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EXECUTIVE SUMMARY
In June 2017, UEFA’s Football and Social
Responsibility (FSR) four-year strategic cycle
ends. This report reviews the current strategy and
offers recommendations for the upcoming cycle.
Schwery Consulting, a consultancy specialising
in the field of social responsibility in sport, has
been mandated to conduct this external review.
During the year of the review, UEFA introduced
specific FSR project funding under the new
HatTrick IV regulations. Despite the fact that
national associations were still only in the
application phase at the time of writing, the
initiative has been included in the strategy
review as it stands to significantly impact the
FSR work of UEFA and its stakeholders.
Various key stakeholders were consulted
and more than 40 interviews conducted.
The interviews involved key staff from UEFA,
national associations, UEFA’s FSR partners,
sport governing bodies and experts from the
field of social responsibility and sustainability.

There is broad consensus that UEFA has a
solid approach in identifying the key FSR
issues it should manage. Diversity and
inclusion clearly stand out. Next to these, other
issues need to be managed professionally
on a continual basis with emerging issues
incorporated into the existing framework.
We recommended developing a long-term
strategy on diversity and inclusion and to
make it a focus topic for communication
efforts. Apart from diversity and Inclusion,
a strategy document should be developed
for health and wellbeing, environmental
protection (various issues), and gender equity/
equality. Conflicting sponsorships should
be considered in these strategies. Indeed,
sustainability and social responsibility
should be part of the due diligence process
to assess current and future sponsorships.

The interviews showed that there is no
common understanding of social responsibility
and sustainability. Both terms were used
by interviewees in different contexts and
with different connotations, showing
the confusion across the industry.
We recommended using the term social
responsibility consistently for the organisation of
UEFA and sustainability in relation to events. The
FSR unit should be the focal point for all queries
related to sustainability and social responsibility.
All UEFA competitions should be managed by a
sustainable event manager, implementing policies
and reporting transparently on the economic,
social and environmental impact of the events.
Additional capacities for sustainable
event management should be developed
within the FSR unit to provide guidance
to the sustainable event manager.
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The buy-in of top management is key to a
successful communication strategy. We
recommended regular briefings about
upcoming social responsibility initiatives for
top management where support is required. We
also advised organising briefings for UEFA staff
on social responsibility initiatives, focusing
on issues that are relevant to their work and
offering related volunteer opportunities.
A website is the business card of an
organisation. With the separation of social
responsibility activities (on UEFA.org) from
football activities (on UEFA.com), football
fans are more likely to miss out on news of the
social responsibility work being done by UEFA.
We recommended merging the two websites
and using the popularity of football to share
information that reflects UEFA’s values.
Social responsibility gains credibility when
it is seen to incorporate the values and daily
business operations of an organisation.

With Respect, UEFA has an authentic value,
that also doubles as a well-recognised
slogan, and that holds the potential to carry
messages far wider than at present if used
as an umbrella term across UEFA’s work. We
recommended moving towards incorporating
social responsibility policies and procedures
into relevant business units and divisions
and considering social responsibility
objectives as part of job performance.
Our interviews indicate that UEFA is a
recognised leader in social responsibility in
the sports industry. To maintain this position
it must not rest on its laurels but continue
to build on past successes and demonstrate
commitment to this field across many levels.
This report offers 15 recommendations towards
making strides in that direction. We accept that
it sets the bar high, but we have been inspired
by UEFA’s progress and moved by its ambition
to fulfil its potential over the next four years.
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INTRODUCTION
Background
In 2011 UEFA commissioned an external
Football and Social Responsibility (FSR)
strategy review. Specific recommendations
for UEFA’s FSR unit, and the organisation
in general, were developed and
presented to UEFA’s Fair Play and Social
Responsibility Committee. More than
half of the recommendations have since
been implemented, with two yet to be
implemented (though still on the radar),
and the reminder partially implemented.

UEFA’s FSR Strategy Review
Recommendations 2011

no

Recommendation

yes

partially

Implementation

1.

Develop FSR strategy with clear values and objectives for 2020.

2.

Continue to develop partnerships with a small number of organisations
that work on strategic themes and brand them as FSR partners.

3.

Include FSR partners in ordinary business processes.

4.

Continue working with a broader group of FSR organisations
but replace “ad hoc” partnership with “FSR associate”.

5.

Arrange annual meetings with all FSR partners and
associates to share and exchange knowledge.

6.

Expand human resources of FSR unit and formalise FSR
representation at highest decision-making level.

7.

Create a “disability football” unit.

8.

Initiate an FSR-focused stakeholder process.

9.

Keep funding from fines for projects benefitting society at large,
but discontinue external communication of 0.7% target.

10. Raise awareness of environmental concerns within the organisation.
11. Encourage marketing and FSR units to work closely
together on sponsorship agreements.
12. Prepare annual football and social responsibility report and make
sustainability reporting mandatory for all major UEFA events.
13. Advocate social responsibility good practices for smaller events
and among member associations and football clubs.
14. Restructure “social” part of website according to international SR guidelines.
15. Show transparency on the objectives and process of the Monaco Award.

NA*

*The Monaco Award is now under the responsibility of the UEFA Foundation for Children,
which was beyond the scope of this mandate.
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Definitions

Mandate and timeline

UEFA defines social responsibility
and sustainability according to
three key statements:

The FSR strategy is to be reviewed in
accordance with UEFA’s four-year cycle of
strategic business planning. The current cycle
is due to close at the end of June 2017.

• Social responsibility and sustainability
is a process for managing economic,
social and environmental impact and,
therefore, for achieving sustainable
development in society.
• Social responsibility and sustainability
in football is a systems approach
that strives to promote sustainable
development in all aspects of the game
in cooperation with its stakeholders.
• Social responsibility and sustainability
is not at the expense of profits – it
is about how profits are made.

Schwery Consulting, a consultancy
specialising in the field of social
responsibility in sport, was mandated to
conduct the external strategy review.
The main aim was to review the current FSR
strategy and UEFA’s engagement with national
associations, NGOs, partners and other
stakeholders, and make recommendations
for the next cycle based on the findings.
The review was conducted between
October 2016 and February 2017 by Rolf
Schwery, Daniel Cade and Mia Salvemini.

© Homeless World Cup Foundation
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METHODOLOGY
The interviews focused on the stakeholders’
interpretations of social responsibility
and sustainability, their assessment of the
relevance of UEFA’s current FSR focus topics
and their thoughts on a vision for UEFA in
2020. Special attention was given to the newly
launched HatTrick FSR incentive scheme,
through which €2.75m is invested each season
into the FSR projects of national associations.

Various key stakeholders were
consulted to get a broad view of UEFA’s
FSR strategy and to develop solid
recommendations for the future cycle.
Comprehensive desk research was the
backbone of the study. Different documents
(policies, reports, project descriptions),
websites and scientific articles were studied.
In total, more than 40 interviews were
conducted. The interviews involved staff
from within UEFA, national associations,
UEFA’s FSR partners, sport governing
bodies and experts from the field of social
responsibility and sustainability. 30%
of those interviewed were women.

"UEFA is determined to
assist its member associations
in managing the social ,
environmental and economic
impact of football across

A framework for semi-structured interviews
was prepared with most interviews conducted
by two interviewers. The interviews with
UEFA staff and the expert were conducted
face-to-face; the interviews with the partner
organisations via telephone or Skype.

Europe."
UEFA FSR Report 2015/16

The newly elected UEFA president and general
secretary were not available for interviews.

Stakeholder groups

Interviews

Internal key staff

10

Core & Associate Partners

19

National Associations

6

Sport Governing Bodies

2

Other experts

5
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KEY FINDINGS
Social responsibility and sustainability
Today, there exist many definitions for
social responsibility and sustainability.
Despite the discrepancies, there is a
broad consensus that both concepts must
incorporate the proper management of
environmental, social and economic impacts.
This common understanding is supported
by the leading standards authorities: the
International Organisation for Standardization
(ISO 26000 and ISO 20121), the Global
Reporting Initiative (GRI Standards 2016),
and the EU Non-Financial Reporting
Directive of 2014. There is also a general
understanding that stakeholders must
be engaged for strategy development.
Step by step, organisations have started
incorporating sustainability into their business
models. To demonstrate leadership, sport
organisations are advised to follow this trend.

"Sport has an impact and
any business should have a
responsibility to mitigate their
impacts ."
Russell Seymour, BASIS Chair

The interviews with stakeholders began
by exploring their understanding of social
responsibility and sustainability. Do they
distinguish between the two terms? Do they
use these terms, or others, in their day-to-day
language, and in what context? We also sought
to understand how they see the development
of social responsibility and sustainability in
sport in the future, and whether they see it
becoming more or less important for UEFA.
UEFA defines social responsibility and
sustainability broadly as a process of managing
economic, social and environmental impacts
in football to achieve sustainable development
in society. The involvement of stakeholders is
recognised as a key element of its FSR strategy.

It uses both terms interchangeably in the EURO
2016 social responsibility and sustainability
report. UEFA’s FSR unit coordinates this work,
with its strategic direction set by the UEFA Fair
Play and Social Responsibility Committee.
The term sustainability is more often used
within the UEFA vocabulary in the context of
sustainable event management. As several
environmental issues such as mobility, waste
management, energy and water are crucial in
sustainable event management, this creates
the (false) impression that sustainability
is just about environmental issues.
Similar work is coordinated at FIFA by
the recently re-named Sustainability
& Diversity Department. Having been
established in 2005 as the Corporate Social
Responsibility Department, the name
changed to Sustainability Department in
the build up to the FIFA World Cup in Brazil
as it was felt that this better captured the
work already being conducted in all social,
economic and environmental spheres.

"The FIFA Sustainability
& Diversity Department is,
among others , responsible
for integrating sustainability
principles and processes into
the management systems and

FIFA and the FIFA
World Cups. The department

strategies of

also consults and supports
other project teams on topics
related to social responsibility ,
environmental protection and
economic development ."
Federico Addiechi, FIFA

UEFA’s Football and Social Responsibility - Strategy Review and Recommendations
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UEFA’s FSR partner organisations tend to use
the term sustainability more in the context of
financial or environmental issues, or where the
impact is more long-term. In contrast, social
responsibility is referred to regarding external
projects, in the context of social issues and
in communicating to external stakeholders.

There was a broad consensus among everyone
interviewed that the importance of and need
for social responsibility and sustainability in
sport will increase in the coming years despite
political recoil in some countries. It is recognised
that the importance of social responsibility
and sustainability will also increase at UEFA.

"Social Responsibility is not
just giving away ."

"Sport could do a lot more. CSR
is not at its core – of course
– but sport is the common

Beverly Hill, Special Olympics Europe Eurasia

The question of whether FSR should include
philanthropic issues remains ambiguous.
Scientific literature is also not clear on
this. Although UEFA recently made clear
efforts to move philanthropically-focused
projects to the UEFA Foundation for
Children, in practice it is difficult to draw
a line between issues, especially those
which UEFA clusters under solidarity.

"There are separate activities for
charity and FSR. It is not always
clear what falls into what or
which group to work with."

denominator in society and it has
the possibility to make a huge
difference .

For that reason,

there is a responsibility to do
more ."
Dominic Goggins, Climate Coalition

In the interviews it was also mentioned that
UEFA should not overstep the mark and to
remember about its core business. Make this
explicit, some sport organisations (e.g. the
German Football Association) add sport as
a fourth dimension to ensure that sporting
objectives are part of a non-financial strategy.

Peter Klomp, UEFA
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"It should not go too far. We
should always remember that
football is our core business ."
Peter Gilliéron, UEFA

Sustainable event management
UEFA EURO 2016 provided an opportunity
to create a blueprint for sustainable events.
Achieving ISO 20121 certification and
transparently reporting on the impacts
according to the international guidelines
of the Global Reporting Initiative’s Event
Organizers Sector Disclosures meant
that UEFA EURO 2016 raised the bar.
Different policies were introduced that can
be successfully scaled down to smaller
events. For instance, “more guidance
on sustainable procurement practices”
would be appreciated by several units.

"Within my team we try to

implement some standards , but
it is difficult without clear
guidelines in place ."
Laetitia Lejeune, UEFA

© Special Olympics Italy - Unified Football
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Conclusion
UEFA is recognised as a leading sport
organisation in the field of social
responsibility and sustainability. The
importance of this topic will grow in the
coming years. To maintain its position as a
leader in this field, UEFA should compare
itself with the best in the market and be
ready to make continuous improvements.
Major competitions have a significant impact
on environmental issues, such as transport,
waste, sourcing and energy. This should,
however, not lead to the misconception
that sustainable event management is just
about environmental issues. Social issues,
such as human rights and child protection,
which other international major sport event
organsiers have had to manage, also need
to be considered. Environmental, social and
economic impacts should be treated equally
and managed according to the international
guidelines on sustainable event management.
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UEFA’s definition of social responsibility
and sustainability is in line with expert
definitions, but there is a need for precise
terminology for ease of communication.
Both terms should not be used next to
each other. Also the terminology of FIFA
(sustainability & diversity) as well as IOC
(sustainability & legacy) are misleading as
diversity and legacy are part of sustainability.
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Relevant issues
The interviews were used primarily as an
exercise to understand the key societal
issues that UEFA should address; this being
an explicit pre-requisite of the leading
standards on social responsibility and
sustainability. Does UEFA deal with the right
issues? Are some key issues missing?

Diversity and inclusion are very closely
linked and can be seen as “two sides of
the same coin”, which “should be kept
together”. Approximately 50% of the FSR
unit’s budget for the 2015/16 season was for
initiatives and projects in these two fields.

"There is a clear logic behind
that [ broad scope ]."
Mel Young, Homeless World Cup

UEFA’s approach to tackling a selected
number of key issues was appreciated by all
interviewees. Some were pleasantly surprised
to learn of the range of issues covered and
have used it “as a source of inspiration”.
There is a common understanding that
UEFA is “focusing on the right issues”.

"We use the list of topics from
UEFA as inspiration for our
work ."
Florin Sari, Romanian Football Federation

The following section examines the issues that
UEFA is currently addressing and the importance
of these issues in the eyes of various stakeholders.
Diversity stands out as an important issue. A
clear strategy for combating racism and other
forms of discrimination represents, for many,
a ‘licence to operate’ for UEFA. Collaboration
with the Fare network was seen to be UEFA’s
closest FSR partnership, with the integration of
Fare into the Fair Play and Social Responsibility
Committee deemed to be the correct decision.
Next to diversity, the issue of inclusion is most
readily identified among stakeholders. Football
for All activities, the Homeless World Cup and
the accessibility work of the Centre for Access to
Football in Europe at stadiums visibly demonstrate
UEFA’s commitment to taking responsibility.

"The topics of diversity and
Inclusion are key for UEFA."
Allan Hansen, UEFA

UEFA’s Football and Social Responsibility - Strategy Review and Recommendations
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Health and wellbeing is seen in a more
critical light. It is recognised that “obesity is
one of biggest health challenges worldwide”
and that physical activity combined with
a healthy diet are key preventive factors.
UEFA’s commitment to a tobacco-free policy
represents an exemplary approach to how it
can contribute to healthy lifestyles and should
be incorporated into standard matchday
operations. UEFA’s work in the field of health
and wellbeing is, however, undermined by
sponsorship agreements with companies
promoting unhealthy food and drink.
Climate change is an issue of concern that was
raised by many interviewees. Football has a
significant impact on the environment through
its events. Sustainable event management
is an important contribution to minimising
football’s negative impacts. Sponsorship
agreements with non-renewable energy
companies may harm future relationships
with high-profile environmental NGOs.

"Social and environmental
compliance should be part of any
partnership agreement "

Many stakeholders hold gender equality in high
regard. As an issue interlaced with other issues,
it risks falling through the cracks if there is
no focus. Questions as to whether and where
human rights and child protection might sit in
UEFA’s FSR strategy also came up in interviews.
Yet solidarity was seen as vague and useful
solely as a “capture-all for projects that do
not fit under other issues”, many of which
were deemed to be philanthropic in nature.

"Solidarity seems to be like a
bucket for everything that does
not fit in to anything else ."
Meggi Rombach, ICRC

Many questioned fan dialogue was an FSR
issue. Supporter groups “feel close” to the FSR
partners, though they view themselves as being
“in a different position”. It was recognised that
they can be involved with implementing antidiscrimination policies, a tobacco-free policy
and other key issues. However, in the portfolio
of different topics to be managed by the FSR
unit, fan dialogue seemed to fit more under
the management of other key stakeholders.

Nathalie Iannetta Sabattier, UEFA

Various other issues arose during interviews.
Migration is a major challenge for many
European countries. Several football clubs
and member associations have begun to
address this challenge through football and
would appreciate a “more active approach
from UEFA”, including opportunities to share
experiences. UEFA’s commitment to peace
and reconciliation began in response to the
civil war in the former Yugoslavia. Existing
structures and tools could prove useful in
dealing with the current migration crisis.

"Refugees are a key challenge
UEFA should take up and scale
up ."
Cristina Blasetti, Italian Football Association
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"Fan dialogue as part of FSR?
A department on spectator
services should take a lead . I t
is UEFA’ s core business , more
operational than other issues ."
Catalina Navarro, UEFA

Conclusion
There is a broad consensus that UEFA has a
solid approach in identifying the key issues it
should manage. Diversity and inclusion clearly
stand out. Next to these, other issues need
to be managed professionally with emerging
themes incorporated into the existing
framework on a continual basis. A focus on
the gender issue must focused on dealing
with the stereotypes held by both sexes.

UEFA’s Football and Social Responsibility - Strategy Review and Recommendations

HatTrick funding
The introduction of FSR project funding
under the new HatTrick IV regulations has
been very well received by UEFA’s member
associations and FSR partners. Some partners
(e.g. SD Europe) have used this opportunity
to connect with associations to develop
common programmes. Others felt that they
should not interfere in a UEFA national
association scheme. There was also some
confusion regarding proposal deadlines and
funding that is not used in the first year.
The annual contribution of €50,000 for each
association is highly valued by some national
associations “to start the process” and “to
include social responsibility everywhere,
especially in the smaller federations”. Some
hold on to the hope that the annual contribution
will increase in the future when UEFA can
prove that “scaling up activities” across
Europe can drastically improve their impact.

"We have to include CSR
everywhere , especially in the
smaller federations ."
Peter Gilliéron, UEFA
© Special Olympics Europe-Eurasia
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There is a general consensus that HatTrick
funding should not be used to replace
associations’ social responsibility programmes,
but support individual strategy development.
Many point out that projects should also
be “partially self-financed” to demonstrate
commitment, and that the HatTrick funding
should contribute to operational activities,
not just staff salaries. Experts also agreed on
the need to monitor projects and assess their
impacts to add credibility and assist learning.

"An FA ought to contribute a

sum of money to ensure that it ’ s
a joint venture ."

Abby Ghobadian, Henley Business School

Interviewees saw UEFA as a professional
organisation, transparently communicating and
reporting on projects and their impacts on the
environment, the economy and the community.

Conclusion
The HatTrick programme offers a great
opportunity to scale-up UEFA’s efforts.
Professional management and transparent
monitoring and reporting needs to be
maintained to realise this potential.

Partnerships with UEFA
An assessment of the partnerships between
UEFA and its FSR partner organisations
was not one of the main objectives of this
review. Nevertheless, the interviews provided
the review team with good insights.
In general, cooperation with UEFA is
greatly appreciated. Most commonly,
partners referred to UEFA’s flexibility
and high degree of trust towards them as
important attributes of the partnership.

"The UEFA meeting is a huge
learning curve ."
Sam Bull, European Powerchair Football Association

Despite UEFA’s reporting requirements
initially being seen as “quite challenging”,
partners were thankful to UEFA “for pushing
us towards developing KPIs [key performance
indicators]” that tracked the partnership’s
objectives. Some reported “a huge learning
curve” as a result of attending the annual FSR
partner workshop, while others commented
on new synergies and opportunities for
cooperation that arose between partners.

"The workshop at UEFA is
very beneficial and i always
come back with new ideas ."
Léna Lagier-Hässig, World Heart Federation

16
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addresses. It has led to better management
of the projects, better reporting, closer
cooperation and better understanding of
UEFA’s leading role in social responsibility.
Great potential still exists to communicate
UEFA’s engagement via the partners, with top
management buy-in essential for credibility.

Communication

© Homeless World Cup Foundation

"Measurement is always a pain,
but the KPI s are useful in
discussions with sponsors and
partners ."
Mel Young, Homeless World Cup

UEFA’s presence at the partners’ activities
is very important. It adds credibility to
the projects and offers opportunities to
communicate UEFA’s commitment to social
responsibility. In general, UEFA employees
have very limited awareness concerning
the different issues that UEFA addresses
(apart from diversity and inclusion).

"I met CCPA [at the FSR
partner workshop ]. W e now
have a project together as a
result . T hese synergies and

relationships are important ."
David Stirton, International Blind Sports Federation

Conclusion
The process of training and involving partner
organisations in the dialogue and reporting
process has been mutually beneficial. The
annual FSR partner workshop offers an
opportunity to respond to criticisms within
the context of the variety of issues that UEFA

Effective communication – using appropriate
channels to reach target audiences with clear
messages – is an integral component of social
responsibility. It can enhance the capacity of an
organisation and its stakeholders to learn from
challenging situations and build on progress.
It is a way of demonstrating accountability
and, importantly, develops trust and loyalty.
UEFA has made considerable progress in the
communication of its social responsibility
activities since the previous strategy review.
Most notably, it has published two EURO
tournament reports, guided by international
sustainability standards, and publishes an
annual report, with news articles and additional
content relating to the activities of the FSR unit
overseen by dedicated communications staff.
The reporting process that culminates in the
publication of an annual UEFA FSR report was
well perceived by interviewees. The report is seen
as “very good, transparent and comprehensive”
and has been used in discussions with
their sponsors and other partners.

"The FSR report is
comprehensive , transparent and
well written ."
Ekaterina Fedyshina, Russian Football Union

UEFA has used the occasion of its past two
annual FSR partner workshops to demonstrate
how partners can use UEFA’s communication
channels to communicate their activities.
However, there does appear to be potential to
improve the way that these partners and national
associations communicate their work (and UEFA’s
support of it) through their own channels.

UEFA’s Football and Social Responsibility - Strategy Review and Recommendations
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It was suggested that partner organisations
and national associations could improve
their communication methods, by using
infographics, template presentations,
flyers, short video clips and branded sport
materials, to support UEFA’s work.
The Respect slogan is a very strong message
that fans and other stakeholders link with
UEFA. Other sport federations admire
UEFA for having such a strong slogan.

"Respect is a great slogan.
People will always link it to
UEFA."
Harald Müller, Federation Equestre Internationale

However, most people do not have a clear
understanding of what it stands for and
this seems to have led to some general
confusion regarding the activities of the
FSR unit, especially among UEFA staff.

The decision to separate UEFA.com and
UEFA.org was not understood by most
of those interviewed, some of whom
suggested it could be seen to symbolise
that social responsibility is an ‘add-on’
rather than being part of UEFA’s DNA.

Conclusion
With “Respect” UEFA has a strong slogan. It
is not just a slogan, it is a value. Other sport
federations link this value directly with UEFA.
To ensure that UEFA’s social responsibilityrelated communication resonates with its
intended audiences, support from the whole
football community is required. UEFA’s
challenge lies in two areas in particular:
first, linking the messages by using
Respect as an umbrella term and, second,
continuing to strengthen the communication
capabilities of all stakeholders.

"People are generally focused
on their work , which makes it
hard to pick up on other topics ."
Julien Baehni, UEFA

In the annual report, the Respect slogan is
only mentioned in relation to UEFA EURO
2016. Also, on UEFA.org, Respect is depicted
as something separate from the other
social responsibility activities, as opposed
to being presented as an umbrella term
for all social responsibility activities.

"I’ve never heard a commentator
– and I listen to a fair number –
ever mention the word R espect
and to actually know anything
about it ."
Michael Hopkins, MHC International Ltd
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A POTENTIAL MODEL OF
UEFA’S FSR
Moving from scopes 1 to 4, the potential impact
increases the level of control decreases.
The major issues that were raised in the
interviews are displayed, but this is not a
full list of all potential issues. The issues in
scope 1 are relevant for scopes 2 to 4 as well.
Issues on the periphery are not less relevant
than those at the core – UEFA has a lower
level of control, but this can be leveraged
by the increased impact it can have.

We have developed a model for UEFA’s FSR
strategy, which clusters the issues according
to their different levels of impact and control.
The model below depicts the different
levels on which UEFA’s social responsibility
activities can have an impact on the economy,
environment and society: through standard
operational activities (scope 1), through the
events and tournaments UEFA organises
or supports (scope 2), through UEFA’s 55
member associations (scope 3) and through
the broader football community (scope 4).

The circled numbers represent
the recommendations that are put
forward in the next chapter.

BER ASSOCIATIO
MEM
NS
55

PARTNER ORGANISATIONS

FOOTBALL COMMUNITY

1

EVENTS
5

Safety & security

SCOPE 4
SCOPE 3

Sustainable
event
management

UEFA

7

15

Mobility

10

Energy

SCOPE 2

SCOPE 1

Health

Sourcing

4

11

9

Diversity
Inclusion

8

Water & waste

Increasing level of control
12

Increasing Impact

Solidarity
Peace & reconciliation
Human rights
Gender/equality

2

13

Fan dialogue

14

Child protection
Match-fixing

Anti-doping

3

6
Migration

CLUBS
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RECOMMENDATIONS
1. Involve the whole
football community in
communicating UEFA’s social
responsibility activities
UEFA’s commitment to social responsibility
is most credible if it is communicated by
the whole football community. We advise
organising regular briefings for UEFA
staff on social responsibility initiatives,
focusing on the relevance to their work, and
offering related volunteer opportunities.
National associations, former players, referees,
coaches, managers and others should be involved
in producing authentic messages about UEFA’s
commitment to social responsibility. We advise
developing the ambassador programme and
building on the success of the anti-racism video.

2. Continue and increase HatTrick
funding for FSR projects
UEFA has made a very important step
towards scaling up social responsibility
in football by funding the work of national
associations through its HatTrick programme.
We advise making additional funding
available for common activities regarding
the key topic (see recommendation 9)
and requiring matched funding.

and the term social responsibility in
relation to UEFA’s day-to-day business
management. We do not advise the use
of social responsibility and sustainability
together, as this creates confusion.

5. Appoint a sustainable event
manager for all UEFA competitions
For all UEFA competitions (including the
European Championship, the Champions
League and the Europa League), additional
capacity should be added to the event
management team or local organising
committee. We recommend appointing a
sustainable event manager for all UEFA
competitions and reporting transparently
on the impact of the competitions
according to international standards.

6. Build sustainable event
management capacity
within the FSR unit
There needs to be one focal point for all
issues related to social responsibility and
sustainability. The current FSR unit can fulfil this
function. We recommend developing additional
sustainable event management capacity in the
FSR unit to develop policies and provide support
for small and medium-sized UEFA competitions.

3. Organise regional FSR
networking events
National associations expressed a clear need
to create more opportunities for exchanging
information and communicating initiatives
to stakeholders. We recommend initiating
regional meetings (eastern, northern and
southern Europe) in the coming season for FSR
partners to network and exchange information.

4. Clarify the terms social
responsibility and sustainability
We advise using the term sustainability only
in connection with UEFA’s event management,
for which the practice can be referred to
as sustainable event management,
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7. Incorporate sustainable event
management policies and
procedures within the relevant
operational departments
For UEFA EURO 2016, different procedures
regarding energy use, waste and water
management, mobility and sustainable
procurement were developed in line with
ISO 20121. We support the conclusions
of the UEFA EURO 2016 evaluation report
that this knowledge should be used for
other competitions and become part of
the standard operational processes.

8. Develop a strategy for all key
issues for the period up until 2020
We recommend developing long-term
strategies on diversity and inclusion (including
Football for All Abilities), health and wellbeing,
environmental protection (various issues), and
gender/equality (in cooperation with the new
women’s football unit). Conflicting sponsorships
should be considered in these strategies.
Peace and reconciliation and solidarity have
some overlap, and solidarity is quite vague.
We recommend developing a clear
profile with priorities for the upcoming
cycle, especially considering the major
European challenges, such as migration,
human rights, and child protection.

Fan dialogue seems to be on a different level.
It should be managed by the units dealing with
key stakeholders, and spectators in particular.

9. Make diversity and inclusion a
key topic for the next cycle
To gain visibility and recognition of UEFA’s FSR
programme, a focus on one or two key issues is
recommended. This does not mean that other
material issues should not be properly managed,
just that they may receive less media attention
and fewer resources. We advise focusing
on the joint topic of diversity and inclusion.
The topics are strongly interconnected and
combined they make approximately 50% of
the FSR budget. The diversity and inclusion
campaign should be a key component of
any major competition held by UEFA.

10. Align strategic partners
around key issues
We recommend involving partner organisations
in dialogues to develop strategies (see
recommendation 8) and envisage different
levels of engagement, from strategic partners
to cooperating partners. The number of
strategic partners should be limited to a few
outstanding organisations who contribute to
reaching the goals set out in the strategy.

11. Top management buy-in to
social responsibility projects
The top management must take ownership
of this process and commit to making social
responsibility part of UEFA’s DNA, with
company-wide strategic objectives relating
to social responsibility set at the same
level of importance as financial strategic
objectives. We recommend that UEFA’s top
management be informed about upcoming
social responsibility initiatives where top
management buy-in is requested.
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12. Merge UEFA.org and UEFA.com
With the separation of social responsibility
activities from football activities, football
fans generally miss out on news of the
good work being done by UEFA. We
recommend merging the two websites and
using the popularity of football to share
information on what UEFA stands for.

13. Use the Respect slogan
for all FSR activities
We recommend using the Respect slogan as the
umbrella for all social responsibility activities
and developing a clear communication strategy
to link the slogan to the activities. The link
that has already been made with the EURO
social responsibility and sustainable event
management programme is a significant step
in this direction, but consistent communication
of the Respect slogan as an umbrella for all
FSR activities on the website and in the FSR
reports and promoting the slogan could create
additional brand value for different stakeholder
groups (e.g. sponsors and strategic partners).

14. Demonstrate leadership

© ICRC

We recommend carefully monitoring
relevant events and conferences, preparing
communication materials (in addition to the
FSR report), developing public-speaking
capacity within and beyond the FSR unit
and demonstrating leadership in organising
conferences, meetings and workshops.

15. Incorporate social responsibility
objectives into business
units and divisions
To demonstrate leadership, social responsibility
should be integrated across the organisation.
We recommend moving towards incorporating
social responsibility policies and procedures
into relevant business units and divisions and
considering social responsibility objectives as
part of job performance. Social responsibility
should be part of the due diligence process
to assess current and future sponsorships.
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AFTERWORD
The key findings and the recommendations
were presented on the 23rd of March 2017 to
the UEFA Fair Play and Social Responsibility
Committee. The recommendations
are a result of the study of many
documents, the consultation of scientific
articles, the interview of more than 40
stakeholders, and lots of discussions.
We tried to develop recommendations to
the best of our knowledge and conscience.
Nevertheless, it should be recognised
that they were developed by an external
organisation and with a distant view.
Sometimes we had the feeling that we
did not have sufficient knowledge and
insights to make recommendations to a
very complex and multifaceted organisation
such as UEFA. On the other hand, the distant
perspective offers a fresh view, which
might be valuable for the organisation to
see the forest and not just the trees.
We are very thankful to all the people
interviewed for sharing their views on
UEFA’s social responsibility with an open
mind. Many interviews took longer than
planned, just because we did not want to
interrupt interesting discussions and the
opportunity to share own experiences.

In particular we thank Patrick Gasser and his
team for providing feedback. Sometimes our
lines of thinking were quite similar. This is not
a surprise as we have supported UEFA - and
in particular the FSR unit - for several years.
The long term collaboration is built on and
has fostered a similar vision of football and
social responsibility. Sometimes, however, our
views were nearly completely the opposite.
We are very thankful that we were allowed to
keep our conclusions. At the end of course,
it will be in UEFA’s hands to judge which of
the recommendations make sense and which
need to be reformulated or dropped at all.
To make the right decisions we wish UEFA
the necessary clarity and braveness.

"It is the mark of a good action
that it appears inevitable in
retrospect ."
Robert Louis Stevenson
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LIST OF PEOPLE INTERVIEWED IN ALPHABETICAL ORDER
Name

Organisation
FIFA head of sustainability and diversity

Federico Addiechi

UEFA head of human resources

Julien Baehni

European Amputee Football Federation

Simon Baker

Italian Football Association development department

Cristina Blasetti

Women Win executive director (external expert)

Maria Bobenrieth

European Powerchair Football Association national
development manager

Sam Bull
Joanna Deagle

Centre for Access to Football in Europe managing
director, company secretary and trustee

Niccoló Donna

Italian Football Association development department

Ekaterina Fedyshina

Russian Football Union deputy chief executive for
foreign affairs and member of the UEFA Fair Play and
Social Responsibility Committee

Abby Ghobadian
Peter Gilliéron
Dominic Goggins
Antonia Hagemann
Allan Hansen
Beverly Hill
Michael Hopkins
Jacques Hussy
Peter Klomp
Mirek Krogulec
Léna Lagier-Hässig
Kevin Lamour

UEFA Executive Committee member and Fair Play
and Social Responsibility Committee chairman
Climate Coalition sports partnership consultant
(external expert)
Head of Supporters Direct Europe
UEFA Executive Committee member and Fair Play and
Social Responsibility Committee deputy chairman
Special Olympics Europe Eurasia representative
MHC International Ltd CEO (external expert)
UEFA head of competitions’ planning and services
UEFA head of corporate communications
Special Olympics senior manager
World Heart Federation communications and project manager
UEFA president and executive office director

Laetitia Lejeune

UEFA head of facility management

Anders Levinsen

Cross Cultures Project Association managing director

Ryan Mackie
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Henley Business School professor of management in
leadership, organisations and behaviour (external expert)

Homeless World Cup chief executive
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Name
Elkhan Mammadov
Martin Kallen
Natacha Mirimanoff
Harald Muller
Catalina Navarro
Matthew Philpott

Organisation
Association of Football Federations of
Azerbaijan general secretary
UEFA Events SA CEO
WWF International head of foundations
Federation Equestre Internationale director
of education and standards
UEFA head of commercial operations
European Healthy Stadia Network executive director

Piara Powar

Fare executive director

Marc Probst

Swiss Academy for Development director

Paolo Revellino
Meggi Rombach
Nathalie Iannetta Sabattier
Florin Sari

WWF head of sustainable finance
ICRC corporate partnership manager
UEFA governance and social affairs chief advisor
Romanian Football Federation social responsibility manager

Stefanie Schulte

Head of CSR Departement, member of the UEFA
Fair Play and Social Responsibility Committee

Russell Seymour

BASIS Chair (external expert)

Will Skinner
David Stirton
Sam Turner
Jochem Verberne
Mel Young

WWF events and major gifts manager
International Blind Sports Federation project coordinator
International Federation of CP Football operations manager
WWF global partnerships director
Homeless World Cup president
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