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Growth and Competitive Strategy
Growth Strategy.
[bookmark: _GoBack]The growth strategy is a process that a company undertakes and it involves analysis and implementation of decisions that are based on that analysis. This is vital since a company can maximize the effectiveness of the operations in saving time, budget and capacity. The horizontal growth strategy is the integration of other assets, companies, and infrastructures of the same company which is in the same level of production. On the other hand, the vertical growth strategy is the acting that ensures new operations are expanded to decrease a company’s reliability during the process of distribution and production (Chereau & Meschi, 2018).
PUMA has successfully dominated in the footwear and sportswear industry due to its unique growth strategy. Concerning the horizontal growth strategy, PUMA has integrated itself with Cobra Golf Company for proper distribution of its products. Cobra Golf is based in California and it deals with the supply of quality golf equipment. PUMA has taken the initiative of merging with this company to market its athletic wear, sportswear to reach out to many clients worldwide. Also, PUMA has also accommodated wholesale channels like Alibaba to expand the market. On the other hand, Puma accommodates the vertical growth strategy through engaging in operations under Motorsport. PUMA has underpinned its great competence to combine top performances sports with lifestyle under Formula 1 collections as the first brand ever. Through this, PUMA was successful in establishing motorsports as new segments over a very short time. Therefore, this strategy is successful in the expansion of operations in many companies (Bulman et al., 2017).

Competitive Strategy.
Competitive strategies include a long-term action plan that aims at helping a company to gain a competitive advantage over its rivals. Besides, a competitive strategy may be governed by costs and the quality of products (Morgan & Strong, 2015). PUMA accommodates competitive strategy in all its marketing operations as a way to reduce the stiff competition from companies such as Nike and Adidas. Since PUMA have operations worldwide, it focuses on manufacturing all its products in the Asian markets. This is because the Asian markets are known to have low labor costs. Low labor helps the company to maximize expenses in most of its operations. Again, PUMA Company considers the production of its products through Asian markets because of the low costs of raw materials. This helps the company to accumulate more profits compared to companies that do not embrace this strategy. 
Moreover, a company can also achieve competitive strategy through the production of quality products (Madsen & Walker, 2015). PUMA also focuses on the production of quality products that are according to the tastes and preferences of majority of their clients. This has successfully worked out for PUMA hence enabling it remain as one of the best company under production of footwear and sportswear. Besides, PUMA acknowledges the fact that most of their customers are youths who range from 20-35 years old. This age group confidently changes and prefers a variety of brands that trend both in winter and summer sessions. For that reason, PUMA aggressively produces its products with considerations of this age group. As a result, sportsmen from all soccer, cricket, and Formula One among others have invested a lot in footwear and sportswear. For that reason, PUMA has been successful among many other companies thus maintaining the third position after Nike and Adidas. 
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