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Strategic Plan Key Elements

1. Vision Statement

2. Mission Statement

3. Company Values

4. Current Situation -SWOT Analysis
5. Strategic Objectives

6. Strategies to Meet Objectives

7. Prioritized Implementation Schedule

8. KPI’s and Tracking



1. Vision Statement

A Vision Statement:

* Defines the optimal desired future state - the mental picture - of what an organization
wants to achieve over time;

* Provides guidance and inspiration as to what an organization is focused on achieving in
five, ten, or more years;

* Functions as the "north star" - it is what all employees understand their work every day
ultimately contributes towards accomplishing over the long term; and,

* |s written succinctly in an inspirational manner that makes it easy for all employees to
repeat it at any given time.

Hockey Canada Vision

World sport leader.




2. Mission Statement

A Mission statement:

* Defines the present state or purpose of an organization;
* Answers three questions about why an organization exists -
WHAT it does;
WHO it does it for; and
HOW it does what it does.
* |s written succinctly in the form of a sentence or two, but for a shorter timeframe
(one to three years) than a Vision statement; and,
* |s something that all employees should be able to articulate upon request.

"Lead, Develop, and Promote Positive Hockey Experiences."




3. Core Values

This is the attitude and altitude that staff and volunteers bring to the organization. It is this very Hockey Canada
characteristic that separates Hockey Canada from other National Sport Organizations in our country and hockey
nations worldwide. It is the same level of commitment we ask and see in our players when competing for Canada or
at the community level. Your extreme level of commitment leads to our success both on and off the ice.

Passion is the energy that fuels Hockey Canada’s success and allows Hockey Canada to realize our vision and
objectives. This is the primary characteristic of who Hockey Canada is and what we look for in hiring employees of
this organization.

Hockey Canada staff must have respect for the game, our volunteers, and the future direction and plans that allow
the organization to achieve it’s vision and objectives. Respect means taking a direct approach, setting realistic and
measurable goals and sticking to them, all while supporting each other through a sense of “family”. The success of
Hockey Canada comes from an honest approach to who we are, what we do, how we do it producing results and
most important of all, doing it together as a “team”.




3. Core Values

Hockey Canada believes . . .

* In a positive hockey experience for all participants, in a safe, sportsmanlike environment.

* In the development of life skills which will benefit participants throughout their lives.

* Inthe values of fair play and sportsmanship, including the development of respect for all people by all
participants.

* In hockey opportunities for all people regardless of age, gender, colour, race, ethnic origin, religion, sexual
orientation, or socio-economic status and in both official languages.

* In the importance for participants to develop dignity and self- esteem.
* Toinstill the values of honesty and integrity in participants at all times.

* In the promotion of teamwork, and the belief that what groups and society can achieve as a whole is greater
than that which can be achieved by individuals.

* Inthe country of Canada, its tradition in the game of hockey, and the proud and successful representation of this
tradition around the world.

* In the value of hard work, determination, the pursuit of excellence and success in all activities.

* In the benefits of personal and physical well- being.




4. SWOT Analysis -Strengths

STRENGTHS:

* Brand Recognition -reputation and logo are identified and recognized
worldwide

* People — Hockey Canada and Branch staff, as well as volunteers, have the
capability and commitment to deliver results

* Intellectual Property — have amassed a vast inventory of programs,
development tools and other resources

* Hockey Supremacy — hockey is interwoven into Canada’s social fabric, leading
to a passion and a love for the game that is unmatched, and is reflected in our

world rankings and results

* Financial Sustainability — financial resources are stable



4. SWOT Analysis - Weaknesses

 Strategic Planning — lack of organizational focus leading to silo planning, and no
prioritization of objectives

* Inconsistent Program Delivery — disconnects in the planning and execution of
programming exists

e Co-ordination Between HC, Board and Branches — need to determine how to best

work together to increase alignment, cohesion, and commitment to common
goals

* Dealing with Change — organization does not accept the need to change or may
not have the capacity to deal with changes that are required

* Regulation — players/families over-regulated as to where they are allowed to play;
double standards for eligibility



4. SWOT Analysis -Opportunities

OPPORTUNITIES:

* Technology — better utilization of technology for delivery and
advancement of the game

* Diversification of Revenue — need to look at different ways to reduce
dependence on WJC tournament and other traditional sources of
revenue

* Recruitment and Retention— develop methodologies and programs to
attract/retain participants

* Governance Framework — ensure means are established to enhance
working relationship between Hockey Canada and Branches

 Communication — develop new ways of communicating with
Membership



4. SWOT Analysis -Threats

THREATS:

* Declining Participation — costs, safety issues, time commitments do not
match with modern family values

* Competition — increased competition from other sports, hockey
entrepreneurs and non-sanctioned leagues

* Declining Volunteerism —lack of succession plan for key administrators and
volunteers

e Strategic Alignment — lack of strategic alignment between HC, NHL, IIHF and
Branches on key issues affecting the game

* Infrastructure — lack of adequate facilities to handle current and future
registration numbers
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5. Strategic Objectives

“What are we trying to achieve!”

I. Grow the game by focusing on recruitment and retention

Il. Consistency in measured program delivery across all branches
Ill. Continued financial stability through diversification

IV. Event and team success —deliver world class performances

V. Organizational Development — build a high performance
organization to support our strategies
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Objective: I. Grow the Game by Focusing on Recruitment and Retention

Strategy

1.

Lead and facilitate collaboration between HC and Branches in developing

and delivering targeted programs - “think national, act local”; with focus on

female and new Canadians

Reduce barriers to entry and retention — (cost, time, safety, lack of fun)

Better understand the player perspective to enhance and prolong the
hockey experience of current players ages 6-16 to increase retention

Identify and create working framework to address non-sanctioned leagues
emphasizing the benefits of playing under the Hockey Canada banner
(brand awareness, coach education, incentives, insurance, officiating, POE)

Ensure we have programs in place to include and accommodate special
interest groups — Sledge, First Nations, Alternative Hockey.

Measurable Target (By 2022)

Increase female participation by 10% by 2022

Implementation of a National “Try Hockey” program by 2022

40% of MHAs in Canada will have hosted a CT First Shift (FS) Program by
2022.

Proactively share 5 positive minor hockey stories per month via HC web
& social by 2022.

By 2020, establish transferable scheduling strategies for MHAs to create
scheduling consistencies

Increase retention 2%/year for 5 years for Novice and Bantam Levels

19 Year old NHL draft by 2022

Double adult rec registration by 2022

By 2022, recruit 20% of non-sanctioned participants (outside of adult
rec), operating outside the system in 2017

All Branches to have an introductory Sledge program by 2022

HC to fund, through new HCF grant program, branch-delivered
programs for First Nations by 2022

Strategy in place to enhance relationship with Alternative Hockey
groups by 2019

Implement educational hockey information in 8/13 Branches by 2022




Objective: Il. Consistency in Measured Program Delivery in All Branches

1.

Define the design and delivery framework for HC/Branch Programs

Program definition and inventory is completed by April 2017

Prioritized list of 3 programs for implementation and evaluation in
2017/18

Half of remaining programs implemented in 18/19 and other half
in 19/20
Training and Orientation completed by April 2018

Framework mapping is completed by April 2018

A planning calendar in place by October 2018

Analytics tool that supports process is in place by April 2019




Objective: lll. Continued Financial Stability through Diversification

1. Analyze and Optimize Current Business Processes Reduction of 5% on identified activities/ processes costs

* Review existing business processes, including
centralization of procurement
* Creation of supplier agreement models

Explore and Implement New Business Development Items

Accessing additional funds from non traditional sources of
government and other funding partners

Extending IIHF agreement, including broadcast agreement

Monetize Intellectual Development Property or other
Services (event mgmt.)

Deliver an incremental S1.0M revenue increase

Deliver an incremental $1.0M increase (cash and in-kind)

Extended Agreement in place by June 2018, providing
certainty to 2031

Secure one customer by 2018 and generate incremental
$2.5 million margin by 2022




Objective: IV. Event and Team Success —Deliver World Class Performances

Vieasurable Target (By 2022)

Investigate with Branches the possibility of operating a U16 National
Championship (Men’s & Women'’s) during the 2019-2020 season

1.  Build a clear connection between the Development of
High Performance players and Event Hosting

2. Develop Gold medal pathway for member branches
that flows into the national level for emerging high
performance athletes

3.  Utilize all HP camps & Canadian hosted HP events to
provide a platform to grow hockey leadership

4.  Utilize High Performance Event hosting as an
aggressive and positive PR platform.

5.  Utilize HP events to develop meaningful connections
with people — volunteers, partners and alumni.

Assess all HC events by 2018, implement findings by 2019/20 season

Men’s

Complete document that outlines roles of key stakeholders and potential
changes to season structure including “Development Breaks”. MHP to develop
plan for 2020 implementation

Women'’s
Integrate the U18 gold medal standard program and team expectations across all
the branches, leagues, and sport schools

Collaborate with branches to align around a U16 (pre-national team) program
across Canada

Through an invitation process, utilize a variety of experiences to grow the level
of leadership in all staffing and officiating areas related to HP teams-80% of the
women’s national pool and 20% of the men’s national pool have progressed
through the branch model by 2021

Through an open registration, build interactive experiences in each HP program
annually for each area of development. Fully operationalized at each event by
2020.

Have a full turnkey PR plan for each community that is hosting a HC event. By
2021.

Implement a CRM and build the data base to a 1 million engaged consumers by
2022. Establish engagement benchmarks with each of the constituents within
the CRM —i.e. open rates on communication




Objective: V. Organizational Development — build a high performance organization to

support our strategies

Strategy
1.

Develop Human Resources Strategic Plan

Develop Information Technology Strategic Plan

Work within the governance model to achieve strategic alignment
with branches.

Develop a strategy for the development, orientation and recognition
of Volunteers
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Measurable Target (By 2022)

% of staff performing at a satisfactory level trending positive

Establish reasonable diversity targets and timelines to achieve
them by 2022.

Ensure focus on Culture and Internal Communication to create
clarity and alignment, -utilization of Intranet trending positive
Implementation of recommendations from IT consultant

completed by 2018

IT process mapping for the organization current and future
completed by 2019

HCR is meeting the needs of the end users as measured by
increasing levels of customer satisfaction

Policy Governance Model (PGM) successfully implemented by
2018

Volunteer database is established and maintained by 2019.

Volunteer retention strategy in place by 2020




