sponsorship deal between PUMA and Arsenal in 2014, with Bjorn Gulden (Chief Executive of PUMA) stating “it’s the biggest deal in both PUMA and Arsenal’s history” (Gordan, 2014). Product development forces competitors to innovate, and that can be a risky strategy for companies, this innovation in PUMA’s products put pressure on close rival Under Armor, resulting in PUMA overtaking Under Armor in the stock market in 2015 as a result of these innovative new products (Woolf, 2017). Furthermore, Adam Petrick, global director of brand and marketing at PUMA stated “we think about the ways we’re using new technologies in interesting ways … when we create a new upper, we want it to be viable for running, but also to look at it from a style and fashion perspective” (Woolf, 2017). This product development has paved the way for PUMA to increase sales and as a result move above Under Armor in the US stock market. 

2.5 Diversity and Performance
In late 2014, PUMA announced that singer and model Rihanna was going to be their new creative director of women’s collections. Johnson et al (2013) suggests diversification is a strategy by which an organization pursues new product offerings and new markets. By PUMA appointing Rihanna to this role, it certainly suggested it was diversifying into new markets. ‘Diversifying into new products and service lines can provide an effective path to fast growth, as you sell more products to existing customers or establish new markets’ (Santander.com, 2016). However, diversifying comes with risk, take Nike for example, one of PUMA’s main competitors, who originally produced footwear but in 1999 diversified into producing their own golf club range. In relation to diversity and performance, Hooley et al (2008) created a diversity and performance graph which has been adapted for this report to show Nike’s golf club range in contrast to PUMA’s Rihanna collection in terms of diversity and performance (see Appendix 2). It suggests that related limited diversification will have high performance levels, which is evident in PUMA by Rihannas’s collection, with PUMA CEO Bjorn Gulden stating “the brand is surging, reporting a net increase of 92% for the quarter” (Wray, 2017). In contrast to Nike’s golf club range, which was unrelated extensively diversified resulted in poor performance levels and as a result the range was dis-continued in 2016 with Simon Chadwick (professor of sports enterprise at the university of Salford) stating ‘golfers are more likely to change their footwear on a regular basis, they are less likely to buy clubs on a similar basis resulting in golf being a tough business to operate in’ (Wilson, 2016). However, PUMA by Rihanna continues to succeed with ‘the company noted, that as usual, it saw success with Rihanna’s Fenty line’ (Bobila, 2016), and ‘women’s business further strengthened through second Rihanna collection this year, launched in September (PUMA, 2017). 

2.6 Corporate Social Responsibility
Public concern over the role of the business in society has grown over the last few decades and is now substantial (Walters & Tacon, 2011).  Corporate Social Responsibility (CSR hereafter) is concerned with the ways in which an organisation exceeds its minimum obligations to stakeholders specified through regulation (Johnson et al, 2001). Lars Soresnon, PUMA’s chief operating officer stated ‘sustainability and business need to go hand in hand to achieve sustainable business. We established an Executive Sustainability Committee; these changes have ensured that social, environmental and governance aspects are taken into consideration when we do business (PUMA, 2016). PUMA have stated that some of their sustainability targets include social compliance, human rights, health and safety, climate and environmental. This shows that PUMA as an organisation takes CSR very seriously. PUMA set the benchmark for being a sustainable business and focusing their efforts on using natural resources that will not harm or de-grade the natural environment with Confino (2011) stating ‘PUMA has become the first company in the world to put a value on the eco services it uses to produce its sport shoes and clothes, signaling a radical change in the way business will account for its use of natural resources. 
CSR involves a business identifying its stakeholder groups and incorporating their needs and values within the strategic and day-to-day decision making progress, and PUMA does this, with Cristina Fedato (team leader of at Collaborating Centre on Sustainable Consumption and Production) stating ‘PUMA runs a strong sustainability strategy, well connected to its business and also aligned to its culture and stakeholders expectations, successfully tackling many challenges in its supply chain (PUMA, 2016). One of the key drivers in CSR is Globalisation, with the growing influence of the media seeing any mistake that a business makes immediately brought to the attention of the public, making CSR a very important aspect of any business. 
Furthermore, another aspect of CSR is ethics. Business ethics addresses what can be morally right and wrong in the way businesses make decisions and conduct their activities (Crane and Matten, 2007). PUMA’s code of ethics which was introduced in 2005 presecribes PUMA’s commitment ‘to ethical and responsible individual and corporate behavior which all of our employees, affiliated brands and business partners are required to comply (PUMA, 2017). In the code of ethics document it states it ‘sets out the basic principles for important areas (e.g anti-corruption and conflicts of interest) and serves primarily to raise awareness … and you are expected to act as a role model’ (PUMA Group, 2014). This relates back to the Globalisation area of CSR, PUMA have clearly publically stated their stance on CSR and that they take it very seriously and in 2012 they were top of the sustainability report which is published by EIRIS (CNN.com, 2012). In contrast, Sport Direct have been found to be treating workers ‘without dignity and respect’ and workers are working in ‘appalling conditions and practices’ (Moss, 2016). 

2.7 SWOT Analysis 
This section will talk about the main SWOT of PUMA; however there is a full SWOT analysis in Appendix 3. 
PUMA has of course many strengths as a brand, one of them being the world famous stars that they have attached to their brand. Stars like Usain Bolt and Rickie Fowler, and more recently celebrities like Rihanna and Selena Gomez have all been sponsored by PUMA. The reasoning behind sponsoring all these stars is to ultimately increase profit to the business, improve brand awareness and also help the public perceive them positively as a business. Bjorn Gulden (CEO of PUMA) stated “with RiRi (Rihanna) being hailed as the most marketable celebrity, it’s no surprise that her association with the brand has helped it thrive” (Kim, 2016), furthermore, Usain Bolt was estimated to have brought 250 million Euros worth publicity in 2008 (Kollewe, 2009). 
In contrast, Puma has a number of weaknesses. One of the main weakness they have is that they are in the same market as Nike, Adidas and Under Armor meaning competition is extremely competitive and as a result they have limited market share, with Nike’s revenue being 29.1 billion euros, Adidas 19.29 billion euros, and in comparison to PUMA’s 3.63 billion euros (statista.com). A full global revenue graph comparing PUMA to Adidas and Nike can be found in Appendix 4. 
However every business comes with opportunity. There are emerging markets around the world that are growing rapidly and it is something that PUMA can target. ‘Emerging sports markets in Brazil, Russia, India, China and the Middle East continue to grow apace, offering scope for the development of new commercial opportunities’ (PWC, 2011). With this in mind PUMA can target these markets and get a foothold before their competitors do the same thing. 
And lastly, there are threats that PUMA need to eradicate in order to withhold their image and brand. The economy is always changing and during tough financial times people typicaly spend less on clothing and sports products with The Economist (2010) stating ‘americans are spending less on clothes and eating out and more on household fuel bills and healthcare’ (The Economist. 2010).
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