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the mission  statement defines what your
organization does
the vision  statement describes what the
organization hopes to accomplish in the future

The main distinction between them is that:

mission and visionmission and vision  
statementsstatements

Mission and vision statements are short, motivating
statements that plainly explain an organization's goals

and beliefs.

WHAT?

DIFFERENCE





Use present tense  when you write your mission statement to describe
why your organization exists.
Mission statements should be short ,  clear  and powerful .
Mission statements are 1 to 3 sentences long ,  within 100 words tops
(the f inest are usually just a sentence long)

how tohow to
mission statement

A mission statement is a few brief phrases or paragraphs that describe
what your company does to accomplish its vision statement. 
Consider why you started your organisation in the first place. 
A mission statement provides perfect clarity behind the “what,” the “who,”
and the “why,” of your organisation. 
The aim is for readers to understand the value your work provides to the
world or to their lives, feel motivated to join your mission, confident that
your goal is realistic, and be crystal clear about the nature of your
organization.
Three things are clarified by a powerful mission statement: why your

organization exists, who is it for, how it serves them 

 “To inspire and nurture the human spirit—one person, one cup, and
one neighbourhood at a t ime.”
 
“To connect the world’s  professionals to make them more productive
and successful . ”
 
“Organize the world’s  information and make it  universal ly accessible
and useful .”

Starbucks




LinkedIn




Google



  developdevelop
vision statement

Your vision statement describes where your organisation is going - it
expresses your ambitions. 
It is forward-looking and outlines how you assist people, the value you
provide to the world and what you hope to accomplish as an organization.
A vision statement might be as short as one line or as extensive as a few
paragraphs and should be uplifting, motivational and inspiring.

Write it  in a simple,  common language  that you, your target audience,
and your staff  can understand.
Use short words and phrases.  The shorter the better .
Keep your wording as  concrete  as possible.  Long and unclear phrases
are diff icult  to understand and might lead to misunderstanding.
Concentrate on what your organization does for others ,  such as how
you assist  your target audience and motivate staff .  






Sports Prep







Nike





Google

 (athlete training)  – “Our vision is to set the standard of excellence
for sports by providing f irst-class programs, professional  instruction,
and l i fe ski l ls .  These sports opportunities and programs wil l
contribute in a unique way to their development as athletes and
citizens for the future.”

“Bring inspiration and innovation to every athlete* in the world.  (*If
you have a body,  you are an athlete.)”  Take note of how they treat
everyone as an athlete.  It 's  both creative and welcoming.

“To provide access to the world’s  information in one cl ick” .



WHO & Where?

Good practices 
for mission and

vision statements

It is important for the mission and vision to be communicated
with everyone in the team. It should be something catchy the
motivates customers to get on board.

Amateur Mini Football League, Bulgaria 

What? Mission of AMFL is to attract and attain players and to provide a
satisfying experience. Vision of AMLF is to be the most successful
and respected amateur mini football league in Bulgaria.

HOw? Developing a mission and vision statement that everyone is on
board with is crucial for the success of the organization. It is
created from one side for people from outside for the
organization, from another side, people who work and support
the organisation’s development. It should show the value to
customers. It is important to gather everyone from the leaders’
team together in order to be able to brainstorm and be on the
same page in terms of the direction at which everyone is looking
and where it wants to get in the future.

WHy?



Good practices 
for mission and

vision statements

WHO & Where?

WHy?

HOw?

What?

ŠD Bogojina, Slovenia

Our mission is to motivate and educate people among all age
groups about a healthy lifestyle and encourage sports activities.
Our vision is to become a leading organization that works in
support of the needs of society and the environment.

It is important to form a vision based on the needs of society and
the environment in which we live and which we face as a society
and as individuals. For us it is important to focus our vision and
mission on the younger population, where older members of the
association and the society would help and be an example of
sustainable operations.

Vision is a living concept that must be constantly adapted. A very
good example from our practice is: The club was in the second
Slovenian league for some time, U19 and U17 played in the first
Slovenian league. After dropping out of the first Slovenian league
U19 and U17, problems arose. The club has been relegated from
the 2nd Slovenian league to the 4th Slovenian league over the
years. During covid 19, the club found that this was no longer the
case. We analyzed the situation of parents (online survey) and
invited supporters (via social networks) and analyzed the current
situation. After the analysis, we found that we can not compete
with larger clubs (financially, infrastructurally) so we decided to
adjust the vision of the environment. We have changed the vision
from the best Pomurje club to become a family-friendly club,
which we strive for with coaches as well as with communication
to parents and the surrounding area.



WHO & Where?

Good practices 
for mission and

vision statements

What?

AF Braganca, Portugal

The mission statements of Braganca football club is:
The Bragança FA as a member of the Portuguese Football
Federation and in alignment with this National Governing
Body it is the driving force in the Rigion of Bragança for the
development of Football, Futsal and Beach Soccer as sports,
economic, social, educational and leisure activities, taking into
account the growing relevance of these sports in youth
training in the region. The Bragança FA as an institution of
public utility has as its mission to manage, coordinate, develop
and organize Football, Futsal and Beach Soccer in all its
dimensions and categories, in a harmonious whole, ensuring
their continuity and growth in all clubs of the different
municipalities in the region and in all social and age groups, in
order to contribute to positioning the regional Football, Futsal
and Beach Soccer as a reference of quality at the national
level.



HOw?  For the definition of the Mission and Vision we need to make a
diagnostic of the internal and external environment of the sport
organization.
It is important to adjust the vision and mission with the national
federations and the government structures, so that you can be
supported and work alongside them. However, everything must be
adopted to the region of the organization.
Based on the external and internal diagnostics, and the
characteristics, they made an external analysis of the
environment and the relationship with the environment for which
it is responsible

WHy? It is important to have an internal and external analysis, from one
side to be able to reply to the expectations of the team, from another
to be able to reply to the challenges of the environment.
What we are going to analyze internally:
- The statutes and all legal aspects of the sport organisation
- The history of the Sport Organisation
- The responsibility and the why they exist
- The social relevance of the sport organisation
- The number of members, players, staff etc
What you are going analyse externally:
- Geographic context like location in the country, region,
municipalities around
- Statistics data on the region, country and Europe on sport and
other areas like population, income per capita, etc.



Good practices 
for mission and

vision statements

WHO & Where?

What?

HOw?

WHy?

ASSA Sport Talent, North Macedonia

Our mission statement is to promote the promotion of sports
talents of the country through professional management,
marketing and promotion especially abroad.
Our vision statement is to be a leading promoter of sports
talent in North Macedonia.

It is important when you have a mission statement to be able to
fulfil it fully and do everything that is promised in it. In our
case we support our players in all phases will including help
from educational, managerial and financial guidelines and help
in order for most of them to succeed as professionals but also
after their career (professional or amateur).

It is important that we know where we are heading and what is
our ultimate goal.



Good practices 
for mission and

vision statements

WHO & Where?

What?

HOw?

WHy?

LECS, Romania

Asociatia “Liber la Educatie, Cultura si Sport” - LECS (Freedom
for Education, Culture, and Sport Association –
www.educatie.ong ) is a Romanian NGO with the mission to
support all age segments by facilitating access to education,
culture and sport through both training programs and projects
to help maintain and develop each individual's values. Having
the vision that the Education, the Culture and the Sports are
values equally accessible to every individual, our organization
promote quality non-formal education by initiating and
conducting cultural, educational, civic, sporting activities
among all segments of the ages with a main focus on children
and teenagers from a rural area.

 A vision statement should be concise, no longer than a
sentence or two and infuse it with passion and make it
inspiring. Vision statements are future-based and meant to
inspire and give direction to members of your organisation.
The vision is about your goals for the future and how you will
get there and the mission is about where you are now and why
you exist.

It is important to be concise so that everyone can understand
you well. It is important to regularly communicate your mission
and vision with your player/customers/clients, so that you can
remind them of the key points of your organization. 



how to sethow to set

Long-term business goals

Long-term goals provide a strategic perspective and a roadmap for achieving
the organization's long-term objectives. 

A long-term goal is something you want to achieve in the future that will
take more time, preparation, and perseverance to achieve.

 
When considering long-term goals, it's critical to examine both different
factors that might influence whether or not you meet your goals. This
encompasses both social and political aspects. While certain external events
are unforeseeable and beyond your control, like as the covid-19 outbreak, it's
critical to plan for and neutralize as many internal and external problems as
possible.
 
These are goals that an organization expects to achieve over a specific time
period, such as three or five years. They do not need to be precise or have
well-defined activities but are broad results that an organisation aims to
achieve.

of long-term goals

Financial goals
Growth goals
Target audience goals
Employee development goals
Social goals
Expand into a new geographic market
Market through a new channel
Expand personnel and facilities
Migrate to a new technology platform
Boost Social Media Accounts
Search engine optimization (SEO)



Long-term goalsLong-term goals

how to break them down?

Short term goals
Short-term goals enable you to break down long-term goals and
discover projects and activities that will help you achieve your long-
term vision. 

The extent to which long-term and short-term goals have an impact is a
crucial distinction between the two. Short-term goals can be assigned to
certain teams or people, but long-term goals affect the entire organization.

Decide on a long-term aim.
It's time to establish a plan to reach your long-term goal now that you've
chosen it.
Breaking down the goal into a few important milestones is the first step.
These milestones should take less time than the long-term goal, but they
will still demand a significant amount of effort.
Make a milestones list.
After you've set all of your milestones, you'll need to break each one
down into daily actions. The daily actions are a collection of doable
short-term goals.
​Make a daily plan.



Good practices 
for setting long-

term goals

WHO & Where?

What?

HOw?

WHy?

AMFL, Bulgaria

 Our strategy is to attract players based on all the innovative
elements and the good quality of services that we provide. Our
strategy has been built on the value for everyone who is a
stakeholder,  hence delivering value to players, to teams, to
sponsors, to the government and to young people.

In order to set a strategy, all stakeholders must be involved.
AMFL has created a strategy based on missing elements of the
market. Our organisation has looked at good and innovative
practices from abroad,  in order to e interesting and
competitive.

It was very important for us to come up with what we will be
different with, i.e. competitive advantage - our video filming,
our statistics for each team, the awards, the support from
families.



Good practices 
for setting long-

term goals

WHO & Where?

WHy?

HOw?

What?

ŠD Bogojina, Slovenia

The strategy of SD Bogojina is to be present online and reach
the highest number of people through online media.

The organizational strategy must include innovative and
motivational approaches that deviate from old practices. In any
case, one big goal (say competitive or sports) must be set,
which is then pursued by the organization and which serves as
an advertisement, a reference for the visibility of the
organization, for its promotion and enrollment of new
members.

An organization can pursue a number of small goals such as -
increased enrollment of children and members - organization
of large and small events - landscaping (sports infrastructure) -
various sports competitions It is necessary to cooperate
strongly with all local stakeholders in sports (municipal sports
association, football association, municipality, school) and use
their channels for promotion, financial assistance. Use social
networks to communicate with the environment and other
members to increase the efficiency of the organization, with
parents of children to gain new members, for visibility with
sponsors.
 



Good practices 
for setting long-

term goals

WHO & Where?

What?

HOw?

WHy?

LECS, Romania

The strategy is to encourage sports projects all around the
country, to popularize different sports through events, EU
projects, international meetings and workshops, to open
borders for people from all around Europe.

Connect your mission and vision with the local
issues/problems and with your target group in order to create
the organisation strategy. Be creative in reaching your vision
and start from the wide and general goals.

It is important to have alignment in everything that you do.



Good practices 
for setting long-

term goals

WHO & Where?

WHy?

HOw?

What?

ASSA Sports Talent, North Macedonia

The strategy consists of several steps from researching,
creating and extending the network, then organizing different
events of selecting and promotion of talents in collaboration
with sports agencies, academies or intermediates.

Working according to the general mission which comes from
the analysis and idea with the creation of the organization.

Using the network to achieve the goals and mission.



Good practices 
for setting long-

term goals

Values
The values that express the Vision and Mission of Bragança FA
in the pursuit of achieving its goals are a total of eleven:
  

Objectives
- Develop Football, Futsal and Beach Soccer in the Region.
- To increase the number of Federated players in the Region.
- Improve the technical quality of all Region players in Football,
Futsal and Beach Soccer.
- Contribute effectively to a positive public image of the
various variants of Football, good governance of clubs and
sports education of all participants and stakeholders of the
regional sports movement

WHO & Where?

What?

AF Braganca, Portugal

 1st Transparency        
 2nd Loyalty                
 3rd Solidarity             
 4th Ethics                   
 5th Good Governance
 6th Inclusion              
 7th Integrity               
 8th Honesty               
 9th Fairness               
 10th Education           
 11th Respect.              



WHy?

HOw? For the strategy definition, we need to do a SWOT analysis and
define the goals based on the SMART goals methodology.
The SWOT analysis is a framework for identifying and analyzing
an organization's strengths, weaknesses, opportunities and
threats - which is what makes up the SWOT acronym. The
primary goal of SWOT analysis is to aid organizations in
increasing awareness of the factors in making a business
decision. SWOT accomplishes this by analyzing the internal and
external factors that can impact the viability of a decision.

The SMART goals methodology can help you by making goals
specific, measurable, achievable, realistic, and timely. The
SMART method helps push you further, gives you a sense of
direction, and helps you organize and reach your goals



How to defineHow to define

Most popular goal-setting method: SMART goal setting

Each of your goals needs to be:

S
M
A
R
T

pecific

easurable

chievable

ealistic

imely

Is the purpose clear enough for it to be understood?

Is it possible to quantify the goal? How do you
know you've achieved it?

Is the aim really reachable? Or is it such a far-
fetched aim that it appears feasible on paper but
is almost impossible to achieve?

Have you written the goal in a realistic manner?
Did you, for example, address all of the obstacles
to achieving the goals and offer the appropriate
resources?

Is there a deadline linked with the objective to
guarantee that it is completed on time, and is now
the optimum time to start working on it? 



short-term goalsshort-term goals

What am I hoping to achieve?
What is the importance of this goal?
Who is participating in this?
What is its location?
What resources or constraints are at play?

How much?
How many?
How will I know when it is accomplished?

What is the best way for me to achieve this goal?
Based on other constraints, such as financial
limits, how realistic is the goal?

Does this seem to be worth the effort?
Is this the right moment?
Is this in line with our other efforts/needs?
Is this the proper person for the job?
Is it relevant in today's socio-economic
environment?

When?
What will I be able to do in six months?
What will I be able to do in six weeks?
What am I able to accomplish today?

1. Specific 
Try to answer the five "W" questions as best you can:

2. Measurable  
Should answer the questions:

 
3. Achievable/attainable  
Should answer the questions:

4. Realistic 
If a goal is relevant, you’ll be able to answer ‘yes’ on
these questions:

 
5. Timely/time-bound 
Should answer the questions:



To minimize misinterpretation,
have clear goals that are as exact
and precise as possible. If there are
numerous ways to comprehend a
task, someone will do it incorrectly.
Agree on the meanings of the goals
rather than the specifics - you
don't have to go into every last
detail of each goal. All you have to
do is agree on the significance of
each of them.  
When it comes to project planning
targets, they might occasionally fail
due to changing requirements and
circumstances. It's good to specify
how a team member should behave
by discussing various
circumstances that might interrupt
the plan for achieving the goal.
Discussing some if-then situations
might be useful.
Set goals based on the strengths of
your team members.

TT

II

PP

SS



Give demanding or sophisticated tasks
to skilled and motivated individuals,
set appropriate goals for particular
persons. 
Make goals that are relevant for each
team member’s level of personal
motivation, knowledge and expertise.
Set firm timelines for meeting your
goals. If a task does not have a
deadline, it is replaced by urgent tasks,
and the likelihood that it will be
completed lowers. As a result,
whenever you create a goal, make sure
to include a deadline. ( say "noon
5/11/2022" instead of "by tomorrow") 
Goals must be measurable because if
you can measure them wih numbers,
you will know precisely where you are
in the process and how much work
remains. You will also know exactly
how much work you have completed.
It's critical to have metrics on hand.



Good practices 
for Defining

shorth-term goals

WHO & Where?

What?

HOw?

The goals of AMFL is to reach out to a wider network of people
from all around Bulgaria and give equal opportunities to people
of all social status and ages, to get involved in sports and
practice football.

It is important for everyone to work together on the Goals.
People from different teams, different hierarchies. When we
were discussing our goals we were thinking and we are still
thinking about what do we want to achieve when we meet each
goal. Each goal was linked to something that we deliver to
society and to people so that from one side we can be
successful but from another to bring value to the people.  We
often evaluate our goals, in order to see if there are some
things that need to be changed. Our current goals are linked to
providing the best experience to players, great organisation,
support health boost, and being competitive internationally.
We want to be a good example of how structured and high-
quality things are done.

AMFL, Bulgaria



WHy? Goals for less developed areas are linked for us with the
support of the regions, attracting people who do not have
other opportunities and offering them the beauty of football. It
is important if you are planning to move to less developed
regions to have goals aligned with the problems of that region
so that they can be successfully aligned with the need of
people and the region. It is important to think not only about
the value for the organisation but also the value to the people
that will be delivered.



Good practices 
for Defining

shorth-term goals



WHO & Where?

What?

HOw?

WHy?

Objectives should be set on the basis of an analysis of the
situation. They must be in line with SMART (Specific,
Measurable, Achievable, Realistic, and Timely) and the needs of
the association and its surroundings. The goals require
knowledge of one's own staff and one's own potential. The size
of the goals depends on the size and capabilities of the
organization. It is definitely necessary to start with small goals
and then increase them over time. Competitive goals in sport
are known and measurable. The basic goals of any organization
should be to increase the number of active members, integrate
into the environment, networking and cooperation with other
associations.

ŠD Bogojina, Slovenia

Based on an analysis of the situation, the club found that they
were short of children, so it set itself the goal of organizing
events to get new members. The club needed more people of
all ages and statuses and had to set its strategy in order to
reflect this. The club sets determine different strategies to
reach out to different groups, depending on the age, the
geographical area, the culture, the means that they use on an
everyday basis.

The organization of a (free) summer camp for children lasting
one week and the organization of an international (indoor)
tournament in the winter are events that allow children to
spend their free time actively without training and
competitions. In this way, the clubs come up with possible
candidates for their selections, get a comparison with other
clubs and, with the support of sponsors, obtain certain funds.



Good practices 
for defining

shorth-term goals

WHO & Where?

WHy?

HOw?

What?

AF Braganca, Portugal

To support people of all ages to do sports and give them equal
access to football in the area. Our goals are to give
opportunities to as many people as possible

For goals definition, we can use the SMART methodology to
help us by making goals specific, measurable, achievable,
realistic, and timely. The SMART method helps push you
further, gives you a sense of direction, and helps you organize
and reach your goals.

 It is important to have clearly set goals that are communicated
to the wider public and to the members of the organisation.



Good practices 
for Defining

shorth-term goals



WHO & Where?

What?

HOw?

WHy?

ASSA Sports Talent, North Macedonia

Тhe main goal is to give young talents the great opportunities
that they deserve.

After signing more agreements with more parties where they
can promote the talents, they can start with official events like
scouting selective camps, direct tryouts, participating at the
tournaments, creating and helping more different clubs,
participating in the educational program and make an influence
to more kids start to join the sport.

 It is important to have clear goals and communicate them to all
the people that you work with.



Good practices 
for defining

shorth-term goals

WHO & Where?

WHy?

HOw?

What?

LECS, Romania

The goals of LECS are to promote sports and a healthy lifestyle,
and there are specific goals that are communicated to all its
partners.

After defining and approving the strategy, the broader goals
are settled so, you should go into detail with setting the
specific goals. All members of your organisation should be
involved in this stage. The goals should be motivated for the
participants and should be correlated with an action plan.

As long as the goals are clear enough and the action plan is well
known the people feel comfortable achieving it.



2
FINANCES



table of contents

What to include in a budget 

How to manage a budget

Free budgeting tools (online)

Steps to write an organizational budget

Budgets and business planning

What to include in an annual business plan

Good practices for seeking sponsorship

How to write a sponsorship letter

How to seek sponsorship

Good practices for managing a budget



How to manageHow to manage  
a budgeta budget

Free budgeting tools (online)

Google’s Annual Budget Template

Money Management Template from Vertex42

https://docs.google.com/spreadsheets/d/18SpUa0JPiat1heE4jCw
A_sCq5hZ9_T2rwA4su8vAZB0/template/preview 

https://docs.google.com/spreadsheets/d/1BPf4sLQpJoNiSQy_N
6dpSeMJ0GmeG94s22tHTgwUx7k/template/preview

Budgeting should be preceded or accompanied by setting organizational goals as
these figures are the “HOW will my organization reach those goals”.



Step 1: Make a budget for your expenses

Step 3: Calculate the Material Costs

Step 4: Required Expenditures

Steps for writingSteps for writing  
an organizationalan organizational

budgetbudget

Make a forecast of your spending for the coming fiscal year. It could be yearly
rent, salary, or other expenses. In other circumstances, it may be telephones,
utilities, and so on; a monthly cost estimate. You should also set aside some
funds for unforeseen expenses.. When completing all of this, try to be as
precise as possible, and if possible, reference actual figures.

Step 2: Yearly Expense Estimation

Step 5: Estimated Expensive Item Expenses

You can use this account to save aside money for items that you may not be
able to purchase in the near future but still want. This ensures that these items
are on the table, even though they may take some time to become a reality. To
determine your consolidated budget, sum together all of your spendings.

Payments for loans, consultant services such as audits, accounting, and
bookkeeping, payments to other organizations for particular services, printing
and copying from outside sources, transportation for employees, participants,
and volunteers, and car maintenance if your organization has vehicles.

This might contain salary or earnings for all employees, broken down by job.
This will also cover the rent for your organization's location, as well as utilities
like heat, electricity, gas, and water, as well as phone, internet, and insurance.

If you need materials for activities and such at your workplace or group, or just
ordinary supplies, you must factor this into your budget as well. If you have
equipment like computers or other electronic devices, make sure to account
for repair expenditures throughout the year.



Budgets andBudgets and
businessbusiness
planningplanning

A budget is a strategy for managing your finances and ensuring
that you can meet your present obligations.

It also allows you to make informed financial decisions and achieve
your goals. Ensure that you have sufficient funds for future projects.

Make annual budgeting a goal.
Use last year's data as a starting
point, but merely as a guide.
Make budgets that are reasonable.
Involve the appropriate individuals.

Tips:



What to includeWhat to include  
in an annualin an annual

business planbusiness plan

a description of the changes you wish to make to your organization

your year's goals and objectives

how will you measure your success

any issues or difficulties

any operational alterations

financial performance and predictions

information about your management and employees

information on the business's investment



On a month-by-month basis, your cash
budget estimates your future financial
position. This type of budgeting is
critical for small organisations since it
allows you to identify any problems you
may be having. It should be checked at
least once a month.

what to includewhat to include

Projected cash flow

          Revenues           

Refers to the funds generated through
the organization’s primary activities. It
could include funds raised through
donations, fundraisers, membership
dues, and service fees.



         costs          

in a budgetin a budget

Fixed costs 

Capital costs 

Variable costs 

A fixed cost in your budget is one that you can expect
to be the same, or very close to, throughout time.

Examples: internet, health insurance, property taxes, salaries, municipal taxes,
utilities such as heating, lighting, cell phone, automobile expenses, printing,
equipment, advertising, travel expenses, legal costs, etc.

A recurring variable expense is one that occurs over a week,
month or year. The amount you pay each month may fluctuate
from past payments or payments you'll make in the future.

Examples: gas, heating, parking, grocery shopping,
healthcare expenses, etc.

Capital costs are one-time, fixed expenses such as the
purchase of computer equipment or office space.



Good practices 
for managing 

a budget

WHO & Where?

What?

HOw?

WHy?

AMLF, Bulgaria

 It is very hard for us to set yearly finances or budget. We have
to adapt every month depending on the tournaments and the
players. Regularly, there are games that are not played, there
are teams that quite in the middle of a tournament, there are
events that we decide to hold.

We invest a big chunk of our income in innovations, so that we
can attract new players and teams. This has created for us a
well-known brand. If we decide to open a branch in another
city, it is very easy to enter the market as people know us.

We realize it is very important for us to have a specific budget
and finance for at least a period ahead, however, it is very hard
to plan ahead for organizations like ours.



Good practices 
for managing 

a budget

WHO & Where?

WHy?

HOw?

What?

SD Bogojina, Slovenia

Our organization has one account from which all needs for
operations and competitions are financed on an ongoing basis.
At the beginning of the year, the General Meeting adopts the
final account of the previous year and the financial plan
(purchase of equipment, investments in infrastructure) Based
on the previous year, we anticipate the costs of competitions
and coaching staff

We believe that the implementation of the budget and the
financial plan should be checked every 3 months and possible
changes should be made.

Especially in turbulent times like today, we have to be flexible
and adaptive in order to answer the market needs.



Good practices 
for managing 

a budget



WHO & Where?

What?

HOw?

WHy?

ASSA Sport Talent, North Macedonia

We sat our budget based on the municipality budget.  

We express official letter of interest to the municipality based
on our plans for the year. We also try to have our own add-ons
through projects, international partnerships and creating a
wider network of sponsors, however these re unpredictive and
they do not allow us to set our finance long in advance.  

Especially in rural areas, finance is key, as the income there
might rely heavily on the municipality and sponsors, hence for
rural areas we should have everything well planned ahead.  



Good practices 
for managing 

a budget

WHO & Where?

WHy?

HOw?

What?

 LECS, Romania

As a general financial rule, the budget is approved on the
management level based on the objectives set out for the next
year.

We are very dependant on projects that we have for the next
year, hence, it is very hard to plan well in advance. We try to
set a budget for our organisation for the next 6 months, so that
we can have some predictability of our activities.

An adjustment during the year should be possible in order to
adapt to the reality of investments and spending correlated to
the performance of the sport clubs.



Good practices 
for managing 

a budget

WHO & Where?

What?

HOw?

WHy?

AF Braganca, Portugal

We are a non-profit organisation that every year has to present
and approve the budget with the vote of the member clubs
from our region.

This budget and activities plan has to be approved every year
by our members and has to be according to the Portuguese
national laws and financial regulations. We have a great
financial support from the Portuguese Football Federation,
from sponsors and in the recent years also some financial
income provided by our international projects.

We always try to aim in advance to set the budget according to
the different categories that we need to spend so that we can
invest back enough in the development and the players.





How to seekHow to seek
   Searching for potential sponsors   

Look for businesses that support
comparable events or activities to
yours. Use the research that has
already been done by other
organizations to offer you an
advantage.

Make a list of people who could
be interested in sponsoring
your event. Your list should
consist of actual possible
sponsors, i.e. persons or
businesses who you believe will
consider your sponsorship
request. Include firms that have
previously sponsored you,
companies that have sponsored
similar concepts to yours, and
persons or companies with
whom you have a personal
connection who could be
willing to sponsor you. 



  sponsorshipsponsorship

Every company or person on your list should be researched. Having
background information about a potential sponsor might go a long way
toward securing funding. Look for reasons why a potential sponsor
might benefit from sponsoring you. 

Consider the requirements of each possible sponsor. You may begin to
establish a notion of how you might pitch the sponsorship if you study
the demographics, company strategy, and goals of your possible
sponsors. 

As a result, smaller enterprises are generally a better bet than larger
ones. 

Think about pitting potential sponsors against each other.

   Searching for potential sponsors   



How to seekHow to seek
  Putting Together a Sponsorship Packet  

Make a brief executive summary or mission statement,
regarding the event or endeavor you intend to have
sponsored, should always be included in a sponsorship packet.
This should be a 250-300 word description of what a
sponsorship will fund, why you're looking for sponsorships,
and how they'll benefit from becoming a sponsor. 

Don't write a template letter because your executive summary
is your last chance to persuade the potential sponsor to
continue reading. Make the potential sponsor feel as if you
took the time to learn about them and their business by
writing a personalized note. This will also show the potential
sponsor that you will follow through on your sponsorship
commitments during the collaboration.

Remember to express gratitude to the sponsor for taking the
time to review your proposal. In your letter, use a polite and
professional working tone to demonstrate your sincerity and
professionalism.

1



Make a list of the various sponsorship tiers. Outline your
budget for the business or enterprise, and identify what you
want to get from sponsors if you haven't already. 

Create several "levels" of sponsorship for potential sponsors to
commit to, and explain what you're looking for and why you
need sponsors at each level. Describe the benefits to the
sponsor. 

Use your expertise of their business strategy, audience, and
goals to entice potential sponsors by outlining how their
sponsorship will benefit them. Arguments regarding press
coverage and other promotional opportunities could be
included.

  Putting Together a Sponsorship Packet 

 

sponsorshipsponsorship
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How to seekHow to seek
  Putting Together a Sponsorship Packet  

Make a strong call to action. Your call to action could be
a form that they fill out and return to you, or it could be
your contact information with a request that they phone
you to arrange up the sponsorship. Ascertain that the
sponsor has a defined task to do in order to progress the
process. 

Maintain possession of the ball in their hands. The
easier it is for them to do the work you've asked for, the
more likely they are to agree.

This isn't the time to try to use lofty diction and fluff in
your writing. Make your case, describe the sponsors'
business benefits, and wrap it up swiftly. Short and to-
the-point. 

3



sponsorshipsponsorship

Customize each and every email, packet, and letter you send. Choosing the
easy way out will result in your project never receiving the funding it
deserves.

After a few days, phone the persons to whom you sent sponsorship
packages. Inquire if your request has been received. Inquire if they have any
concerns. When they make a decision, make sure they know how to contact
you.

As sponsors come on board, tailor your approach to them. Show different
treatment to those that donate the thousands and to those that contribute a
couple of hundred euros. The difference in your approach should be
noticeable – include some wine and dining to keep them satisfied and active.

                                                                                                  

       Send the packets       

*Sports teams, particularly for children,
frequently have a lot of success obtaining
sponsorship from local restaurants and
companies. Make a list of sponsorship
levels and benefits for the business (e.g.
their logo on the t-shirts, flyers, catering
during the event) and then approach
local businesses to see if they'd be
interested in supporting your team.

Do not send as many packets as possible
but instead send out packets solely to
companies that you honestly believe will
work with your venture.  



TipsTips  

When writing a sponsor proposal, you could start with a story
from your club or of someone whose life you influenced
positively. This will make your proposal stand out and elicit an
emotional response. (2) Describe your work. This is the mission
statement for your club/organisation. It explains why you
behave in the way you do.
For the sponsor you're pursuing, you'll need to have a lot of
outstanding benefits.
Specify how much money you want or provide a list with
different options.
Promise specific benefits that are realistic and measurable.
Contact the right person from a company or a local business.
Do your research and approach the right person/department.
If it’s possible, introduce yourself by phone or in person.
Always follow through on your promises when seeking a
sponsor. Sponsors will put you to the test. Always arrive early
or on time for an appointment. Make it clear to them that you
are a trustworthy individual.
Follow up. Always.
Be brief, request what you want but not take up too much of
the time of possible sponsors.
Maintain a pleasant and courteous tone throughout your letter,
do not be pushy.

  for writing a sponsor proposal:  



 for seeking sponsorship from local businesses: 

TipsTips  

Make sure to mention the impact your organisation made on
your neighbourhood.
Be clear on what you offer them in return and deliver it.
It's fine if they decline. Give them various ways to participate
in your event to make the most of your gathering. They may
offer a prize for a raffle or organize an office fundraiser.
Remember to have fun, to be pleasant, optimistic and kind.
Remember that you're giving them the chance to contribute to
a worthwhile cause, which is fantastic!

(*)Example of sponsorship opportunities/packages and what
they could include:

https://www.stbaldricks.org/file/Resource_Lounge/VEO_CoreC
ommittee/Sponsorship/2017EventSponsorshipPacket.pdf 



(1)  Example
Date
Your name
Name of your organization
Street
Dear, (sponsor’s name)
 
[Write the name of your event or the cause for which you are seeking
sponsorship, as well as a brief history of your organization, its
background, and successes to fascinate the person you’re adressing.]
 
[Make it clear to your sponsor why you require his or her support. Explain
why you are unable to sponsor yourself, as well as how they will gain by
sponsoring you. Mention all of the facts of your event or cause, including
the date, location, and time. You should not demand a specific amount
here; instead, politely refer to a list with different donation packages that
you propose and will add as attachment to this letter. Ask them to see the
list and choose the amount of money they believe is appropriate for them.]
 
[Demonstrate your gratitude and include your phone number so they may
readily reach you if they decide to proceed with your sponsorship.]
 
Sincerely,
Your Signed Name
Your Name (typed)
 
*In case they wish to proceed, follow up with the next steps, depending on
the sponsorship package they choose.
Keep a list with the sponsors in order to keep track who rejected you and
who accepted you.

How to write a sponsor-How to write a sponsor-



(2)  Example
Date
Your name
Name of your organization
Street
Dear, (sponsor’s name)
 
[Here you can demonstrate an interest in the reader's sponsorship and try
to sell yourself to them. You'll need to fascinate the reader and persuade
them to keep reading, and the easiest method to do so is to highlight the
advantages. You may state, for example, that the company will gain
exposure to a larger market as a result of its sponsorship, resulting in
increased sales for them.]
 
[You should elaborate on the advantages and what else you can give if they
agree to sponsor. They will, for example, have their logo printed on your
tickets, a booth set up at the entry, a stand set up at the entry, and a
pamphlet placed in each goody bag. This is also the place where you
should give some background information, describing why you need
sponsorship and what you hope to achieve from it. It's critical to explain
why you approached them rather than another company and why you
believe the cooperation will be beneficial. If you haven't already, you
should provide any final details regarding the event and describe how you
deal with sponsors.]
 
[Let your prospect sponsor know how you intend to proceed at the end of
your letter. You may state, for example, that you want to call them within
the week to hear their comments.]
 
Sincerely,
Your Signed Name
Your Name (typed)

    ship lettership letter    (format sample)(format sample)  



Good practices 
for seeking
sponsorship

WHO & Where?

What?

HOw?

AMLF, Bulgaria

Our strategy is to approach sponsors always personally
through individual meeting, making a presentation on what we
can offer.
It is very hard to find sponsors, especially in smaller
areas/regions. We approach different companies, as our games
even though they are played predominantly by men, attract
many visitors (women, kids) and our events are targeted at the
wider public.

It has to be the right time with the right person. Different
companies set their budget in different ways for the year and
you have to find out when do different company do it and who
is the right person to approach. With big companies with the
largest budgets, it is very hard to get their sponsorships, they
have a network of partners that they always use and if you do
not have a specific lobby it is very hard to get to them.



WHy? It is always important to have sponsors, as the government in
Bulgaria doesn’t provide support for sports organisation. We
have communicated numerous times with representatives of
Ministry of Sports and other public organisations, and we have
never got anything from them.



Good practices 
for seeking
sponsorship

WHO & Where?

What?

HOw?

WHy?

SD Bogojina, Slovenia

We are looking for sponsors through:
- Organizing various social events to which we invite
representatives of companies and offer their products there.
- Provide sponsors with free viewings of the event, matches
and offer them food and drink (VIP mode).

Good practice:
- We have leased our playground and facility to the coaching
association, where they are conducting trainings and courses.
- We have offered a training ground for larger clubs in the area.
- We organized a march and promoted a healthy lifestyle, and
as sponsors we represented all local companies that produce
food, vegetables, health insurance, pharmacy and all
stakeholders related to health.

There are no large companies in Pomurje and every small
company supports its home local club, so every euro is
important to us.



Good practices 
for seeking
sponsorship

WHO & Where?

WHy?

HOw?

What?

ASSA Sport Talent, North Macedonia

We normally get out sponsors through municipality and their
general budget for the youths or sports in their region. Getting
a sponsorship from them on real projects in general goes by
the official letter of interest published by the municipality.

Reference letters and previous successful projects with the
plan for the future projects can be sent to the biggest
companies in the country.

It is important through different projects to create a network
of partners, hence get sponsorship from international
companies and representatives. Sponsorship is important as it
gives us more choice,  visibility and access to a wider public.



Good practices 
for seeking
sponsorship

WHO & Where?

What?

HOw?

WHy?

 AF Braganca, Portugal

We get our sponsorship from government and large sponsors
from Portugal and our region.

Our strategy for having good sponsorship in our competitions
it’s to negotiate the “naming rights” of the competitions. Each
one of the competitions has the name of a regional sponsor.
Logically you can adapt this to tournaments, events, or name
your own club or each one of your teams.

We have to act as the market requires, adopt different ways of
getting sponsorship and hence, get more chances for
development.



Good practices 
for seeking
sponsorship

WHO & Where?

WHy?

HOw?

What?

 LECS, Romania

We get our sponsorships mainly through partnering in different
projects and through coordinating a number of EU projects.

The main sponsors for the sport clubs in the less developed
areas are the municipalities but the budget is low compared
with the needs of the football clubs and sports associations.
Government invests if they see performance but to have
performance you need an investment. This creates a vicious
circle that could be broken with a wider approach finding
sponsors from the private companies. Also, the European funds
are a good solution for the sport clubs to improve their budget
for the development of the organisations from the rural areas.

Private companies can greatly support development of sports
associations but is really hard to get their interest and to
become part of their yearly plan.



CHALLENGES

3



Table of contents

How to determine the main challenges

Good practices for challenges



How to determineHow to determine

Step 1: 

Step 2: 

Step 3: 

Detecting and deciding on an issue. The
disparity between the target and the actual must
be defined as an issue. Measurements should be
used to write an issue report.

Identifying the source of the issue. During this
step, focus solely on determining the cause(s)
and not on considering solutions.

Suggestions for solutions are being offered. It’s
vital and important to have more than one
option. 



the main challengesthe main challenges

Step 6: 

Step 5: 

Step 4: 
Choosing and planning the most effective
solution. Determine the appropriate people to
do the right things at the right time, and make
sure that the best solution is planned, resulting
in a cheap cost.

Putting the solution into action. It's crucial to
see the project through to completion, with
adequate contingency planning in place in case
some of the innovative ideas don't pan out.

Take a look at the solution. Reviewing the
results is critical to ensuring that the problem
has been resolved. 



WHO & Where?

What?

HOw?

WHy?

SD Bogojina, Slovenia

The main challenges of our organization are the decline in
interest in sports and active leisure. With the help of social
networks and light transport, young people have the whole
world at their fingertips. Everyone just wants immediate
success.
- lack of will to work hard, give up,
- malnutrition in the member, especially in volunteers
- decline in cash (partly due to the COVID restriction)

By organizing social events, with an organized sports centre,
with the overall appearance of the members (same uniforms,
clothes) the association would gain recognition and attract the
attention of the wider environment.
By organizing conclusions and picnics for the club staff, the
club would repay them for their volunteering.

Every day should cover work on challenges so that we can
survive and continue attracting people.

Good practices 
for challenges



WHO & Where?

WHy?

HOw?

What?

ASSA Sport Talent, North Macedonia

The biggest challenge for the sports and the people from the
rural areas are the parents, and how they will manage to allow
their kids to take up some sport. The biggest help to promote it
is the nearest municipality if they can at least allow you free
transport and all kids from the surrounding pick them up to the
training facilities and vice versa

Normally, the organization is the main factor in creating the
projects and becoming a bridge between the kids and the
municipality. But also organizations can find other ways of
support, especially as is the main mission to work
internationally in promotion but also in getting funded.

We have to support our kids with the challenges so that they
can keep coming and we can give them a chance.

Good practices 
for challenges



Good practices 
for challenges

WHO & Where?

What?

AMFL, Bulgaria

The main challenges of the organization are answering the
needs of our players and justifying the need for an organization
like AMFL.
One of the biggest problems for the past years is that the
people that want to do sports are getting older, starting having
families, kids, and stopping playing as regularly. Young people
are not that active in doing sports. There is a 50% decrease in
teams since 2015. The young people, the moment that they see
that there are challenges, they quit, they have to wake up early,
to follow some timeline, graphics, programms, trainings.
Another challenge for AMFL is choosing the right place to do
the games and the tournaments that offer good services, good
prices and are flexible and are in good location.
Also, we do not have many people willing to support the work,
as the work is hard, and it is not well paid, as it is very had to
get sponsorship.
It is also really hard to get funding and to get started in a new
place, especially a less developed area.



WHy?

HOw? Problem-solving steps:
Step 1: Detecting and deciding on an issue. The disparity
between the target and the actual must be defined as an issue.
Measurements should be used to write an issue report.
Step 2: Identifying the source of the issue. During this step,
focus solely on determining the cause(s) and not on
considering solutions.
Step 3: Suggestions for solutions are being offered. It’s vital
and important to have more than one option.
Step 4:  Choosing and planning the most effective solution.
Determine the appropriate people to do the right things at the
right time, and make sure that the best solution is planned,
resulting in a cheap cost.
Step 5: Putting the solution into action. It's crucial to see the
project through to completion, with adequate contingency
planning in place in case some of the innovative ideas don't pan
out.
Step 6: Take a look at the solution. Reviewing the results is
critical to ensuring that the problem has been resolved.
We try to deal with the challenges of attracting players through
having different events, however, people come and go, the
serious that keep playing are not that many.

We need to analyze our challenges regularly in order to know
how to deal with them



WHO & Where?

What?

HOw?

WHy?

AF Braganca, Portugal

Our biggest challenge at this moment it’s to recover the
number of registered players in our Football Association after
the COVID-19 pandemic. It’s interesting that we want to grow
when all the data that we have gives us the information that in
the future we will have less and less young people in our region
and the number of residents it’s declining.

The only way to bring new players and former players to our
sport it’s to promote football for all across our region.

We should keep working on the promotion in order to reach
our goals and follow our mission and vision

Good practices 
for challenges



WHO & Where?

WHy?

HOw?

What?

LECS, Romania

The main challenge is to keep the motivation of the people
from less developed areas to train for a long period. They start
enthusiastically and progressively the stimulus for continuing
training in football decreases until many of them abandon.

The solution is to have an individual approach on
trainers/coaches and to make a development plan for each
player. Also, creating a friendly environment for training is a
solution to this challenge.

We should focus on dealing with the challenges daily so that we
can survive and continue promoting sports in Romania and our
region.

Good practices 
for challenges
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How to create aHow to create a

The four common types of segmentation are:

How to determine my target audience?How to determine my target audience?

1. Geographic:

2. Demographic:

3. Psychographic:

4. Behavioral:

This separates the market into demographic
categories such as age, gender, income level,
relationship status, life cycle, occupation,
education, religion.
Examine your consumer data to determine if any
patterns emerge..

This method divides your audience into groups
based on psychological characteristics such as
lifestyle, social position, activities, opinions, and
hobbies.

Consumers are segmented based on their
product knowledge, attitudes, and use of, or
reaction to, the product.

This segment focuses on targeting people based
on where they live. Common geographic
segments are local, state, region, and country.
Businesses and organizations can adjust or
change their product to cater to their market if
they have a good understanding of geographic
preferences.



marketing planmarketing plan

  Other types of segmentation:  

Generational segmentation

Customer service experiences,
preferences, and expectations will differ
between generations. Segmenting your
audience by generation is a good
technique to acquire quick insights
because it includes both quantitative and
qualitative features that can help you
better understand your consumer base.

Seasonal segmentation

Seasonal segmentation capitalizes on particular occasions, events, and seasons.
It's an excellent example of how timing your targeting can increase activity.

Where do most of my clients live?
What characteristics are associated with a certain geographical location?
To appeal to the local audience, what type of location-specific messaging should I
use?
Is there a difference between marketing in the city and marketing in the country's
rural?

Goals:Goals:  
Educating the target groups through visual
content and informational articles.
Building the public image of the organisation.



Good practices 
for target groups

WHO & Where?

What?

HOw? Based on the current need in the less developed region, there
might be the need for a slight change of target groups, based
on the needs and the current situation in the regions. For
example, if the less developed regions have a lot of young
people (like the Vidin area in Bulgaria, even though it is so poor
but there are many young people from minorities background)
then AMFL can think a bit about changing the target groups
that it has for other regions and focus mostly on young people,
hence think of strategies on how to motivate and reach young
people. It is also important to find out what the target group
wants and needs in order to be successful.

AMFL, Bulgaria

We have many different target groups, hence different levels of
players, teams, leagues and age groups.



WHy? It is important to have a clear identification of target groups in
order to know who you are communicating to. An organization
has to see what other sports are available in the region and
who they are targeting. In some regions, people might just
want to gather sometimes to play and socialize, in order it
might be important to have the competitive spirit, in others
people might want to train.



WHO & Where?

What?

HOw?

WHy?

Within the club there are several selections (U7, U9, U11, ....
U19) and there are also volunteers and club members.

Smaller settlements (without clubs) often represent less
developed areas where children do not have the opportunity to
be active.

 SD Bogojina, Slovenia

Target groups are formed according to the needs of the
organization for different competitions. Timely detection of
target groups gives the organization an advantage in recruiting
new members. - A good number of Roma live in Pomurje, which
is certainly a large target group.
Good practice for attracting and reaching different target
groups:
 - The organization of leisure activities at the school after
school (circle, additional content) enables the acquisition of
new members,
 - enabling active training (trainings) in settlements where
there are no clubs and thus attracting children (and
consequently their parents)
- organization of a carnival procession, bonfire lighting, cycling
marathon, hikes, are events that attract different generations
of people, where contacts are made and the potential
membership base is expanded.

Good practices 
for target groups



WHO & Where?

WHy?

HOw?

It’s important because without a target you will be lost in the
way you approach the public of your actions.

 A SWOT analysis will help in the definition of the target group.
We had used this type of analysis to define the target group for
our UEFA Foundation Project.

AF Braganca, Portugal

Good practices 
for target groups



Good practices 
for target groups

WHO & Where?

What?

HOw?

WHy? How can we reach everyone interested? The best is to make a
project or general idea that starts from the primary or high
schools and connect the whole mission with your international
partners to promote it abroad.

ASSA Sport Talent, North Macedonia

Target groups always depend on the general strategy and
vision and mission for which the organization wants to succeed
or is founded for. If the idea is to promote healthy living and
wellness then we have almost everyone in the target, but if we
stay only to promote talents in a particular sport then target
groups are males and females mostly until 18/19 years old.

Male and females mostly until 18/19 years old.



Good practices 
for target groups

WHO & Where?

WHy?

HOw?

What? The target group of LECS Romania is primarily young people,
with a focus on people from disadvantaged backgrounds,
from Romania and Europe.

LECS, Romania

The target groups are known from the beginning steps of
defining the vision of the organization. These target groups
should be clearly divided in order to adapt your goals to each
specific group. Also, a research on each targeted group
behaviour/motivation should be processed for an effective
achievement as no same statements are applied even to the
same general group

As an example: a group of youngsters from an urban area is
very different from a group of youngsters from a less
developed area.  



services
sharing useful content
information about activities 
sharing media from the activities

Facebook page of the organisation/club:

Basic channels ofBasic channels of

Social media - own:

A YouTube channel for sharing
videos from activities or activities for
self-exercise and preparation.

Instagram account with
promotion of the service.

Profile in Tik-Tok in order to
gain popularity, present
services and attract the little
ones.

Website of the organization - in order to present the services
and use it, sharing useful content and photos in the "Blog",
presenting the current activities by days and hours, the
opportunity for online payment (the main channel for sale).

Newsletter - sending up-to-date and useful information by
e-mail to the evening work audience.



communicationcommunication

Paid advertising on social media - to reach potential
customers and sales

Paid advertising on relevant websites, visited by target
segments

Paid advertising in a magazine/local newspaper or
other information resource that is presented with the
interests of the target group.

Advertising:



Basic channels ofBasic channels of

Open events:

Outdoor activities:

Webinars:

An open day to present the activities and get
the target group familiar with the activities,
the opportunity to visit and participate for
free in order to realize the use and value of
the trainings.

Organizing events, festivals, tournaments in
order to show/promote the need for an active
lifestyle and building an appreciation for
sports.

Realization of information activities and
activities at home.



communicationcommunication

How to use technology to generate value and public recognition to the
participants and sponsors? - Famous sports brands can be promoted with
their logos and sportswear, and use local media for publicity.

Flyers and products:

Free flyers to promote the activities, free
branded products such as keychains, balls,
chemicals, stickers, notebooks and others for
positioning and promotion, products such as
T-shirts, teams and others for action for a
larger public



Good practices 
for marketing

strategy

WHO & Where?

What?

AMFL, Bulgaria

AMFL normally used online media for marketing as most of our
target groups are really active online. We use a lot of tools for
digital communication – like viber invites and groups. Online
we present our events, tournaments and fund-raising activities
that we organize.



WHy?

HOw?  It is very important for us to have good online visibility
through high-quality shows of our events, as we can attract
more player, sponsors and in general higher interest in our
activities. In smaller cities, where we are present and in rural
areas, it is much easier to reach the wider public as we are the
only league of such kind and people are interested in our
activities. However, in rural areas, there is not profit for our
organization, it is mainly done for the visibility of the league
and to be easier to attract sponsors.
As a good practice, it is important to show that you are visible
and active in reaching a wider audience, then it makes it much
easier to promote yourselves to sponsors.

 We aim to constantly improve the visualization of everything
we do, so that we can be able through online marketing to
provide high-quality content. We aim to make videos of
everything that we are doing.



Good practices 
for marketing

strategy

WHO & Where?

What?

HOw?

WHy? Marketing is important, so that we can generate additional
income. There are no large companies in Pomurje and every
small company supports its home local club, so every euro is
important to us.

Famous brands can be promoted with their logos and
sportswear, hence local media might agree to publicize the
organization as well to increase visibility of brands.

SD Bogojina, SloveniaWe use a lot of technology – social media
and videos. We aim to generate value and public recognition to
the participants and sponsors. We also organize many in-
person events.

SD Bogojina, Slovenia



Good practices 
for marketing

strategy

WHO & Where?

WHy?

HOw?

What? We have our own website and use social media and different
social platforms very actively. 

ASSA Sport Talent, North Macedonia

You should be active at least on the local TV and mediums for
most important moves and projects. Let people know what you
are doing.

Online means provide a really wide reach and give us a chance
to get visibility at low cost.



Good practices 
for marketing

strategy

WHO & Where?

What?

HOw?

WHy? Marketing expands our network and support all the other
aspects of our work.

We have a good communication strategy that is based on the
web platforms on the internet like: Website, Newsletter and
Social Media. All our news are posted on the website and
shared on social media like Facebook, Instagram and
sometimes YouTube (people like to watch videos).

One of the most efficient ways of reaching our target groups
it’s by our regular newsletter. We also have a good relationship
with the regional media and we always invite them to our
events.

AF Braganca, Portugal



Good practices 
for marketing

strategy

WHO & Where?

WHy?

HOw?

What? In this digital era, the most important channel for marketing
strategy is using the web platforms (website, Facebook,
Instagram).

 LECS, Romania

Also it is important to be visible on the municipality and / or
sponsor web platforms.

 In order to keep the interest of the online followers of the
sport clubs it is important to have good and diverse
communication by getting support from municipalities and
sponsors for the small sport clubs.
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How to measureHow to measure

There are a few things we recommend doing before diving into any goal-setting activity:

SWOT Analysis
Determine the strengths, weaknesses,
opportunities, and dangers that your organisation
faces.
Consider how they will affect your aims, tactics
and goals.

Benchmark 
(Comparing the organisation’s procedures and
performance measures to best practices from
other organizations is a common activity.)
This can assist you in evaluating your
organization's performance and provide guidance
on how to create reasonable goals.

Assess last year’s goals
Compare industry averages on income and
expenses to those of similar businesses in your
industry or area.
This can assist you in evaluating your company's
performance and provide guidance on how to
create reasonable goals.
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How to measureHow to measure

Backward Goal SettingBackward Goal Setting

You can begin goal planning by working backwards
from a big-picture end goal to a weekly or even daily
task list that moves you closer to your end goal.

Step 1: 

Begin with a broad and far-reaching goal.

The goal you choose may be long-term, implying that it will take two or more
years to achieve.
It will, however, work with shorter-term objectives if you can speed up the
process and complete a number of targeted actions in a shorter amount of
time.
Example: Secure sponsors

Step 2: 

Divide your big goal into smaller objectives.

Now that you have a rough concept of where you want to go, consider what
you'll need to do right now to get there.
Three to five supporting goals that lead to a huge goal should be your focus.
Example: Do research on potential sponsors, write a sponsorship letter, fix
sponsorship packages, pitch your proposal to the person/company
 
*In order to accomplish the big-picture goal, each of the supporting goals will
be required. Even though they are part of a larger picture, each of these goals
should be regarded as such as your progress through the process.



your progressyour progress

Step 3: 

Break down the smaller objectives into specific targets.

Step 4: 

Make a list with single actions

The next step in that direction is to break down each of the smaller goals
you've identified into precise targets.
Example: “fix sponsorship packages” - decide on 3 to 5 packages with different
donation amounts that go with different perks and benefits for the sponsors
 
*This kind of breakdown would be performed for each of the supporting goals
you specified in the previous stage.

The process ends with the formulation of a
list of single actions that will assist you in
achieving each supporting goal that will
contribute to the realization of your main
goal. The key is to keep each action item as
clear and precise as possible. In the end,
you want a plain list of tasks that you can
simply perform one at a time and in a short
amount of time.
It's essential to identify specific activities.
It may appear that there are many parts,
but once you've made a list for each, you'll
have a good understanding of what you
need to do. You'll see the order in which
you should complete tasks to come closer
to your aim.



Locke and Latham's FiveLocke and Latham's Five

Principles of goalPrinciples of goal

settingsetting

published in their book "A Theory ofpublished in their book "A Theory of

Goal Setting & Task Performance".Goal Setting & Task Performance".



Principle 1:Principle 1:

Having specific goals – if a goal is unclear or broad like “work
harder” – it is difficult to measure it and to be motivated.

step 1:step 1:

step 2:step 2:

Make a list of your objectives and be as specific as possible.
For further clarity, use SMART goals and consider placing your
goal in the form of a personal mission statement. Set explicit
objectives that are based on specific and measurable criteria.

 Consider how you'll track your progress toward this goal.
Make a list of the metrics you'll use to evaluate the
performance of your team members. Make sure everyone on
your team understands how you'll assess performance by being
as explicit as possible.



Principle 2:Principle 2:

Think of challenging goals, however, not so
challenging that they cannot be accomplished.

How to list goals but find the right sport between performance
and pressurestep 1:step 1:

Tip: Consider using the Inverted-U Theory
by psychologists Robert Yerkes and John
Dodson. According to the theory, peak
performance is attained when the level of
pressure we're under is adequate for the
work we're doing. When we are under
excessive or insufficient pressure, our
performance suffers, sometimes
significantly. Pressure can be positive —
up to a point, according to the Inverted-U
Theory. Stress, on the other hand, is never
a good thing, and it's crucial not to mix the
two concepts. When the pressure we're
under is appropriate for the work we're
doing, we're stimulated in a positive way:
we're motivated, engaged, and thrilled to
accomplish our best. Stress, on the other
hand, occurs when people feel powerless,
and it's a completely terrible experience.

step 2:step 2:

step 3:step 3:

Consider how you'll recognize team members for achieving
difficult objectives.

Introduce some friendly rivalry between team members or
departments if appropriate. People may be motivated to work
more if they are competing with one another.



Principle 3:Principle 3:

 Make sure your team members commit to the goals
too. Your team must understand and agree on the

goals in order to be effective — they are more likely
to get more excited and involved if they helped set

it.

Allow individuals on your team to create their own aims. They will feel more
committed and empowered as a result.

*Tip: One way to do this is to use the positive effect of “small wins”. In Amabile
and Kramer’s Progress Theory, published in their 2011 book “The Progress
Principle”, they explain how to use small wins to increase motivation.

As a summary, this includes:

Allow for independence.
Make resources available.
Allow plenty of time.
Provide assistance and expertise.
Make sure your goals and objectives are clear.
Assist people in learning from their "failures."



Principle 4:Principle 4:

Get feedback

While establishing goals is important, listening to feedback from others is a
way to assess how well you and your team are doing. It's important to
remember that feedback doesn't have to come from others. Simply assessing
your own development might help you determine how well you're doing.

step 1:step 1:

step 2:step 2:

Give your team members feedback that is constructive,
beneficial and objective.
Whether your opinion is ultimately good or negative, it's
critical to give a balanced viewpoint while delivering
constructive criticism. You could also explain what it was
about the work that made it so great - be precise!
Provide constructive feedback in person rather than by email,
instant chat, or phone whenever feasible.
Make a distinction between a person and their actions.
Concentrate on the problem rather than making
generalisations about who they are. If your comment is
personal, the person is more likely to shut down and lose faith
in you rather than listen to what you have to say.

Make a schedule for your staff to receive frequent feedback.

Tip: Use the Start, Stop, Continue
Feedback Approach
In your feedback include three
things the individual should
continue doing, three things they
should quit doing, and three new
things they should start doing.



Principle 5:Principle 5:

When goals or tasks are extremely complicated,
make sure that work doesn't become too

overwhelming.

Consider teaming up any overwhelmed team members
with a more experienced colleague.
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WHO & Where?

What?

HOw?

WHy?

AMLF, Bulgaria

Our indicators for success are directly related to numbers – to
the games played previous year, the number of organized
events, how many teams and people have participated in the
events.

We aim to set indicators at the beginning of each year and
relate them to previous years. For us it is important to become
better, not the numbers as separate numbers.

It is really hard to keep the numbers of up, we keep having
people who quit, who do not want to spend so much time on
sports, are not serious and it is hard for them to mаke such a
commitment. Hence, indicators for how we are moving are very
important, so that we can set new strategies and ways for
having good involvement.



Good practices 
for indicators 

for success

WHO & Where?

WHy?

HOw?

What?

ASSA Sport Talent, North Macedonia

Our indicators for success are related to the number of
projects that we take part in, and creating a network of
successful international partnerships.

The projects are important for us as they give us exposure to
more young people, hence, the chance to manage professional
career of the sport professional that started as youth with the
organization. We aim to get proper feedback from the projects
that we work on, so that we can grow and improve and this is a
great indicator of success for us.

We created a great network in almost any country as a
reference of successful international partnership, and it is
important for us that we have this as an indicator.
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WHO & Where?

What?

SD Bogojina, Slovenia

The greatest success for our organization is the continuity of
operation and competition of the member team, regardless of
which league (rank) it competes in. We are facing a shortage of
playing staff due to the lower activity level of younger people.
41-year-olds and two 39-year-olds are also actively competing
in the team.



WHy?

HOw? We aim to set our indicators based on the players that we have
had previous years.
Good practice:
- connecting clubs and certain selections of different clubs
into a single selection (this started to happen in Pomurje
mainly in the last year)
- activating young people who have ended their careers too
soon.
Regarding the increase of financial resources:
- introduction of training sessions for younger selections,
- participation in various EU projects,
- application for various state tenders and projects.

It will definitely be necessary to find young players from the
surrounding area and other clubs. Provide sufficient financial
resources for the operation and competitions of all selections.

Good practices 
for indicators 

for success
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WHO & Where?

What?

HOw?

WHy?

AF Braganca, Portugal

For our Football Association the ultimate goal it’s to reach
3000 athletes by 2025 and grow every year till reach this
number.

We use the SMART methodology to help us to define the goals
by making them specific, measurable, achievable, realistic, and
timely. The SMART method helps push you further, gives you a
sense of direction, and helps you organize and reach your
goals.

This goal definition could be measurable and will provide us
with the indicators.
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WHO & Where?

WHy?

HOw?

What?

 LECS, Romania

The main indicator that we measure is the level of motivation
of young people practicing healthy practices and sports in the
long term.

We also measure the results in local/regional tournaments.

Creating a diverse training program is a good practice example
that avoids the boredom attitude within the players.



The international project “Football  makes the difference” aims
to support the better management and development of football
clubs in rural and under-developed areas.  

The project involves partner organizations from five countries:
AMFL – Bulgaria,  AF Braganca – Portugal,  LECS – Romania and
Bogojina Sports association – Slovenia,  ASSA Sport Talent –
Macedonia.  


