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1.Executive Summary
The purpose of this report is to critically analyse the current position of West Wales as a destination for sport, physical activity, health, and well-being and how this position may subsequentially change due to future policy and strategy reforms. To do this, this report will examine a variety of governmental, national governing bodies and organisational strategies whilst also considering the differences between the 4 main political parties within Wales (Labour, Plaid Cymru, Conservatives and Liberal Democrats) and how their individual policies could help shape the future direction of sport in West Wales. 
[bookmark: _Hlk25161593]The second part of this report will then apply 4 key strategic themes and then apply these to Joma Sportswear to understand its journey as a Sportswear Brand and where the company is heading in future.















2. Introduction – The Wales We Want for 2050
It is clear to see that over the last 20 years the shape of Wales has drastically changed with several key governmental strategies being released to help promote, encourage, and develop physical activity and wellbeing. The Climbing Higher Strategy’s (2005) main objective was to maximise the contribution that sport and physical activity can make to Wales across its many dimensions. This strategy could be considered an important factor in the development of subsequent governmental policies and strategies such as Creating an Active Wales (2009) the Well-Being of future Generations Act (2015), the Taking Wales Forward Bill (2016) and Prosperity for All (2017). It is important that Sport Wales and their agendas are in line with the Welsh Governments regarding the overall shape and future within Wales. At this moment in time 32% of adults aged 16 and over take part in sport more than three times per week (Sport Wales, 2019) however 41% of adults who were interviewed as part of the State of the Nation Report (2019) had not taken part in any sport within the previous 4 weeks. Those under the age of 16, 48% currently take part in sport extracurricular or within the community (Sport Wales, 2018). If Wales is going to go forward in achieving the goals set out in the Future Generations Act (2015) what can governments and sporting organisations learn for the future of sport within Wales and how can they create policies and strategies in order to help make Wales a more healthy and active nation? As indicated by Downward, Hallman & Rasciute (2018) Sport as long been a policy instrument in order to help the overall quality of life of a nation. If policies are implemented properly it could lead to the goals of the Future Generations Act being achieved. 















2.1. The Public Health Agenda
It is widely acknowledged that Wales faces several key and complex challenges at this moment in time and many of these are a legacy from past decisions that have been made (Future Generations Bill, 2015). Healthcare within Wales is an area of real concern with Obesity a major issue. It is estimated that it costs the NHS in Wales £86 million per year to deal with the associated health risks (National Assembly for Wales, 2016). 
Currently there are around 12% of children who are classed as overweight or obese (Public Health Wales, 18) with 12.1% of children being categorised as Obese in the Swansea Bay University Health Board, These figures indicate that the “Wales we Want by 2050” whereby people in Wales are healthier, is currently off the mark and even though schemes such as Climbing Higher, Creating an Active Nation and Hooked on Sport have all been brought implemented, more needs to be done to address this issue. People who are physically inactive spend an average 38% more days in hospital and make 5.5% more GP visits than an active individual it is clear to understand the increased burden on the Health Service (Jones et.al. 2012). There is an argument then to be made that because there is a lack of collaboration between the sport and health sectors some were confused as to the role of sport regarding the physical activity agenda (Welsh Government, 2017). What would  aid the promotion of leading a physical and healthy life, GP surgeries should embed a more coherent physical activity procedure where patients who are suffering from illnesses which are preventable by the changing of lifestyles, are encouraged to undertake in physical activity (Sport & Recreation Alliance, 2016). 

2.2. Socio-Economic Factors
Life expectancy within Wales has broadly been increasing however there remains an inequality across groups. Obesity levels within the country are increasing and so too is the level of in work poverty as more people are entering work (Future Generations Commissioner for Wales, 2018). An example of this can be seen in Cardiff whereby the unemployment rate has decreased from 6.1% to 5.2% however employed with an hourly wage below the living wage has increased to 21.5%. This may then be the reason for the number of children growing up in low-income families increasing in Cardiff to 23.7% (Cardiff Council, 2019). There is growing evidence to suggest that there is a direct link between poverty and obesity with Lee, Hedwig et. al. (2014) establishing that children within a low socio-economic status are 1.6 times more likely to be obese than those at the opposite end of the scale. This is reinforced by Salmasi & Celidoni (2016) who found that there is a correlation between being poor and being obese. It would be wrong to suggest then that poverty levels alone contribute to an increase in poor public health and more appropriate to conclude that if Wales wants to work towards the goals of the Future of Well-Being Generations Act and the “Wales we want by 2050”, the focus on a more cohesive community whereby people have the conditions to do things that matter to them. A report by Sport Wales to analyse C4A (Calls for Actions) which was developed to increase physical activity participation within Wales particularly in under-represented groups (Bolton, Grace, Harris et.al, 2016) found that there should be a clearer focus on what C4A should achieve and which projects are best at having the most significant impact on under-represented groups. It would be vital and necessary to follow provisions set out by Sport Wales and go beyond the traditional methods of consultation and create local sporting structures involving real people in real communities to greater understand their needs and demands (Sport Wales, 2012)


2.3. The Issue of Brexit
As identified by Public Health Wales (2019) Brexit could and is leading to potentially a number of negative impacts which affect the everyday health of the nation including a potential increase in pressure on the NHS, disruption to food and safety standards affecting access to healthy foods, a negative impact on mental health and well-being through strained community relationships and access to EU funding for specific well-being projects. Currently, the obesity level in Carmarthen is at its lowest point for four years and is a long-term objective of the council to ensure the health and well-being of children (Carmarthenshire Council, 2019) however with the impacts of Brexit already starting to take shape, is this downward trend in obesity levels sustainable based on the issue of Brexit. 

















3. The Role of Sport Wales
Central to sporting, health and well-being policy within Wales is the role of Sport Wales and its continued role as a Welsh Government Sponsored Body, ensuring that the visions are of one between the two is essential. A report in 2017 found that there was confusion as to what strategy implemented by Sport Wales takes greater significance. There was a consensus that whichever strategy was known, there was an overall vision to utilise sport as a contribution to society (Welsh Government, 2017). What was apparent though was the lack of clarity regarding the strategic alignment of policies with that of the Welsh Government. This could mean that the Welsh Governments aims set out in their Well-Being of Future Generation Act (2015) would be much difficult to achieve with no coherent vision. Rebecca Evans AM for Social Services and Public Health concluded that “the Welsh Government should develop a refreshed long-term policy statement for physical activity, that clarifies the respective roles and responsibilities of Sport Wales and other delivery bodies”. She also stated that Sport Wales should lead in the development of a new long-term strategy for sport which undertakes in the principles set out by the Well-Being of Future Generations Act (Welsh Government, 2017). To help develop this new vision for sport, Sport Wales followed the Governance and Leadership Framework set out by the Sport and Recreation Alliance (2015). The recommendations set out by the Welsh Government, as well as Sport Wales’s new aims helped shape the new strategy, Embracing the Vison for Sport in Wales (2019). 











4. The importance of Education and Schools
The role of education within Wales in playing a major part of future generations is absolutely paramount. It is widely acknowledged that sport and other physical activities are highly important for the majority of children (Kühnis et. al. 2016) and there is no other age group more tightly bound to the sport system (WHO, 2010). To help achieve the goals within the Future Generations Bill (2015), having an education system that compliments a child’s physical development is of the upmost importance. 
4.1. The Donaldson Report
The Donaldson report recommended that there should now be a focus on 6 key areas of learning with Health and Well-Being, being one of them (Welsh Government, 2015). Health and Well-Being within schools should be taught using a range of methods and should not just focus on the physical aspects, but also other aspects connected through areas of other study such as science and technology and humanities (Donaldson, 2015). Prevention is always seen greater than cure and also fits with recommendations from the Sport & Recreation Alliance which suggests that more preventative measures should be put in place whereby governments contribute towards a more specific and identifiable funding stream (Sport & Recreation Alliance, 2016). There should also be a every contact counts approach where active living is integrated in schools (Sport & Recreation Alliance, 2016). This too is also noted by Rush & Coppinger (2018) who, in summary, state that for optimal health and growth, children need to be continuously exposed to an environment that provides Nutritious Food and regular physical activity that is both adequate and high in quality. Schemes such as “Cycle to School” or a “Daily Mile” could contribute to younger children being more physically active.

4.2. Providing proper Nutrition
It is widely acknowledged that a child develops their food preferences by responding to what he or she is fed and observing adults so those responsible should make every effort to introduce children to a healthy lifestyle (Birch et.al. 2011). The usage of breakfast clubs and free-school meals in schools has seen a rapid increase (Lambie-Mumford & Sims, 2018) and this also correlates to research carried out by the Trussell Trust (2019) which suggest 70% of families suffering from food poverty rely on schools as a source for food for their children. With this in mind, it would be prudent then to suggest that the types of food provided by schools should fit with the public health agenda. Instead of reliance on cheaper, low quality food lacking in key nutrients, a more invested approach to healthy food should be utilised. By ensuring children in schools are fed properly, this should go a long way to contributing to a Wales which is Fit for the future. 





5. Facilities for the Future
[bookmark: _Hlk24987234]As well as satisfying an individual’s needs for physical fitness, fun and well-being, sport also produces a greater sense of social integrations, socialisation, democracy, and public health (Heinemann, 2005). It is of great importance then for governments provide adequate and appropriate sporting infrastructure to accommodate an increase in demand (Hallman et. al. 2012). Good Sporting infrastructure can enable a community to participate in sport and if Wales is to head towards a nation which has a more cohesive, safe and reliant community structure, then having a range of facilities that can enable this will go a long way. It is suggested that several types of sporting infrastructure are important factors in the participation of sport (Hallman et. al. 2012) and because of this it can be suggested that a more multi-level approach should be considered. 
To ensure facilities are being built for the future they should contain a variety of key elements to ensure they are able to cope with the ever-changing demand of the modern world. According to the International Association for Sports and Leisure Facilities (2019) there is a growing importance on multi-functionality where sports facilities also serve as a lifestyle purpose, so facilities must accommodate this. What is also apparent is the use of public space to incorporate leisure facilities. Wales, has a vast array of tidal, natural and mountainous regions so utilising these as a place for sport and leisure is of great importance. Doing so will also contribute to Natural Resources Wales (2019) long-term plan to promote the usage of the environment towards health and well-being. 















6. The changing shape of UK Politics
Traditionally, the UK has often been dominated by a two-party political system whereby elected representatives from England, Scotland, Wales, and Northern Ireland are selected to represent their constituents in Parliament (Houlihan, 1997). What had been concerning is that governments had generally been reluctant in acknowledging sport as an appropriate responsibility for the state and there was confusion about where sport stood within the mechanisms of government (Houlihan, 1997). There was evidence to suggest that the impact of Ministers for Sport within central government on the policy process had been somewhat limited because position within government had been outside a governments core executive (Mcmaster & Bairner, 2012). It would therefore be prudent not to follow in the footsteps of central government and allow Ministers of Sport Greater Involvement in the Decision-Making process. 
Westminster has usually been dominated by a two-party political system (Conservative and Unionist Party and Labour) however this has changed considerably over the past 20 years. The rise of nationalist party’s (Plaid Cymru) have changed the way in which the UK is run, and this will have a dramatic effect on the shape on Sport and Health within Wales particularly in conjunction with the Future Generations Bill (2015). 
Plaid Cymru, The Liberal Democrats and Labour in both their 2015 and 2017 Manifesto’s feature heavy spending pledges regarding Health, Well-Being, and Social Care. This then may see a Wales in the future follow a more Scandinavian Approach whereby governments set aside vast sums for sporting activities in accordance with a Scandinavian Welfare Model (Bergsgard & Norberg, 2010). 













6.1. Plaid Cymru
Within Plaid Cymru’s Manifesto from 2015 the pledge to have an extra 1,000 Nurses and Doctors could be argued has a contributing factor to ensuring Wales becomes a healthier nation as set out in the Future Generations Bill (2015). Another key pledge within the Manifesto involves making Wales a Fairer Society. This fits within the remit of ensuring Wales is a nation that is more equal, and everyone has access to opportunities. The big theme from the 2015 Manifesto is the use of Elite Sport as an influencer in inspiring people to become more physically active. There is direct mention of the Commonwealth Games in 2014 to attempt to create a sporting legacy and this is also stated by the National Assembly for Wales (2018), as role-models can be essential in the promotion of physical activity. The use of the Commonwealth Games to inspire more people to take part in sport is also linked to the Sporting Future Framework (2015) where international sporting success it utilised as well as the impact of Major Sporting Events. Another key pledge within the 2015 Manifesto is the attempt to attract more Major Events to Wales. From a Sports Policy perspective, this could be a major benefit to increasing physical activity as it is noted that bringing Major Sporting Events to a country could constitute a “Feel-Good” factor which could in turn lead to an increase in participation (Maenning & Porsche, 2008). From a more local perspective, the use of multiple locations and not just leisure centres to contribute towards the provision of sport also relates to recommendations as set out by IKAS (2018). As discussed, for Wales to meet its goals of a “Wales we Want by 2050” there needs to be a more coherent approach to all policy developments. This is mentioned within the Plaid Cymru Manifesto where there is a link between Governing Bodies, Local Authorities and Schools to ensure community access to facilities. 













6.2. The Liberal Democrats
The Liberal Democrats Manifesto’s vary differently from 2015 to 2017 due to Brexit however the 2015 Manifesto could be following key principles based upon the Future Generations Bill of 2015. There is a pledge to work with Local Authorities to ensure more integration with health visitors to help towards early childhood nutrition. The cohesion between health services and health agendas is necessary to help facilitate a more healthy and active nation. There is a pledge in relation the Donaldson Report (2015) where there is greater local integration of Health, Care and greater Educational Support however an overhaul of the national curriculum to include greater freedom for teachers could create a situation where schools may not feel obliged to deliver physical activity. The 2015 Manifesto references an increase in investment towards opening more sports facilities however this pledge does not give any further details as to how these will be fit for the future. The 2017 Manifesto pledges to create a cross party health and social care commission bringing together stakeholders from MP’s, Patients Groups, Public and Professional Bodies to carry out a sustainability review. A key issue regarding sport within Wales is the lack of clarity regarding the strategic alignment of policies, this begin to rectify this issue. The Manifesto compared with the other political parties uses sport as a fundamental tool to help contribute to greater public health. Pledges to create a national strategy to tackle childhood obesity, access to sport, protection of sports funding via the national lottery and also implementation of the Wales Act and giving the Children’s Commissioner for Wales a greater role could all contribute to the Future Generations Act.














6.3. The Labour Party
The manifesto from 2015 sets out a variety of policy pledges which focus very heavily on social and health reform which could be being in line with the current agenda as set out in the Future Generations Act (2015). There are key pledges to invest more in the NHS to provide more GP’s and Nurses and what coincides with this is a pledge to better integrate Hospital Services and Patient’s Needs. What is lacking in detail however is the sporting policies which could be implemented. There are key pledges to introduce a minimum of two hours of organised sport each week at school, there is no real-solid basis for how this policy could be implemented. The 2017 Manifesto provides a radical change in policy and it could be argued that the policy’s noted in the Manifesto would contribute greater to the Future Generations Bill (2015), Taking Wales Forward (2016) and Prosperity for All (2017). The focus on Social and Welfare reforms contribute to these Strategies. There is a pledge to increase infrastructure investment to £250 Billion over 10 years. This could mean that Sports Facilities are created which are better suited to future usage. Nationalisation plays a key theme throughout the 2017 Manifesto and there are questions to be raised regarding the Sporting Context throughout Wales. Historically, sport has relied on public financial support and government grants (Eurostrategies, et.al. 2011) however this has shifted considerably due to the increasing commercialisation of sport such as advertisement and sponsorships (Play the Game, 2013). A future Labour Government under this leadership begin to restrict sponsorship and advertisement from companies which they have nationalised. Privatisation occurred in Europe to reduce overall government debt by selling off key governmental infrastructure (European Commission, 1984) and Nationalisation of industry’s could also affect the country’s economy. There are direct implications for the Future Generations Act (2015) where there are pledges to ensure children are the healthiest in the world and implementation of a Soft Drinks levy to combat the obesity crisis leading to a “Healthier Wales”. The devolution of powers to a community level could, in theory, see greater sports provision throughout Wales as the community would have a greater say in how sport is delivered and could provide communities with facilities which they require as discussed by Hallman et. al. (2012) but could also mean a decrease in sports provision depending on the demographic make-up of the community. 










6.4. The Conservative Party
There are differences between all four major political parties however the conservatives are much more diverse in terms of their overall health and well being strategy. In relation to the Future Generations Act (2015), A key pledge form 2015 was establishing a truly 7-day NHS service, this could provide the basis for ensuring Wales can remain a healthy nation. Low taxation for workers plays an important part for the party and this could ensure that people may have more disposable income in order to take part in Physical Activity throughout Wales however savings in Welfare Payments could mean those on lower incomes or unemployed will have less money to take part in such activities and this would be at odds with the “Wales we Want for 2050” whereby everyone has equal opportunities. Education would see a more traditional route with a future conservative government whereby Academy’s and Technical colleges would mean the Donaldson Reports recommendations would be difficult to follow however there would be an additional investment in Primary School Sport with a minimum of two hours each week. The Public Health Agenda would also be targeted where sales of Tobacco and Food Labelling would come with greater labelling and information regarding their potential impacts. As with other political parties, the 2017 Manifesto is heavily Brexit focused and a pledge from this would be a Shared Prosperity Fund, this would ensure money lost from EU funding would be replaced, potentially leading to the continued development of Sports Facilities within Wales. 


















6.5. The Changing Economy
(Growth Domestic Product) is the measure of the country’s economy over a period (Bank of England, 2019). This is measured by the total value of goods and services; everyone’s income or what people have spent within the country. For a country to avoid a recession it must not contract for two periods (Quarters in succession). At present the current GPD figure for the UK is at a growth of 0.3% (ONS, 2019) this demonstrates how finely balanced the current economic situation is at this present time. 
What maybe a big concern for sport in Wales is the inflation rate and Wage Growth within the UK. At present the current Inflation Rate is at 1.7% with Wage Growth around 3.6% (ONS, 2019). This means that in real terms, earnings increased by 0.9%. This theoretically means that people could have more money to spend, on sporting activities and physical wellbeing. The key point is that if Wage Growth in the UK begins to fall and Inflation starts to rise then consumers will therefore have less money to spend on physical activity and the standard of living could fall (BBC, 2019). This means that future governments must be economically sustainable to ensure an efficient economy, helping achieve “A Future we Want for 2050”. 




6.6. Conclusions and Key Recommendations
It is clear to see that the shape of sport and physical activity in Wales is going to change rapidly over the next 30 and governmental policies and strategies will help decide the future direction in which Wales is heading. If Wales wishes to achieve the aims as set out in the Future Generations Act (2015) the public health agenda must be a priority with an increase in funding and better cohesion between health services and sporting organisations. Of course, none of this would be possible without a strong economy and a future government that is committed to delivering on its pledges to ensure Wales is a nation that is thriving both economically, prosperously, cohesively, and healthily. At this moment in time, the uncertainty regarding Brexit is weighing heavily on the future direction of this country so each political party must also ensure that whatever the potential impacts are from leaving the EU, these are negated by policies implemented by central government. With each parties’ various views on how they wish to take the nation forward there are key recommendations that can be made:
1. Greater collaboration between NHS Services and Sporting Authorities to provide greater access to physical activity services – prevention is more effective than the cure.
2. Any future sporting strategies must be clear between both Sport Wales and Welsh Government so that any strategies and policies are cohesive in their aims and objectives. 
3. An effective physical activity strategy should be in place in schools to ensure pupils are achieving the basis for a healthy lifestyle for the future.
4. The Future Development of Facilities must be made with functionality in mind to provide greater access to all those who wish to attend from diverse communities.
5. A cross party-political strategy should be created to ensure that the health and wellbeing of future generations is prioritised in accordance with the Future Generations Act (2015)
7. Sportswear Brand Case Study – Joma

7.1. Introduction
Joma are a Spanish Sportswear Company that were founded in 1965 and began manufacturing sports shoes with just 8 employees. In 1969 the first manufacturing plant is created, expanding on their workforce to 20 employees and in 1980 a second plant is developed adding a further 50 staff. From this point, Joma began a rapid rise in Sportswear Development throughout Spain and began sponsoring high profile Spanish Footballers such as Emilio Butragueño (Real Madrid) and Txiqui Beguiristáin (F.C. Barcelona) as well as Olympic Gold Medal Winning Athlete Fermín Cacho. Over the next 20 years Joma began to expand throughout the world, providing football shirt sponsorships for country’s all-over including Costa Rica and Honduras as well as staying close to home, providing Sevilla F.C. with sponsorship throughout the 2000’s. This rapid rise continued and in 2016, Joma reached the pinnacle of the world stage by became one of the sports brands with the most presence by sponsoring 9 Olympic Committees and 18 federations including those of Croatian Handball Federation and the Mexican Athletic Federation (Joma, 2019). 
The range of sporting goods offered by Joma continues to increase and currently include Football, Running, Rugby, Tennis, Basketball and Volleyball. 
To fully understand the Journey that Joma has taken and where it is heading, this report will select 4 key strategic themes (Ansoff’s Matrix, Diversification, The Value Chain & the Boston Consulting Group Matrix) and apply these to the Sportswear Brand. 
7.2. What is Strategy?
Strategy can be defined as a plan of action aimed at achieving a long-term direction of an organisation. To help a business achieve these aims, strategic decisions need to be made and these are mainly concerned with the scope of the organisation (Johnson et.al. 2005). These decisions are usually made for the organisation to achieve advantage over competition but also for an organisation to create future opportunities by building on their resources and competencies. Strategic Decisions are likely to be complex in nature, be made regarding uncertainty of the future and are likely to effect operational decisions (Johnson, et. al. 2005) in Joma’s case then, the changing habits in which consumers purchase their products, new technology that is being developed for sportswear equipment and the change in attitudes to health and fitness. As noted by Hofer & Schendel (1979) and Ritson (2011) Strategy could also be defined in a more simplistic manor where it is the mediating force between a business and the environment (technological, competitors and social changes) 
Business Policy refers to the roles and responsibilities of top-level management within an organisation and the decisions affecting the organisation in the long run and the corporate strategy is developed from top-level management to be implemented to achieve the goals set by the Business Policy (Furrer, 2013). Corporate Strategy can be referred to being primarily concerned with “what set of businesses should the company be in”, regarding Joma, should they diversify into a new field (Rowing for example). This is not to be confused with Business Strategy which focuses on building a sustainable competitive advantage in a specific business or market (Furrer, 2013). An example of this would be Joma created a new distribution channel for consumers to receive their goods which made them more efficient and effective than other sportwear brands. 
7.3. The Ansoff Matrix
The Ansoff Matrix is a research method which is used in the analysis of products and markets (Nan, 2016). This method can be utilised to thoughts of a business to expand the market and develop new products more objectively and accurately. Instead of focusing on profitability or sales, the focus is on the development of the product range by looking at the options surrounding the “product” and “market” (WJEC, 2016). The Matrix is made up of four strategic areas which are used by businesses to help grow their company. These areas are Market Penetration, Market Development, Product Development and Diversification (Financial Director, 2012). For the purpose of this report, a specific product relating to Joma will be placed in an area of the Ansoff Matrix (See Appendix A) and details will be given to explain its placement within the Matrix. 
The product that has been selected for use within the Ansoff Matrix is The VIPER IBIZA MEN MARATHON SANTA EULARIA DES RIU Running Shoe (See Figure 1 in Appendix A).

The reasons for its placement within the Matrix are in line with those stated by Johnson et. al. (2005). Firstly, Market Penetration can be considered can be defined as selling more to existing customers without sacrificing its return on sales (Taylor, 2012). It is also identified that Market Penetration involves promoting a certain product by repositioning it however the product itself is unchanged (Hussain et.al. 2013). The running shoe displayed in Figure 1 therefore follows these principles. It is currently in a line of other Joma running shoes named the STORM VIPER and therefore shares the same technology’s attributed to that current line so therefore the reason of the change in design is to encourage more customers to purchase the shoe. The second reason for its placement is the fact that the existing market place already exists with over 2m people in the UK and an estimated 10m in the US (Cregan-Reid, 2016) competition to sell running shoes is at an all-time high with the likes of Adidas, Nike and under Armour all vying for consumers so Jomas decision to release this shoe is in line with consolidating their current position with existing customers. There is argument that the shoe also follows the path of Market Development whereby the company is offering an existing product to New Markets (Johnson et. al 2005). As discussed, the product itself is an existing product, however the difference being the design on the shoe coinciding with the Ibiza Marathon. This means that Joma are able to target new customers who are attending the Ibiza Marathon with them being the official technical sponsor for the event in February 2020 (Joma, 2019). Upon registration for the event customers are able to purchase the shoe directly from the registration website and they also receive discount if they are registered and wish to purchase the shoe at that point, this can create a differential pricing strategy. What is also key is that the product also has an USP (Unique Selling Proposition). This is essential as Joma have created a meaningful way in which to distinguish their product from rivals and encourage new users to purchase their product (Niu & Wang, 2016)  





7.4. Diversification and Performance
Diversification can be referred to a strategy which a business will take to provide a new product to a new market, and it is often seen as the riskiest of growth strategies (Taylor, 2012). There are many reasons for a company to pursue diversification as a strategy including growing and increasing market share, increase profitability for the business and spread or reduce risk (Grant, 2007). Diversification is seen as a way in which organisations can survive in an ever-changing business environment, by exploring new opportunities, they are able to realign their organisation to new market conditions (Lotayif, 2011). It has been found in many instances that Diversification can play an important role with an organisation, and it is important to not that related diversification does tend to outperform diversification that is very unrelated (Keats, 1990). The reasons for this include a lack of fit within the businesses environment (No capacity for Joma to expand), depleting a firms resources (with Joma already producing products, diversifying too much could hinder resources in other areas) and overall lack of product and marketplace knowledge, this said, would Joma have the expertise to diversify (Sun & Govind, 2017).
For the purposes of this report, the product that has been selected to be placed on the Diversification and Performance Scale (See Appendix B) is that of the HAKA S/S T-Shirt in red (See Figure 2 in Appendix B). 
The reasons for its placement on the scale are in line with having an associated product knowledge with other sports which Joma had become synonymous with (Football & Athletics). The reason for this is that the T-Shirts which they produce for these sports are of similar material (Polyester) however the overall design and branding is of obvious difference. This shows then, that in line with Keats (1990), Joma have followed the path of related diversification to improve overall performance. What is of difference is the style and branding of the T-shirt and does mean that Joma are stepping into new markets for them to increase market share and therefore increase business profitability (Grant, 2007). It is important to note that diversification in this instance has paid dividend for the business as they are now used by many Rugby federations throughout the world as main kit suppliers which again, increases their market share. Part of the reasons for its success could be attributed to distribution outlets being in place already, manufacturing machinery being readily available and a supply of the raw materials already being in place (Johnson et. al. 2005).








7.5. The Value Chain
The Value Chain can be described as the activities within and around an organisation that are performed to design, produce, deliver, and support its product to create value for its customers (Koc & Bozdag, 2017). The Value Chain itself is made up of nine categories that are then subdivided into two main categories which are Primary and Support Activities (Porter, 1985) which can be seen in Appendix C. Primary Activities are directly concerned with the creation of or deliver of a product and Support Activities are there to help improve the effectiveness and efficiency of the Primary Activities (Johnson et.al. 2005)
For the purposes of this report, 2 categories will be selected and applied specifically to Joma to understand the operational aspect of the business itself in relation to its customers. 
1). Marketing and Sales – These are activities that are associated with providing a means in which buyers can purchase their products and which in which they are encouraged to do so such as advertisement, promotion, and pricing (Koc & Bozdag, 2017). In the case of Joma, as well as online purchasing, stores can be found all throughout Europe with the exception being the United Kingdom with a large proportion of stores located in Spain. This is due to the increase in awareness of the brand within the country. A key factor in the increase in sales in Jomas case is the use of sponsorship for countries, clubs, and athletes in a range of sports to establish a wider reach for their brand. Sponsorship deals with Swansea City F.C. Dunfermline and St. Mirren (Joma, 2019) have helped create a global awareness of the brand. With no stores in the UK, sales of Joma goods are mainly made through its website and authorised retailers within the country. A Major part of Jomas marketing campaigns is the use of storytelling (For example the heritage of Joma in relation to Swansea City F.C.) to make the brand stand out and show why they exist. As discussed by Del Rowe (2017) and Thieringer (2018) Humans remember stories more than they do facts and successful marketing campaigns rely on an emotional connection with the brand and consumers. 
2.) Service – Service can be defined as the activities that enhance and maintain the value of the product during the after sales process and could also be attributed to customer service within the organisation (Koc & Bozdag, 2017). It is widely acknowledged that every organisation’s success is dependant on keeping its customers satisfied with the goods or services which it offers and a more strategic view of this is not to focus on a cost centred approach but as a competitor differentiator (Goodman, 2009). What is striking with Joma is the simplicity in finding its specific Customer Service section on their Website with the direct helpline number clearly visible, returns policy easy to read and even an easy to use sizing chart which enables consumers to purchase their products reducing the risk of unnecessary returns and inconvenience. What is missing from the company’s website interface is that of a direct live webchat which so many other businesses are now utilising. In the long term, if not addressed, this could cause the business consumer relation problems as technology such as this enhances the speed and convenience in obtaining an answer for their query and ensures consumers can reach the business across all technological platforms (Goodman, 2009). 




7.6. The Boston Consulting Group Matrix
The Boston Consulting Group Matrix (or BCG Matrix) is a strategic planning technique that helps diversified businesses allocate its resources (Madsen, 2017). The BCG Matrix is made up of four categories, each have different meanings and typically refer to different types of businesses or products in a company’s portfolio (Johnson et. al. 2005). These four categories are:
Stars – These are businesses or products that have a high market share in a growing market and businesses may invest heavily to gain that share however the benefits out way the expenditure
Question Marks – These are businesses or products in a growing market but are without a high market share. These too require high investment however the uncertainty of their performance carries risk
Cash Cows – These have a high market share in an already matured market. What is important to note regarding Cash Cows is that investment levels are far lower, so therefore the source of income is potentially the biggest in the company’s portfolio 
Dogs – These can generally be defined as having a low market share in a declining market and could be considered the worst of all. Dogs usually drain a company of its resources, time, and money. 
It is important to note that there are limitations with the BCG Matrix. There are arguments to suggest that the BCG Matrix is seen as too one dimensional and that by using a single management technique may not be enough in an ever changing and dynamic business environment (Kaarbøe, Gooderham & Nørreklit, 2013). 
For the purposes of this report, a singular product selected from Joma will be used and placed within the Matrix (See Appendix C). The product selected for the BCG Matrix is that of the Joma Propulsion Lite 801 SG Football Boot in Black (See Figure 3 in Appendix D)
The reason for this product being placed within the Question Mark Category is related to Joma’s overall market share within the Football Boot Industry and the overall cost and development of the product itself. Joma finds itself in an ever-increasing field of football boots with brands such as Nike, Adidas, Puma, Under Armour, Umbro and New Balance all making significant strides in the overall Market Share. According to recent data, Nike’s annual footwear sales accounted for more than $23 Billion and its position as the leading footwear company is expected to continue through to 2022 (Technavio, 2019). Further down the scale even Umbro, who are not considered to be a brand of high performance are experiencing an increase in Sales with an estimated 291,000 sales of Umbro Shoes (Statista, 2019). This therefore shows the level of competition which Joma is facing, especially considering the pricing point for the football boots. According to the official Joma website, the price of the boots is £242 which is a considerable sum when it is considered that a pair of Nike Mercurial Superfly VII Elite football boots (See Figure 4 in Appendix D) cost on average £230. The selling point of both these boots is that they are designed to be as light as possible and it does raise the question as to why consumers would categorise Joma over a much more established brand such as Nike. 
As noted by Mohajan (2018) Question Marks have the worst characteristics of all as they require high cash injections in product development and marketing whilst generating low returns due to low market share. It could be conceivable therefore to suggest that Joma are currently absorbing too much cash if the market share does not continue. 

7.7. Conclusion and Key Recommendations 
Since it’s inception in 1969, Joma’s growth in the world as a Sportswear Firm has grown substantially. There is clear evidence through observing and studying the companies Product Range and Business Activities that Joma are currently on an upward trajectory despite the increase in competition that it is currently facing. This competition from Brands such as Nike means that Joma will need to keep adapting and diversifying in order to compete whilst also maintaining its commitment to Sponsor a variety of sports throughout the world to evolve its market position. As noted by  Szymoszowskyj (2016) A team such as Swansea City could gain competitive brand awareness from the Sponsorship from Joma, whilst Joma will be able to reach markets whilst sponsoring Swansea City. As well as utilising strong Market Penetration and Consolidation Strategies through sales of its Running Trainers, the Diversification into additional sports such as Rugby has provided access to new markets whilst keeping its manufacturing costs level due to having the appropriate infrastructure. What could be a concern to Joma would be certain products could prove to be questionable due to rival competitors already establishing a far more dominant market position. From this, 3 key recommendations can be made:
1. Continue to establish a global network of team and association sponsorship to continue the global outreach of the brand. 
2. Create a platform which is more suitable for consumers to address any Customer Service issues which can be resolved in a more convenient manor such as a live webchat. 
3. Diversification should take place in line with their current position of providing products which are cost efficient to produce and manufacturer whilst also trying to establish links with Countries Governing Bodies to supply sportswear for multiple sports. 
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