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INTRODUCTION
This communication plan outlines key principals in identifying the who, how,
where and when of communicating with stakeholders. It should be read in
conjunction with the #BEACTIVE DAY Campaign Guide and Event Planner.
This plan will help support in building and sustaining a better longer-term
relationship with stakeholders through the use of promotional events
coming from your campaign around the European Week of Sport. Here
we provide context to the programme, including background, purpose,
aims and key performance indicators along with key communication
principals such as messaging, stakeholder and audience identification,
targeting, communication toolkit, tips and tricks and ways in which to
measure the effectiveness of your communications strategy.
It is our hope that this document will provide the resources and
knowledge to effectively communicate your message in the
#BEACTIVE DAY campaign.
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#BEACTIVE DAY

#BEACTIVE DAY is a physical activity campaign to celebrate the fun of fitness and physical
activity, and is basically made by running FREE events and activities taking place in fitness
and sport centres, parks, high streets, schools, universities and workplaces, as people
embrace being physically active for the day. #BEACTIVE DAY is an important day as it
inspires people to move a bit more and to better understand the benefits
of an active lifestyle.
The #BEACTIVE DAY concept is based on national fitness day campaigns which have
been successfully developed across many European countries and it shows it is a real
formula for success.
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THE BIGGER PICTURE:
#BEACTIVE DAY
& THE EUROPEAN WEEK OF SPORT
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EUROPEAN WEEK OF SPORT

To provide some context to the #BEACTIVE DAY campaign, it is important
to understand the concept of #BEACTIVE DAY and its relationship to the
European Week of Sport.
The European Week of Sport is an initiative of the European Commission
to promote sport and physical activity across Europe to encourage more
people to be active. It aims to promote sport and physical activity across
Europe at national, regional and local levels. All EU Member States as
well as other European countires and states plus Turkey participate.
The European Week of Sport now delivers a huge number of activities
and events that take place across Europe promoting themes that
appeal to many different people to be active. It is held every year
during the last week of September, and has seen an exponential
growth in both the number of participants and events organised
since its inception in 2015.
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#BEACTIVE DAY

#BEACTIVE DAY is intended to be the main national annual celebration of physical
activity as a flagship event of European Week of Sport. With #BEACTIVE DAY taking
place during the European Week of Sport, there is a strong, natural connection between
the two campaigns. This European Week of Sport will help you grow your #BEACTIVE
DAY campaign and vice versa. The #BEACTIVE DAY itself is only one day during the
European Week of Sport. Your #BEACTIVE DAY campaign can only be realised when
communicating effectively.
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THE PURPOSE OF THE
COMMUNICATIONS PLAN

This plan provides key information and valuable examples on how to communicate
throughout a #BEACTIVE DAY campaign. Detailed in this document are communication
principals to help organisations communicate effectively to stakeholders, partners and
participants. Its purpose is to better enable organisations to speak to their general
population about the importance of participation in regular physical activity with the
overarching goal of getting people more active. This communication plan is to act as
a guide, as there is not a ‘one size’ fits all plan for every #BEACTIVE DAY campaign
in Europe. The information and examples provided in this plan should be adapted to
your local context.
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AIM AND KPI’S OF YOUR
COMMUNICATION PLAN
AIM
Awareness
To gain the attention of stakeholders by creating an
awareness of your event(s). Effectively comprehended
messaging and retention of important information
Comprehend
To capture the interest of relevant stakeholders and to
prompt a desire to become more physically active/engaged
in the project
Action
To convert interested parties to attendees at events
related to National Fitness Day. Subsequently, engaged
stakeholders would become regular participants in exercise
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KPI
Engagement with social media posts. Attendance at
lead up events. Traction with other media partners/
stakeholders.

Growth of following on social media channels,
engagement on posts and website interactions.
Email and phone queries related to the event.

Event attendees, ticket sales. Event follow up on
numbers continuing to participate in physical activity
and/or or increase in level of participation
behavioural change)
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AUDIENCE & MESSAGE

Effective communication begins with knowing your audience and speaking
their language – both literally and figuratively. That doesn’t mean
changing your core message, but rather adjusting the way you present
your message or the context you offer to help explain messages in a
way that resonates most directly with the people to whom
you are speaking.
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STAKEHOLDER & TARGET
AUDIENCE
Stakeholders are the groups, organisations or individuals who are critical to your
organisation’s ongoing success and who you might have some contact with. Identifying key
stakeholders will help your organisation in developing key messages and channels on which
to communicate these messages. Please consult the #BEACTIVE DAY for Europe Campaign
guide www.beactiveday.eu for more information on stakeholder
identification and management.
Prioritising and defining your key stakeholders will be a crucial element of your
communications. Engaging in focus groups and surveys can help an organisation better
gauge their satisfaction levels. It may also provide you with a benchmark for future
feedback. Having clear priority groups will help further define your core message.
Evaluation will help towards more effective future planning because the concept of
#BEACTIVE DAY is to repeat and build year-on-year.
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COMMUNICATING WITH
PARTNERS

Strategic partnerships on initiatives such as #BEACTIVE DAY can help in
building meaningful relationships with stakeholders and help leverage
your message to a wider audience. These partnerships can lead to
promising and long-last relationships. This means being clear and concise
while being assertive and confidently addressing all aspects of shared
objectives you and a partner organisation may have from the outset. By
maintaining a detailed, realistic understanding of desired outcomes
and expectations, trust and confidence will be reinforced
in the partnership.
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COMMUNICATING WITH THE
GENERAL PUBLIC

The most effective method of communicating your key messages depends on many factors
– including how the communicator gets the message across. To effectively do this, one
needs to take into consideration the profile of your target audience(s). This is discussed
in further detail under ‘Targeting’, however it’s important to tailor your message so it is
suitable for the audience. For example, when taking about #BEACTIVE DAY, a poster
aims at getting schools involved would be very different to the Press Release for a
National newspaper.
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KEY MESSAGE

Your core message should reflect the values of your organisation, partner
organisations and the desired objective of the campaign. For some
practical examples on how to talk about the #BEACTIVE DAY campaign
please look at the #BEACTIVE DAY campaign guide.
www.beactiveday.eu
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#BEACTIVE

‘#BEACTIVE ’ is the slogan associated to all activities associated with #BEACTIVE DAY.
This will be pivotal to all communications in relation to your #BEACTIVE DAY Campaign.
Using the hashtag #BEACTIVE, particularly in an online context, will give you good
indication of how many people have engaged with the concept. While we understand
this may not translate in other languages, EuropeActive encourages the use of both
#BEACTIVE and a suitable alternative in native language.
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TARGETING
Who are we
targeting?

What are their
wants/needs?

Identifying target audiences will help shape your messaging and will help in
planning your event(s) for #BEACTIVE DAY and the European Week of Sport.
Outlined below are sample templates that will guide you in identifying your
market segment, their individual needs and wants and subsequent messaging.
Aligning potential stakeholder needs/wants and prioritising will help in the
planning stages of what type of activities you will run, and that may appeal to
your target audience. The prioritising of market segments will help you tailor
your objectives and event messaging accordingly. It also sets the tone of the
event with your key stakeholders in mind, and the best channels to communicate
with these audiences.

What can
we offer?
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TARGET AUDIENCE
PROFILING (SAMPLE)
Outlined below are the various aspects to consider that will shape your message to each audience. Identify sample groups that may be interested
in your event and try to build an accurate profile of those audiences and their needs and wants. Depending on your objectives, this will help
prioritise groups.

SAMPLE GROUPS

ABOUT

NEEDS/WANTS

PRIORITY

Inactive Adults

Non-exerciser, people who
rarely/never exercise

Introductory type of activity
Be in the company of other
beginners
Friendly, welcoming environment

1

Previously Active

Returning to exercise for
various reasons

Cater for each individual need

4

Opportunity to be reengaged
Previously Engaged

Participants who have previously
engaged with your organisation

Special Groups

Disability Groups, Children, Elderly
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Introductory in nature,
open & friendly
Open, friendly

3

2
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IDENTIFY AUDIENCE
MESSAGING (SAMPLE)
Outlined below are the various aspects to consider that will shape your message to each audience. Identify sample groups that may be interested
in your event and try to build an accurate profile of those audiences and their needs and wants. Depending on your objectives, this will help
prioritise groups.

SAMPLE GROUPS

KEY MESSAGE
Kind, friendly, inviting tone.

Inactive Adults

Open to all abilities
Alleviate concerns

Previously Active

Previously Engaged

Special Groups
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Easily accessible, ways and means to
get back into exercise

Try a new activity.
More ways to be active.

CHANNEL
Social Media.
Online Advertising.

Social Media
Search Advertising/Google AdWords
Member Database
Mailing Lists
Partner organisations

Inclusivity

Partner organisations.

We cater for all abilities

Local Sports Groups.
beactiveday.eu

IDENTIFY UNIQUE SELLING
POINT (SAMPLE)
What are you offering that is unique and of value to your target audiences? People have a lot of options when it comes to engaging in physical
activity, you will need to provide compelling messaging so people choose to engage with you.
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SAMPLE GROUPS

WHAT WE ARE OFFERING?

Inactive Adults

Ease Access and incentive to be active (free events etc.)

Previously Active

Opportunity to get back into regular physical activity

Previously Engaged

More opportunities to be active in different ways

Special Groups

To be part of something, belonging in a group
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COMMUNICATION TOOLS

There are many tools at your disposal to help convey your messages. It
is intended that items listed can be used interchangeably. For example,
photography and brand ambassadors (see over) can be used at a launch
event. Each of the items suggested in this toolkit are to aid in the
delivery of your communications plan. Also, it is important to consider
any cultural considerations that may apply in your country to be as
inclusive as possible in your communications.
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BRAND AMBASSADORS

Brand ambassadors are individuals who are hired or volunteer to cultivate a longterm relationship with your #BEACTIVE DAY campaign. Like a spokesperson in
traditional marketing, a brand ambassador is someone who is well known and
highly regarded and who agrees to endorse your campaign. They are engaged to
talk in public, in the media and may attend your events. When selecting a brand
ambassador, do a background check and assess the suitability of the person. It is
important to acknowledge that although someone is well known, they may not
align with your campaign.
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LAUNCH

Having an event launch in the weeks prior helps generate awareness of
your #BEACTIVE DAY and will create a hype. A launch gives you the
opportunity to showcase the event to your stakeholders and create a
conversation around your key messages (See appendix for sample launch
brief). This may be online or an in-person event. It provides you with the
opportunity for promotion and to invite the media to participate and
build that relationship before #BEACTIVE DAY takes place.
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PARTNER ORGANISATIONS

Using partner organisations, such as other sporting bodies, sponsors, funding
providers and others as agents to deliver your message gives an excellent
opportunity to expand the campaign through the existing databases of each
organisation. Partner organisations can help spread the word of your event via
their communication channels.
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VIDEOGRAPHY/
PHOTOGRAPHY

Significant milestones of the project, such as a launch and events etc.
should be captured in photos and videos. The multimedia materials can
be widely disseminated through channels such as a website, social media
and newsletters. The use of rich multimedia provides you with good
content that is captivating and engaging. Content collected can be
used the subsequent years to help in the promotion of future events.
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BRAND GUIDELINES

A strong consistent branding approach is key to a successful and powerful
marketing and communications strategy. It is vitally important that branding is
consistent across all areas of marketing and that your brand is well recognized
across all mediums. For the #BEACTIVE DAY Campaign, it all revolves around
the #BEACTIVE message and the promotion of physical activity in an accessible
and inclusive way.
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PRINTED MATERIALS

Banners, posters, leaflets and cut-outs are useful in event promotion.
More traditional forms of marketing may appeal to those who are less
tech savvy and can provide a lot of information to people in places that
may include some of your target audiences. Ensure that design, artwork
and wording align with established branding guidelines, and your logo
along with any funders and sponsors should also be included in any
print materials.
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DIGITAL COMMUNICATION
GUIDANCE
Social media can be extremely useful and effective in communicating information related to an event and provides ample opportunity for people
to engage with your organisation on various platforms. It is important that you post regularly and respond to inbound messages promptly.
Dormant accounts will only deter people from using your page and people will be less likely to engage with your page.





Videos and
curated content



Events



Opening hours
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Demographics: 30+
(Actively Engaged)

Means of
communicating
directly with
organisations
POC: 2 way
communication



18-29yrs



High-Res Photos



Jobs



News



‘Ideallic’ Content



Company News



Blog post



Humour



Professional



GIFs



Stories



Industry News



Informative articles



Video



Research



Industry updates



Influencer Culture



Regulation



Real-time



Colour themes



Policy & Standards



Humour



Content Hightlights





Conversational





Opinions

Stories, IGTV,
Live content


Commincate directly
with individuals
in organisations
Stats & information
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SOCIAL MEDIA TIPS
•

Video Content: Keep content short, brief and concise. Convey your message/
branding within the first 3 seconds. Instagram, Facebook and YouTube are
ideal platforms for this type of content.

•

Video Format: This type of content is generally viewed portrait via stories/
live feed, and is generally without sound on mobile devices so bare that in
mind when creating content

•

Audience Centred Content: Make it all about the audience, using as much
interaction and participation. Involve your audience in the conversation
by sharing their content in relation to your event, encourage usergenerated content.

•

Influencer Culture: Using social media influencers is increasing in
popularity. Influencers can help build reputation, and can be a good
ambassador in conveying your message, unlike brand ambassadors,
they are usually more short-term and they will likely only promote
your product/service in one or two posts only etc.

•

Hashtags: Hashtags are an essential part of the social media
toolkit template, as they can help build interest and unite user
generated content around your efforts. You can use hashtags
to interact with people over social media, and make your
campaign or donation drive more recognizable.
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WEBSITE

Your specifically set-up website for the #BEACTIVE campaign should be
designed to be an interactive and informative tool which engages users and
provides them with accurate information on a regular basis. A #BEACTIVE DAY
/ EWOS website will provide a central point of contact online for all activity
related to your event(s). The objective of the event website is to function
as a communication platform through which the relevant stakeholders and
target groups will have direct and constantly updated information in relation
to activities you are hosting as part of European Week of Sport and especially
#BEACTIVE DAY. An interactive map of the locations where events will take
place for #BEACTIVE DAY is a useful tool and becomes a central hub
for all information.
Please share the link to your website with EuropeActive and it will be added to
www.beactiveday.eu
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MEDIA & PRESS

The use of traditional and online means of broadcasting can still be very useful
especially when they are addressed to targeted and relevant audiences.
The printed and electronic press (national, local, business and financial
newspapers and magazines) can be a significant communication channel
through which the project can become widely known and attract the
interest of relevant stakeholders. Various materials will be channelled
to this type of media such as press releases, interviews and articles.
Try developing, strengthening and maintaining strong relationships
and partnerships with media outlets both locally and regionally. This
process should begin early in the process – ideally up to 12 months
prior – to ensure that media outlets are engaged and supportive
of the communications strategy. It is important that personal
relationships are established, and strong communication avenues
are established prior to an event.
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DIRECT MARKETING

Direct marketing is a form of communication with a group of people already
known to you and your partners. This can be via newsletter, emails, flyers and
text messages for example. Direct marketing is presented only to people who
may be interested in what you have to offer, so in this case, people interested
in health and fitness. It is a useful way to inform target groups of people about
events, news and promotions specific to their needs. Before embarking on a
direct marketing campaign, you must comply with the General Data Protection
Regulation (GDPR) and local government on privacy legislation. Direct marketing
is an important tool for reaching target audiences and stakeholders who do not
regularly check a website, as well as those who might. Content should be well
written and appealing to the audience.
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MAKING RESOURCES AVAILABLE
TO YOUR PARTNERS

A digital marketing toolkit is a great asset to create to support the
delivery, activation and awareness of your #BEACTIVE DAY campaign.
It can provide a good incentive for people to get involved, as it makes
it easy for them to promote the day. Using a digital toolkit cuts down
on printing costs and can be easily adapted year-on-year once the core
assets are created.
Items you may look to include in your #BEACTIVE DAY toolkit are:
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CAMPAIGN LOGOS

Supplying stakeholders with the dedicated logo to support the
#BEACTIVE DAY Campaign allows them some freedom to use it where
they deem relevant. You may wish to include some brand guidelines to
prevent certain uses of the logo, where there are potential limitations
to what and where they can use it. We recommend providing the logo in
the following versions:
•

Full Colour – with transparent background

•

Black and White

•

White-Out

All logos should be supplied in High-Resolution and Low-Resolution
versions to suit both online and printed documents.
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A4 POSTERS

It is recommended that you provide both editable and non-editable
posters for stakeholders to use as part of the campaign, providing
them the opportunity to adapt promotions with relevant images to suit
their audience/setting/activity. You can create editable posters using
Microsoft Word – whereby you lock certain aspects of the poster e.g.
logo, date, branding, allowing stakeholders and partners to input their
own imagery and logos to personalise the posters/ marketing materials.
PDF works well for the non-editable posters, as they will be unable to
make changes to what you have chosen to create.

297mm

210mm

Another good version of a poster to supply to your partners is an
Empty Belly Poster – which is fully designed but enables them to insert
relevant information into the centre of a poster inside a white text box.
This allows individual clubs and trainers to enter the date, time, activity
information etc for promotional purposes.
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DIGITAL BANNERS

The creation of digital banners which can be used at the top of websites
or on signatures of emails to enable the promotion of the campaign, its
date and key call-to action.
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SOCIAL MEDIA ASSETS
AND GUIDE

In the toolkit it is recommended that you host images, set-posts / suggested
wording and a guide to support stakeholders and partners in using social media
in relation to your campaign.

36 | © EuropeActive

beactiveday.eu

IMAGE LIBRARY

We also recommend hosting an image library within your toolkit. Having
a set of pre-approved images for people to use as part of the campaign
enables consistency across the campaign promotions and activations.
A set of 6-8 images works well, which you could also place logos and
the key date over for further impact on social media and in wider
communications.
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#BEACTIVE DAY - COMMUNICATIONS
CALENDAR (SAMPLE)
JAN
Website

Partner/
Members/
Stakeholders

FEB
Save the date

MAR

APR

MAY
Invitation to
get involved
(blog etc)

AUG

SEPT

OCT

Countdown
Feature
installed

Event
Calendar/
Schedule

What to
expect. Press
release.

Post event
recap

Distribute
posters/social
media images

Build media
relations

Save the date

Invite to get
involved

2 months to go

DEC

Post event
thank you

Notify of
launch

Radio
Newspaper
early sept

1 month to go

Launch
Pre, During,
Post

*Where
applicable

Launch

Prepare

Event Surgery

Design
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NOV

Flyer
distribution

Design & print

Social Media

Newsletter

JUL

Direct invite to
get involved
(email)

Idea session/
Brainstorming

Promotional
Materials

Media & Press
Releases

JUN

Early Sept

Pre Event

Post Event
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EVENT COMMUNICATIONS:
HELPFUL TIPS
Pre-Event & Event Day
A key part of your #BEACTIVE DAY campaign can be the
organisation of a kick-off or launch event. Therefore, it is
important to have a plan in place which will also allow you
to adapt to unexpected changes.
Pre-Event:
•

Identify potential issues:

•

Poor ticket sales

•

Performer or attendee drop-outs

•

Weather

•

Traffic/transportation disruption

•

Unregistered attendees
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Identify your biggest potential risks by looking at past events and
forecasting how things could go wrong, for each have a plan in place for
how you will communicate these changes to stakeholders
•

Think ahead: Create and schedule emails and social media messages
in advance, such as general information and things scheduled within
the event that social media followers could be reminded of, so as to
alleviate the pressure on the day.

•

Draft your responses: People will come to you with general queries
in the lead up to an event. In anticipation, daft up some FAQs for
your website and an event reminder email outlining a checklist of
information attendees may need to know.

•

Don’t over-communicate. Everyone is overwhelmed with too much
information. Even if you put a lot of information on your website,
attendees are still going to miss it. It is important to communicate
early and communicate often, so that attendees are not inundated in
the days prior to the event.

beactiveday.eu

EVENT COMMUNICATIONS:
HELPFUL TIPS
Event Day

Post Event

•

•

If possible do a de-brief after an event.

•

Post Event Feedback: Many attendees may provide feedback on the
day both good and bad, however it is important to get this feedback
in writing. This can be collected by circulating a survey on the day, or
email or through social media. Feedback from all stakeholders will
help you make informed and better decision for future events.

•

Event Plan: Collect all feedback and plan for future events. There is
no ‘one size fits all’, what may work in one place may not necessarily
work as well in others. Each event provides information for creating
a better #BEACTIVE DAY the next year.

•

What’s next? Event follow up is important so that attendees can be
encouraged to continue to take part in physical activity. An incentive
could take the form of flyers/email distributed information on how
to keep active.

•

These tips can also be useful when organising other events and can
be used as an addition to the #BEACTIVE DAY event planner
www.beactiveday.eu

•

•

•

Have a clear plan of action because additional staffing or
resources may be required for the day so make a detailed plan
of each person’s responsibilities and allocate times at each
position and have setup clear lines of communication that staff
can use throughout the day.
If something goes wrong: Make sure to communicate with your
team if something goes wrong. Even if you don’t have all the
answers, reassure people that you hear their complaints, you’re
working on it, and always stay true to your promises.
You should have a media monitoring process in place in the
lead up to and during #BEACTIVE DAY / European Week of
Sport. This will allow you to develop a strong sense of how the
media is covering the events and how to best utilize the media
to support the dissemination of your message.
Make sure that someone is monitoring social media networks
and are able to answer questions – such as “where can I go to
take part in an event”?
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COMMUNICATIONS
MEASUREMENT

Monitoring the effectiveness of your communications plan is an
iterative process. Use measurement tools as the project is implemented
and change your tactics if necessary. Having set objectives and goals,
it is important to have measures in place to gauge the success of the
project. Gather stakeholders at the end of the project and determine
whether your objectives were met and work out what you would do
differently next time.
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ONLINE ENGAGEMENT

Google and social media platforms including, Facebook, Instagram, Twitter,
TikTok and LinkedIn offer free means to measure a vast array of metrics that
can help us make more informed decisions. Hootsuite, buffer and sprout social
provide are social media management tools that enable you to plan, schedule
and analyse posts on one platform. Useful measures includes the number of
posts, engagement, likes, page follows and reach which will help shape your
marketing activities. Watch out for trending hashtags that occur on the day
(#BEACTIVE and other associated slogans). Content engagement metrics
are important because they show how your content strategy aligns with user
interest. All measurement tools offer a considerable volume of information,
assess what information is valuable to your organisation and the main indicators
of campaign success and make these your main focus.
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GOOGLE ANALYTICS

Google Analytics can measure huge volumes of data about your
website. Google Analytics is a free website analytics service that gives
you insights into how users find and use your website. With Google
Analytics you can sift and sort your visitors with many “dimensions”
such as where they came from, what browser they are using, what
device they used and can tell you how long they spend on on your
pages and which are the most popular ones. This can give you insights
into what interests the user on your website and help you allocate your
promotions toward the sources which drive the most traffic to your
website.
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DEBRIEF

After the #BEACTIVE DAY / European Week of Sport, it’s often
tempting to look ahead to your next event without giving the proper
time and attention to evaluating the events you have just held with
your partners and stakeholders. Even if you consider that were a
great success, there are always elements that could be improved
— that’s where a post-event debrief with your team and partners
becomes important. Taking time to debrief an event reaps many
benefits, including gaining valuable feedback, streamlining your
process, enhancing the attendee experience and further cementing
relationships with partners, supporters, sponsors and participants.
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APPENDICES
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STAKEHOLDER MAP TOOL
Funding Provider
Desired Outcome: More
people active to alleviate
pressure on health service
Expectation: Funding
approprately spent
Message: We are trustworthy
and can deliver desired
objectives

Sponsor
Desired Outcome: Achieve
Business Objective
(i.e. Sell more products)
Expectation: Brand exposure and leverage
Message: We can gain you access
to the deired market you want
to target
General Public

Desired Outcome: Become
more active, enjoyment and
to achieve personal goals
Expectation: Engaging and
incentiving ways to get involved
in physical activity
Message: Why physical activity
is good for you, and we
want you to be
involved
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MEDIA NOTICE

#BEACTIVEDAY
L AUNCH EVENT
WHERE: Location
e

WHEN: Date, Tim

bassadors)

lders (Brand Am

ng Body, Stakeho

, Governi
WHO: Host Body
TIMINGS:
•

Daily Print Media

•

Online Media

•

Broadcast

t interviews
arrange broadcas
ation including to
contact: X
ase
ple
X,
For futher inform
th
wi
ge an interview
with X or to arran
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RUNNING ORDER (#BEACTIVE DAY LAUNCH)
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TIME

ACTION

08:30

PR Company and Photography setup

08:45

Ambassadors arrive. Brief and change into
appropriate attire (branded t-shirts provided)

09:00

Invited stakeholders arrive at shoot location

09:00 - 09:10

Brand Ambassador Interviews

09:10 - 10:00

Photography
Grouped corporate shots
Individual shots of brand ambassador X
Grouped Action shots with X, Y and Z

09:30

Catering to arrive and to be brought to room

09:50 - 10:00

Media begin to arrive and brought to room

10:00 - 10:20

Print round table with brand ambassador

10:20 - 10:40

Online round table with brand ambassador

10:50 - 11:00

Interview with CEO

LOCATION

RESPONSIBILITY
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SAMPLE PRE-EVENT
CHECKLIST FOR ATTENDEES
Please note the following ahead of the event:
1. If you can no longer attend, please cancel your booking through the booking site (link
provided).
2. There will be a toilet or changing facilities on site.
3. There will be no lockers for storage of bags or other belongings.
4. Please ensure you arrive at least 10 minutes prior to the class that you have booked into
commencing for registration.
5. If you do not arrive on time for a class, please note that your place may be given to
another attendee.
6. There will be photographs and video taken on the day. Should you have any issues
with this, please let the videographer or photographer know.
7. If you have any injuries or medical issues, please make the instructor know prior to
the class commencing.
8. Procedure for outdoor events/weather: Circumstances to which the event could
not go ahead outlined here.
9. Should the event be cancelled you will be notified via email.
We are looking forward to celebrating #BEACTIVE DAY on X September 2020.
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THANK YOU
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