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Disclaimer 

 

This handbook constitutes one of the deliverables of the TAFISA-led “European 

Week of Sport Toolbox” project, co-funded by the Erasmus + Programme of the 

European Union from the 1st of January 2015 to the 30th of April 2016.  

 

The European Commission support for the production of this publication does not 

constitute endorsement of the contents which reflects the views only of the 

authors, and the Commission cannot be held responsible for any use which may 

be made of the information contained therein. 
 

For any comment on this handbook, please contact TAFISA: info@tafisa.net.  

 

This project has only been made possible by the gathering of a coalition of 

partners coming from all over Europe that have committed their experience and 

knowledge towards the creation of quality and adapted results. 

 

Full Project Partners 

  

Country Project Partner Website 

Belgium 

European Capitals and Cities of 

Sport Federation 
www.aceseurope.eu  

Federation of the European Sporting 

Goods Industry (FESI) 
www.fesi-sport.org  

France 

French National Olympic Committee 

(CNOSF) 
www.franceolympique.com  

Think Tank Sport & Citizenship www.sportetcitoyennete.org  

Germany 
The Association for International 

Sport for All (TAFISA) 
www.tafisa.net  

Greece 

Ministry of Culture, Education and 

Religion: General Secretariat of 

Sports 

www.culture.gr 

Netherlands Kenniscentrum Sport www.kenniscentrumsport.nl  

Poland 
Polish National Federation Sport for 

All 
www.federacja.com.pl/site2/ 

Portugal 
Portuguese Institute of Sport and 

Youth (IPDJ) 
www.ipdj.pt  

 

Associated Partner 

 

Country Project Partner Website 

Denmark 
International Sport and Culture 

Association (ISCA) 
www.isca-web.org  

 

The Project team also thanks NOC*NSF for their support and for sharing their 

experience of the Dutch Week of Sport, which contributed significantly to this 
handbook. 
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About the European Week of Sport 

What is it about? 

 

The European Week of Sport initiative is part of the European Commission’s overall 

policy aimed at increasing the level of participation in sport and physical activity in the 

EU. This level is stagnating and in some Member States even declining (as the 2013 

Eurobarometer survey demonstrates). This has an impact on society and people's 

health, also resulting in direct and indirect economic costs (e.g. health care, 

employability, productivity). The need for action to better promote sport and physical 

activity has been regularly underlined at the policy level. 

 

The European Week of Sport aims to promote sport and physical activity across 

Europe, generate new activities and also build on existing successful initiatives in the 

European, national, regional or local context. The Week is for everyone, regardless of 

age, background or fitness level. With a focus on grassroots initiatives, it aspires to 

inspire Europeans to #BeActive on a regular basis and create opportunities in peoples’ 

everyday lives to exercise more. 

 

How does it work? 

 

The European Week of Sport (EWoS) takes place every year during the month of 

September all over Europe. To learn about the exact dates of the week of sport – as 

part of the EWoS – in your country, please contact your National Coordinator. 

 

The European Week of Sport is structured around an official opening, a flagship event 

and 4 Focus Themes to appeal to all audiences: Education Environment, Workplace, 

Outdoors, Sport Clubs & Fitness Centres. These are the main settings where people 

can improve their habits and #BeActive. A wide range of initiatives and activities are 

organised around them at different levels (EU, national, local and regional level) and 

with the involvement of many partners. 

 

The overarching campaign theme for the Week #BeActive should also become the 

reference framework for existing campaigns, events and activities throughout the year. 
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Purpose of this document 
 

This document is aimed at providing local stakeholders such as provinces, local 

government areas, municipalities, schools and non-profit organisations with the 

necessary tools and instruments to participate in and organise a programme or event 

as part of the EWoS. A successful European Week of Sport campaign must cascade 

both communication elements and inspiration to the citizens in their local territories.  

 

This document is therefore designed to help local stakeholders to organise events as 

part of the EWoS and ultimately make it accessible to a majority of European citizens. 

 

It provides generals tips and advice on how to engage communities and how to 

communicate and spread the word about the first-ever European wide initiative to 

inspire European citizens to #BeActive. 

 
How to use this document 
 

This document is divided into two main chapters. Chapter 1 is designed to be user-

oriented and follows a ’10-step approach’. Those 10 steps have been carefully selected 

and build upon longstanding experience and knowledge in the field of event 

organisation. 

 

Every step is presented in the form of a checklist, which enables the reader to 

constantly track the progress of the project. For each step there are 5 columns: ‘Task’, 

‘To do’, ‘In Progress’, ‘Done’ and ‘Learning’.  

 

The ‘Task’ column describes what work has to be done in the respective step and 

contains references to further information on certain topics that could be of benefit for 

the reader. Columns ‘To do’, ‘In Progress’ and ‘Done’ ought to be either ticked or, if 

necessary, filled with notes. By doing so, the user always knows which elements of a 

certain task still need to be tackled, which one are partially completed and what work 

has already been done. The last column ‘Learning’ adds value for the user insofar that 

potential learning effects which occurred during the process can be listed immediately 

and serve as a basis for improvement for next year’s European Weeks of Sport. 

 

Please note that tasks may vary depending on the structure of your organisation and 

the checklists can be adapted to your needs at any time and as much as you like. 

Furthermore, there is no obligation to make use of every step; it is a provided a 

possible way of proceeding when planning your event that has proved to be successful 

in the past.  

 

The second chapter of this document puts a strong emphasis on the communication 

aspect, as it plays a crucial role when it comes to relaying the message to the 

individual citizen. It provides general advice and guidance on how to engage 

communities and how to communicate and spread the word about the first-ever 

European wide initiative to inspire European citizens to #BeActive. 
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Chapter 1: 10 Steps 

Step 1: Orientation 
 

Task To do In Progress Done Learning 

Develop an idea. Include existing 

events or get inspiration from 

best practices. 

    

Match your events with the 

corresponding Focus Themes. 

(Download the related handbooks 

for reference) 

    

Create a list with activities that 

are organised in your community. 

    

Identify key players in your 

community/region. These might 

be local authorities, regional 

governments, schools, clubs, etc. 

    

Formulate one or more goals 

using the SMART method1.   

    

Develop a short version of a 

project plan. (See step 4) 

    

  

 

                                           
1 See Appendix 1 – SMART method 
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Step 2: Kick-Off 

 

Task To do In Progress Done Learning 

Internal Kick-Off:  

Bring together all important 

internal players that will either be 

a part of or have an interest in 

the EWoS2. 

    

External Kick-Off:  

Invite the key players identified 

in step 1 and recruit partners. 

Make sure that the purpose and 

aim of the project is clear and 

agreed on3. 

    

Make sure that the leading 

politicians are invited to attend in 

order to guarantee support for 

the project. 

    

 

                                           
2 See Appendix 2 – Potential list of internal & external partners 
3 See Appendix 2 – Potential list of internal & external partners 
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Step 3: Project Management 

 

Task To do In Progress Done Learning 

Determine what qualities are 

needed within the project group. 

    

Begin recruiting project 

members.  

    

Appoint a project manager.      

Introduce the project in detail 

and ensure that the members get 

to know each other. 

    

Allocate tasks based on the 

project needs. Keep in mind the 

project members qualifications 

and connections. 

    

Form a small cross sector alliance 

with partners to share the 

responsibilities for organising 

your programme(s) and/or 

event(s)4  

    

 
 

                                           
4 See Appendix 2 – Potential list of internal & external partners 
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Step 4: Project Plan 

 

Task To do In Progress Done Learning 

Develop a project plan that helps 

monitoring the project. This plan 

can be used for fundraising and 

other external purposes. 

Therefore it has to be accessible 

and understandable to all parties 

involved. It usually consists of the 

following elements: 

 Timeline 

 Mission/Vision 

 Objectives 

 Target 

 Budget 

 Communication 

 Evaluation5 

    

 

 

 

                                           
5 See Appendix 3 – Project Plan template 
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Step 5: Finance 

 

Task To do In Progress Done Learning 

Determine all expenses that will 

be incurred. 

    

Determine what budget is 

needed to cover the costs.  

    

Determine what resources are 

needed. 

    

Determine where potential 

funding might come from. 

    

Approach potential sponsors and 

funding sources.6 

    

 

  

                                           
6 See Appendix 4 – How to seek sponsors 
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Step 6: Activities & Programme 

 

Task To do In Progress Done Learning 

Plan a special opening and closing 

ceremony. You might want to 

include speeches by the 

mayor/ambassadors/sponsors, a 

symbolic kick-off, activities ending 

in a dance festival in a central 

space, etc. 

    

List all activities that are taking 

place during the EWoS.  

    

Compose a weekly programme. 

You can include traditional Sports 

and Games – a free European 

collection with interactive content 

is available at 

www.recallgames.com  

    

Distribute your weekly programme 

by using your communication 

channels. Remember to include 

your local newspaper and radio 

stations. 

    

Register your event – Contact 

your National Coordinator: see 

appendix 6 

    

http://www.recallgames.com/
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Step 7: Recruiting volunteers 

 

Task To do In Progress Done Learning 

Calculate the required capacity, 

keeping in mind the number & 

type. 

    

Approach local schools, 

universities and sports clubs for 

volunteers. Remember to make 

use of your project member’s 

network. 

    

Keep a list with contact details 

that can be shared among the 

volunteers if necessary. 

    

Create some sort of incentive for 

volunteering, e.g. certificates.  

    

If possible, cover expenses for 

traveling and similar activities. 
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Step 8: During the week 

 

Task To do In Progress Done Learning 

Show your presence and 

involvement in the activities. 

    

Create images & video material 

of the activities.  

    

If necessary, be prepared to 

adapt your original plan. 

    

Involve local journalists and 

newspapers. 

    

Promote #BeActive through 

Social media. 

    

Make sure that everybody has a 

contact person and his/her 
contact details. 
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Step 9: Evaluation & Aftercare 

 

Task To do In Progress Done Learning 

Lead questions for evaluation 

might be: 

 Were the objectives 

achieved? 

 What was the main 

impact? 

 Were the right partners 

involved in the 

organisation? 

 How effective was the 

project process, 

collaboration, etc.? 

 Will this project continue?7 

    

Document progress, success and 

problems. 

    

Celebrate and publicise your 

achievements. 

    

Recognise and thank 

collaborators and volunteers. 

    

Send out thank-you-letters and 

small gifts to parties involved.  

    

                                           
7 See Appendix 5 – Post-Event SWOT 
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Step 10: After the Week 

 

Task To do In Progress Done Learning 

Meet with the local organisers to 

ascertain which parts of the week 

were successful and which 

elements could be improved. 

    

Based on evaluation, discuss 

what improvements can be 

made. 

    

Consider the idea of developing a 

strategy to become an ‘Active 

City’. 

www.triple-ac.net  

    

Report the outcomes of this 

year’s EWoS and future plans to 

local politicians and other 

relevant stakeholder & partners. 

    

Start planning your activities for 

the next year’s EWoS 

    

Keep the message #BeActive 

alive: spread the hashtag in 

your programs & events, 

convey the #BeActive 

messages and feed your 

network all year long 

    

http://www.triple-ac.net/
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Chapter 2: Communication 
 

 

Engaging local communities 
 

The success of the European Week of Sport will depend on the level of involvement of 

national, regional and local stakeholders.  

 

Successful attempts at engaging local communities should include the following 

elements: 
 

 Set up clear goals, objectives and responsibilities for effective community 

involvement 

 Identify the community’s interests, expectations and concerns 

 Come up with a plan for the involvement of communities in the activities 

 Identify the tools required to implement community activities 

 Respond to community health and physical activity concerns and expectations 

in terms of events at local level 

 Organise open meetings to share information about the events.  

 Give time for stakeholders to meet and exchange ideas. 

 Provide opportunities to engage in activities 
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Defining a communication plan 

Spreading the information 

 

When organising European Week of Sport activities within municipalities - at a local 

level in general – they should be made visible to all the parties involved, whether that 

be municipalities, regional governments, sports clubs or other local stakeholders. The 

priority is to spread the message that there is a new framework being implemented: 

the European Week of Sport.  

 

Being able to clearly define who you want to reach, your chosen method and the 

message to be delivered is paramount. A good communication plan includes the 

following items: 

 

 Objectives 

 Target audience(s) 

 Messages and content – create and disseminate knowledge 

 Materials/channels – how to deploy the communication 

 Quantity/frequency of communication – Scheduling and planning 
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Communication objectives 
 

The first step of the communication plan is to define the vision of your initiative, in line 

with the European Week of Sport philosophy: inspire people to #BeActive. 

Change in participant’s relationship to physical activity 

 

Ultimately, the overarching goal of your communication should be to engage more 

people in physical active more often, meaning beyond the actual events organised as 

part of the European Week of Sport. The objective is to increase yearly participation in 

physical activity. 

To this end, the factsheet (see intra) is an important tool to spread the message about 

the physical inactivity crisis taking over Europe, and that a way of countering this is to 

reintegrate physical activity into everyday life.  

 

The lack of physical activity not only has a negative impact on society and people’s 

health, but also results in economic costs. In addition, sport has the potential to 

strengthen messages of tolerance and reinforce citizenship throughout Europe. 

Promoting the role of sport as a means of social inclusion will help address ongoing 

challenges in European society. 
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Foster fun and positive attitudes 

 

Increasing yearly participation in physical activity should be promoted as a positive 

message. The European Week of Sport is about celebrating the benefits of engaging in 

physical activity. 

To this end, fostering the fun aspects of participation and positive elements and 

attitudes within your events should be one of the main objectives. 

Building on existing events 

 

For territories where annual physical activity and sport events already exist, the 

objective should be to integrate them into the European Week of Sport framework 

(branding, messaging, etc). 

 

By doing this, existing events will become part of something greater – a European-

wide campaign to promote movement and physical activity and its benefits for society. 

 

Use the #BeActive Communication Campaign 

 

The objective of the #BeActive communication campaign is to increase levels of 

participation in sport and physical activity across Europe. The #BeActive hashtag is 

the overarching campaign theme for the European Week of Sport. It is accessible to 

everyone and a call-to-action to get Europeans moving. As the main message spreads 

across Europe, it is designed to help local stakeholders integrate their programs and 

events into the EWoS Europe-wide framework.  

 

Do not hesitate to use and integrate into your programs and events the various 

#BeActive Campaign materials (including print, online, facebook materials and visual 

elements - http://ec.europa.eu/sport/week/tools-materials_en.htm) and messages 

http://ec.europa.eu/sport/week/tools-materials_en.htm
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(http://ec.europa.eu/sport/week/docs/beactive-campaign-handbook_en.pdf), which 

are freely available on the official website of the European Week of Sport.  

 

To achieve the aims of the European Week of Sport, it is essential that all stakeholders 

committed to supporting the Week are able to communicate coherent and consistent 

messages (to speak with one voice). The #BeActive campaign has developed a set of 

key messages that can be used by all partners and other stakeholders to address 

specific audiences. There are five sets of messages: one set of general messages that 

support the Week as a whole, and four that relate to each of the four Focus Themes 

(Education, Workplace, Outdoors, Sport Clubs and Fitness Centres) and take into 

account the audiences to be targeted in these settings. Those messages can be found 

in the #BeActive Campaign Handbook. 

 

 
Defining target audiences 
 

A good communication plan gives you the basis for organising a successful local 

European Week of Sport event. Remember that communication does not have to be 

complicated or time consuming to be effective. There are existing communication 

channels that you can use directly, such as the websites, magazines and newsletters 

of your province; local sports clubs; or the monthly leaflet of a sports retailer in your 

neighbourhood. With minimal effort, it is possible to reach a wide audience. 

 

Within your local network, you will need to determine who can best engage the 

potential communication audiences. Listed below are some of the partners that you 

might want to engage within your communication plan. These components are 

described with examples that you can adapt to your own situation. 

  

  

http://ec.europa.eu/sport/week/docs/beactive-campaign-handbook_en.pdf
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Internal target audiences 

 

 Project members and internal staff 

 Municipality or local authority engaging in the coordination of the week 

(different departments and individuals that may be important from the 

municipality during the project). 

External target audiences 

 

 The potential participants in the activities of the local European Week of Sport  

 Partners 

 Sponsors  

 The media and others 

Target Group 1: Participants 

 

The European Week of Sport is aimed at encouraging people to #BeActive. This 

includes all categories of participant - young and old, people with or without 

disabilities, foreigners and nationals. However, you may wish to adapt your event to 

the local context and target your communication at a specific group, based on local 

priorities and the composition of your population. But if doing this, make sure that the 

target is clearly defined and the communication methods appropriate to the audience. 

Target Group 2: Partners 

 

Delivery partners are those structures that will allow you to implement the concept on 

the ground. This may be associations, schools, clubs, brands, local companies, 

etc... They are doing the operational work to ensure that there are activities for 

participants to join in with.  They are vital to the success of your project. It is 

therefore important to maintain an excellent relationship with these parties.  

Target Group 3: Sponsors 

 

In those cases where the organiser cannot fully meet the costs of an event, sponsors 

can be one of the most important partners. Without them the implementation of the 

project may not be possible. The funds raised from sponsors are needed to help 

finance the project.  

 

Possible sponsors include: 

 Town 

 Banks 

 Companies / organisations / businesses 

 Local service clubs  
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Target Group 4: External and media 

 

The media, including local newspapers and radio and television stations, are an 

important communication resource for the European Week of Sport local events and 

activities. 

The European Week of Sport’s need for timely, cost-effective distribution of 

information to the public should complement the media's need for interesting material 

to publish or broadcast.  

 

The media is defined as: 

 Local newspapers 

 Regional Newspapers 

 Newspapers 

 Local TV broadcasting 

 Free publicity 

 Municipality website 

 Social media such as Facebook and Twitter 

 

Create and disseminate knowledge 
 

A key challenge for organisers of European Week of Sport activities is the need to 

convince all stakeholder that it brings relevant added-value to the territory. 

 

Which message do you want to deliver? Adapt it to your local population and try to 

summarise it in one sentence. It is about creating statements and pre-event stories 

that convey a strong message, so that your audience will see the benefits of the local 

European Week of Sport event. Choosing a theme for your local event can also help 

focus attention on one particular cause or issue. For example: 

 

 Promoting active ageing for elderly people 

 Discovering new types of sports and games 

 Working towards more accessibility for people with a disability 

 Etc… 

 

You can use the template factsheet for more content on the European Week of Sport. 

The factsheet provides information: 

 

 On the European Week of Sport, including an overview of the activities through 

the European Week of Sport website: ec.europa.eu/sport/week   

 On what to expect from the European Week of Sport: it details the mission, 

objectives, what it is and what it is not. 

 On EWoS at national level and how to contact national coordinators via website, 

phone, fax or social media. 

 On the implications of physical inactivity and the need for urgent action. 

http://ec.europa.eu/sport/week
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Deploying communication materials 
 

The means of communication that can be used may include the following 

 Kick-off meeting 

 Website 

 Newsletter 

 Posters 

 Flyers 

 Letters 

 E-mails 

 Banners 

 Information 

meetings 

 Newspapers / 

journals / local 

newspaper 

 Local TV 

broadcasting 

 Municipal 

website 

 Information 

channels 

through schools 

 Information 

channels 

through sports 

 Information 

channels via 

library, good 

practice, etc. 

 Social media, 

like twitter and 

facebook 
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Particular focus on social media 

 

Social media play an important role in today’s patterns of communication. This tool 

should not be underestimated and the creation of Twitter, Facebook accounts is 

paramount to spread the word and engage citizens, especially youngsters. 

Social media have become one of the most active and cost-effective communication 

channels.  

Link your event via social media with existing national sports weeks or NCBs or the 

EWoS directly. 

For social media, you can refer to the social media guidelines and the media sell-in 

tips and tricks (tweet sheets). 

Developing an ambassador programme 

 

Spreading the word about your event can also be accomplished by creating an 

ambassador programme. Sportspeople at local or regional level can help you gain 

profile by being the face of your event.  

Using existing local networks 

 

Depending on the national context, the organisation of sport is more or less complex, 

hierarchical and structured. However, the sporting infrastructure (federations, clubs, 

sports associations) constitutes an important network that can link with potential new 

participants. The challenge is to find interesting angles so that these organisations will 

come on board with and help promote the project that you are planning to implement. 
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Ultimately, municipalities constitute a very important communication link for your 

event as they are often easily accessible and a good source of information for citizens.  

 

 

Planning and Scheduling 
 

 

It is advisable to produce a clear plan for the communication campaign, also detailing 

who is responsible for delivering it. The diagram below is fairly comprehensive. You 

can fill it in and describe all actions and add deadlines. It should be used to 

continuously check whether the deadlines are being met and that all means of 

communication are being used optimally.      

 

Action Date Content Who 
Necessary 

amount 

Information 

meeting 
 Informative, motivational 

  

Letters  
Informative, entertaining, 

reminders   

E-mail Weekly 
Informative and 

entertaining   

Newsletter Monthly 
Informative and 

entertaining   

Press 

release 
Regularly 

Informative and 

entertaining   

Flyers 

Prior to or during the 

week, depending on 

content 

Widespread 
  

Social 

Media 
continuously 

Organisational 

developments   

Banners 
 

Given by the NCBs? 
  

Sponsorship  Recruit and sign contracts 
  

Project 
 

Meeting 
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Keeping the #BeActive Message Alive 
 

The European Week of Sport is a call to European citizens to #BeActive, and aims to 

increase participation in sport and physical activity across Europe. Because this 

objective can only be reached through a sustainable and holistic approach, it is crucial 

that the EWoS message is conveyed throughout the year and not only during the 

Week of national events. Below are a few tips: 

 

 Establish the #BeActive hashtag as a common element of your 

institutional communications, social media strategy and integrate it as 

part of your programs and events at any time of the year; 

 Convey the #BeActive message throughout the year 

(http://ec.europa.eu/sport/week/docs/beactive-campaign-

handbook_en.pdf).  

 Keep the network of stakeholders you have created for the organisation 

of your national Week and Focus Themes active throughout the year; 

provide them with regular updates and encourage them to also spread 

the #BeActive hashtag and messages all year-long. 

http://ec.europa.eu/sport/week/docs/beactive-campaign-handbook_en.pdf
http://ec.europa.eu/sport/week/docs/beactive-campaign-handbook_en.pdf


 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

WHAT IS IT ABOUT? 

 

The European Week of Sport is an initiative of 

the European Commission to promote sport 

and physical activity across Europe. The Week 

generates new activities and also builds on 

already existing successful initiatives in the 

European, national, regional or local context. 

This European-wide campaign inspires 

Europeans to #BeActive during the Week 

and encourages them to stay active all year 

long. 

 

WHO? 

 

The European Week of Sport is a European 

Commission-led initiative. 

 

The implementation of the Week across Europe 

is largely decentralised and performed in close 

cooperation with the national coordinators, 

including [Name of NCB], and with the many 

different partners who are firmly committed to 

support the Week.  

 

WHEN AND WHERE? 

 

Every September 

Anywhere possible

The European Week of Sport 

Factsheet 

TAKE PART! 

(Insert here contact details of NCB) 

 

ec.europa.eu/sport/week 

WHY SHOULD I PARTICIPATE? 

 

- In [your country], …% of citizens never 

practice sport or exercise. 

- …% of respondents declare that 

[reason], is the main barrier for not 

engaging in physical activity 

- …% of citizens declare that they mostly 

engage in physical activity at/in [place] 

or [other place]  

- The number one sport in [your country] 

is [sport], with over [number of 

practitioners] 

- The EWoS and more active citizens will 

increase their wellbeing, as well as bring 

many benefits, such as making your 

territory more dynamic and attractive.  

HOW? 

 

Create your own event to be part of a greater 

campaign to get citizens active! You can 

contact [Name of NCB] for more information on 

how to organise events under the umbrella of 

the European Week of Sport. 
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How to Use the European Week of Sport Factsheet 

 

This document is to be distributed to local stakeholders. 

Its objective is to pass on the message about the European Week of Sport to the 

citizen’s level and try to engage communities from the very first year of the European 

Week of Sport 

 

This template is designed to help every participating local stakeholder to spread 

common messages and get the word out there that there is a new framework being 

implemented: the European Week of Sport. 

 

The “Why should I participate” section is a generic paragraph to be filled in with 

nationally-tailored facts and figures. This information can be extracted from the 2014 

Eurobarometer survey on Sport and Physical Activity Fact Sheets available in all 

official EU languages. Link to the factsheets. 

  

http://ec.europa.eu/public_opinion/archives/eb_special_419_400_en.htm
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Appendices 

 
 

Appendix 1 – SMART method 

Appendix 2 – List of potential internal & external partners 

Appendix 3 – Project plan template 

Appendix 4 – How to seek sponsorship 

Appendix 5 – Post-Event SWOT 

Appendix 6 – EWoS National Coordinating Bodies  
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Appendix 1 – SMART method 

 

Goal setting should always take into account the following criteria: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Specific: Be as precise as possible, do not tend to be vague 

 

 Measurable: It must be possible to review whether objectives have been met 

 

 Achievable: Formulate objectives that are challenging, but not out of reach 

 

 Realistic: Keep in mind your start point and what you are aiming to achieve 

 

 Time-bound: Define the time needed to make all objectives real and tangible 

 

  

S 

M 

 

T 

R 

A 

Specific 

Measurable 

Achievable 

Realistic 

Time-bound 
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Appendix 2 – List of potential internal & external partners 

 

Depending on your organisational structure and type of project, the following partners 

might be relevant for implementing your project. 

 

 

Internal:  

 

 Board Members 

 Marketing Department 

 Finance Department 

 IT Department 

 (Other) Staff Members 

 Volunteers 

 Others 

 

External:  

 

 Government 

 Local authorities (including Mayor or Member of Parliament) 

 Sponsors 

 (Other) Non-Profit organisations 

 Suppliers 

 Schools 

 Clubs 

 Universities 

 Kindergarten 

 Volunteers 

 Others 
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Appendix 3 – Project Plan template 

 

Project Plan 

Timeline Milestone 1(Start) Milestone 2 Milestone 3 Milestone X (End) 

Vision  

(Long-time idea) 

For example: “To achieve an Active Community by promoting and facilitating access for every 

person to Sport for All and physical activity.” 

Mission 

 (Purpose of the project) 

For example: “To get people to #BeActive and participate in the European Week of Sport.” 

 

Target For example: Encourage 10.000 people to take part in the activities during the EWoS 

Objectives Objective 1 Objective 2 Objective 3 Objective X 

Budget Total budget Cost Position 1 Cost Position 2 Cost Position X 

Communication Plan 

What are our target 

groups? 

What message/ 

content do we want 

to convey? 

Which communication 

channels do we want 

to use? 

What is the 

frequency/quantity? 

Evaluation 

Strengths (What are 

our strong points?) 

Weaknesses (Where 

do we need to 

improve?) 

Opportunities (Which 

developments could 

be a benefit for us?) 

Threats (What risks 

could occur?) 
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Appendix 4 – How to seek sponsorship 

 

When seeking sponsorship, you should keep in mind some general rules. 

 

 Don’t explain your ideas over the phone or “off the cuff”. You will not 

give the person enough time to consider your proposition and make a final 

decision. You should provide all of the relevant information in writing first so 

he/she can look over it when it is convenient. 

 

 Prepare materials that are easy to read and understand. You have very 

little time to impress a potential sponsor. Everyone who receives your offer 

should be able to answer the following questions quickly: What is your project 

about? How will the sponsor benefit if they support it? What do you exactly 

want from the collaboration (in terms of money, products, services, etc.)? 

 

 Do not send a “list of sponsorship packages” to everyone you can think 

of. It is wise to do some research on what potential sponsors are likely to show 

interest in and send personalised offers to the people who will make the 

decision (manager, marketing directors, PR manager, etc.) 

 

 Do not send the same application to everyone. People respond poorly to 

standard proposals. 

 

 Do not send your offers just before the deadline. Large companies plan 

their marketing spending at least three months in advance. The larger the 

amount you hope to secure, the earlier you should start talking to potential 

sponsors. 

 

 Offer potential sponsors help to maximise their benefits from the deal. 

You know exactly what your event is about – so give your sponsor ideas about 

how to use it to their advantage. 

 

 Don’t wait for them to call you. Take the initiative! 

 

 

In order to receive support, you need to understand the key role played by the 

sponsorship proposal – a written document that you should prepare for every sponsor 

individually. It usually contains of the following elements: 

 

1. A short introduction to you and your organisation. 

2. A short and clear description of your project aims. 

3. A description of the project that the potential sponsor will easily understand. 

4. A description of the target audience. 

5. A description of the means of communication you are offering for your potential 

sponsor to gain exposure. 

6. A description of what support you are seeking. 

7. A sponsorship proposal (Form of proposed contractual agreement: sponsorship 

contract, donation contract, etc.). 

8. Contact information. 
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Appendix 5 – Post-Event SWOT 

 

In order to review the effectiveness of the project delivery process it is helpful to 

conduct an evaluation using a SWOT matrix. It is divided into 4 sections (Strengths, 

Weaknesses, Opportunities, and Threats). It can also serve as a starting point for your 

next project should you decide to be involved with the EWoS next year. 

 

 

 

 
 

 

  

Strengths

(What was successful?)

Weaknesses

(Where do we have to 
improve?)

Opportunities

(From which developments 
can we benefit in the future?)

Threats

(What risks could occur next 
time?)

SWOT
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Appendix 6 – EWoS National Coordinating Bodies 

 

 

COUNTRY ORGANISATION Contact 

Austria Austrian Ministry of Defence and Sports claus.farnberger@sport.gv.at  

Belgium- Flemish 
Community 

BLOSO  jan.mahy@sport.vlaanderen  

Belgium - French 
Community 

ADEPS marc.xhonneux@cfwb.be  

Belgium - German 
Community 

Ministerium der Deutschsprachigen Gemeinschaft  kurt.rathmes@dgov.be  

Bulgaria Ministry of Youth and Sport kalin.kamenov@mpes.government.bg  

Cyprus Cyprus Sport Organisation paraskevopoulou.j@sportskoa.org.cy  

Czech Republic Czech Olympic Committee janotova@euoffice.eurolympic.org  

Germany Deutscher Turner-Bund e.V. Pia.Pauly@dtb-online.de  

Denmark ISCA js@isca-web.org  

Estonia Estonian Sport for All Association peeter@eok.ee  

Spain High Council for Sports susana.perez@csd.gob.es  

Finland Center for International Mobility (CIMO) samu.seitsalo@cimo.fi  

France Comité national olympique et sportif français DamienDuval@cnosf.org  

Republic of Macedonia Agency for Youth and Sport daniela.graoroska@mon.gov.mk  

Greece 
Ministry of Culture and Sport/Secretariat General of 
Sport 

dkarakasis@gga.gov.gr  

Croatia Ministry of Science, Education and Sport marija.crnkovic@mzos.hr  

Hungary Hungarian Leisure Sport Association reka.veress@emmi.gov.hu  

Ireland Irish Sports Council umay@irishsportscouncil.ie  

Iceland The National Olympic and Sport Association of Iceland sigridur@isi.is  

Italy Presidency of the Council of Ministers i.lanzoni@governo.it  

Liechtenstein Sport Unit juergen.toemoerdy@llv.li  

Lithuania Lithuanian Association "Sport for All" mantas@sveikasmiestas.lt  

Luxembourg Ministry of Sport ahusting@gmail.com  

Latvia Latvian Sports Federation’s Council  dace.kaspare@lsfp.lv  

Malta Kunsill Malti Ghall- iSport mark.cutajar@sportmalta.org.mt  

Netherlands 
Nederlands Olympisch Comite-Nederlands Sport 
Federatie (NOC*NSF) 

kees.sijbesma@nocnsf.nl  

Poland Ministry of Sport and Tourism marta.dyszynska@msit.gov.pl  

Portugal Portuguese Institute of Sports and Youth (IPDJ; IP) jorge.carvalho@ipdj.pt  

Romania Romanian Sport for All Federation flavia.epureanu@gmail.com  

Slovenia 
Olympic Committee of Slovenia -Association of Sports 
Federations 

ales.solar@olympic.si  

Slovakia National Sport Centre kovac@sportcenter.sk  

Turkey 
Ministry of Youth and Sports, Directorate General for 
Sports 

uluslararasiorganizasyon@gmail.com  

United Kingdom Sport England andrew.lewis@sportengland.org  
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mailto:js@isca-web.org
mailto:peeter@eok.ee
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mailto:DamienDuval@cnosf.org
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