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The campaign handbook of the European Week of Sport provides information and  
guidance on the central elements of the #BEAcTivE communication campaign, and on 
tools and materials that can be freely used by partners and other stakeholders to help 
promote the Week – and their own initiatives – to the public, media and other target  
audiences around Europe.

The tools and materials in this handbook can be adapted and tailored to suit the  
communication needs of supporters of the Week at national, regional and local level. 
Certain materials can be accessed on the Yammer platform.

NeXtBAcKtABLe OF cONteNt
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The European Week of Sport is a new 
initiative of the European commission 
to promote sport and physical activity 
across Europe.

The Week is designed to inspire everyone to 
#BeActive regardless of age, background or  
fitness level. It brings together individuals,  
public authorities, the sport movement, civil 
society organisations and the private sector to 
discuss ideas and collaborate on initiatives to 
help increase public participation in sport and 
physical activity across Europe.
The European Week of Sport as a whole is  
composed of projects co-financed by the European 
Commission, as well as events organised by the 
Week’s European Partners, National Coordinators, 
ministries, civil society organisations, local  
authorities and the private sector. Any individual or  
organisation can also develop and register a  
relevant event within the framework of the 
European Week of Sport.
The first European Week of Sport runs from 7 to 
13 September in Brussels, and events can and will 
take place across Europe throughout the month of 
September 2015.
 

thE EuropEan WEEk of Sport

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. The European Week of Sport 
will be supported by an integrated communication campaign to raise awareness and spread the 
messages of the Week.

Raise awareness about  
the positive impact of 

healthy lifestyles.

Give people ideas about 
how to #BeActive and 

adopt a healthy lifestyle.

create opportunities to be 
#BeActive in today’s fast-

paced environment.

inform inspire Facilitate

EuropEan WEEk of Sport



EuropEan Sport VillagE,  
7 – 9 SEptEmbEr
A European Sport Village with stands, tents 
and activit ies for all audiences will be  
organised at  The Square, the venue that will 
host the Flagship Event from 7 to 9 September. 
Other sporting activities will run throughout the 
entire week.

#bEactiVE aWarDS
The #BeActive Awards aim to recognise and 
showcase best-practice projects from around 
Europe that demonstrate a creative, innovative 
and inclusive approach to enhancing participa-
tion in sport and physical activity. The Awards 
also celebrate a Citizen Ambassador with an 
inspiring personal story to tell about his/her 
commitment to sport and physical activity. 
This ambassador is foreseen to be active in 
the European Week of Sport and #BeActive  
campaign 2016.

the #beactive awards are highlight of the 
flagship Event.

NeXtBAcKtABLe OF cONteNt
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focuS DaYS
The European Week of Sport is structured 
around four Focus Days: Education, Workplace, 
Outdoors and Sport Clubs and Fitness Centres. 
These represent settings where people of all 
ages, cultures and backgrounds can seek to take 
advantage of opportunities to include sport and 
physical activity into their daily lives.

flagShip EVEnt, 9 SEptEmbEr
At the very heart of the Week is the flagship 
Event, the theme of which changes every year. 
It brings together decision makers, stakeholders 
and experts from across Europe to share best-
practices and, through interactive workshops, 
a high-profile conference and other activities, 
to come up with innovative ways to inspire 
Europeans to get moving.

the theme of this year’s flagship Event is the 
role of sport in promoting tolerance and open 
societies in Europe. 

thE EuropEan WEEk of Sport

EuropEan WEEk of Sport

http://ec.europa.eu/sport/week/index_en.htm
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thE EuropEan WEEk of Sport - TIMELINE

7 September 8 September 9 September 10 September 11 September 12 September 13 September

Official Opening 
of the European 
Week of Sport

 

focus Day 
Education 

flagship 
Event

focus Day 
Workplace 

focus Day 
outdoors

focus Day 
Sport clubs & 

fitness centres 

focus Day 
Sport clubs & 

fitness centres

MONDAY WEDNESDAYTUESDAY THURSDAY SATURDAYFRIDAY SUNDAY

NeXtBAcKtABLe OF cONteNtEuropEan WEEk of Sport
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       Communication Campaign
 

   campaign objectives 

   Target audiences

   campaign tools

   campaign timeline
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The  objectives of the #BeActive  
communication campaign are to: 

111 provide all partners and stakeholders with 
a variety of materials to support and  
promote the Week to the widest possible 
audience across Europe; 

111 to help create a coherent conversation 
around the Week and the issues at stake; 

111 to ensure a recognisable visual identity for 
the Week; 

111 to support the work and the communication 
efforts of existing and new initiatives.

these objectives support the overall aim of 
helping to increase levels of particpation in 
sport and physical activity across Europe.

campaign objEctiVES 

The European Week of Sport is a truly  
European initiative with events taking place 
across Europe. Involvement of a broad 
range of European Partners and other key  
stakeholders in promotion of the #BeActive 
campaign is essential to the success of the 
Week. 

Organisations that are outside this network are 
also welcome to develop actions or projects that 
help promote a more physically active society.

Make use of the free materials 
in this handbook to boost your 
communication, media and  
social media activities and to 
maximise the impact, reach  
and visibility of the campaign 
messages.

EuropEan WEEk of Sport



the #beactive campaign recognises that only an integrated, cross-sectoral and gradual  
approach, with support from all actors, can achieve real change in increasing levels 
of participation in sport and physical activity across Europe.

NeXtBAcKtABLe OF cONteNt
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in order to create a culture across Europe 
that better values sport and physical  
activity, the #BeActive campaign targets 
governments, decision makers and stake-
holders to support policies and measures 
at national, regional and local levels that 
can contribute to addressing the problem of 
declining levels of participation in sport 
and physical activity. The campaign does 
this by providing evidence and guidance, 
including on how small changes in the 
four Focus Day settings can contribute to 
change.

The #BeActive campaign also offers a  
variety of  communication tools that can 
be used to directly address, and interact 
with, the general public around Europe. 
These are intended to inspire people to  
challenge their habits, change their behaviour 
and get moving – but also to strengthen public
support as a whole for a society that values 
sport and physical activity. 

targEt auDiEncES  

2

3

focuS DaYS – targEt auDiEncES:

education: 
Educators (nurseries, schools, universities), parents, school 
children, students 

Workplace: 
Employers, trade unions, business associations, employees 

Outdoors: 
Public authorities, EU/national city networks, city planners 
and urban developers, individuals/families 

Sport clubs and Fitness centres: 
Public authorities, sport clubs and fitness centres

EuropEan WEEk of Sport
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campaign timElinE 

Presentation of 
the European Partners 

of the Week 

Official launch 
of the #BEACTIVE 

communication campaign

focus Day theme 
Workplace

focus Day theme 
Education  
Workplace

Countdown to the 
European Week of Sport

Introduction to
the #BeActive Awards

Events and 
National Weeks

Close of 
#MyWeek #BeActive 

Challenge

Start of the  
#MyWeek #BeActive 

Challenge 

focus Day theme 
Outdoors

focus Day theme 
Sport Clubs & Fitness Centres 

Outdoors  

Ongoing activities

focus Day theme 
Education 

focus Day theme 
Sport Clubs & 

Fitness Centres

Close up on 
Brussels events

Ongoing activities

1 – 7 june 29 june – 5 july 3 – 9 august 31 august – 6 September 

15 – 21 june 13 – 19 july 17 – 23 august 14 – 20 September

22 – 28 june

27 july – 2 august 

20 – 26 july 24 – 30 august 21 – 27 September

8 - 14 june 6 – 12 july 10 – 16 august 7 – 13 September

WEEK

WEEK

WEEK

WEEK

7 September
Official Opening of 
the European Week 

of Sport  

8 September 
Focus Day 
Education 

9 September
Flagship Event

10 September
Focus Day 
Workplace 

11 September
Focus Day 
Outdoors 

12-13 September
Focus Day 

Sport Clubs & Fitness Centres 

European Week
of Sport

WEEK

JUNE JULY AUGUST SEPTEMBER

The aim of the timeline is to help all partners and stakeholders coordinate and organise their communications 
according to key stages and activities of the campaign. It outlines what kind of content can be communicated in a 
specific weekly time period.

NeXtBAcKtABLe OF cONteNtEuropEan WEEk of Sport
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The #BeActive communication campaign 
is comprised of complementary tools and 
activities that enable promotion of the 
European Week of Sport through diverse 
communication channels and across  
different countries.

mESSaging
The campaign messages are designed to  
target specific audiences, to support the Week 
and its four Focus Days, and to address the 
challenges and opportunities in the different 
settings to be active. The five sets of messages 
are supported by EU and country-level info-
graphics, as well as tips and ideas on how to 
better value, and participate in, sport and physical 
activity:

111 European Week of Sport 

111 Education  

111 Workplace 

111 Outdoors 

111 Sport Clubs and Fitness Centres 

 

campaign toolS 

auDioViSual matErialS
Two short video clips describe and promote the 
European Week of Sport:

111 a mini-documentary features  
different contributors explaining the  
context behind the Week and the wider 
benefits of sport and physical activity 
from divers perspectives. These include EU 
Commissioner, Tibor Navracscics, an  
independent expert on sport and physical 
activity, best-practice grassroots projects, 
and others.

111 an inspirational video that shows  
people of different ages and backgrounds, 
in different Focus Day settings, making a 
commitment to being more physically  
active; and 

111 an animation of 90 seconds offers a  
colourful, dramatic and inspiring story of 
the European Week of Sport. It is available 
in English only. A script can also be  
provided for those who have the possibility 
of dubbing or subtitling it in their local  
language. The animation can be  
downloaded from the website and used in 
its entirety, or cut into shorter sections for 
use on social media.

The videos are available in 
English only. A script for the 
mini-documentary can also be 
provided for those who have the
possibility of dubbing or subtitling 
it in their local language. Both 
videos can be downloaded from
page 39 of this handbook, or from 
the website, and used on social 
media, or integrated into other  
communication activities. 
The animated clip will be available 
on the website from 7 September.

EuropEan WEEk of Sport
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campaign toolS 

infographicS
The campaign provides a series of five info-
graphics containing data at EU and national 
level. These can be used on social media or 
printed for integration into other communica-
tion activities. One infographic depicts data for 
individual countries and is available in 24 EU  
official languages. Four infographics depict EU 
level facts and figures in EN, grouped as follows:

111 How active are Europeans? 

111 Where are Europeans active? 

111 Why are Europeans doing or not doing sport? 

111 The economic value of sport in the EU.

EuropEan WEEk of Sport



NeXtBAcKtABLe OF cONteNt

14

Social mEDia anD Digital
The social media and digital strategy is an  
integral part of the #BeActive campaign. 
It enables all stakeholders to help raise  
awareness of the European Week of Sport 
among the  w idest  poss ib le  aud ience  
using their own social media channels, and to  
establish dialogue directly with citizens and the  
media. It also serves as a vehicle to showcase 
other campaign tools such as infographics, 
the animated clip, videos and the #MyWeek 
#BeActive Challenge (a photo-video competition).

campaign toolS 

1

2

3

#bEactiVE blog
The blog complements the website and  
provides a space for regular online dia-
logue between the #BeActive communica-
tion team, partners, other stakeholders, 
European Week of Sport Ambassadors, and 
other Europeans. The interactive blog enables  
content and information about the campaign 
to be updated and shared rapidly, gives a voice 
to the public, and provides a platform for  
partners and other supporters to showcase 
their activities and best-practice examples.

mEDia toolkit
A media kit is available to stakeholders to  
provide them with tools, tips and guidance on 
reaching out to media at national and local 
level.  Certain elements of this kit, including  
country media contacts and a press release  
template, are available for download on the 
Yammer platform.  

EuropEan WEEk of Sport 
ambaSSaDor programmE
The aim of the European Week of Sport  
Ambassador Programme is to lend credibility 
to, and also maximise visibility of, the Week. 
Ambassadors feature in the video and  in  
the main EU-level events, participate in the 
#MyWeek #BeActive Challenge, and provide 
quotes that can be used on social media.

EuropEan WEEk of Sport
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Audiovisual materials
inspirational video 

Mini-documentary

Animated clip
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inSpirational ViDEo
The campaign inspirational video shows people 
of different ages and backgrounds in different 
Focus Day settings, making a commitment to 
being more physically active. Across five scenes, 
we see people make a transition from ‘before’ 
(sedentary, tired, or simply involved in the day-
to-day) to ‘after’ (participating together in some 
kind of sport or physical activity). Each scene 
features a specific moment where individuals 
commit to #BeActive.

auDioViSual matErialS

1

2

3

mini-DocumEntarY
The campaign mini-documentary features  
different contributors explaining the context  
behind the Week and the wider benefits of sport 
and physical activity from different perspec-
tives. These include EU Commissioner, Tibor 
Navracscics, footballer Clarence Seedorf, an  
independent expert on sport and physical  
activity, best-practice grassroots projects, and 
others.

animatED clip
The campaign animation offers a colourful,  
dramatic and inspiring story of the European 
Week of Spor t from a different visual  
perspective. Its aim is to inspire Europeans to  
embrace the messages of the Week, understand 
the power of group commitment and to come  
together to #BeActive! 

The videos and animation are 
available in English only. Scripts can 
also be provided for those who have 
the possibility of dubbing or 
subtitling in their local language. 
All three can be used on social 
media, housed on partners/
stakeholder websites, be used to 
kick-off local events, or be easily 
integrated into other 
communication activities. 

EuropEan WEEk of Sport
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European Week of Sport 
Ambassador Programme

European Week of Sport  
Ambassador Programme

European Week of Sport 
Ambassador profiles

Quotes for the communication campaignu-
otES for communication campaign 

quotES for communication campaign
EuropEan WEEk of Sport



The role of ambassadors
High-profile ‘faces’ of the European Week of Sport, ambassadors are selected from the 
fields of sport, entertainment and culture to inspire and engage audiences across 
Europe to increase their participation in sport and physical activity. They feature in 
different communication tools of the #BeActive campaign.

Athletes and other public figures have the possibility of supporting and endorsing the European 
Week of Sport in social media and other media without becoming an official ambassador.

NeXtBAcKtABLe OF cONteNt
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EuropEan WEEk of Sport ambaSSaDor programmE

EuropEan WEEk of Sport
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1

2

3

EuropEan WEEk of Sport ambaSSaDor profilES

EuropEan WEEk of Sport

These will be inserted for each appointed European Week of Sport Ambassador.
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These will be inserted for each appointed European Week of Sport Ambassador.
1

2

3

quotES for thE communication campaign

EuropEan WEEk of Sport



European Week of Sport

Education 

Workplace 

Outdoors 

Sport clubs and Fitness centres
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#BEAcTivE Messages

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 Day 
themes and take into account the audiences to be 
targeted in these settings. 
 

EuropEan WEEk of Sport



A #BEAcTivE society is a healthy, happy and inclusive one
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#bEactiVE mESSagES - EUROPEAN WEEk OF SPORT

geNerAL MeSSAgeS    

contExt
Participation in sport and physical activity is stagnating, and in some EU Member States, even declining. And it is not 
just people’s health and well-being that suffers, it is our society and economy as a whole. Increased spending on 
healthcare, a loss of productivity in the workplace and reduced employability are just a few of the negative knock-on effects.

Sport has universal appeal and is good for both physical and mental well-being.

Sport is accessible to all people, no matter their background, culture, age, gender or
physical ability.

Sport is emotionally uplifting and can contribute significantly to a sense of together-
ness, helping to strengthen communities. 

Sporting activities can play a powerful role in promoting social cohesion by integrating 
minority and marginalised groups.

Sport can help create jobs and growth and contribute positively to Europe’s economy.

Individuals, communities and decision makers can all contribute to putting greater
value on sport and physical activity and building an active society.

1

2

3

4

5
6

mESSagES

for practical tips and guidance on how to put these messages into action, click here

EuropEan WEEk of Sport

http://ec.europa.eu/sport/week/take-part/tips_en.htm
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FOcUS DAY     

#BEAcTivE kids can be smarter, healthier and more confident

#bEactiVE mESSagES - EDUCATION

Using educational environments to improve habits around sport and physical activity can help to build more active 
generations and is a valuable investment in the future of our society and economy. Parents and teachers have an 
important role to play in helping children and young people to get moving more both inside and outside the classroom. 

Giving more value to sport and physical activity in all kinds of educational settings helps lay 
the foundations for healthy life habits that can last into adulthood. 

Physical activity does not need to be limited to sport classes but can be integrated into 
different subject disciplines, as well as between classes.

Supporting PE teachers, and those of all subjects, to develop the skills to deliver more 
active classes can bring multiple benefits.  

Educational environments could benefit from reaching out to sport organisations at local 
level to help fill gaps in expertise and equipment.

Physical education (PE) classes should be designed to be fun and appealing to both girls 
and boys and to take into account different abilities, cultures and backgrounds.

Helping children understand the positive impact of participating in sport or physical 
activity each day, no matter how little, can help them develop important skills.

111 Educators (nurseries, schools,  
universities) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

111 parents

1

2

3

4

5

6

mESSagEStargEt auDiEncES

EuropEan WEEk of Sport

for practical tips and guidance on how to put these messages into action, click here

http://ec.europa.eu/sport/week/take-part/tips_en.htm


#BEAcTivE employees can be more creative, productive and successful

NeXtBAcKtABLe OF cONteNt
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#bEactiVE mESSagES - WORkPLACE

FOcUS DAY     

The vast majority of jobs in the EU do not demand high levels of physical energy. The workplace is an ideal 
setting in which to reach a large portion of the population and encourage and support them with ideas and opportunities 
to challenge sedentary lifestyles. Employers and business associations can play an important role in empowering 
employees to be active in the workplace, by improving access and providing incentives and opportunities through 
well-being programmes, and other simple initiatives.

Introducing opportunities for physical activity in, to and from the workplace brings multiple 
benefits to employers and employees.

Active employees means fewer sick days and lower costs.

Increasing access and opportunities for employees to engage in sport and
physical activity can be simple and cost-effective.

The working day offers many different opportunities to incorporate sport and physical 
activity into your daily life outside of traditional sport settings.

111 Employers 

111 trade unions 

111 business associations 
 
 
 
 

111 Employees

1

2
3

4

mESSagEStargEt auDiEncES

for practical tips and guidance on how to put these messages into action, click here

EuropEan WEEk of Sport

http://ec.europa.eu/sport/week/take-part/tips_en.htm
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#BEAcTivE outdoor spaces help to create healthier communities

#bEactiVE mESSagES - OUTDOORS

FOcUS DAY     

Our living environment plays an important role in shaping our physical activity patterns – and urban and rural outdoor 
spaces can offer multiple, diverse opportunities for participation in sport and physical activity. Efforts made by local 
authorities and urban planners to improve access to, and quality of, outdoor spaces could help encourage more 
people to take advantage of what is in or near their neighbourhood to be more physically active.

Safe outdoor spaces that enable physical activity can help to create stronger, more stable 
and more peaceful communities.

Access to spaces and opportunities for participation in sport and physical activity should 
be an important consideration in urban and rural planning.

Cities designed for an active population attract more businesses and a better work- 
force, and help to boost the economy.

Outdoor public spaces in urban and rural areas offer plenty of free, easy and diverse 
opportunities for integrating sport and physical activity into daily life.

Take a fresh look at the natural environment and explore the multiple opportunities 
it offers to be active.

111 public authorities 

111 Eu/national city networks 

111 city planners and urban developers 
 
 
 
 
 
 

111 individuals/families

1

2

3

4

5

mESSagEStargEt auDiEncES

for practical tips and guidance on how to put these messages into action, click here

EuropEan WEEk of Sport

http://ec.europa.eu/sport/week/take-part/tips_en.htm
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Sport clubs and fitness centres are invaluable partners in a #BEACTIVE society

#bEactiVE mESSagES - SPORT CLUBS & FITNESS CENTRES

FOcUS DAY     

Sport clubs and fitness centres play an important role in providing opportunities to get moving by offering safe, fun 
and engaging spaces to be active in. They also support social inclusion and cohesive communities by enabling people 
to get together and have fun, whatever their age, gender or socio-economic background. collaboration with schools, 
workplaces and local authorities can enable sport clubs and fitness centres to reach a far wider and more diverse 
audience, as well as to help fill gaps in infrastructure and expertise in these particular settings.

Sport clubs and fitness centres have an important role to play in supporting social inclusion 
and building stronger, safer and more cohesive communities.

Investment in local sport facilities can enable a wider community to have access to, and 
participate more easily in, sport and physical activity.

Sport clubs can offer more than just sport by providing an opportunity for young 
people to acquire valuable skills and competencies through volunteering and informal 
learning.

Sport clubs and fitness centres can enhance their visibility by reaching out to schools 
and workplaces with opportunities to participate in sport and physical activity outside 
traditional settings.

111 public authorities 
 
 
 
 
 

111 Sport clubs and fitness centres

1

2

3

4

mESSagEStargEt auDiEncES

for practical tips and guidance on how to put these messages into action, click here

EuropEan WEEk of Sport
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#BEAcTivE promotional materials
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ViSual iD guiDElinES
The campaign provides partners and other 
stakeholders with a set of free, ‘branded’ 
templates for promotional materials that 
can be adapted to support communication 
activities at national and local level. These 
can be downloaded here.

tEmplatES
posters
online banners  
roll-ups

NeXtBAcKtABLe OF cONteNt
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#bEactiVE promotional matErialS 

The campaign provides clear guidelines 
for how to use the European Week of 
Sport visual elements.

EuropEan WEEk of Sport



Overview 

creative activities

Social media tips

Social media calendar
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Social Media outreach
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tEmplatES 
The #BeActive team provides content (e.g. Tweets 
and posts) and visuals (e.g. web page banners 
and social media covers) for use by partners and 
stakeholders, and existing and new initiatives. The 
content may be adapted/customised. If you do 
not automatically receive content, please contact  
ewos-info@bm.com

highlightS
111 Launch of the #BeActive communication 
campaign on 2 June, including a social  
media workshop 

111 #MyWeek #BeActive Challenge (photo- 
video competition) from 15 June until  
14 August 

111 Introduction to the #BeActive Awards (end 
June) 

111 Official Opening of the European Week 
of Sport on 7 September at The Square, 
Brussels 

111 Launch of the #BeActive Call-for-Action on  
7 September 

111 Flagship Event in Brussels at The Square 
on 9 September, including the #BeActive 
Awards ceremony.

NeXtBAcKtABLe OF cONteNt
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The #BeActive hashtag is the overarching 
campaign theme for the Week. Using and 
tracking the hashtag makes content 
stand out.

Social mEDia channElS
There are specific social media channels that 
will be used to disseminate the campaign  
messages and communication materials from 
the #BeActive website and blog, to enable  
dialogue with target audiences and to reach 
out to media. These channels include the 
Facebook and Twitter accounts of the European 
Commission’s Erasmus+ and the European 
Commission’s Facebook, Twitter, Instagram, 
Vine, LinkedIn and Google+ accounts (for select 
content). 

a list of the official European commission  
accounts communicating on the Week can 
be found in the annexes section of this 
handbook.

Social media channels of 
ambassadors and those of official 
partners and stakeholders can serve 
as valuable multipliers. 

Social mEDia outrEach - OVERVIEW

EuropEan WEEk of Sport



#mYWEEk #bEactiVE  
challEngEompEtition 
This photo-video competition has been designed to  
encourage people to be more physically active in a fun 
and easy way by motivating them to incorporate small 
changes into their everyday life. It will be launched 
on social media on 15 June  to create awareness and  
excitement about the Week in advance of September. 
It offers prizes to winners to further incentivise them 
to participate and to recommend to their family, friends 
and colleagues to take part. 
The public will be asked to identify one week from 15 
June and 14 August during which they will have to take 
pictures or videos using both #BeActive and #MyWeek 
hashtags and post them on a social media channel of 
their choice. To successfully complete the challenge, 
a minimum of three posts in one given week will be  
required. Winners will be drawn randomly and at set 
intervals from those who have successfully completed 
the challenge.
In order to encourage as many people as possi-
ble to take part in this challenge, your support is  
indispensable! Please communicate about the com-
petition via your social media channels, as well as by 

#bEactiVE blog 
The #BeActive blog complements the website and  
establishes a space for online dialogue between  
stakeholders, ambassadors and the general public. 
please prioritise the promotion of blog content 
when selecting what to share via your channels. 

Guest blogging opportunities on the #BeActive blog 
for ambassadors, stakeholders and partners are 
available to showcase projects, inspiring quotes 
and best-practice, and to provide a wide European  
perspective on the issue at stake. if you are interested 
in submitting a guest blog, please contact us at  
ewos-info@bm.com. Note that only original content 
not yet published elsewhere can be submitted. We 
also encourage you to promote the European Week of 
Sport on your own websites and blogs. 

please let us know about your posts so that we 
can ensure that  they are shared through the  
commission’s accounts, where appropriate.

donating relevant prizes if you are able to do so. And 
take part in the competition yourself and challenge
family, friends and colleagues to participate. and do not  
forget to let us know about your posts so that we 
can ensure they are shared through the European 
commission’s accounts, where appropriate.

#bEactiVE call-for-action 
The #BeActive Call-for-Action will be launched at the 
start of the European Week of Sport in September. It 
aims to provide a long term legacy for the initiative 
by asking individuals and organisations to make a 
dedicated commitment to regular activity – and to 
motivate others to do the same! The Call-for-Action 
will be shared via social media and promoted on the 
website.
Partners, policymakers, stakeholders and  
ambassadors are encouraged to respond to the 
Call and promote it on social media in order to  
increase awareness among a wide European  
audience and encourage more people to respond.  
More information on the Call-for-Action and sup-
porting and spreading it on social media will be 
sent by email to partners and stakeholders closer 
to the start of the Week.
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Social mEDia outrEach - CREATIVE ACTIVITIES

The campain offers creative activities that  
exploit different social media channels. 
Activities include the #MyWeek #BeActive 
challenge and #BeActive call-for-Action. 
Alongside the videos, animated clip and 
infographics, these help spread messages, 
raise awareness and support virality.

EuropEan WEEk of Sport
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Facebook posts and event updates will promote 
ongoing activities (e.g. #MyWeek #BeActive 
Challenge or #BeActive blog posts) several 
times a week.

to increase visibility of facebook posts we  
encourage you to: 

111 Share, comment and like these posts via   
individual, or your organisation’s Facebook 
pages, especially when promoting the photo-
video competition or the Facebook event; 

111 Get involved in conversations by commenting 
or replying to other users on #BeActive posts; 

111 Sign up for the Facebook event and invite 
other participants in your network; 

111 Post frequently on #BeActive topics and  
include, where possible: 

References to other social media  
channels like Pinterest, Instagram and 
YouTube for additional content. 

Engaging visuals, images and videos. 

Links to drive traffic to the website 
and the #BeActive blog. 

          facEbook 

the campaign will share content via the: 

111 Erasmus+ Facebook page (main channel for 
the Week) 

111 European Commission’s general Facebook 
page (selected content) 

111 facebook event for the Week under the 
European Commission’s general Facebook 
Page. 

Tags to other relevant Facebook 
pages, in particular the Week’s official 
accounts.

#BeActive hashtag. 

Pin posts about #BeActive activities 
e.g. the #MyWeek #BeActive 
Challenge and Call-for-Action
launches.

if you have doubts about any of the  
content you would like to post, please refer 
to facebook community standards if it  
relates to technical questions. or you can 
contact us for any questions  on your content, 
timing and promotion of posts at:
ewos-info@bm.com
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to create a real dialogue on twitter and 
increase the reach of the campaign, we  
encourage you to:

111 Participate in #BeActive conversations via 
favouring tweets, retweets and replies; 

111 Curate and promote Twitter lists of  
ambassadors, supporters, guest bloggers 
and sport associations; 

111 Create engaging tweets, including, where 
possible:

Calls-for-action, i.e. asking followers to 
take part in the Challenge, to tweet 
pictures of activities, to respond to 
questions etc. 

Include visuals in your tweets.  
Mention other relevant Twitter users, in 
particular the Week’s official accounts. 

Pin tweets about major #BeActive 
activities such as the My Week 
#BeActive Challenge and 
the Call-for-Action launches.

         tWittEr  

the campaign will share content via: 

111 the Erasmus+ Twitter account (main  
channel for the Week) 

111 the European Commission’s general Twitter 
account (selected content). 

Tweets will promote blog content as well as  
additional information on the European Week of 
Sport, the events at national, regional and local  
levels, tips on how to #BeActive, and all relevant 
news updates. The #BeActive social media team 
will also curate suggested Twitter lists dedicated to 
ambassadors, supporters, guest bloggers and sport  
associations. please send us your twitter handles 
so that we can include them in these lists. 

                inStagram

The European Commission’s general Instagram 
account will feature a limited number of  
priority posts on the #BeActive campaign. 
Instagram will be one of the main platforms 
hosting the photo-video competition (#MyWeek 
#BeActive Challenge). 

111 Encourage those participating in the 
Challenge with likes and comments on their 
posts; 

111 Post Instagram photos on the Week,  
including where possible:  

Calls-for-action to take part in the 
my Week #BeActive Challenge. 

Use the #BeActive hashtag (and  
#MyWeek if the post is part of the 
photo-video competition). 

Use a minimum of 10 hashtags  
relevant to sport and physical activity 
to increase engagement.
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Many journalists can be found on  
Twitter, actively participating in online 
discussions around their subject areas. 
This provides an opportunity to use  
social media as a means to engage  
traditional media contacts. consider 
developing a list of key journalists on 
Twitter and engage with them where 
possible. 

Social mEDia outrEach - SOCIAL MEDIA TIPS
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         pintErESt 

The campaign will share content via the 
European Commission’s general Pinterest 
account. Pins will visually emphasise the 
#BeActive messages. The Commission’s account 
will feature a limited number of priority pins on 
the #BeActive campaign, as well as a dedicated 
pinboard on the Week. 
to further raise awareness on the Week via 
pinterest we encourage you to: 

111 Re-pin content from the Commission’s  
account  

111 Post photos on the Week including, where 
possible: 

Calls-for-action to take part in the 
Challenge. 
Use the #BeActive hashtag. 
Create a dedicated pinboard on the 
Week.

         linkEDin 

The campaign will share content via the European 
Commission’s general profile. LinkedIn will be 
used to promote a limited number of priority con-
tent posts around the Workplace Focus Day, as 
well as a news source for certain milestones e.g.  
announcing the #MyWeek #BeActive Challenge.
to further raise awareness about the Week 
via linkedin, we encourage you to: 

111 Post informative content, including 
#BeActive blog posts or the #MyWeek 
#BeActive Challenge, as an individual or 
LinkedIn Page user 

111 Look for possible guest bloggers or  
stakeholders that might find the #BeActive 
campaign interesting, as well as promote 
content within these groups (if you are part 
of a larger LinkedIn group) 

111 Like and comment on posts from the  
European Commission’s general account

         YoutubE  

Throughout the #BeActive campaign, two videos 
and an animated clip will be shown and dissemi-
nated via the European Week of Sport website 
and the Commission’s YouTube channel.
to further raise awareness of the Week we 
encourage you to: 

111 Share these videos frequently (2 - 3 times 
per week) on different social media channels, 
as well as via your YouTube accounts 

111 Create your own simple, engaging videos 
 
 
     VinE 

The campaign will share content such as video 
teasers. 
to further raise awareness about the Week, 
we encourage you to: 

111 Share these video teasers on different  
social media channels 

111 Create your own simple, engaging videos.
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please inform us about any planned posts you have for facebook, twitter, instagram, Vine or  
linkedin that use campaign content, so that we can ensure replication on the European  
commission’s account where appropriate. Sample posts (e.g. tweet sheets) and visuals for 
social media and stakeholder websites are provided and updated on Yammer. consider  
developing a list of key journalists on twitter and engage with them where possible. 

Social mEDia outrEach - SOCIAL MEDIA TIPS
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presentation of the European 
partners of the Week

Infographic (map) on 
partners released 

Official launch of the #BEACTIVE 
communication campaign

#BeActive website goes live 
Facebook event created

Mini-documentary video released

focus Day theme:  
Workplace 

Infographic «The economic value 
of sport» released

focus Day theme: 
Education 
Workplace

countdown to the 
European Week of Sport

Animated clip teaser

introduction to
the #beactive awards

#BeActive blog goes live
 Inspirational video & Infographic «How 

active are Europeans?» released

Events and national Weeks

Infographic (map) on 
national events released

Country infographics released

close of 
#myWeek #beactive 

challenge

Start of the  
#myWeek #beactive challenge

Infographic «Why are 
Europans active?» released

focus Day theme:  
Outdoors

focus Day theme: 
Sport Clubs & Fitness Centres

Outdoors  

ongoing activities

focus theme: Education 

Infographic «Where are 
Europeans active» released

focus Day theme: 
Sport Clubs & 

Fitness Centres

close up on 
brussels events

ongoing activities

1 – 7 june 29 june – 5 july 3 – 9 august 31 august – 6 September 

15 – 21 june 13 – 19 july 17 – 23 august 14 – 20 September

22 – 28 june

27 july – 2 august 

20 – 26 july 24 – 30 august 21 – 27 September

8 - 14 june 6 – 12 july 10 – 16 august 7 – 13 September

WEEK

WEEK

WEEK

WEEK

7 September
Official Opening of 
the European Week 

of Sport  

8 September 
Focus Day 
Education 

9 September
Flagship Event

10 September
Focus Day 
Workplace 

11 September
Focus Day 
Outdoors 

12-13 September
Focus Day 

Sport Clubs & Fitness Centres 

European Week
of Sport

Animated clip teaser

WEEK

JUNE JULY AUGUST SEPTEMBER

The aim of the calendar is to help partners and stakeholders coordinate the #BeActive campaign’s social media activities.  
It outlines what kind of content that can be communicated in specific weekly time periods and in which formats (e.g. text,  
picture, photo, video, GIF, etc.).
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Media outreach
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The approach of the #BeActive media 
outreach strategy is to encourage all 
kinds of media to cover the European 
Week of Sport story by offering:

111 Evidence-based data 

111 Comprehensive media materials 

111 Visually-appealing newsworthy events 

111 High-profile figures (European Week of 
Sport Ambassadors, partner organisations)  

111 Story-telling opportunities (examples of 
best-practice projects at national/local 
level). 
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mEDia outrEach - DEFINING YOUR TARGET MEDIA 

nEWS agEnciES
Newswires are based on an electronic news 
flow that allows journalists to publish break-
ing news. As such, newswires set the scene 
of a story and serve as the basis for stories  
written by journalists from other media. With 
urgent news, it is critical to reach these kinds 
of reporters first due to their influence on the 
coverage that follows.

print
Sport and health journalists have acquired  
very specif ic industry/sector knowledge 
and are very well recognised by their target  
audience. Usually they are well-informed and 
need strong stories with a proper sport/physical  
activity angle.

Journalists covering more general health, 
lifestyle and consumer issues tend to have more 
‘lead’ time and flexibility to place a story in a 
wider context. However, this can require more 
background information and the use of simpler 
language for the reader.

print journalists in general need good photo  
opportunities/images to supplement their 
reports.
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mEDia outrEach - DEFINING YOUR TARGET MEDIA 

raDio
Radio news segments are short and favour a 
clear message and strong local story angle, 
including interviewees and projects that can 
come to life without accompanying images! 
If you want to reach the editors of individual  
programmes that you know your story could 
be suitable for, you would need to research the 
schedules in advance to understand how much 
’lead time’ the programme needs to consider 
your story and cover it.

onlinE
Online versions of generalist and specialist  
publications are an important target as they 
have the capacity to insert different informa-
tion tools such as videos, photos, infographics, 
written interviews with representatives/ 
beneficiaries of projects, interviews with  
partner organisations, and quotes from well-
known ambassadors etc.

broaDcaSt 
Television news segments are short therefore 
the story must be kept simple with a clear  
message, a strong local story angle and  
opportunities for the journalist to film/cover a  
specific project and key interviewees. Newsrooms  
require short, punchy press releases provided 
at least one week in advance with details of  
f ilming and interviewing opportunit ies .  

Magazine formats favour good human interest  
stories but usually require broadcast material to  
support any interviews that they may organise 
in their studio.  

If  you want to reach editors of indi-
vidual programmes that you know your  
story could be suitable for, you would need 
to research the schedules in advance to  
understand how much ’ lead t ime’ the  
programme needs to consider your story and 
cover it.

EuropEan WEEk of Sport
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1 Journalists have rigid professional ethics  
  that must be taken into account when  
  decisions on the importance or validity of  
  a story are made. 

2 The journalist’s job is to write about you  
  and others – not to write for you. 

3 The journalist has the right to quote  
  someone who might agree or disagree  
  with your opinion. 

4 Your message competes with a multitude  
  of other news items; journalists have to  
  make difficult and often last-minute choices  
  about what to cover. 

5 Journalists appreciate a sufficiently-long  
  lead time to prepare their stories for  
  a specific release date. 
 
 
 
 
 
 
 
 
 

6 It is important to make things as easy and  
  attractive as possible for the journalist to  
  cover your story, including providing facts  
  and figures, and offering interviewees and  
  photo opportunities. 

7 Journalists’ choices about what to cover  
  are driven by newsworthiness (timely, new  
  and relevant; whether a well-known figure  
  is involved etc.) in order to appeal to   
  their local audience. 

8 The news you have to offer may be of  
  interest to you, but not necessarily to  
  an objective outsider.

mEDia outrEach - WHAT JOURNALISTS NEED

plEaSE conSiDEr
context is important. Journalists want 
to thoroughly understand the topic  that 
they report on, to tell an interesting story 
that grabs their readers’ attention, and 
to be recognised for bringing subjects 
to life. They need facts and figures 
to support the story, to ensure that it 
is credible and makes sense and, most  
importantly, that it is relevant to their 
local audience. 
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1 Define your media by content/topic and  
  format. Are you targeting dailies, sport,  
  lifestyle, health, business, youth, leisure or  
  specialised press, for example? Are you  
  aiming at a news agency, TV or radio  
  journalists, online press, publications  
  or magazines?  

2 Develop a contact list. 

3 Write and proof-read your press release,  
  adapting it to include a strong national/ 
  local angle e.g. quotes, data, specific  
  projects etc. 

4 Distribute your press release via email,  
  fax or online  (as required by newsroom/ 
  journalist). 

5 Follow up with a phone call to the  
  newsroom/individual journalists. 
 

mEDia outrEach 

chEckliSt

content: ensure that the press 
release is grammatically correct, 
does not contain any spelling 
mistakes or errors, and that 
sources are quoted correctly. 

concise: keep it punchy and use 
simple language. 
 
Factual: present information that 
is true and correct.

timing: try to link your story to 
a relevant existing newsworthy 
event to boost interest, uptake 
and visibility.

a template of a press release for the 
European Week of Sport, with guidance on  
structure and content, is available for  
partners and stakeholders on the European 
Week of Sport’s Yammer platform.

Select a target group for your subject/story 
and then search relevant press services to 
create a list. Such services include: 

www.vocus.com
www.prnewswire.com
www.mondotimes.com/topic/wire.html 
www.gorkanadatabase.com

If you cannot afford a service, create your 
own list by researching your local 
newspapers, magazines, websites,  
television news stations, etc.

Check that you have the correct person and 
all their relevant contact information (i.e. 
phone number, email address, fax, Twitter 
handle etc.). 

Determine how the journalist likes to  
receive press releases i.e. as an email, fax, 
or on social media.

a country-by-country media list is available 
for both partners and stakeholders on the 
European Week of Sport’s Yammer platform.

 

3

1

2

Writing a prESS rElEaSE crEating a contact liSt
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Annexes And ContACt informAtion

Please click on the links below to take you to tools to and information which can support your  
communication activities:

eurobarometer

Country infographics

eU-level infographics

national events 

Country profiles on physical activity (prepared by the WHO in the context of the EU Council 
Recommendation on HEPA)

If you have any questions about the European Week of Sport, the #BeActive communication 
campaign and related activities, please contact us at: EAC-SPORT-EWOS@ec.europa.eu

If you have any questions about social media, please contact : ewos-info@bm.com
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