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[bookmark: _Toc93066008]EXECUTIVE SUMMARY 
As the name suggests, when it comes to strategic planning, the planning element is essential; it is also multifaceted: containing several stages. This paper shall consider the following stages: scanning, analysis, modelling, and evaluation.  
These stages can be broken down into a plethora of other requirements within the strategic planning process, which can vary depending on the organisation in question. However, irrelevant of the size, makeup, or function of the organisation, one thing that is indisputable is that every organisation needs a strategy.
Strategies, when done correctly, provide direction and purpose to those inside and outside the organisation.
For a small amateur rugby club in South Wales, player participation and revenue generation are key, and not having a way to maximise the two is sacrilege. The mission, vision, and values of an organisation are the bedrock to a club’s success. But only when the appropriate strengths, weaknesses, opportunities, and threats have been identified through a hybrid analysis, can a strategy be formulated correctly and appropriately.  
Given the analysis both externally and internally, the time has come for amateur sports clubs to be more ambitious in their business modelling and utilise their player base, and their estate to drive income generation. Prescribing the exact nature of the future, whether it be the short, medium, or long-term planning is illogical given how quickly issues evolve. Prescribing an outline, while leaving room for new themes or prospects to emerge into a strategy is the key to ensuring longevity of not only the strategy, but the organisation itself. 
[bookmark: _Toc93066009]INTRODUCTION
As we enter 2022, the world is still battling with the Covid-19 pandemic, which will shortly reach its third birthday. As the mass vaccinations try and stem the death toll, which currently sits at approximately 171,000 (UK Government, 2022), there are many others who are still dealing with the longer-term effects on their health, as well as the economic and social effects which are now bearing fruit (UK Government, 2020). 
As is to be expected with a situation as serious and life-altering as the pandemic, there has been intense scrutiny of those in charge of the response, with the spotlight now shining brighter than ever on those who have handled the crisis. Prime Minister Boris Johnson’s popularity is plummeting (Forrest, 2022), with mask-less hospital visits, garden parties and an unheralded lack of support from senior Conservatives, chief amongst the reasons for the drop in voter confidence. 
As regulations surrounding travel, self-isolation, and even numbers of people allowed around a pub table differ from country to country, opinion on how at first the UK Government, and then the devolved houses in Northern Ireland, Scotland, and Wales have dealt with the pandemic has caused divisions. Divisions which were originally consigned to run along national and regional borders but now divide towns, streets, and family living rooms. 
These divisions are destined to continue with no apparent date for unity in terms of regulations and restrictions. However, what is apparent is that the response to the crisis will be under scrutiny for years if not decades to come, starting with the independent inquiry. 
The inquiry is set to begin its work in the spring, where according to the Rt Hon Baroness Heather Hallett DBE – the chair of the inquiry – it will seek to answer as many questions as possible about the UK’s strategy, planning, and management of the pandemic (Cabinet Office, 2021).
Although the covid pandemic provides us with an unfathomable amount of data and opportunities for critique, this paper is instead concerned with the inquiry itself, and more importantly, the facets that will make up the inquiry: strategy, planning, and management.   
The above three terms are often amalgamated, with strategic management, strategic planning, and strategic plans just a handful of notions which stem from them. Primarily, this paper will deal with what strategy is, before moving on to what its purpose is. It will then analyse the component parts of strategic planning and strategic plans, specifically looking at strategy statements, the analysis of the external environment, as well as examining business models and evaluation techniques to ensure the success, or lack thereof, can be measured. 
To add realism to the analysis, the paper will anchor its findings in an appropriate organisation, one which at this time has no strategy, but is not short on concerns and threats, which without addressing will likely deteriorate. The following section provides further detail on the organisation itself. 
[bookmark: _Toc93066010]MY ORGANISATION
The organisation is an amateur rugby club based in the South Wales Valleys, namely, Maesteg Celtic Athletic & Social Club. This club, like hundreds of others, is at the heart of a valley town and caters for rugby players and cricket players from the age of 5 through to senior level. Off the field, the club itself is again not dissimilar to any other club in that it has the ability to generate revenue through bar sales, and room hire as a venue that can host a wide range of hospitality events.  
In much of the literature and studies that discuss and analyse strategy and planning, high-level, high-pressured businesses are usually the subjects, with a particular focus on large national and international companies.
In policing terms, strategic plans are more common with national bodies such as the NPCC publishing strategic plans, with their Policing Vision 2025 (2016) along with each of the 43 forces publishing their individual plans. Moreover, partner agencies and national portfolios further add to the vast array of documents which attempt to steer the agenda in a desired direction. 
However, it is apparent that strategy and the accompanying plans should not be limited to private companies or large public bodies. Given the very existence of amateur rugby clubs in the South Wales valleys is in question - with player safety, and the appeal of more flexible sports being cited for reasons behind the dwindling participation figures which threatens the game - it is even more important that organisations such as sports clubs utilise strategic plans to improve resilience and sustainability in difficult times to safeguard their futures (Bryson, 2018). 
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[bookmark: _Toc93066012]STRATEGY AND PURPOSE
Whittington et al (2020) explain that the origins of strategy can be found as far back as centuries before Christ, where words such as Stratos, which described an army spread out over the ground, and Agein, meaning to lead where brought together. Strategy was then commonly utilised throughout warfare, before entering the world of business (Gill, 2017).
Defining a term such as ‘strategy’ to a single definition is difficult, especially given its age. The term develops as quickly as the world around us revolves, and means something different transnationally and across different sectors, whether it be private, public, or third. 
This is illustrated when we compare and contrast Drucker and Mintzberg’s definition. In their 1994 work on ‘The Theory of Business’. Drucker asserts that strategy is simply “a firm’s theory about how to gain competitive advantages” (Drucker, 1994, pp. 95-106), whilst Minstzberg talks of it being “a pattern in a stream of decisions” (Mintzberg, 2007, p. 3). 
It is noticeable how the former’s focus on competition lends itself to business where strategy can be used to gain an edge in a market, whereas Mintzberg generalises the term far more, giving it the ability to be utilised across sectors. The latter also suggests that decisions can change the path of an organisation, and as such a strategy can develop over time (Whittington, et al., 2020). 
However, there is no requirement to reach a definitive definition of what strategy is, as all the varying interpretations allude to the same conclusion. What is more important is the theories that developed from these definitions, such as Drucker’s, theory of management by objectives (1994)  which, unlike the initial definition above, can easily cut across sectors. 
For clarity, and for the purpose of the rest of this paper, I will view strategy in its simplest form, as a high-level overview that describes a long-term direction about where the company or body is going (2020). 
Before we can explore the different analyses and models open to an organisation, it is important to define not just what strategy is, but also its purpose. The purpose of an organisation is often grouped together with fundamental goals; with the goals being just one third of an overarching strategy statement. 
The purpose should explain both how and for whom the organisation makes a difference, with significant evidence highlighting that a clear purpose to staff and stakeholders can be highly advantageous in terms of engagement and customer loyalty, and staff motivation and work rate (Green, 2011). This need for clarity is essential, with surveys indicating that only just over a quarter of workers at high-performing companies could actually identify their company’s strategy. With the result being that employees were unable to tie their efforts to the proper direction of the organisation (Sherman, 2017). 
Defining the purpose is chief amongst the must dos in strategy, and can be achieved in a number of different ways, be it through mission statements, vision statements, a values charter or listing objectives - with a selection or all being appropriate dependent on the organisation. 
A mission statement has to provide clarity about what the organisation is there for. This is best described by way of questioning, what do we (the organisation) do? Or even what would happen if we (the organisation) were not in existence? (Corporate Finance Insitute , 2015) 
Included below, figure 1 shows the mission statement of the Alberta Football Federation. We can see that the inclusion of defining terms such as “provide,” “foster,” and “promote strong infrastructure and strong governance” clearly explains the organisation’s role, with the “to safeguard the sport’s long-term prosperity (2019)” highlighting why.
[image: ]Figure 1 
(Alberta Soccer Association, 2019)
Although Alberta’s mission statement seems sensible and inviting, a sizeable number of larger corporations tend to use their mission statements to really dig into the why. Often using these statements to deeply question their very existence, with Microsoft being a prime example, with their statement expressing their desire “to empower every person and every organisation on the planet to achieve more. (Microsoft, 2022)”  The statement tells you little about computers and software but instead focuses on emphasising precisely why they develop their products. 
Mission statements deal with the role and reason for a company’s existence, but what do vision statements do? As the word suggests, the vision gives due regard to the future and what the company wants to achieve. Again, these are often short sentences, with figure 2 (included below) being the Welsh Rugby Unions nod to the future:
[image: ]Figure 2 
(WRU, 2016)
The above words leave the reader in no confusion over what the WRU wants to achieve in the years ahead; and in only ten words. Furthermore, when we consider the wide-ranging scope of the WRU, the first four words are relatable with the grassroots game, whilst the latter half could easily pertain to customers/fans and the national team’s performance. 
The next step of a strategy statement is non-negotiable: the values of the corporation. These values define how it behaves, how its employers should behave, and how it essentially does business. 
Values bring out the best in people and should not just be used when instances of poor judgement or misconduct occur, but rather to establish strong footings and the basis of good culture (Chandrasekhar & Swaroopa, 2019). With the emphasis on culture, and how it affects strategy being voiced strongly by Pettigrew (1979), arguing that it provides well-needed orientation. 
Figure 3 included below, reflects the values of Gwent Police, and encourages a wide range of behaviours. Notably these values are published internally, not externally, again adding weight to how its employees should act, rather than how it wants to be seen to act; this goes against most views, which suggest that values should be highly publicised (Chandrasekhar & Swaroopa, 2019). 
Figure 3
(Gwent Police, 2021)

The last way to define a purpose, is to set certain objectives, essentially specific targets that will be met along the way to achieving the mission and realising the vision. Objectives differentiate themselves from the others given their precise nature. Businesses commonly set financial objectives or objectives in terms of growth, be it sales, footfall, market share, or any other tangible matter, these mean they can easily be evaluated throughout the course of implementation. 
Given that the mission, vision, and objectives deal with the goal’s aspect of a strategy statement, the scope and advantages the organisation has to deliver still have to be incorporated into a strategy statement. The difficulty with having this additional content is that in overall strategy statements, optimal length is something many have struggled with. Whittington et al (2020) talk of a thirty-five word limit, whereas even that is suggested as being too large, with Di Fiore (2014) claiming that ten easy-to-understand words that convey clarity is ample. Ten-word summaries are difficult to create, although there is less room for interpretation by staff and customers alike, as when strategies run into pages and pages there is far more opportunity to add personal perspectives (Di Fiore, 2014). This can be problematic, as it can turn a strategy into dozens of different strategies meaning different things to different people. 
Only when analysis is conducted can an organisation really look to set about creating their statement. 
[bookmark: _Toc93066013]ANALYSIS
To fully understand where they are going and why, organisations must take stock of the environment they operate in, including their own capabilities and limitations.
As a small rugby club, having a vision to be the most successful club side in the country, although admirable, is usually unrealistic and unattainable. Likewise, to propose to be the leading hospitality venue or premier wedding venue in the country is perhaps a step too far. So how do organisations ensure that their potential is reached, and their ambitions are possible?
The answer lies in analysis; analysis of both the external and internal environment. 
Appraising the external environment in which the organisation sits is vitally important given that outside factors will inevitably have an impact on an organisation’s future focus. This is evident when looking at the policing plans of forces which enable staff and the public to discern what is happening in the communities and regions that they police and live, as well as being able to reflect on possible causes and actionable solutions. 
This is the case for nearly all public sector organisations that serve people.  Although rugby clubs within the Welsh Valleys, which are often owned by members, are not strictly public organisations, these clubs are often crucial in providing services within their respective communities. They provide a haven for individuals, creating support networks for societies, whilst returning profit back into service delivery; all clear hallmarks of a public agency. 
A significant tool to scan the external environment is the well documented acronym of PESTEL, which is often shortened to PEST or elongated to PESTELLO. Sticking with PESTEL, the letters represent the Political, Economic, Social, Technological, Ecological, and Legal factors that could have a bearing on organisations. Whittington et al have broken these into two categories, market and non-market. In the market category, the environment is deals with the economics of business such as profit, loss and resources. With non-market being more focused on abstract ideas of reputation, connection, and legitimacy, and will often relate to the social, political, and legal aspects of PESTEL. 
Surely, politics whether on an international or national stage isn’t something that a minor rugby club needs to be concerned about? Perhaps not, yet the national sport of Wales is an emotive subject, and the Covid-19 pandemic and subsequent restrictions have clearly heightened the publics’ emotions. A particularly controversial point has been the government legislation surrounding live sport attendance, with health regulations currently in place limiting the number of spectators allowed to attend matches on local and international level. The latter has proved to be especially contentious, due to rumours of Wales’ upcoming home fixtures being played across the Severn in England where restrictions are not currently in place.
As for the economics of this environment, it is easy again to dismiss such a small enterprise, but disparities in growth and rising interest rates have a direct impact on both player participation and revenue generation. How? In response to the financial crash of 2008, the government acted to reduce the pressure on the economy. This meant a wave of spending cuts and a rise in taxes, with the austerity measures disproportionately hitting those communities which were already worse off (Mills, 2018). Before this pandemic, the country was in financial ruin, with over £55 billion of debt – a figure that continues to rise. The issue has clearly been exacerbated by the Covid-19 virus, with the economic impact measuring in the hundreds of billions of pounds (Pope, et al., 2021). There is no doubt that austerity will return and that will require people spending less and working longer hours. 
The Exploring Strategy framework (Whittington, et al., 2020) suggests that leaders must look at economic cycles and establish where they are on that journey. Often the cycle goes up and down depending on the factors discussed above, such as interest rates, austerity, budget cuts, and even local council tax increases. If leaders can successfully pinpoint when an upturn or downturn will occur, then changes to the business – whether they be investments or redundancies – can be timed to have the greatest effect. On review, economic analysis is just as important for small businesses with community facets, as it is for larger companies with global reach. 
We can see from just studying the first two strands of PESTEL that it is a deep analytical tool for external drives, rather than both internal and external.  
With the limitations of PESTEL, far more focus should be put on the second of the analytical tools: SWOT analysis, which is a simpler and more appropriate method of analysis for the organisation in question. SWOT is where the organisation focuses on Strengths and Weaknesses, which is an internal appraisal, with Opportunities and Threats examining the external (Dyson, 2002). The simplicity of SWOT is that it can also incorporate PESTEL issues in the threats and opportunities, removing the need to do two separate analytical surveys, something which can be costly and time consuming. SWOT’s ability to remove the need for two analytical surveys is particularly beneficial for smaller organisations such as local rugby clubs, as it helps remove the complexity of aspects such as the technological and ecological strands.
Although SWOT appears to be the most economical tool to utilise in terms of simplicity, organisations do not have to stick to one rigid system, but can instead be guided by a mixture. 
What this paper advocates is utilising snippets of PESTEL, SWOT, and a third tool – Porter’s five forces, which concentrates its efforts on competition (Porter, 2004). Competition is the reason why businesses such as the rugby club find it difficult to prosper, given that the South Wales valleys are saturated with playing fields and public houses. The five forces tool ensures focus on identifying competition, new entrants to the industry, supplier power, buyer power, and the threat of substitute products and its versatility (Mathooko & Ogutu, 2015). This means that it can be used for any industry, whether the rugby playing social side, or the income generation facet. 
From analysis, businesses can then rank and score their relevant strengths, weaknesses, risks, or any other strand they have chalked up, dependent upon what tools they have used for an analysis. These scores could then be utilised for organisations to look at the varying business models to adopt in line with their strategy. 
[bookmark: _Toc93066014]BUSINESS STRATEGY/MODEL
Business models essentially cement how an organisation delivers value to customers, or what value an organisation delivers to customers. It also covers how it goes about selling and what parties are involved, and how the value in turn delivers profit against other associated costs; these are often seen as value creation, configuration, and capture. 
Early in the paper we noted how developments in the modern world are rapid. These changes are apparent in business, where the traditional relationship between customer and supplier is not what it was some twenty years ago, given the advancement of technology, choice and divergence of online retailing, and small start-up companies (Teece, 2010). Both Teece (2010) and Whittington et al (2020) cite internet-based examples to demonstrate the divergence from the norm. With Uber, Netflix, and Airbnb being three companies, whose business models have usurped the competition and turned industries on their heads. But how can having a business model for a minor rugby club effect success? 
Far too often, organisations do not adapt to outdated practises and rituals and blame the advancing world for their drop off in pace (Gassman & Samil, 2020). An in-depth analysis of modelling throughout the world has found that just 55 models are attributed to 9 out 10 of the globe’s most successful ventures (2020). 
For an organisation such as a local rugby club, not all business models are appropriate. For instance, the razor blade model, successfully demonstrated by Gillette, whereby they sell cheap razors but profit from expensive replacement blades thus gaining traction from a reliable product with little alternative when you have made the initial purchase. This is rarely seen in not-for-profit or the hospitality industry, given the number of options available to consumers. There are four rugby clubs and countless establishments where people can meet socially in the locality of the chosen organisation. Therefore, emulating the Gillette model by, for example, introducing a membership system, where customers would be committed to your venue and you could then dictate the price of products, would be unsustainable, as there would be nothing binding them to the venue, and they could easily leave for another if they were not happy with the costs or quality of the products provided.
Traditionally, where a shop has a physical presence and sells items which can be tried, tested, and enjoyed on the spot is seen as a brick-and-mortar model. Shops have found this model difficult to develop considering the boom in online retailing where people no longer have to travel to stores. However, considering the sizeable revenue garnered by way of the sale of alcohol, the hospitality industry in Wales can benefit from this traditional model. With the introduction of a minimum price per unit of alcohol, the price of convenience at the supermarket has increased exponentially, whereas the price per pint in pubs has not seen parallel rises. Although the legislation planned to cut deaths and hospital admissions rather than drive people back to hospitality, it is an avenue that clubs can look to exploit (Kmietowicz, 2018). 
Although this paper has explored and analysed the strengths and weaknesses of the above two business models, it is the below model that I believe my chosen organisation should consider incorporating. 
A multi-sided platform model brings together more than one different group to interact on the same platform. In this instance, the club building itself would be the platform with potential revenue coming from utilising the estate to further its turnover. In short, the organisation could open its doors to self-employed personnel who have products to sell, but no facility to do so. This would bring further footfall into the club and provide even more opportunity to advertise. In addition, the club’s size and location is an attractive proposition with it being more central and larger than other clubs and venues in the area, thus providing an advantage which would be difficult to eclipse. Something which has been done successfully in other parts of the country, with Bridgend Rugby Club having what as a ‘Street Food Hall’ inside its club (Street Food Markets, 2021). This distinction would be a highly attractive proposition for potential customers. 
Although the advancement in technology has digitised the model in many instances, with Uber and AirBnB being major examples where the two groups are brough together, both providing income (Whittington, et al., 2020) – the model of the club being the ‘host’ is something potentially innovative, but not without risk, given that consumption is required (Pereira, 2021). Consumption in the current context is customers, or more pertinently, people willing to buy, sell and/or provides services in person, again a difficulty while Covid regulations still hinder face-to-face interaction. 
Although not wishing the pandemic to continue and consume further text in this paper, it does provide a significant reminder that the future is hard to predict, something imperative when focusing on whether or not to have a deliberate or emergent strategy. 
[bookmark: _Toc93066015]DELIBERATE OR EMERGENT
The view that strategy is formulated to provide a long-term direction or steer in a particular direction, suggests it can be prescribed, and that it is possible to write it down and define it. This form of strategy is unsurprisingly labelled the prescriptive view or deliberate (Whittington, et al., 2020). 
This deliberate form of formulation is said to lend itself to organisations which have strong leadership, or a collection of senior managers. It can also often be prevalent in cases where the organisation is under the pressure or tutelage of an external influence, where the strategy, or part of it, is formulated by others (2020). 
Although simplistic, this bears hallmarks of a community rugby club, with its leadership foundations set in committees and often powerful chairmen, who are not bound by any constraints on the length of time of their tenure.
As for the external influences, the club’s direction in terms of rugby is pressured by the governing body – the Welsh Rugby Union – whose strategic plan sets out a pan Wales set of mission, vision, values and objectives, some of which are undoubtedly expected to be replicated at a local level, especially where they refer to the grassroots community game. 
However, a prescriptive view on strategy is panned by many in favour of the emergent view; one where the strategy isn’t consigned to a set plan and is grounded in exploring opportunities and developing competitive advantages as time moves on (Martin, 2014). 
On first view, an emergent strategy would seem beyond that of a small community-based club, as these are primarily supported and run by volunteers. This would lead one to believe that a clearly laid out route of where to go and how to get there would be more beneficial. However, when we consider that the club also has a business function that runs alongside the sporting function, in terms of generating income via bar sales and function room hire, then there is room to be less prescriptive and provide opportunities to diversify and develop in time. However it must be noted that when Mintzberg (2007) sold the idea of emergent, he stressed how it must be done before actual changes in the environment, as changing too late is too be risk averse, and would not gain advantage, and would essentially be deliberate strategy once again (Martin, 2014). 

[bookmark: _Toc93066016]EVALUATING
At this juncture it has been set out what to include in a strategy and what proposed business models may look like. We are now concerned with how to evaluate strategy. When talking of evaluation, we can evaluate the strategy itself before it is put into action, something this paper advocates. There is also a chance to evaluate strategies throughout their implementation, and although this paper does not concentrate on those aspects, it is vital any organisation has in place performance measures, often referred to as KPI’s (Key Performance Indicators) so as to evaluate success.  
In terms of strategy development, evaluation is the analysis of how something has been delivered, considering where it has hit certain criteria, and where it has not (UK Space Agency, 2015). Whittington et al propose dissecting new initiatives identified via the PESTEL/SWOT method, inspired by the mission, vision, and values, and implemented through the business model, via the SAFE criteria: suitability, acceptability, feasibility, and evaluation (Whittington, et al., 2020). Whilst others have proposed further models such as the six steps of Tilles (1963), other models seemingly elongate the process that SAFE appears to do. 
Figure 4, as shown below shows the SAFE criteria and accompanying questions. 
[image: ]Figure 4
 											(Whittington, et al., 2020)
Each strand has varying tools to be able to assist organisations in their evaluation, and although the authors hold each strand on an even keel, assessing each one as important as the other, this should not be the case on every occasion. This paper, in the context of the organisation which the strategy proposals have been made, argues that feasibility is the one issue the club should concentrate on, given that the finances and the resources have to be in place, otherwise the level of risk (acceptability) and suitability are irrelevant. 
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On reflection, strategic plans can contain a wide range of elements, and which best fits will often depend on the nature of the individual business. Discussion is decades old on what should be done in certain sectors, and whether strategy can be written down and planned beyond the immediate future, given the unpredictability of the world we live in. 
The key aspect for the rugby club must be sustainability. Sustainability is easily achievable when you understand who you are, what you are doing, where you want to be, and knowing how you will get there (IRFU, 2019). In achieving sustainability, the strategy is key to finding the perfect mix between the capabilities of the organisation and the needs of players and customers, in a way that can’t be matched by other clubs in the locality (Collis & Rukstad, 2008). 
For so long, the club has nurtured and fostered young talent, whilst providing a social setting for those older in life. To sustain this, the critical areas of player development and participation, along with revenue generation, must work in tandem.
Although each model discussed has its merits and teachings which can apply to the rugby club, no model can cover every aspect of an individual organisation, as by definition, every organisation will have issues which are unique to them, just as Maesteg Celtic does, with its estate. 
This paper earlier noted how difficult it was to define strategy. It is now clear that even when defined, the notion of it in practice is not an easy art to master either. However, it is imperative that organisations, big or small, realise the importance of attempting to gauge where their future lies even if the path diverges, further opportunities can lay ahead.  
[bookmark: _Toc93066018]RECOMMENDATIONS
Throughout the paper, several recommendations have been made when analysing models and strands of strategic planning. These recommendations are now grouped together, along with a short reasoning. 
Recommendation 1 
A strategy statement needs to convey clearly what the organisation does, what it wants to do, and how this can be achieved. The organisation needs to consider the wording carefully and not revert to writing significant documents which stretch to pages. If international conglomerates can complete the task in a short sentence or paragraph, then a much less complex rugby club should be able to do the same.  
Recommendation 2 
Both external and internal environmental analysis should be conducted via a hybrid of the PESTEL, SWOT and Porter’s Five Forces method, with a primary focus on the internal ongoings to address the internal culture; making the organisation an attractive proposition to retain players, before seeking to recruit new players and customers from outside.  
Recommendation 3 
From scanning the environment externally, the organisation should note its uniqueness in facilities and size. A focus should be to use the business as a platform for both sellers and buyers to meet; modelling themselves on a multi-sided platform can further drive revenue generation. 
Recommendation 4 
Evaluate strategy through the SAFE criteria. Although an organisation will need to monitor performance throughout the lifetime of a strategy, evaluation before implementation is required. This is made more difficult when strategies lean towards the emergent theme, but the organisation needs to put thought into the feasibility of its plans, which will likely lead to the multi sided platform theory being attractive in terms of costs and income generation.  
Recommendation 5
Although emergent appears to be the go-to approach for strategies in the 21st century, the organisation needs to bear in mind their amateur status and the nature of a committee-led nonprofit club, where a change in leadership may be frequent, with major players coming and going regularly and at short notice. Having these changes without some concrete vision or direction could cause the organisation to dwindle directionless and lose further players and revenue opportunities. 
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Suitability

Acceptability

Feasibility

Evaluation

Does a proposed strategy address the key opportunities and threats an
organisation faces?

Does a proposed strategy meet the expectations of stakeholders?
* Isthe level of risk acceptable?

* Isthe likely return acceptable?

* Will stakeholder reactions be positive?

Would a proposed strategy work in practice?

* Can the strategy be financed?

* Do people and their skills exist or can they be obtained?
* Can the required resources be obtained and integrated?

Which of the strategies that are suitable, acceptable and feasible satisfies
best these three requirements?
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STRATEGIC PLAN

OUR VISION

A centre of excellence for the game,
providing opportunities for all players
to reach their full potential.

DEVELOP

Alberta Soccer will develop and implement
programs and opportunities for all

participants of the game: Players. Clubs,
Coaches, and Referees

Support &guide our members and clubs to
embrace the national framework and follow the
Long Term Player Development model.

Encourage and train more coaches, through
innovative coach education opportunities. Provide
consistent, age and stage appropriate, blended
learning coach education opportunities

Continue to encourage the development and
success of referees, who represent an integral part
of the game.

OUR MISSION

%lbae\rfo

To provide leadership for soccer excellence in Alberta by fostering and
promoting: a strong infrastructure for sound governance AND quality programs
and services to safeguard the sport's long-term prosperity.

808

GOVERN

At the core of Alberta Soccer is good
governance, and we will continue to lead our
members and maximize our resources to the
benefit of all participants in the province.

Provide the foundation and leadership for our
District Associations o be successful and work as
a team to achieve the collective goals in the
province.

Maintain the financial stability of Alberta Soccer
and its members while adapting to continual
environmental changes.

Innovate on our program and communication
delivery to make Alberta Soccer a more accessible
organization.

The combined presence of the Canadian
Premier League and the upcoming 2026 FIFA
World Cup provides Alberta Soccer with an
exceptional opportunity to leverage and grow.
participation.

Continue our success in growing player
participation, and make investments in engaging
all possible participants of the game.

Create opportunities for players of alllevels to
excel. and support our members and clubs to
produce national-level players.

Bring together all participants of the game, and
create a strong community of collaboration
working together and sharing best practices.
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