Task 1
Introduction
Sport organisations operate in dynamic and continually evolving environments shaped by commercial pressures, technological change, and shifting expectations from fans, sponsors, and wider stakeholder groups. These conditions create a complex and high-stakes operating context in which organisational and competitive advantage cannot be assumed. In response, sport organisations must engage in structured and systematic strategic management processes that help them interpret environmental signals, define a coherent strategic direction, translate strategic intent into practical action, and manage organisational change effectively (O’Brien et al., 2019; Hoye et al., 2018). Strategic management therefore serves as a key mechanism for aligning organisational capabilities with external demands while maintaining a long-term performance focus (Slack & Parent, 202). This assignment examines four core components of the strategic management process: internal and external analysis, strategic direction, strategy implementation, and the management of change, drawing on contemporary sport management literature to illustrate how these elements underpin organisational performance and sustainability.
Internal and External Analysis
A sound understanding of both the organisation and the environment in which it operates is fundamental to effective strategic management. Internal analysis involves a systematic evaluation of organisational resources, competencies, culture, and operational systems. As O’Brien et al. (2019) explain, such analysis enables sport organisations to identify their inherent strengths and weaknesses, forming the basis for informed strategic decision-making. Key internal dimensions include financial capacity, human resources, leadership quality, organisational culture, and the efficiency of daily operations (Hoye et al., 2018). For example, a football club with a strong youth academy holds a valuable strategic asset, whereas limited commercial revenue streams may represent a significant vulnerability. External analysis, in contrast, requires sport organisations to assess the broader political, economic, social, technological, legal, and environmental forces that shape their operating context. Frameworks such as PESTLE and Porter’s Five Forces assist managers in identifying emerging opportunities and potential threats, as well as understanding competitive dynamics and stakeholder expectations (Slack & Parent, 202). The sport sector is particularly sensitive to rapid environmental shifts; sponsorship markets fluctuate, technological innovations reshape fan engagement, and consumer preferences evolve quickly (O’Brien et al., 2019). For instance, the rise of digital streaming platforms has created new commercial opportunities while also intensifying competition for audience attention (Smith & Stewart, 2015). Research reinforces the importance of environmental analysis for strategic coherence. Berqi (2023) notes that football clubs are heavily influenced by stakeholder pressures and competitive forces, requiring proactive and adaptive strategic responses. Similarly, Shilbury and Ferkins (2021) observe that organisations lacking robust environmental analysis struggle to align internal strengths with external demands. When conducted effectively, internal, and external analyses provide the empirical foundation on which sound strategic choices are built.
Establishing Strategic Direction
After environmental analysis, sport organisations must establish a clear and coherent strategic direction. This involves defining the organisation’s mission, vision, values, and long-term objectives, thereby providing a framework that guides decision-making and aligns organisational efforts. O’Brien et al. (2019) argue that without a well-articulated strategic direction, organisational activity becomes fragmented and lack’s purpose. Strategic direction thus clarifies not only what the organisation seeks to achieve but also the pathways through which these goals will be pursued. Leadership plays a central role in this process. Effective leaders must communicate a compelling vision, build stakeholder commitment, and ensure accountability throughout the organisation (Ferkins & Shilbury, 2015). In team sport contexts, strategic direction often requires balancing multiple priorities, including athletic performance, financial sustainability, community engagement, and stakeholder expectations (Walzel, 202). For instance, a rugby club may aim to improve competitive performance, expand commercial partnerships, and strengthen community outreach initiatives simultaneously. Crucially, strategic direction must be grounded in organisational reality. Hoye et al. (2018) emphasise that strategic objectives must be achievable and aligned with available resources and capabilities. Ambitious yet realistic strategic direction ensures that organisational progress remains purposeful and sustainable.
Strategy Implementation
Once strategic direction has been established, the challenge shifts to implementation, the process of converting strategic intent into operational outcomes. This stage involves resource allocation, organisational structuring, staff engagement, and the development of monitoring and evaluation mechanisms. O’Brien et al. (2019) identify implementation as one of the most demanding phases of strategic management, as it requires coordinated action across multiple organisational levels. Walzel (202) notes that successful implementation in sport organisations depends heavily on cultural alignment and staff commitment. Strategies cannot simply be imposed; they must be embedded within organisational practices and supported by those responsible for delivering them. For instance, implementing a new talent development strategy may require adjustments to coaching methods, recruitment processes, and performance evaluation systems. Similarly, enhancing digital fan engagement calls for investment in technology, staff training, and revised marketing approaches (Smith & Stewart, 2015). Effective implementation also depends on robust control systems that allow leaders to track progress, identify emerging issues, and make timely adjustments (Slack & Parent, 202). Without such mechanisms, even well-designed strategies risk failure at the execution stage. Ultimately, implementation acts as the bridge between strategic planning and tangible organisational outcomes.
The Change Process
Change is an inherent feature of the sport industry, driven by market volatility, technological innovation, and evolving stakeholder expectations. Therefore, sport organisations must develop the capacity to manage change in a structured and deliberate manner. Kotter’s (1996) eight-step model, which emphasises creating urgency, forming guiding coalitions, and consolidating early wins, provides a widely used framework for managing organisational change, particularly where resistance may be strong. Lewin’s (1951) three-stage model of unfreezing, changing, and refreezing offers another conceptual lens, highlighting the need to destabilise existing practices, introduce new behaviours, and institutionalise change to ensure long-term stability. In sport organisations, this may involve adopting new technologies, restructuring governance systems, or shifting organisational culture (Hoye et al., 2018). Contextual factors play a significant role in shaping the change process. Berqi (2023) suggests that sport organisations must adopt adaptive and iterative approaches to change, as rigid models often fail to capture the sector’s complexity. The increasing commercialisation of sport illustrates this point: traditional volunteer-driven structures have become insufficient, requiring more professionalised management practices (Smith & Stewart, 2015). Effective change management ensures that strategic initiatives are embedded, sustained, and capable of supporting long-term organisational resilience.
Conclusion
Strategic management is essential for sport organisations operating in dynamic and competitive environments. Comprehensive internal and external analysis provides the foundation for understanding organisational capabilities and environmental pressures. Clear strategic direction aligns organisational efforts and establishes long-term priorities. Effective implementation translates strategic intent into operational reality, while robust change management ensures that organisations remain adaptive and resilient. Together, these components form an integrated strategic management framework that supports sustained organisational performance and long-term development within the sport sector.

































Task 2
Introduction
The Football Association of Wales (FAW) published Our Wales: The Strategic Plan for Welsh Football 2021–2026 as a comprehensive framework for transforming Welsh football at elite, grassroots, and community levels. The plan sets out an ambitious vision for a “global local Wales,” highlighting inclusivity, performance excellence, and long‑term sustainability. This assignment critically examines three main aspects of the FAW’s strategic approach: (1) its internal and external strategic analysis, (2) its identification of common purpose and establishment of strategic direction, and (3) its approach to strategy implementation and the management of change. Drawing on strategic‑management literature, the analysis assesses the strengths and limitations of the FAW’s methods and the extent to which the plan aligns with best practice in sport governance and organisational strategy.
Internal and External Strategic Analysis
Internal Analysis: Strengths, Weaknesses, and Organisational Capacity
The FAW’s internal analysis is integrated throughout the strategic plan rather than presented as a separate diagnostic. The organisation identifies several internal strengths, including the recent international success of the men’s and women’s national teams, a strong sense of national identity, and an expanding participation base. These strengths correspond with what O’Brien et al. (2019) describe as “core organisational capabilities” that can be used for competitive advantage.
The FAW also recognises internal weaknesses, such as inconsistent facility quality, uneven governance structures across regions, and the need for a more diverse and skilled workforce. These issues mirror common challenges faced by national governing bodies (Hoye et al., 2018), particularly those operating in smaller sporting economies.
However, the FAW’s internal analysis lacks the structured format typically associated with strategic tools such as SWOT or VRIO. While strengths and weaknesses are implied, they are not explicitly categorised or prioritised. This constrains the organisation’s ability to determine which internal capabilities are truly distinctive and which weaknesses pose the greatest strategic risk. Slack and Parent (202) argue that without clear prioritisation, internal analysis risks becoming descriptive rather than actionable.
In addition, the FAW’s internal analysis is not strongly evidence‑based. The plan refers to the need to improve facilities, governance, and pathways but provides little baseline data or measurable indicators. Shilbury and Ferkins (2021) stress that strategic planning requires diagnostic precision; without quantifiable evidence, internal analysis becomes aspirational rather than analytical.
External Analysis: Opportunities, Threats, and Environmental Pressures
The FAW’s external analysis is more clearly articulated than its internal assessment. The plan identifies several macro‑level trends shaping Welsh football, including:
· Growth in women’s football
· Digital transformation of fan engagement
· Socio‑political movements (e.g., Black Lives Matter, climate activism)
· Economic pressures and facility costs
· Post‑Covid uncertainty
These reflect key PESTLE dimensions commonly used in sport strategy (Hoye et al., 2018).
Political and Governance Factors
The FAW acknowledges the importance of aligning with Welsh Government priorities, particularly around health, education, and community development. This shows awareness of the political environment and the interdependence between sport policy and public funding (Walzel, 2020).
Economic Factors
The plan recognises financial constraints across Welsh football, including limited commercial markets compared to larger nations. This supports Smith and Stewart’s (2015) argument that smaller football economies face structural disadvantages in sponsorship and media revenue.
Social and Cultural Trends
The FAW highlights growing demand for inclusive, community‑based football opportunities. The focus on women’s football represents a significant opportunity for growth, consistent with global patterns (FIFA, 202).
Technological Change
The plan identifies digital engagement as a key opportunity, acknowledging the shift in how fans consume football content. This aligns with contemporary sport marketing literature that views digital transformation as a strategic necessity (Smith & Stewart, 2015).
Critical Weaknesses in External Analysis
Despite these strengths, the FAW’s external analysis remains largely descriptive. It identifies trends but does not fully consider their strategic implications or associated risks. For example:
· Digital engagement is presented as an opportunity, but the plan does not address competition from global football brands.
· Economic constraints are recognised, but the plan does not analyse how financial volatility might affect long‑term sustainability.
Moreover, the FAW does not explicitly apply structured analytical tools such as PESTLE or Porter’s Five Forces. O’Brien et al. (2019) note that systematic environmental scanning is essential for evidence‑based strategy. The FAW’s approach, while conceptually aligned with external analysis, lacks methodological rigour.
Stakeholder Analysis
One of the FAW’s strongest analytical components is its recognition of stakeholder complexity. The plan stresses collaboration with:
· Clubs
· Leagues
· Local authorities
· Schools
· Volunteers
· Commercial partners
This aligns with stakeholder theory, which highlights the importance of managing diverse interests in sport governance (Ferkins & Shilbury, 2015).
However, the FAW does not fully map stakeholder power, influence, or potential conflict. For instance, tensions between elite and grassroots priorities are not explicitly addressed. This omission limits the FAW’s ability to anticipate stakeholder resistance, an important factor in strategic implementation (Walzel, 202).
Common Purpose and Strategic Direction
Constructing a Shared Purpose
The FAW positions “Our Wales” as a unifying narrative designed to align the football community behind a shared purpose. The plan highlights national identity, inclusivity, and collective ambition. This corresponds with Ferkins and Shilbury’s (2015) argument that NGBs must build shared purpose to overcome structural fragmentation.
However, while the FAW’s language of unity is persuasive, the plan provides little detail on how shared purpose will be operationalised. The mechanisms for building consensus, such as structured consultation processes or shared governance frameworks, are not fully explained. Research indicates that shared purpose requires deliberate processes of negotiation and alignment, not simply rhetorical commitment (Shilbury & Ferkins, 2021).
Vision, Mission, and Values
The FAW’s strategic direction is expressed through a clear vision for Welsh football, supported by strategic pillars and organisational values. The vision stresses excellence, inclusivity, and long‑term development, aligning with best‑practice principles of strategic leadership (O’Brien et al., 2019).
Strengths
· The vision is aspirational and unifying.
· Strategic pillars provide a coherent structure.
· Values (excellence, respect, family) align with contemporary governance expectations.
Limitations
· The vision is broad and lacks prioritisation.
· Several objectives require significant financial investment, yet resource modelling is absent.
· The plan does not explicitly link each strategic priority to specific environmental insights.
Hoye et al. (2018) argue that strategic direction must be grounded in realistic assessments of organisational capacity. Without explicit resource modelling, the FAW’s strategic direction risks being seen as ambitious but insufficiently anchored in operational feasibility.
Inclusivity and Stakeholder Alignment
The FAW’s strategic direction places strong emphasis on inclusivity, particularly regarding gender equity and community access. This aligns with broader sport governance trends (Smith & Stewart, 2015). However, the plan does not fully explain how inclusivity will be embedded across all levels of Welsh football. For example:
· Commitments to women’s football lack detailed resource allocation.
· Community engagement strategies are not operationally defined.
Stakeholder alignment is implied but not systematically addressed. The absence of a stakeholder map or conflict‑management strategy remains a notable gap.
Strategy Implementation and the Change Process
Implementation Framework
The FAW outlines five strategic enablers to support implementation:
1. Investment
2. Insight
3. Systems
4. Engagement
5. Image
These enablers form a coherent framework for operationalising the strategy. The FAW also commits to developing a six‑year implementation plan and a performance dashboard to track progress. This aligns with O’Brien et al.’s (2019) emphasis on monitoring and evaluation in sport strategy.
However, the plan does not include detailed implementation timelines, costings, or risk assessments. Without these, implementation risks becoming fragmented or overly reliant on external funding.
4.2 Change Management
The FAW acknowledges the need for organisational agility in response to rapid environmental change. This reflects Kotter’s (1996) argument that successful change requires urgency, leadership, and continuous reinforcement.
Strengths
· Recognition of Covid‑19, climate change, and social‑justice movements as drivers of change.
· Commitment to modernising governance structures.
· Emphasis on data‑driven decision‑making.
Limitations
· The plan does not explicitly reference change‑management models such as Kotter or Lewin.
· There is limited discussion of potential resistance to change.
· The FAW does not outline how cultural change will be embedded across regional associations.
Lewin’s (1951) model stresses the need to “unfreeze” existing behaviours before introducing new ones. The FAW’s plan recognises the need for cultural change but does not specify how this unfreezing process will take place.
Organisational Capacity and Feasibility
The FAW’s ambitions are extensive, covering elite performance, grassroots participation, facilities, governance, and community impact. However, the plan does not fully address:
· Staffing capacity
· Financial constraints
· Regional disparities
· Long‑term sustainability
Shilbury and Ferkins (2021) argue that NGBs must align strategic ambition with organisational capacity. The FAW’s plan is visionary but risks overstretch without clear resource planning.
Conclusion
The FAW’s Our Wales strategic plan represents an ambitious and forward‑looking attempt to transform Welsh football between 2021 and 2026. The organisation shows strong awareness of the internal and external factors shaping its environment, although its analysis lacks the structured rigour associated with formal strategic tools. The FAW presents a compelling vision and shared purpose, but operational mechanisms for stakeholder alignment and resource allocation need further development. Its implementation framework is conceptually sound, yet the absence of detailed timelines, costings, and risk assessments limits practical feasibility. Overall, the FAW offers a bold and inclusive strategy, but its success will depend on strengthening analytical foundations, deepening stakeholder engagement, and ensuring that organisational capacity aligns with strategic ambition.
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