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Task 1

Sport organisations operate in increasingly complex and fast-changing environments, meaning they must use effective strategic management to remain competitive and sustainable. This assignment explores the key components of organisational strategy in sport, focusing on internal and external analysis, the development of strategic direction, strategy implementation, and the management of change. Strategic management enables organisations to understand their current position, recognise potential opportunities and threats, and develop appropriate responses to achieve long-term success. The discussion begins with internal and external analysis, including tools such as SWOT and PESTLE, before moving on to how organisations set strategic direction. It then considers the challenges of implementation and highlights the importance of managing change effectively. Throughout, relevant academic literature is used to support the discussion and demonstrate the significance of strategic management within the sport industry.
Internal and external analysis form a crucial foundation for strategic decision-making, as they help sport organisations understand both their capabilities and the environment in which they operate. Internal analysis focuses on identifying strengths and weaknesses within the organisation, such as financial resources, staff expertise, and organisational culture (Johnson et al., 2020). For instance, a football club with a well-established youth academy may see this as a major strength, while limited financial backing could restrict its ability to compete at a higher level. In contrast, external analysis considers factors outside the organisation that may present opportunities or threats. The PESTLE framework is widely used to examine political, economic, social, technological, legal, and environmental influences (Smith and Stewart, 2015). Changes in areas such as broadcasting rights or sponsorship deals can create new revenue streams, whereas economic downturns may reduce fan spending. SWOT analysis brings these perspectives together by evaluating strengths, weaknesses, opportunities, and threats in a single framework. However, it has been criticised for being overly simplistic if not supported by deeper analysis (Gürel and Tat, 2017). Because of this, sport organisations need to go beyond basic models and engage in continuous, evidence-based evaluation. Without this, they risk failing to respond effectively to changes in their environment, which can impact long-term performance.
Setting a clear strategic direction is another key part of the strategic management process, as it defines what the organisation aims to achieve in the long term. This typically involves establishing a vision, mission, and set of objectives that guide decision-making and priorities (Johnson et al., 2020). The vision outlines future ambitions, while the mission reflects the organisation’s core purpose and values. In the sport sector, organisations often base their strategy around goals such as increasing participation, improving performance, or enhancing financial stability. For example, governing bodies may focus on expanding global participation, while professional clubs might prioritise competitive success alongside commercial growth. Having a clear direction helps ensure that resources and efforts are aligned. However, it is equally important for strategies to remain flexible. In a rapidly changing environment, overly rigid plans can limit an organisation’s ability to adapt. As a result, sport organisations need to strike a balance between having a clear long-term vision and remaining responsive to change.
Strategy implementation is where plans are put into practice, and it is often the stage that determines whether a strategy is successful. Even well-developed strategies can fail if they are not executed effectively (Johnson et al., 2020). Implementation requires careful allocation of resources, strong leadership, and clear communication across the organisation (Hoye et al., 2018). Within sport, this can be seen in initiatives such as investment in youth development or new approaches to fan engagement. For these strategies to succeed, they must be supported by adequate funding, coordination between stakeholders, and ongoing monitoring. However, implementation is widely recognised as one of the most challenging aspects of strategic management. Organisations may face issues such as limited resources, weak leadership, or resistance from staff (Mintzberg et al., 2009). This highlights the gap that can exist between planning and practice. To overcome these challenges, sport organisations need strong leadership and clear alignment across all areas of the organisation to ensure that strategic plans translate into meaningful outcomes.
Managing change is also a vital part of strategic management, particularly in the sport industry where organisations must constantly respond to new challenges and opportunities. Change can be planned, such as introducing new strategies or technologies, or it can be reactive in response to external pressures like economic shifts or technological developments (Burnes, 2017). In recent years, many sport organisations have had to adapt to digital transformation, using social media and streaming platforms to engage with fans in new ways. Lewin’s three-stage model provides a useful framework for understanding this process, involving unfreezing existing practices, implementing change, and then refreezing new approaches. This highlights the importance of preparing organisations for change and ensuring that new practices are sustained over time. However, change is not always easy to manage, as employees and stakeholders may resist new ideas. This makes effective leadership and communication essential. Sport organisations that are able to manage change successfully are more likely to remain competitive in a constantly evolving environment.
In conclusion, strategic management plays a crucial role in ensuring the success and long-term sustainability of sport organisations operating in complex and competitive environments. This assignment has examined key stages of the process, including internal and external analysis, setting strategic direction, implementing strategy, and managing change. Each of these elements contributes to an organisation’s ability to respond to challenges and take advantage of opportunities within the sport sector. While developing a strong strategy is important, its success ultimately depends on effective implementation and the ability to adapt to change. Without this, even well-designed plans may fail to deliver the desired outcomes. Therefore, sport organisations must adopt a comprehensive and flexible approach to strategic management to achieve their long-term objectives and maintain a competitive position.

Burnes, B. (2017) Managing Change. 7th edn. Harlow: Pearson. Available at: https://www.pearson.com/en-gb/subject-catalog/p/managing-change/P200000003438
Gürel, E. and Tat, M. (2017) ‘SWOT analysis: a theoretical review’, Journal of International Social Research, 10(51), pp. 994–1006. Available at: https://doi.org/10.17719/jisr.2017.1832
Hoye, R., Smith, A., Nicholson, M. and Stewart, B. (2018) Sport Management: Principles and Applications. 5th edn. London: Routledge. Available at: https://www.routledge.com/Sport-Management-Principles-and-Applications/Hoye-Smith-Nicholson-Stewart/p/book/9781138692295
Johnson, G., Scholes, K. and Whittington, R. (2020) Exploring Strategy. 12th edn. Harlow: Pearson. Available at: https://www.pearson.com/en-gb/subject-catalog/p/exploring-strategy/P200000003063
Mintzberg, H., Ahlstrand, B. and Lampel, J. (2009) Strategy Safari. 2nd edn. Harlow: Pearson. Available at: https://www.pearson.com/en-gb/subject-catalog/p/strategy-safari/P200000003285
Smith, A. and Stewart, B. (2015) Introduction to Sport Marketing. London: Routledge. Available at: https://www.routledge.com/Introduction-to-Sport-Marketing/Smith-Stewart/p/book/9780415530282

Task 2

This assignment critically examines the strategic management approach of the Football Association of Wales (FAW) as outlined in its 2021–2026 strategic plan. It focuses on analysing the organisation’s internal and external strategic analysis, its approach to establishing strategic direction, and the effectiveness of its strategy implementation and change processes. By applying relevant strategic management theories, the assignment evaluates how effectively the FAW responds to the challenges and opportunities within the modern sport environment. The analysis aims to identify both strengths and limitations in the organisation’s strategy, providing a balanced assessment of its potential to achieve long-term success


In its 2021–2026 strategic plan, the Football Association of Wales (FAW) adopts a broad approach to analysing both its internal and external strategic analysis. Internal analysis focuses on identifying strengths and weaknesses, which play an important role in shaping strategic decisions (Barney, 1991). 
The FAW highlights several key strengths, including the continued development of youth and women’s football pathways, improvements in governance, and recent international success. For example, qualification for major international tournaments and increased participation rates suggest that the organisation has built a strong foundation for future growth. In addition, the FAW places clear importance on its people—players, coaches, and stakeholders—recognising them as valuable organisational assets. Its investment in education programmes and commitment to inclusion reflects an understanding of how human capital contributes to long-term success. This aligns with the resource-based view, which argues that organisations can gain a competitive advantage by effectively using their internal resources and capabilities (Barney, 1991). 
However, the FAW also acknowledges several internal weaknesses. Issues such as inconsistent governance at a local level and the poor quality of some facilities continue to limit participation and development. This suggests that, despite recent progress, there are still structural challenges that need to be addressed. Alongside this, the FAW demonstrates awareness of a wide range of external factors that influence its strategy. These include major socio-political developments such as the COVID-19 pandemic, Brexit, and movements like Black Lives Matter, as well as broader concerns around climate change. This reflects the use of a PESTLE-type approach, which considers political, economic, social, technological, legal, and environmental influences on organisational performance (Johnson et al., 2020). The FAW also recognises the impact of changing consumer behaviour, developments in digital technology, and shifts in the media landscape, all of which are shaping how fans engage with sport. In addition, increased competition within the global sport industry and changing participation trends create further pressure for organisations to adapt. 
As noted by Smith and Stewart (2010), sport organisations must remain flexible if they are to stay relevant in such dynamic environments. Despite identifying a wide range of external challenges, the FAW’s analysis appears to be more descriptive than critical in places. For example, while issues such as limited media coverage, changing fan expectations, and inadequate facilities are acknowledged, there is little indication of how these factors are prioritised, or which pose the greatest long-term risk. This is a key limitation, as effective strategy requires not only an understanding of the environment but also the ability to identify the most significant drivers of performance (Grant, 2019). Without clear prioritisation, there is a risk that resources may be spread too thinly across multiple initiatives, reducing overall effectiveness. Overall, the FAW shows a solid understanding of both its internal strengths and the external pressures it faces. However, a more focused and critically prioritised analysis would strengthen its ability to respond effectively to the increasingly complex and competitive nature of the sport industry.

The Football Association of Wales (FAW) sets out a clear and ambitious strategic direction in its 2021–2026 plan, centred on its aim of becoming “a leading football nation” both domestically and internationally. This vision provides an overall sense of purpose and helps guide long-term decision-making across the organisation. Establishing a clear vision and mission is widely recognised as a key element of effective strategic management, as it allows organisations to align their activities and communicate their purpose to stakeholders (Grant, 2019). To support this, the FAW identifies a number of strategic priorities, including increasing participation, improving fan engagement, and achieving stronger international performance. Alongside these objectives, the organisation also promotes core values such as high standards, respect, and a sense of family, which are intended to shape behaviour and culture throughout Welsh football. This reflects the idea that clearly defined goals and strong organisational values can lead to improved performance and greater stakeholder commitment (Slack and Parent, 2006).
The FAW’s strategy also highlights a strong commitment to inclusion, with particular focus on developing women’s and girls’ football, encouraging diversity, and widening access across different communities. This suggests that the organisation is not only focused on competitive success, but also on delivering wider social impact, which has become increasingly important in modern sport. As noted by Smith and Stewart (2010), sport organisations today are expected to balance commercial, competitive, and social objectives in order to remain relevant. However, despite these strengths, there are some clear limitations in the FAW’s approach to strategic direction. One issue is the broad and ambitious nature of its overall vision. While aiming to become a “leading football nation” is inspiring, it is also quite vague and difficult to measure in practice. This makes it harder to assess whether the organisation has successfully achieved its goals, which reflects a common criticism of strategic management — that unclear visions can weaken focus and make performance evaluation more challenging (Kaplan and Norton, 1996).
Another potential weakness is the number of strategic priorities identified across different areas such as performance, participation, governance, and facilities. Although this demonstrates ambition, it may also create difficulties in terms of prioritisation and resource allocation. As Mintzberg et al. (2009) suggest, organisations that try to pursue too many objectives at once can lose focus and struggle to implement their strategies effectively. This is particularly relevant in sport, where financial and human resources are often limited. In addition, while the FAW outlines key areas for development, there is relatively little detail on how these priorities will be ranked or how success will be measured beyond general targets. This lack of clarity could make it more difficult to track progress and ensure accountability over time. Effective strategic direction typically requires clear objectives, measurable outcomes, and defined performance indicators to monitor success (Kaplan and Norton, 1996).
Overall, the FAW presents a clear and inclusive strategic direction that successfully combines performance ambitions with broader social goals. However, greater clarity, stronger prioritisation, and more defined performance measures would strengthen its ability to deliver long-term success in an increasingly competitive and complex sporting environment.


The Football Association of Wales (FAW) presents a structured approach to strategy implementation within its 2021–2026 strategic plan, outlining how its objectives are intended to be translated into practical outcomes. Strategy implementation involves putting plans into action through effective use of resources, leadership, and organisational processes (Hoye et al., 2018). To support this, the FAW identifies several key enablers, including investment, engagement, insight, systems, and organisational image. This highlights an awareness of the need to align internal capabilities with overall strategic aims, ensuring that plans are supported by the right structures and resources.
The FAW also places importance on monitoring and evaluation, using performance measures and regular progress reviews to track development. This reflects established strategic management practice, where continuous evaluation allows organisations to assess performance and make adjustments where necessary (Grant, 2019). The use of data analysis and performance tracking systems further suggests a move towards more evidence-based decision-making, which is particularly valuable in complex and rapidly changing environments. However, despite these strengths, there are some limitations within the FAW’s implementation approach. While a range of strategic priorities is identified, there is limited detail on how these will be prioritised or funded in practice. This lack of clarity could make effective delivery more challenging, particularly given the scale of the plan. As Mintzberg et al. (2009) argue, strategies often fail not because they are poorly designed, but because they are difficult to implement due to issues such as weak coordination or unclear direction.
In addition, the FAW’s reliance on a wide network of stakeholders—including partners, local organisations, and government bodies—adds further complexity to the implementation process. While collaboration can provide access to additional resources and expertise, it can also create challenges in terms of communication, accountability, and decision-making. This reflects the view that multi-stakeholder environments can make implementation more difficult, particularly in sport where governance structures are often fragmented (Ferkins and Shilbury, 2015).
In relation to change management, the FAW recognises the need to operate in an environment that is constantly evolving, highlighting challenges such as the COVID-19 pandemic, technological developments, and shifting social expectations. This demonstrates an understanding of the importance of organisational adaptability. Change management theory suggests that organisations need structured approaches to manage change effectively, reduce resistance, and support successful implementation (Burnes, 2017). The FAW’s focus on flexibility, ongoing monitoring, and stakeholder engagement indicates an attempt to take a proactive approach. However, there is limited detail on how change will be managed in practice, particularly in relation to handling resistance or ensuring consistency across different levels of the organisation. This could present a challenge, as resistance to change is a common barrier to successful strategy implementation.
Overall, the FAW demonstrates a well-developed approach to strategy implementation, supported by clear structures and monitoring processes. However, issues around prioritisation, stakeholder coordination, and the practical management of change may limit its overall effectiveness. A more detailed and clearly defined approach to implementation and change management would strengthen the organisation’s ability to achieve its strategic objectives.
To conclude each strategy on a whole, the Football Association of Wales presents a clear and ambitious strategic plan, showing that it understands both its internal strengths and the challenges facing modern sport. Its use of internal and external analysis highlights positives such as recent international success and organisational progress, while also recognising wider pressures like economic uncertainty and changing participation trends. However, much of this analysis remains quite descriptive, which may limit how useful it is when it comes to making practical decisions. The FAW’s strategic direction shows a strong commitment to both performance and wider social impact, particularly through its focus on inclusion, participation, and international success. This creates a vision that is both broad and appealing. At the same time, the number of objectives, along with the lack of clearly defined measures of success, makes it harder to judge progress and maintain a clear focus over time. When looking at implementation and change, the FAW shows a good awareness of the importance of monitoring progress, involving stakeholders, and remaining flexible. These are all important factors in delivering a successful strategy. That said, coordinating a wide range of stakeholders, managing resources, and dealing with possible resistance to change are likely to be more challenging in practice than the plan suggests. Overall, the FAW’s strategy provides a strong starting point. However, its long-term success will depend on how effectively it can turn these broad ambitions into clear priorities and realistic actions. Without this, there is a real risk that the strategy may struggle to deliver what it sets out to achieve in an increasingly competitive and complex sporting environment.
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