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[bookmark: _Toc78447009][bookmark: _Toc78447420]Organisation
The organisation is called MTF (MoreThanFootball) Coaching Academy CIC (community interest company) based in Birmingham which is a sports club. It was founded in 2007 with just two directors, running football sessions for children aged 5-21. It later registered as a CIC and now has three directors and hosts a whole range of activities including football, multi-sports camps, activities for home-educated children as well as provide coaching for those individuals interested in such a career. In addition MTF also focuses on keeping the environment clean and encourages participants to get involved in regular litter picks and educating the community to love and be proud of the area that they live in.
Although MTF is growing rapidly, the organisation still does not have permanent premises and runs activities at various outdoor centres and parks, which works well as it encourages communities from different areas to take part, but the organisation still needs a hub to work from, which is one of the plans moving forward.
[bookmark: _Toc78447010][bookmark: _Toc78447421]Strategic Management
Jeffs, (2008) describes strategic management as, “Business strategy is the management of the organisation's resources and competences in order to match the aims of the organisation and the threats and opportunities in the environment.” Traditionally when referring to a strategy it was usually referred to military plans and tactics, however the same technique can also be used when planning the future for organisations. 
Whether the organisations is large or small, it is important to plan for the future and set goals, without these things in place it is difficult to grow the organisation and eventually it will lose sense of direction. By applying strategic management it gives an organisation a sense of direction and focus, achieving and competitive advantage and avoiding any surprises.
The diagram at fig.1 shows the 6 steps of strategic management. 
Step 1.
Developing Vision and Mission along with values are usually the key process in strategic planning. (Calder, 2014). Vision is where an organisation would like to see itself in the future and mission is the organisation’s goals and how it is going to reach those goals.

Step 2.
Strategic analysis of the organisation is a process  organisations use to determine their strengths and weaknesses and how that impacts the external environment and to see whether the organisation is in a state to deal with external changes. Organisations need to assess their company’s internal strengths and weaknesses to see if it is ready to deal with external changes. (Morden, 2007)
To determine MTF’s strengths and weaknesses a SWOT analysis is carried out which is detailed later on in this report. SWOT standards for strengths, weaknesses, opportunities and threats. 

Step 3.
Establishing Objectives, Walley (1974), states that setting objectives is one of the important tasks for an organisation to undertake. Some of the benefits of setting objectives it gives an organisation a sense of direction, managers know what is expected of them, targets can be set and measured and overall to complete company efficiency and productivity (ibid).

Step 4.
Strategic Evaluation and Control: This step referring to the effectiveness of strategic decisions by way of measuring and testing. The process will indicate whether an organisation is meeting its objectives or not. The three main aspects considered are appropriate strategy which is essential to reach the desired objectives set the organisation, consistency which means that it needs to devised according to available resources, and feasibility of strategy refers to the fact that it is easy to implement the strategic decisions with the resources available. (Stahl and Grigsby, 1997)
Step 5.
Strategy Implementation: this process is to put plans into actions. An effective way of implementing strategy is to use a balance scorecard according to Atkinson (2006). The balance scorecard is discussed in more detail later on in the report.

Step 6.
Strategy Formulation refers to the most appropriate action for an organisation to take to achieve its goals. This is usually done by top managers however Adobor (2019) suggests that by opening up this process to other stakeholders this could be helpful in creating greater value.


[image: ]
(Source: HigherStudy.org 2020)
[bookmark: _Toc78447011][bookmark: _Toc78447422]Current Strategic Direction
Presently MTF is focused on running the various sessions and increasing capacity. MTF has four permanent coaches and also relies heavily on volunteers. As the organisation is growing, more coaches need to be recruited to fulfil the demand. The current strategy is to encourage youngsters to participate regularly in our sessions, especially after the pandemic. MTF works with schools to encourage youngsters to participate in our activities as well as looking after the local environment. 
In addition, parents are encouraged to volunteer in various aspects of the organisation, this can be assisting in coaching sessions, administrative duties, organising litter pick days. One of the main challenges that MTF faces is recruiting the right level of employees, be it coaching or support staff, especially on a voluntary basis. However, one of the ideas is to create a pool of coaches to call upon when required and we keep adding individuals to this pool, especially those who require more training. That will assist MTF in building its resources but also help the individuals to develop their skills in the area. 
Østerlund (2013) also recognises the recruitment of volunteers is one of the challenges that many sports organisations face and has come up with five recommendations which include involving them in decision making process, ensure a variety of tasks are delegated across the members, give recognition to volunteers by way of rewards, devise a specific strategy for recruiting volunteers and ensure electronic modes of communication are in place. These are definitely some of the things that MTF can consider moving forward.

MTF relies on funding from various organisations to be able to run certain sessions such as the multi-sports camps, and sponsorships for purchasing football kits. If funding is not forthcoming the sessions are still very reasonably priced given the area that MTF operates in is one of the most deprived areas of Birmingham, so that is taken into consideration when setting prices. 

[bookmark: _Toc78447012][bookmark: _Toc78447423]Future for MTF Coaching Academy CIC
The long term plan is to have a permanent base for MTF with full time coaches and the ability to run full time sessions throughout the year. The location will have multiple football pitches for different age groups as well as multi-sports equipment or outdoor gym. The hub will be used for storage of equipment and as a changing area. A designated area for drop-in advice/counselling sessions for the local community. 
The strategic plan is to gain funding from organisations that support MTF’s vision. Thereafter with regular influx of participants, we anticipate regular income from the users as well as further funding for certain activities. 
[bookmark: _Toc78447013][bookmark: _Toc78447424]Vision and Mission Statements
Although it is clear what MTF’s vision and mission is by looking at their website, www.birminghamsports.co.uk, there is no written vision and mission statements. The following statements would be suitable to be inserted into the website:
Vision: To inspire communities to lead healthier and more active lives through sports, recreational activities and lifestyle changes. Taking responsibility for their health and community with guidance from MTF.
Mission: To provide a safe environment for the community to have access to support, guidance and coaching, allowing them to express themselves and maximise their potential and  build confidence which will prepare them for a better future.
MTF aims to achieve it’s vision by giving youngsters access to sports throughout the week in various locations. The sports sessions will include regular football training sessions, opportunity to join the local league, participate in multi-sports camps, have provision for home-educated children to participate in sports.  A report by Polfuss and Davis (2019) states that physical activity and sport in young children and adolescents cannot be overstated. There are many benefits in physical activity which not only improves a person’s physical health but also mental health too. 
MTF’s main mission is to overcome barriers such as accessibility to sports and host sports sessions all across Birmingham.

[bookmark: _Toc78447014][bookmark: _Toc78447425]PESTLE Analysis
The PESTLE is used to determine how external factors impact an organisation. The acronym stands for political, environmental, sociological, technological, legal and economic. Below is the PESTLE analysis for MTF Coaching Academy

	
	

	Political
	The political impact recently felt by MTF was the constraints enforced by the government during lockdown which meant no grassroots clubs could take place and therefore MTF was unable to proceed with the work that it usually does due to this political reason.

	Environmental
	The main environmental impact MTF has to deal with is the weather, with indoor facilities being reduced and prices hiked, MTF is forced to do activities outside but due to bad weather sometimes these have to be cancelled.


	Sociological
	As MTF’s sports are designed for children and young adults, the rise of digital devices has meant that people are becoming more attached to devices and are less active.


	Technological
	With regards to technology, MTF has embraced new technology and uses social media to spread its messages and has created a website also.


	Legal
	Being a club for children MTF needs to ensure it complies with safeguarding procedures and ensure that GDPR rules are in place.


	Economic
	MTF is a non for profit organisation and therefore relies heavily on funding for it to be run. Due to the pandemic funding was cut and therefore activities reduced.



[bookmark: _Toc78447015][bookmark: _Toc78447426]SWOT Analysis
A SWOT Analysis is carried out by organisations to determine its strengths, weaknesses, opportunities and threats in order to strategically plan for the future. Gurl (2017) states that this process is carried out at the strategic planning state to identify and examine internal and external resources, investigating trends and patterns and what impact they have on the organisation both positive and negative.
Below at fig.2 is the SWOT analysis for MTF Coaching Academy.










Fig.2 SWOT Analysis for MTF Coaching Academy

Objectives
The weaknesses are a useful way of noting down the objectives. For MTF one of the long-term objectives is to establish a permanent physical base. Currently club operates from within personal spaces of directors and equipment is restored at various locations. Having a base can ensure all equipment is in one place and easily accessible.
Lack of volunteers, again, this is a weakness but not only unique to MTF, many organisations suffer from this scenario where it is difficult to find volunteers who are committed. Ways need to be thought of to improve this and again this is another objective for MTF moving forward.
[bookmark: _Toc78447016][bookmark: _Toc78447427]Balanced Score Card
Balanced scorecard is a system used in strategic planning and management in various businesses and industries including not for profit organisations. The purpose is to align activities of the business to the company’s vision and organisational strategy as well as to improve communication internally and externally and to monitor the performance of the organisation against its goals. The origins of the Balance Score Card stem from a study conducted by Robert Kaplan, an accounting professor, and David Norton, a consultant. The study was based on new methods of performance measurement by various organisations. The Scorecard idea was suggested for performance measurement to capture activities such as customer issues, internal business processes, employee activities and shareholder concerns. Once the Scorecard had proven to be a success in the profit world, it was later developed in the not for profit organisations (Niven, 2008).
Fig.3 Balance Scorecard
[image: ]
(Source: Top Excel Spreadsheets, 2020)
The diagram above shows the strategic vision of an organisation looking at it from four perspectives which develop objectives, measure key performance indicators, targets and actions relating to each of these factors. Finance looks at ways to obtain financial results of the strategic plan. Internal process measures the internal challenges faced by organisations in achieving efficiency. Leant and growth factor is looking at ways to empower people for innovation and resilient Clients is looking the demands of potential customers and meeting their needs.
Balance Scorecard for MTF
	[bookmark: _Hlk78445754]
	Objectives
	Measures
	Targets
	Initiatives

	Financial
1
	Raising money to fund projects
	Amount of funds raised
	Percentage reached for the year
	

	2
	Fundraising activities
	Amount of funds raised

	Percentage for the year
	

	Customer.
1
	Increase physical activities in children and young adults
	Survey
	
	

	2
	Increase types of activities
	Record levels of attendance

	
	

	3
	Engaging donors and volunteers
	Number of donors and volunteers participating
	
	

	Internal Processes.
1.
	Improve management of sports infrastructure
	Number of facilities being used/cost of facilities

	
	

	2.
	Policies around managing funds
	
	
	

	3.
	Improve volunteer recruitment
	
	
	

	4.
	Establish a permanent base
	
	
	

	Learning and Growth
1.
	Partnering up with other organisations
	
	
	

	2.
	Coaches training
	Training plans
	
	

	3.
	Management development
	Training
	
	



Hartnett and Matan (2011) state that not for profit organisations can benefit from adopting the Balance Scorecard not just for measuring the performance but also to transform the strategy of the organisation, set measurable goals and observe the cause and effect relationships between key objectives and be able to accurately report on leading initiatives.
[bookmark: _Toc78447017][bookmark: _Toc78447428]Stakeholder Analysis
Stakeholder analysis is a process that assesses how different stakeholders influence an organisation’s decision making process and to determine how much power they have and how much to involve them within the organisation. (Varvasovszky and Brugha, 2000).
The Mendelow Matrix process helps to determine the level of power and interest of stakeholders within an organisation as described by Kuzmin and Khilukha (2016).
The diagram at fig.4 shows an example showing where a stakeholder would sit in terms of prioritisation given the level of power and interest they have in an organisation.
Fig.4 Mendelow Matrix

[image: Mendelows matrix]
(Source: Kaplan Financial Knowledge Bank, 2020)
Fig.5 MTF’s Mendelow MatrixHigh
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[bookmark: _Hlk78367603]
With regards to MTF’s stakeholder analysis above it shows the directors, funders/sponsors have high interest and power as they are effectively the driving force behind the organisation. The participants have high interest but low power, so they do need to be kept informed but necessarily have a part in the decision making process of the organisation. Other community organisations have low interest and low power but good to keep appraised occasionally and the local government have high power but low interest in that there are often public spaces that we cannot use without the permission of the local council.
[bookmark: _Toc78447018][bookmark: _Toc78447429]Market Growth Strategy
A growth strategy is a plan to increase an organisation’s share in the market, this can relate to existing products in existing markets or new product, new service, new customers etc. 
The Ansoff Matrix is a tool used to define strategy relating to market growth and diversify risks. The Ansoff Matrix was developed by Igor Ansoff who is one of the pioneers of strategic management planning, and in 1957 he developed this matrix. (Loredana, 2017)






Fig.6 Ansoff’s Matrix
[image: The Ansoff Model [Marketing strategy matrix] | Smart Insights]
(Source: Hanlon A, 2021)
The diagram above shows four strategies the Ansoff matrix looks at:
Market Penetration: 
Target existing market with existing products. With regards MTF this can be done by offering sessions at reduced prices to increase numbers of participants.
Market Development:
Target new markets for existing products. MTF is currently focused in East Birmingham, but can expand to go national into other cities or even other parts of Birmingham.
Product Development:
Target existing market for new or improved products. Although MTF does not offer products, but this strategy can be used also for services that it offers. So new or improved services can be offered, such has one to one coaching sessions, private group sessions, online sessions.

Diversification
Target new markets for new products. MTF can go outside of the area, for example, Leicester and offer its sessions to children within that area using online methods, so it is a new way of providing a service.
By using the Ansoff Matrix MTF can expand its services into the wider community which will not only attract more participants but opens it up to funders outside of its locality who want MTF to run sessions within their areas. This would be a sustainable future strategy for MTF and by attracting more funding, this will help recruit more individuals, coaches, volunteers in different areas to assess with running sports sessions. 

[bookmark: _Toc78447019][bookmark: _Toc78447430]Key Strategic Recommendations
Key strategic recommendations for MTF Coaching Academy are to secure enough funding to enable a permanent base to operate from, obtain permission from the local council to use land, if not in a position to purchase or rent property on private land. 
By using the questions raised by SAF model, suitability, accessibility, feasibility, details in fig. 6 below, MTF can assess whether its strategies moving forward will help its growth. The SAF framework is used to monitor organisation’s alignment with its vision. (Damiani et al, 2008)
Fig. 5 SAF model.
[image: Text
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(Source: Johnson et al 2011)
Suitability
This question in relation to MTF’s strategy with regards to developing itself and whether it addresses the key constraints and opportunities it faces can be answered by assessing the challenges the organisation is currently facing with regards to recruitment and premises. MTF’s strategy is to gain more funding to be able to recruit coaches but also to look at ways for volunteers to join the organisation. A study undertaken by Schlesinger et al (2013) made recommendations on how to retain volunteers in sports clubs over a long period of time. The study found that collective solidarity is essential along with a cooperative club atmosphere. It further states that club members need to be central elements for effectively managing volunteers and retaining them in the club. MTF does have volunteers who have committed on a long term basis, however, the difficulty is recruiting volunteers from the outset. 
In order to find the volunteering role more attractive MTF should advertise the benefits the volunteers can gain by working with him such as exposure to a wide range of children within the community which will help them to deal with people from all backgrounds and gain necessary skills and training as they progress further in their career. Also the fact that free training is provided as well as courses are paid for should volunteers wish to undertake a course that is related to the club’s strategy.
Accessibility
The questions raised under accessibility in relation to MTF’s meeting the expectations of stakeholders is that there is demand for the services of s sports club in the area and therefore the stakeholders expectations will be that MTF are accessible. The way MTF are made accessible is by holding sessions are different locations within the area, so for those that find it difficult to travel can easily reach the local venue to participate in sports. The level risk in the strategy is very low as all new volunteers are DBS checked and at least references are required before they can start. Also new volunteers are not left alone with children until the all clear comes through from the DBS and from the references. In terms of a return, this is not measured in terms of monetary value but rather in terms of the number of participants that take part. The aim is to attract as many young people as possible to participate in sports and get healthy, the more people take part, the greater the success rate.

Feasibility
Would the proposed strategy work in practice for MTF? Yes, it would as the service is already being provided, and the next stage is to expand the same service out to other areas and attract more participants. The strategy can be financed through funding and there are many funding grants available for sports clubs especially community interest companies. Grants are available from the National Lottery Trust Fund as well as smaller funders locally. The people and skill set do exist but recruitment process needs to be carried out to ensure the right individuals are attracted to the roles. Someone with basic coaching experience can join MTF but will be given more in-depth training once they become a member.

Below is an example of how SAF matrix can be applied to different strategies using a scoring format.  Scores are given from 1 to 5 and the option with the most scores would be the most likely strategy for MTF to follow.

	SAF MATRIX
	Option 1
Recruitment of Volunteers
	Option 2
Permanent Premises
	Option 3
Expand nationally

	Suitability
	5
	4
	4

	Accessibility
	4
	4
	3

	Feasibility
	5
	4
	3

	Total
	14
	12
	10



Given the above scores the strategy for recruiting volunteers would be the most effective strategy to follow given the suitability, accessibility and feasibility scores.
[bookmark: _Toc78447020][bookmark: _Toc78447431]Recommendations
Recommendations for MTF Coaching Academy is to follow the models set out above to ensure the strategies are in place to develop the business. The mission and vision statements need to be put in place along with the values of the organisation which is imperative to let others know exactly what the objectives of the organisations are. This will ensure transparency especially when it comes to funding. Funders tend to go through websites to get background of an organisation and by having vision and mission statements on the website this will give them clear idea of what the organisation is all about.
With regards to acquiring premises, MTF will need to seek permission from the local council and also perhaps partner up with other organisations or even have support from the local community to secure such premises as this would benefit the whole community, not just the organisation. Having supporters put something in writing is always positive when trying to obtain something for the community. This shows support and will help the process if more people from the local community are behind the venture.

With regards to recruitment of volunteers, MTF need to advertise more openly and widely and set out all the benefits that they can offer to new volunteers. Allow volunteers to come and observe sessions beforehand to see how well the organisation works and see its setup. By attending face to face sessions volunteers will get first-hand experience of exactly with the organisation is about and what the members are like and whether they will fit into the organisation. MTF needs to highlight that paid opportunities are available for those volunteers or stay on a long-term basis, this will definitely encourage more to join.

[bookmark: _Toc78447021][bookmark: _Toc78447432]Conclusion
Every business needs to have strategic management for it progress. The report highlights the methods and models that can be used for not for profit organisations such as MTF to help them plan better their strategies and plan for the future. Vision and Mission statements need to be implemented from the outset and these have been set out above to be included in MTF’s literature and website. The strategic management process is a good way of determining all the steps that need to be followed to have a successful strategic plan.
Using the PESTLE Analysis MTF can determine the external forces that have an impact on the organisation and how much of an impact they have and perhaps strategies may need to change depending on when and how the external factors impact. The SWOT analysis looks at the internal factors, such as strengths, weaknesses, opportunities and threats the organisation faces and how to deal with these.
The balanced score card tool looks are four categories, i.e. financial, customers, internal process, learning and growth. Each category has four perspectives, objectives, measures, targets and initiatives which have been discussed in the relevant section above and how MTF can use this in their strategic management plan.
Stakeholder analysis has been carried for MTF Coaching Academy which shows that directors and funders have the high power and high interest in the decision making process and other local organisations although are relevant but have low power and interest in the decision making process.
Ansoff model looks at market penetration, market development, product development, and diversification. Although this model appears to deal with products in the market, it can also be adopted for new services or improvement to existing services.
Key recommendations have been given using the SAF model, suitability, accessibility and feasibility, highlight three strategies available to MTF and by using the score system recruitment of volunteers would be the first option that would be best for MTF to carry forward.
By implementing the strategic management plan and models available MTF can ensure smooth running of its organisation. Monitoring is important throughout the strategic management plan and the organisation needs to be prepared to make any changes where necessary.
As circumstances are constantly changing MTF needs to keep an open mind and be ready to make changes when necessary. For example, when the pandemic hit, everything was shut down and MTF were unable to run any sessions. However, moving forward now MTF also needs to take into consideration how run sessions when the country is facing lockdown. 
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