Communication
Monitoring and evaluation
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•
•
•

Reporting
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You cannot manage what you do not
measure!
Develop KPIs: How do they measure
your objective?
Spend at least 5% of your project
budget on M&E techniques.

•
•
•

Reporting allows you to demonstrate
progress.
It shows accountability and
transparency, and ensures learning.
Reporting gives you the opportunity to
prove and improve your project.

7

•
•
•

An effective communication plan
targets a segmented audience.
Amplify: How can you reach the
highest % of your identified audience?
Aim to provoke a response by
communicating emotional content.

KPI

Implementation

4
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•
•
•

Identify your material issues.
Formulate SMART objectives:
What are you trying to achieve?
Develop activities that help you
reach your objectives.

Commitment

1

•
•
•

Don’t embark on this journey alone!
Secure the buy-in of key decision-makers.
A meaningful FSR strategy should be part
of your national association’s DNA.

Stakeholder consultation

Issue management

2

•
•
•

Understand exactly what your
organisation stands for.
Pinpoint your national association’s
social and environmental issues.
Rank the importance of each issue
to aid stakeholder consultation.

3

•
•
•

Decide who your key stakeholders are.
Find the most effective way to engage
with them.
Understand your stakeholders’ priority
issues.

Football and Social Responsibility Roadmap
ISSUE MANAGEMENT

COMMITMENT

Welcome to the FSR Roadmap. Across Europe,
UEFA’s 55 member associations are on their
own unique FSR journeys. And you are in the
driving seat!
We see it as part of our responsibility to help you
navigate the bends and curves along the way.
Why? Because we are committed to ensuring
that long-term, meaningful FSR work reaches
all football stakeholders across the continent.
Social Responsibility is not charity. And it does
not have to come at the expense of profit.
Rather, it is about generating revenues in a
socially responsible way. Your FSR strategy
should therefore be fully embedded in your
organisation’s business process and apply social
responsibility throughout all aspects of football.

The FSR journey should be an adventure: fun, satisfying –
and occasionally challenging.
Tip: Don’t embark on this journey alone! Instead,
find key allies across your organisation to help
implement your plan.

Try some of the following suggestions and find your own
creative ways to gain support:
•
•

It is important to view staff members as stakeholders.
Consult and secure the commitment of heads of
departments as well as senior management, including
the executive committee, on FSR strategy.

•

Why? Because a meaningful FSR strategy should be part
of your national association’s DNA.

•

Invite staff members to project activities and
encourage senior management to speak at them.
Start projects to save energy and resources. Why not
get reusable water containers for your colleagues
and get rid of PET bottles? Check that your light
sources use LED bulbs. Start a smart mobility
competition to encourage your colleagues to use
public transport, car-share or cycle to work.
Organise internal staff events or interest groups to
provide information to those who want to better
understand FSR.
Reach out to other national associations for
inspiration on what they are doing.

Decisions will need to be made about the whole business.
Without the buy-in of relevant staff members and key
decision-makers, FSR projects have a much smaller
chance of achieving positive change.

You need to first identify and then prioritise your social
and environmental issues. But before you do this, it is
important to understand exactly what your organisation
stands for.

What are its vision, mission, values and purpose?
What existing strategies could you draw on for
inspiration?

Your aim is to pinpoint where your national association’s
most significant social and environmental strengths,
weaknesses, opportunities and threats (SWOT) lie –
inside and outside the organisation.
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Materiality
These issues can now be ranked according to:
•
•
•

their importance to your internal and external
stakeholders
the significance of their impact on society and
the environment
your association’s ability to create positive
change in the specific areas

Take a look at the top-ranking issues. These are your
most relevant issues. Technically, they are also called
‘material’ issues.

Objectives
It is important to have a good understanding of the
objectives you intend to achieve in connection with
each issue. A starting point is to reflect on the SWOTs
that came out of steps 2 and 3.
SMART objectives will help you to define quality key
performance indicators (KPIs) and targets. They will
also enable you to account for performance in the
most accurate way.

Partners
Another important next step is to look for partners
you could work with.
Why? Because your association’s core business is
football. In some areas, the specific expertise needed
to implement a project properly may not be available
inside your organisation.
With your partners now on board, you can begin to
discuss concrete activities for your projects.

Activities
A logic model acts as a good framework for
developing activities for your project. The approach
is to start at the end and work backwards, by asking
these three questions:
•
•
•

What results do you expect from this project?
What activities could lead to these results?
What resources will you need to carry out these
activities?
Tip: Before you get going, give this one last
thought: are these really the best activities
to reach your objectives? It’s important to
be sure, so you make the best use of your
resources.

Each objective should answer the question: What
are you trying to achieve?

Specific
Does your
objective say
exactly what
you want to
achive?

Measurable

Achievable

How will you
identify that
you have
achieved your
objective?

Is your objective realistic?

Weaknesses

Environmental

Social
Opportunities

There are many sources of information that can help you
with this exercise (including the UN SDGs, UNFCCC and
GRI Standards). A good example is the menu card of the
UEFA HatTrick V FSR programme, which lists 13 social and
environmental issues.

Prioritise issues
You will end up with a long list of possible issues to
address. Your task is now to prioritise these issues.

How? Ask each member of your strategy working group
to rank the importance of each issue and decide which
issues will be relevant for each of your stakeholders.

Threats

External

MONITORING AND EVALUATION

IMPLEMENTATION
At this point, and thanks to your stakeholder
consultation, you have the full range of issues that
are important to your national association.

Strengths

Your next step is to group these SWOTs into different
social and environmental issues.

Why? Because you may find that not all stakeholders
have time to discuss your full list.

Internal

This roadmap serves to support, guide, and
enhance your unique journey, and ensure that
nobody is left behind.

Tip: Invite the heads of departments to an internal
workshop. They can help you pinpoint the SWOTs
by examining the business from every angle. And,
as a bonus, it will create buy-in.

Identify issues

How well do you know your organisation?
•
•

REPORTING

Well done, you have made excellent progress! At this
point, each of your projects has one or more objectives
and probably several activities too. Now those activities
need to be monitored.

Remember: although reaching the target shows you are
on track to success, this is often not the same as achieving
the actual objective.

You cannot manage what you do not measure.

Example: You may choose to develop a toolkit to build
your stakeholders’ capacity. Recording the number of
toolkits developed as an indicator does not provide very
insightful information. Instead, you could record the
number of stakeholders the toolkit is distributed to or,
even better but also harder to measure, the number of
stakeholders who use the toolkit.

Without measuring, you will not be able to see if your
objectives are on track, nor to what extent. Based on
your evaluation of the project’s ongoing results, you can
make informed decisions for future work.

Key Performance Indicators
Your first stop on the monitoring journey is to develop
key performance indicators (KPIs).
Each KPI should answer the question: How will this
measure your objective?
KPIs and targets tell you whether you are on course to
achieve the objective. You should set ambitious, yet
realistic targets.

STAKEHOLDER CONSULTATION

Not everything that can be counted counts!

You always want your KPIs to provide quality
information. The better the information, the easier it is
to demonstrate impact – and to communicate the results
to your stakeholders.

You have worked hard, and it is now time to tell the
world about it.
Reporting is an opportunity for you to demonstrate
the progress you have made on your project objectives.
And it is a great tool to demonstrate two important
pillars of governance: accountability – reporting on
one’s actions, and transparency – providing open and
full information.
There is another side to reporting that is no less
important: learning. Reporting gives you the
opportunity to reflect on: What works and what
doesn’t? Where and when does it work? Why and how
does it work?
prove

Does your
objective align
with your general stategy?

Time-bound
By when do
you expect
your objective to be
achieved?

4

improve

Tip: It is recommended that you spend roughly
5% of your project budget on suitable monitoring
and evaluation techniques.

The next step is to make sure that you have
considered the full range of issues. To do this, you
need to understand your stakeholders’ priority
issues. Their buy-in will also facilitate a smoother FSR
journey.

How you measure is as important as what you
measure.

Alongside internal stakeholders, possible external
stakeholders include: government ministries, local
governments, sponsors, clubs, regional football
associations, NGOs (with expertise in specific issues),
research institutions, and so on.

5

Looking at the two sides of reporting,
we can say that accountability
and transparency give you the
opportunity to prove; while learning
allows you to improve your project.
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Why? You may find that some stakeholders will be
more open in a face-to-face meeting. Others may
prefer a phone call. Find out what works best and
make good use of your network.
Tip: Explain your strategy development
process to your stakeholders and commit to
reporting back to them on your progress.
This will show stakeholders you are taking
them seriously.
Remember: Stakeholder consultation is ultimately
a way to build trust, grow relationships and get
others involved in your journey.
5

It is not necessary – and not really practical, either
– to consult absolutely all your stakeholders.
Instead, it will be enough to consult a group of key
stakeholders.
How? Prioritise your stakeholders by deciding
how much influence (1-5) and interest (1-5) each
stakeholder has in the national association. Focus on
the ones in the top right-hand corner.

F

G

4

J

3

C B

2

E

1

D
1

I
2

Your work with your stakeholders means you already
know an important segment of your audience –
so you are off to a great start when it comes to
communication.
But, of course, now you want to extend your
audience to include the wider public, and you
cannot communicate with all your stakeholders in
the same way. A good communication plan takes
this into consideration.
Target audiences could be any one of your identified
stakeholder groups, from fans of the national team
to sponsors and expert NGOs.

Content
The reports from step 6 can be one form of content.
There are many other forms:

Social media platforms, websites, intranet, conferences,
television, email, books, magazines, newspapers,

H
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Interest

COMMUNICATION

The above forms of content can be communicated
and activated via many different channels:

KPI

The next step is to find the most effective way to
engage with your stakeholders.

Prioritise stakeholders

Channels

LEARNING

Engage with stakeholders

Stakeholders are groups of people that affect,
or can be affected by, the work of your national
association.

Videos, GIFs, infographics, newsletters, articles, flyers,
social media posts, blogs, posters, presentations,
banner adverts, interviews, photo galleries, polls and
questionnaires are just some.

ACCOUNTABILITY

Relevant

2

You now have an overview of the social and
environmental issues that your national association
should address.

Influence

WELCOME TO
THE FSR ROADMAP

3

5

stadium screens, stadium advertising boards, match
programmes, word of mouth and influencers, including
famous players or media personalities.
There’s engagement in emotion
Social responsibility stories often feature high levels
of empowerment, positivity, progress, collaboration
and human triumph in the face of challenges and
adversity. Some of your colleagues can only dream
of having such rich and engaging territories to
communicate about.
So…make the most of it! People engage with
emotional content. Highlight the stories and journeys
of the individuals and groups who are making
a difference, using quotes, video testimonials,
interviews and other types of storytelling. Aim to
provoke a response. Joy and positivity should be your
main focus, but in more exceptional cases, shock or
sadness might be appropriate.
Tip: Always think about amplification.
How can you reach the highest % of your
identified audience? Will the national team’s
social media accounts share your posts? How
will famous players or popular influencers
engage with your content? Can you utilise
paid social media promotion?
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