[bookmark: _GoBack]











Sports Policy and Strategy
Assignment One
George Mead
P144150















Executive Summary
This report considers South West Wales as a destination for sports activities.  Political manifestos of Labour, Conservatives, Plaid Cymru and Liberal Democrats are analysed in relation to Welsh Government initiatives such as the Future Generations Act and Wales 2050.  Current and future trends for sports activities in South West Wales are also identified.  It is argued that Plaid Cymru would be the most beneficial political party to improve the future of South West Wales as a destination for sports activities.   
A strategic analysis of Under Armour is also undertaken using four strategic themes: Ansoff’s Matrix, Boston Matrix, Diversity and Performance, and Ethics and Corporate Social Responsibility.  The report concludes that Under Armour uses various strategies which are highly beneficial to the company.  Recommendations are also provided including securing deals with professional sporting teams to improve the profitability of their Connected Fitness range.
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1: Introduction
According to Thompson and Martin (2010, p.11), strategic management is “the process by which organisations determine their purpose, objectives and desired levels of attainment; decide on actions for achieving these objectives in appropriate time-scale, and frequently in a changing environment; implement the actions; and assess progress and results”.  Strategic management is an important process for all organisations, from the Welsh Government to Under Armour. 
In addition, organisations utilise policy development.  Developing Governance Group (2016) suggest policy development involves “identifying needs, gathering information, drafting, consulting and review” whilst considering internal and external groups including stakeholders.  
Policies and initiatives help provide organisations with direction in relation to their aims and vision. For the Welsh Government, the utilisation of facilities and increasing sporting participation are two initiatives which must be sustainable for future generations.  Major companies, such as Under Armour, must also consider initiatives including expanding into new markets in a way that is sustainable for the business.  Gold, Thorpe and Mumford (2010, p.476) suggest that sustainability is development that meets “the needs of the present generations without comprising the ability of future generations to meet their own needs”.
  


















2: South West Wales
2.1: Introduction
South West Wales is home to numerous sporting opportunities.  The region hosts three professional sporting teams, Ospreys and Scarlets in rugby and Swansea City (SCFC) in football.  Major events include Ironman in Tenby and Red Bull’s Cliff Diving in Pembrokeshire.  Also located within the region are coastal footpaths, cycle routes, and beaches for surfing.  
In the future, South West Wales is likely to witness changes including the Swansea Bay Tidal Lagoon which Herbert (2014) suggests “will provide a major water sports facility … capable of hosting national and international events”.  Changes to public facilities, such as privatisation of swimming pools and leisure centres, are also likely as they are financially unsustainable due to council budget cuts.  Neath Port Talbot Council (NPT) facilities have been taken over by Celtic Leisure whilst Halo Leisure have acquired facilities in Bridgend.  Halo (2016) is “a registered charity and ‘not for profit’ organisation with no shareholders” and invest all income back into facilities.  However, since their takeover, several facilities have been demolished or relocated to other Halo centres.  Future changes are likely to have an impact on the population’s physical wellbeing. 
[See Appendices 5.1]

2.2: Welsh Government Initiatives
2.2.1: Future Generations Act
In 2015, Welsh Government introduced the ‘Future Generations Act’ with the aim of “improving the social, economic, environmental and cultural well-being of Wales” (Welsh Government, 2015, p.3).  Seven goals provide a vision of Wales in the future: a prosperous Wales, a resilient Wales, a healthier Wales, a more equal Wales, a Wales of cohesive communities, a Wales of vibrant culture and thriving Welsh language, and a globally responsible Wales.  
Sustainability is key to this act and five principles are identified: long term, prevention, integration, collaboration, and involvement (Welsh Government, 2015).  

2.2.2: Wales 2050
Welsh Government also identify a future vision, ‘Wales 2050’, which states that “in 2050, Wales will be the best place to live, learn, work and do business” (Welsh Government, 2014, p.1).  This initiative proposes six goals: Wales is a more equal nation, people in Wales are healthier, Wales is prosperous and innovative, people of Wales participate in our shared culture, with a thriving living Welsh language, Wales uses a fair share of natural resources, and communities across Wales are safe, cohesive and resilient (Welsh Government, 2014).  ‘People in Wales are healthier’ and ‘Wales is prosperous and innovative’ are of particular relevance to South West Wales as a destination for sporting activities.



2.2.3: Facilities for Future Generations
The ‘Facilities for Future Generations’ report suggests “facilities need to be fit for the future”, whilst being “inclusive, attractive, accessible and efficient” (Sport Wales, 2016, p.3).  The report recognises that many facilities, such as public swimming pools, are now unsustainable.  It argues for a collective approach, where local authorities, universities, colleges and the private sector work closely to provide improved facilities.  Ysgol Bae Baglan have utilised this approach which enables “local residents, community groups and organisations to securely access and use the sports facilities as well as performance spaces” (ERW Wales, 2016).  Sport Wales (2016, p.21) also identifies “the importance of Wales’ natural resources” as a key to the future direction of facilities.  Afan Argoed makes use of Wales’ natural resources, becoming renowned for world-class mountain bike trails.  

2.3: Politics
The future of South West Wales as a destination for sporting activities will be influenced by the political party in office.  Each of the four major parties in Wales (Labour, Conservatives, Plaid Cymru, and Liberal Democrats) has its own policies on sport, physical activity and health. The differences between the political manifestos will be analysed.
[See Appendices 5.2]

2.3.1: Labour
Labour aim to tackle obesity by increasing sports participation.  Welsh Government (2016, p.10) suggest “the cost of physical inactivity to Wales is about £650 million per year”.  Labour will increase the amount of PE taught in schools, raising it to “two hours of organised sport every week” (Labour, 2015, p.55).  This should be beneficial to children across South West Wales and could help reduce obesity.  Labour will also target food products marketed at children by setting maximum levels of sugar, salt and fat.  Welsh Labour (2016) plan to introduce the ‘Wales Wellbeing Bond’ which invests in activities for reducing unhealthy lifestyles.  These policies link to the Future Generations Act in creating ‘a healthier Wales’ through “a society in which people’s physical and mental well-being is maximised and in which choices and behaviours that benefit future health are understood” (Welsh Government, 2015, p.6).
Labour will challenge the Premier League to invest more in grassroots football.  In 2016, the Premier League secured commercial deals including “£8.3 billion from their set of new broadcast contracts” (Rumsby, 2016).  Labour propose that the Premier League invest five percent to grassroots football which could have a major effect in South West Wales.  In Swansea, there are no full size 3G pitches for public use.  The investment could provide a platform for people to increase physical activity by offering a high quality, dependable facility.  This links with the Future Generations Act in creating ‘a healthier Wales’ and also ‘a more equal Wales’ by allowing “people to fulfil their potential no matter what their background or circumstances” (Welsh Government, 2015, p.6).  It also links to ‘Acting Today for an Active Tomorrow’ by attempting to create a ‘Sportopia’ scenario providing “optimal opportunities to engage in sport” (Future Foundations, 2014, p.6).
Improvement of green spaces to “make them an important part of our thriving tourism industry” (Labour, 2015, p.56) is also suggested.  This has already proved successful in South West Wales where Afan Argoed attracts mountain bikers from around the world.  This links to the ‘Facilities for Future Generations’ as Sport Wales (2016, p.21) identify “the need to increase the availability of, and access to high quality local green space, waterways and countryside”, which South West Wales has in abundance.

2.3.2: Conservatives
Conservatives aim to reduce childhood obesity by increasing sports in primary school to “a minimum of two hours high-class sport and PE each week” (Conservatives, 2015, p.43).  They will provide primary schools with £150 million a year which could improve facilities and opportunities to participate in sport.  This links to Wales 2050 in creating a future where “people in Wales are healthier” (Welsh Government, 2014, p.2).  It also assists in developing ‘a prosperous Wales’ by encouraging a “well educated population” (Welsh Government, 2015, p.6).
Welsh Conservatives (2016, p.48) plan to “protect school playing fields and sports facilities with a view to creating wider community access outside school hours”.  This relates to the Future Generations Act by considering a sustainable, collective approach through integration and collaboration.  It also links to ‘a Wales of cohesive communities’ in providing “attractive, viable, safe and well-connected communities” (Welsh Government, 2015, p.6).
Conservatives (2015, p.42) support “new sports in the UK, in particular through greater links with the US National Football League, the National Basketball Association and Major League Basketball, with the ultimate ambition of new franchises being based here”.  This offers potential benefits including high revenue generation with global television audiences.  South West Wales would be an unlikely location, but a franchise elsewhere in the UK could increase levels of participation in such sports within the region, which could reduce obesity levels.  Welsh Conservatives (2016, p.48) provide a more realistic proposal for the region by prioritising “the attraction of major sporting events to Wales”, such as the Commonwealth Games.
Conservatives support Swansea Bay Tidal Lagoon which would involve regeneration of the coastline.  Bishop (2014) suggests it will “provide a unique amenity to the people of Swansea Bay.  For starters, they’ll be able to walk, run and cycle around the seawall and participate in water sports in the lagoon”.  This links to Wales 2050 where “Wales is prosperous and innovative” (Welsh Government, 2014, p.2) whilst also being globally responsible.  It relates to Facilities for Future Generations by providing opportunities to participate and benefit from outdoor recreation (Sport Wales, 2016).  
Conservatives (2015, p.54) also plan to “make it easier to access our beautiful landscapes” and protect green belt.  This is relevant to South West Wales as access to its green spaces could be improved through increased cycle trails and footpaths.

2.3.3: Plaid Cymru
The ‘Inspire Wales’ programme sets out how Plaid aim to increase participation, with regional sports bodies providing “a link between National Governing Bodies, Local Authorities, sports clubs and schools ensuring that all citizens have access to sporting facilities to meet their needs” (Plaid Cymru, 2014, p.22).  Plaid place strong emphasis on sport and physical activity as these “not only contribute to people’s wellbeing and happiness – they lengthen and improve lives, and they are good for our country in terms of having a fit workface and less burden on health services” (Plaid Cymru, 2015, p.19).  These initiatives link to the Future Generations act in creating ‘a healthier Wales’ whilst considering sustainability through collaboration in their Inspire Wales programme. 
To improve wellbeing, Plaid aim to provide easier access to outdoor facilities, as they target “developing urban green areas and cycle routes” (Plaid Cymru, 2015, p.51).  This links to the Future Generations Act whilst also considering the ‘Climbing Higher’ report, where “local doorstep physical activity locations including improved access to the local outdoor environment for green exercise” is recommended (Welsh Government, 2006, p.6).    
Plaid also aim to tackle obesity by introducing a sugar tax, which would be particularly beneficial to South West Wales.  Baker (2016, p.14) suggests childhood obesity rates in Wales are “highest in Hywel Dda, which includes Ceredigion, Pembrokeshire and Carmarthenshire”.  
Another initiative is Plaid’s (2015, p.60) support for “hosting major international events”.  Bringing an event such as the Tour de France to South West Wales could boost the profile of the area, showcase the natural environment, increase tourism and provide economic benefits to local businesses.  BBC Wales (2016) state “hosting a stage of a team cycling race brought £300,000 to a Ceredigion town”, with over 5,000 visitors descending on Aberystwyth for the UK Tour event.  Hosting an event such as the Tour de France would bring far greater interest and income.  This is a potential option for South West Wales which could boost the profile of cycling, increasing levels of physical activity in the area.
Plaid (2016, p.173) also “aim to encourage and increase participation amongst young and teenage girls by aiming to ensure that public broadcasters devote a greater percentage of broadcast time and funding to female sport”.  This initiative would be beneficial as Sport Wales (2014, p.2) suggest that “at every age group, females are less likely to take part in sport frequently than males, but the biggest gender gaps are seen among older teenagers”.  Increased funding could provide facilities targeted at young and teenage girls, or could lead to the creation of new clubs and sporting opportunities which would increase participation in South West Wales.

2.3.4: Liberal Democrats
Liberal Democrats recognise the importance of healthy living and the impact of physical inactivity and unhealthy diets on the NHS.  Welsh Liberal Democrats (2016, p.36) focus “on prevention and early intervention to avert possible crisis and improving public health, promoting healthy living habits, and ensuring that everyone has the chance at a long and healthy life”.  This links to both Wales 2050 and the Future Generations Act in creating ‘a healthier Wales’.
They also focus on enhancing the environment through creating more cycle routes and footpaths.  This is relevant to the coastal path in South West Wales.  The development of more cycle routes could be beneficial to the area, creating more opportunities which could lead South West Wales to become a future sporting destination for cycling.  This initiative is strengthened through Welsh Liberal Democrats’ (2016) support for Swansea Bay Tidal Lagoon which would provide more opportunities for walking and cycling.
Restrictions on junk food marketing to children and a new traffic light system for food labelling are proposed.  These measures are relevant to high levels of childhood obesity in South West Wales. 
Liberal Democrats (2015, p.137) also want to “give football fans a greater say in how their clubs are run by encouraging the reform of football governance rules to promote engagement between clubs and support”.  This could be beneficial to SCFC supporters and the wider population of South West Wales if engagement between club and community is increased.  This may generate more interest which could lead to increased participation levels.

2.4: Conclusion
Each political manifesto can be related to the Future Generations Act, Wales 2050 and the Facilities for Future Generations Act.  They share similarities, such as acknowledging that sport and physical activity play an important role in public health.  However, some parties have more ambitious initiatives which would require significant investment.
Conservatives support the launch of franchises for American sports.  This could generate interest and income in some parts of the UK.  However, it is felt this would not be the likely future direction for South West Wales as a sporting destination.
Plaid Cymru also identify the importance of major events and aim to bring the Tour de France to Wales.  This initiative is seen as positive on many levels.  Smaller cycle races have generated considerable income for host regions, whilst an event such as the Tour de France could provide inspiration to much of the population and promote local facilities already on offer, such as cycle routes.
Labour focus on making better use of green spaces.  They also target the Premier League to invest in grassroots football.  This could be beneficial to South West Wales in providing more 3G pitches as there is a severe lack of such facilities at present.
Liberal Democrats target healthy living.  Through promotion of healthy eating and exercise, improved food labelling and creation of more cycle routes, they plan to make the population healthier, all of which would be beneficial to South West Wales due to high childhood obesity rates.
It is felt that Plaid’s policies are the most sustainable and beneficial for South West Wales as a future destination for sporting activities, and are more grounded in aspects of the Future Generations Act and Wales 2050.

2.5: Recommendations
It is recommended that more facilities such as 3G pitches should be implemented within the region.  In Swansea, there are planned developments in Morriston but there are currently none available for public use.  3G pitches are multi-use, all weather facilities which can be used by the community throughout the year.  
A further recommendation links to the region’s aging population.  According to Future Foundations (2014, p.12), “from 2014 to 2030 the Welsh population aged 75+ will grow by over 50% to reach 428,000”.  This will affect demand for facilities.  An increase in 3G pitches would cater for all age groups.  An aging population could make use of this facility through sports including walking football.
The introduction of sporting facilities as community hubs is recommended.  The use of school, college and university facilities could provide places for the community to unite.  This had been witnessed at Ysgol Bae Baglan.  NPT (2016) state “the school’s design … enables local residents, community groups and organisations to securely access and use the sports”.  An increase in public-private partnerships could also help establish similar facilities.   
Greater outdoor recreation facilities are also recommended.  Authorities in South West Wales could study how North Wales has invested in the development of new, unique facilities such as Surf Snowdonia, making greater use of their environment to become “Britain’s adventure capital” (Clark, 2014).  South West Wales has successful outdoor facilities such as Afan Argoed, so it is recommended that more of these facilities would be appropriate, with the ultimate aim of the whole of Wales becoming recognised for outdoor activities.      
The hosting of more major events is also recommended as they generate income, tourism and inspire the population to participate in sport and physical activity.

    























3: Under Armour
3.1: Introduction
Created by Kevin Plank in 1996, Under Armour (2015a) is a major sporting brand which makes “the world’s most innovative performance footwear, apparel, and accessories”.  In 1995 whilst playing for a college football team, Plank noticed the unsuitability of their clothing:  T-shirts became soaked and heavy which was uncomfortable and detrimental to performance.
Plank decided to develop a new T-shirt using microfibers rather than traditional cotton.  These revolutionary T-shirts “wicked moisture and kept athletes cool, dry, and light” (Under Armour, 2015a).  Plank used his network of football players to get his product noticed by professional teams.  
Under Armour’s (2015b) mission statement is to “make all athletes better through passion, design, and the relentless pursuit of innovation”.  Originally targeting elite athletes in American Football, they have developed into a major sporting brand making products for numerous sports and activities.  Under Armour produce sportswear such as apparel and footwear for both elite and amateur athletes.  They also focus heavily on technology and have created several fitness accessories including UA Record.
Under Armour’s main competitors are Nike and Adidas, companies that had been established for many years before Under Armour entered the market.  Nike and Adidas have far greater resources and brand image.  However, Under Armour are competing strongly against these established companies and have witnessed “23 consecutive quarters of 20+% net revenue growth” (Under Armour, 2015c, p.4).
Their primary market is North America and their headquarters are in Baltimore.  However, they are expanding their business around the world and now have offices in Latin America, Europe and Asia Pacific.  They also have stores in North America, Latin America, Europe, Asia Pacific, the Middle East and Africa.  To aid their expansion around the world, Under Armour have secured many high profile sponsorship deals including Jordan Spieth, Andy Murray and Dwayne Johnson.  Under Armour has over 13,000 employees worldwide.  

3.2: Strategic Themes
Four strategic themes will be used to undertake a strategic analysis of Under Armour.  These are: Ansoff’s Matrix, the Boston Matrix, Diversity and Performance, and Ethics and Corporate Social Responsibility. 

3.2.1: Ansoff’s Matrix
According to Cadle, Paul and Turner (2010, p.16), Ansoff’s matrix “provides a set of strategic alternatives that may be considered by organisations when defining their business strategy”.  The matrix consists of four strategic options: market penetration, market development, product development, and diversification.  These four options are identified based on existing and new products and markets.
As a brand, Under Armour are placed in the product development stage of the matrix.  Trott (2008, p.393) suggests that “growth opportunities exist through offering new or improved products to existing markets”.  Under Armour produce a range of sporting apparel, footwear and accessories, which other major brands including Nike and Adidas also do.  However, Under Armour have been highly innovative through the use of technology, allowing them to create improved sporting apparel that differs from other major brands, such as the use of microfibers in T-shirts.
Under Armour’s market has primarily been North America, although they are attempting to enter new markets.  This could be seen as a market development strategy.  Henry (2011, p.229) states “market development involves entering new markets with the firm’s existing products”.  However, this is still at an early stage as almost 90% of Under Armour’s net revenue is generated from North America.
Under Armour has attempted to diversify in terms of their products.  The ‘Connected Fitness’ range has seen them create fitness applications.  It could be argued that these products are a form of diversification, “a highly risky strategy that involves offering new products to new markets” (Swarbrooke, 2002, p.219).  Although they are a highly technological company, the applications were a new product for the business which appeal to both existing and new markets.  The purchasing of Endomondo, a European based fitness app, shows that Under Armour are expanding into new markets geographically.  
Although the diversification strategy is considered risky, Under Armour have reduced this risk.  Meek and Meek (2003, p.170) suggest diversification “is often pursued via strategic partnerships or acquisition to reduce the risk”.  Under Armour have purchased three of the applications which exist within the Connected Fitness range.  Through purchasing, they have a workforce that understand the applications and have knowledge of these products and markets.
It is felt that Under Armour’s overall strategy is product development as they are producing similar products to competitors, but of a higher quality through their continuous innovation and use of technology.
[See Appendices 5.3]

3.2.2: Boston Matrix
Morden (2007, p.525) states the Boston matrix (BCG) “identifies four potential development stages for any particular business activity.  These development stages are defined by the growth rate of the market in which the activity takes places, and by its market share relative to competitors”.  The BCG’s four stages are: Star, Question Mark, Cash Cow and Dog.
Under Armour as a brand are situated in the Star stage.  Stars have a “high market share in a high growth market” (Kew and Stredwick, 2005, p.26).  A characteristic of a Star is that they have neutral cash flows, which Under Armour has.  In 2015, Under Armour’s net revenue was almost $4 billion, yet their net income was just over $200 million.  This would suggest that they have high expenditure through their heavy investments into new products.  
They differ to competitors, where Nike are moving towards the Cash Cow stage.  Lussier and Kimball (2009) suggest that Cash Cows generate high revenue and have a high market share whilst their market growth slows.  In 2015, Nike’s net revenue was $30 billion whilst their net income was over $3 billion (Nike, 2015).
Under Armour’s ‘Connected Fitness’ range is at the Question Mark stage of the BCG.  Cole (2004, p.141) state Question Marks “have a low share of a fast-growing market and which require considerable investment to keep up with the growth in the market, thus producing negative cash flow”.  Under Armour originally entered the market with UA Record, a fitness app.  However, they have invested heavily in this product range including the purchasing of three other apps, MapMyFitness, Endomondo and MyFitnessPal, at a cost of $710 million (Budenhausen, 2016).  This has led to high expenditure with limited revenue, resulting in a negative cash flow.  Connected Fitness equated to under 2% of Under Armour’s net revenue in 2015, but this product range has potential to increase its market share in the near future.  Under Armour (2015c, p.5) suggest “with an average of more than 100 thousand new users joining every day, we have positioned ourselves at the epicentre of the consumer’s active lifestyles”.   With this continued growth, it is possible that the Connected Fitness product range will become a Star.
Under Armour’s apparel range is a Star.  Apparel accounts for 70% of Under Armour’s net revenue which equates to $2.8 billion (Under Armour, 2015c).  This follows a similar trend to other major brands, such as Nike, who generated over $8.5 billion from apparel in 2015 (Nike, 2015).  However, Under Armour’s apparel grew at a higher rate than both Nike and Adidas.  Nike’s apparel grew 13% and Adidas’s grew 11% (Adidas, 2015) compared to Under Armour’s 22% growth.  Their apparel is at the growth stage, increasing their market share in the high growth market, confirming its Star status.  
[See Appendices 5.4]

3.2.3: Diversity and Performance
According to Knecht (2013, p.47), diversity is “of central concern for corporate management and represents one of the most important strategic decisions”.  The level of diversity can affect a firm’s performance.  There are three levels of diversity: undiversified, related diversification, and unrelated diversification.
An undiversified approach would see a firm remaining within their core business.  For Under Armour, this approach would have seen them remaining within just the sporting apparel business.  It is clear that Under Armour have diversified, adopting a related diversification approach.  Hill, Schilling and Jones (2016, p.319) suggest related diversification is “a corporate-level strategy based on the goal of establishing a business unit in a new industry that is related to a company’s existing business units by some form of commonality”.
Under Armour have diversified into new sports including rugby, where they have become official kit suppliers of the Welsh Rugby Union.  They have also diversified into producing new products which are related to the business.  In 2006, they produced their first ever footwear product, a line of football boots, which captured “a 23% share of the market in just the first year” (Under Armour, 2016a).  Under Armour have since diversified further and produced footwear products for numerous sports and activities, from basketball to hiking.  
One of their most recent footwear products has seen them diversify even further.  In 2016, Jordan Spieth wore ‘smart’ golf shoes fitted with tracking technology, a first of its kind in the golf industry (Kell, 2016).  This is related diversification which combines two of their business units, footwear and wearable technology to create this product.  Their diversification into footwear on the whole has proved successful.  Under Armour (2015c, p.5) state their “footwear business grew 57% for the full year”, which equates to 17% of their net revenue in 2015.
Under Armour have also diversified to increase their focus on women’s sporting products.  They have recognised the diversity of sports and activities for women to participate in and offer a range of sporting clothing, from yoga to golf.  Under Armour (2014, p.4) suggest “we’ve built a large women’s business and look at this next phase as a great opportunity to bring dimension to our brand outside of our core men’s apparel business”.
It is felt that the related diversification strategy is the best strategy for Under Armour.  Johnson, Scholes and Whittington (2009, p.186) identified studies of diversification that have “found some performance benefits, with related diversifiers outperforming both firms that remain specialised and those which have unrelated diversified strategies”.
[See Appendices 5.5]

3.2.4: Ethics and Corporate Social Responsibility 
Ferrell, Fraedrich and Ferrell (2013, p.7) suggest “business ethics comprises the principles, values, and standards that guide behaviour in the world of business”.  Under Armour’s (2016b, p.3) value statement is “Make the Right Call.  It’s as simple as it sounds.  Whenever you’re faced with a decision – big or small – always do what you know is ethically right”.  They have created a code of conduct which considers many ethical issues including the working environment and data privacy.
As they outsource their manufacturing process to countries such as Vietnam and Indonesia, this may create issues as these countries have witnessed cases of both forced and child labour.  However, Under Armour are committed to fighting against these issues and have created policies to ensure that none of their suppliers implement forced labour.  Under Armour (2016c) also “will not purchase products or components thereof manufactured by persons younger than 15 years of age”.  They also have policies relating to health and safety, non-discrimination, harassment, wages, hours of work, and legal business practices.  It is suggested that “a high standard of ethics is essential to Under Armour’s success” (Under Armour, 2012).  
Corporate Social Responsibility (CSR) is also considered and implemented at Under Armour.  Sims (2003, p.43) suggests CSR is “the continuing commitment by business to behaving ethically and contributing to economic development while improving the quality of life of the workforce and their families as well as of the community and society at large”.
Under Armour focus heavily on CSR and support many programmes and projects.  They have three in-house programs: Power in Pink, UA Freedom, and UA WIN Global.  These provide financial support towards women’s health, veterans’ wellbeing, and access to sport for children.
Under Armour also give financial assistance to local projects, particularly in Baltimore.  They have provided over $6 million to a recreation centre, with the funds helping “renovations that will add more than 10,000 square feet to the facility, including a new turf field, dance and yoga space, a recording studio and a neighbourhood kitchen” (Sherman, 2016).  They have also donated $10 million to the John Hopkins’ Kimmel Cancer Centre in relation to their Power in Pink programme.  Broadwater (2016) suggests that “Under Armour plans to donate nearly 1,600 pairs of boots to members of the Baltimore Fire Department”.      
Environmental responsibilities are also considered by Under Armour.  Their ‘UA Green’ product range is an “initiative aimed at lightening our environmental impact, starting with performance apparel built from recycled plastic bottles” (Under Armour, 2009, p.3).  It is estimated that they convert over two million plastic bottles to create these apparel products each year.
All of these initiatives have assisted in creating a positive image of Under Armour for the work they do throughout their business and for the wider community.  This image is likely to assist in attracting new customers.

3.3: Conclusion
Under Armour are a major sports apparel, footwear and accessories brand.  They have achieved significant growth since their creation in 1996 and are now a multi-billion-dollar company, challenging Nike and Adidas.  
A strategic analysis of Under Armour using the themes of Ansoff’s matrix, the BCG matrix, Diversity and Performance, and Ethics and CSR has identified numerous strategies used by company.  
Under Armour are in the product development stage of the Ansoff matrix, bringing new or improved products to existing markets.  However, other stages of the matrix have also been identified in Under Armour’s strategy.  As they expand as a business, they are entering new markets such as Europe.  This would suggest a market development strategy, where existing products are entering new markets.  A diversification strategy can also be identified through the Connected Fitness range, where they introduce new products into new markets.  
Under Armour are situated in the Star stage of the BCG matrix, having a high market share in a high growth market with a neutral cash flow.  The Connected Fitness range is a Question Mark which is growing towards becoming a Star due to increased investment in apps such as MyFitnessPal.  Under Armour’s apparel is considered a Star, generating 70% of the company’s net revenue whilst growing at a faster rate than Nike and Adidas.
Under Armour have taken a related diversification approach.  They have diversified into producing new products for a variety of sports.  Their footwear products, particularly their innovative ‘smart’ golf shoes, have seen Under Armour combine two elements of their business, footwear and technology.  They have also increased their focus on women’s sporting products, aiming to add another dimension to the business.  This would suggest a related diversification approach.
Ethics and CSR are another strategy used by Under Armour to good effect.  They have created several policies which consider and help tackle ethical issues including child labour.  Under Armour provide financial assistance to many programmes and projects particularly within Baltimore, including a $10 million donation to Kimmel Cancer Centre.  They also consider environmental sustainability and have produced the UA Green range which are produced using recycled plastic bottles.  These have allowed Under Armour to create a good brand image and enhance their reputation. 

3.4: Recommendations
It is recommended that Under Armour should use the market development stage of Ansoff’s matrix to greater use to help grow their international business.  Nike’s international business grew most in China and Europe in 2015, markets which Under Armour should look to develop. The use of more prominent athlete sponsorship deals could assist the firm to grow into new markets, such as Europe, where Andy Murray is the only major, world renowned sponsored athlete.
Another recommendation is for Under Armour to make their Connected Fitness range more profitable.  They have invested heavily in this product range but are yet to reap the financial rewards, with just 1.7% of net revenue generated by this range in 2015.  A possible method to increase this is through securing deals with more professional teams who can benefit from using the Connected Fitness range to track their athletes’ performance statistics and dietary intakes.
It is also recommended that Under Armour continue their focus on ethics and CSR as they are creating a positive brand image which is beneficial to the firm’s growth.  Lancaster and Massingham (2011, p.255) argue that “brand awareness is increased together with a favourable brand image.  These add to the equity of the brand by increasing the opportunity of making a sale or increasing brand loyalty”. 
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5: Appendices
5.1: South West Wales Facilities Timeline
	2000’s
· Swimming pools
· Leisure centres
· Traditional sporting facilities – grass pitches for football/rugby


	2016
· Coastal path
· Cycle routes
· Cheap gyms – Exercise4Less
· Increase in non-traditional sports – triathlon, half marathons
· Privation of public facilities – swimming pools and leisure centres
· Professional sporting facilities – Liberty Stadium


	What will be required in 2030?
· More 3G pitches to cater for all age groups in variety of sports
· Collective approach to facility provision – closer links between Government and private organisations
· School facilities becoming community hub – community using facilities outside of school hours
· Water aerobics, walking football facilities – swimming pools and 3G pitches – aging society
· Increase in public-private partnerships
· More non-traditional outdoor sporting facilities 

















5.2: Key Political Themes
	Labour
Improving Health
· Prevention rather than cure
· Increase hours of PE – 1  2 hours

Grassroots
· Premier League funding – 3G pitches 

Improvement to Green Spaces
· Increase tourism from them – sporting facilities such as Afan Argoed
	Conservatives
Primary School Sport
· Boost funding: £150m a year
· Increase hours of PE – 1  2 hours

Major Events/New Events
· US Sports – NBA, NFL
· Hosting World Athletic Champs 2017

Energy/Environment
· Tidal Lagoon
· Green spaces

Obesity
· Clear food information
· Links to primary school sport


	Plaid Cymru
Promoting Sports Participation
· Inspire Wales programme
· Collective approach: NGBs, schools, community groups
· Increase girl’s participation

Sport to Improve Health
· Aging population
· Walking and cycling
· Easier access to public facilities

Countryside
· Promote Forest Estate activities
· Equip landscapes to meet for current and future 

Sporting Events
· Tour de France
· Commonwealth Games
	Liberal Democrats
Improving Health
· Prevention rather than cure
· Healthy eating and exercise

Environment
· Improve access to coastal paths
· More cycle routes

Football Clubs
· Increase engagement from clubs to supporters









5.3: Ansoff’s Matrix
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5.5: Diversity and Performance
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