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Festivals are powerful communicators. They are 

platforms for brands, but first and foremost they 

are brands themselves - special ones and cultural 

heavyweights with a wide reach.

European festivals reach millions of mostly young 

people directly and many more through their 

various communication channels and broadcasts. 

Young people who identify with the festivals, 

collect memories there for their entire lives and 

whose personal development we support. Of 

course, this means great opportunities for 

festivals, but also just as much responsibility.

This campaign guide combines the responsibility 

mentioned with the communication reach of the 

festivals. It shows how festivals can take a stand 

together and address important issues, while at 

the same time strengthening the international 

network within the European festival sector 

through the commitent to common values and 

goals.

YOUROPE, the European festival Association has 

initiated various joint campaigns in recent years. 

The first was TAKE A STAND, probably the most 

important social awareness initiative in the 

sector, which was followed by various others on 

the topics of European elections, civil sea rescue 

and the European Year Of Youth.

We would like to use these campaigns as a 

blueprint and inspiration for others to come from 

the network. We show how we approached the 

task and went from a fixed idea to 

implementation. Certainly not with the claim to 

show the only valid way here. Because there are 

many different ones, depending on factors 

including woman power, available budget and 

thematic orientation.

Here we present our approach to voluntary, non-

commercial and socially relevant campaigns and 

hope that this will motivate future imitators to 

stand up for the right thing with their festivals.

Holger Jan Schmidt
General Secretary of YOUROPE
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This guide is based on these pan-European campaigns and initiatives, 

YOUROPE has developed through the years:

INTRODUCTION

Take A Stand (2017)

www.take-a-stand.eu

We Vote For Europe (2019)

www.WeVoteForEurope.eu

Wave Of Solidarity (2020)

www.WaveOfSolidarity.eu

Impossible Without Youth (2023)

www.ImpossibleWithoutYouth.eu

http://www.take-a-stand.eu/
http://www.wevoteforeurope.eu/
http://www.waveofsolidarity.eu/
http://www.impossiblewithoutyouth.eu/


CREATION



IDEA

At the beginning there will probably be an idea that can arise, 

for example, from an inner drive, from dealing with a focus 

topic or from the content of a project.

It is important that this fits with the values of your 

organization or festival. It helps immensely to have these 

values articulated in some form of vision or mission.

It is important that the topic of a campaign is not too complex 

but remains understandable and easily accessible. Always 

have your target group in mind. Check that your idea is unique 

and consistent.

Example:

The YOUROPE mission statement led to 

initiating TAKE A STAND
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MESSAGE

It is advisable to formulate a message that explains what the 

campaign is about. It must also fit the values, should be clear 

and inspiring. Address your target group directly but stay at 

eye level with them.

If you want to win partners for your campaign, consider that 

you formulate the message specifically, but still open enough 

that many can gather behind it. In a partnership, the parties 

should have the opportunity to co-create or comment.

If concrete goals are being pursued with the campaign, it is 

advisable to clearly state them in the message text. The 

SMART approach (specific, measurable, assignable, realistic, 

time-related) is helpful in this context.
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MESSAGE - examples

#WeVoteForEurope (2019):

Today, we are told there is nothing 

left to fight for. And yet you fight. You 

fight for the climate. For the end of 

sexism, for the right to love who you 

love, and be who you are. You fight 

for the end of gun violence and 

injustices done throughout the 

world. 

We, the festivals in Europe, try our 

best to keep up with you, and create 

spaces where everybody can be free 

and enjoy each other and the music.

Thank you for engaging. Thank you 

for celebrating your freedom at our 

festivals. Thank you for participating 

in the fight for a better world and 

voting in the European Elections for a 

future in which we can continue to 

celebrate together at the European 

Festivals.

We want to show the effects of 

voting. We want to show the 

solidarity across Europe. We want to 

encourage everyone to vote in the 

European Election. We are saying 

THANK YOU for voting!

We would not have freedom of 

speech, protection of the 

environment, human rights, a free 

press and so many other 

achievements if it wasn’t for VOTING.

So, THANK YOU!

http://www.wevoteforeurope.eu/


TEAM

Look into your inner circle for protagonists

and supporters of your idea and message. 

Build a strong and diverse, but not to big

group to develop the campaign.

Where do you have already the compentence

needed (e.g. design, communication) and the

necessary knowledge (e.g. environmental, 

social responsibilty) in your network? 

Define the project lead to coordinate the

process. Set up a workflow for the creation of

content and layout with options for feedback

and reflection.
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PARTNER

We really believe, we are stronger together. 

Which partners do you have to increase your outreach, your

credibility, your experience and your competence? On the

other hand: Which partners would be helpful to accomplish

the idea and message of your campaign?

Depending on the status and task of your partnership, you

will need to give it a fixed structure, a signed letter of intent

or even a contract.

You may want to look out for possible financing of your

campaign through public funds, foundations or the like. 

Please keep in mind that this funding will likely also have

effect on your project through funding guidelines. 
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PARTNER - examples

For or our 2020 campaign #WaveOfSolidarity supporting civil

sea rescue in the Mediterranean Sea YOUROPE teamed up with

the NGO Sea-Watch who brought in all the expertise in the

subjects. Together we secured the contribution of members

from the YOUROPE and TAKE A STAND networks Goodlive, PxP

Embassy e.V. and Wacken Open Air to create the message and 

content.

2022 was the European Year Of Youth and our campaign

Impossible Without Youth contributed to this occasion. For

this pupose YOUROPE cooperated with the European 

Festivals Association (EFA) and initiated a close exchange

with the European Commission team of the Year Of

Youth.The compaign was designed and rolled out with the

help of Karlsruhe Marketing und Events (KME) and Das Fest

with the support of the festivalfinder community, Seaside 

Festival, and the band Querbeat.

https://waveofsolidarity.eu/
https://waveofsolidarity.eu/
https://sea-watch.org/
https://goodlive.ag/
http://pxpembassy.org/en
https://www.wacken.com/
https://impossiblewithoutyouth.eu/
http://www.efa-aef.eu/
https://karlsruhe-event.de/
https://www.dasfest.de/
https://www.festivalfinder.eu/
https://www.seasidefestival.ch/
https://www.querbeat.info/
https://impossiblewithoutyouth.eu/


NAME

It is not surprising that the name plays a decisive role in a 

communication campaign. Sometimes the first idea is

perhaps the best, but sometimes it also helps to think

about it a little longer.

Keep in mind, the name should be

• Self-explanatory – you hear the title, and you know

what the campaign is about

• Unused and rights free – especially for your channels in 

social media & website

• Universally usable – English for international 

campaigns

• Calling, inclusive and appealing – dare to address the 

target persons directly using “we”, “us” and „you“

Create a #hashtag to occupy your name in the digital 

world as soon as possible.

If applicable create accompanying claim(s).
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VISUALISATION

Try to create a look and feel that supports your campaign.

If your organization is the main broadcaster of the campaign, it

should fit your corporate identity (CI).

If it is a community project, it should have a  neutral layout, that

is easily adaptable and can be customized by participants and 

partners, so that they can combined it with their CI or create

own supporting contents.

Just like the campaign‘s name the design should be unique and 

rights-free for individual ownership. 
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VISUALISATION ELEMENTS

Suggestions for campaign assets (incomplete):

• Logo (various formats for dark and light backgrounds)

• Animation (like mp4 or GIF)

• Graphic elements & Key Visuals (supporting the look & feel)

• Different social media formats (like story, square, header)

• Clips (in various formats, resolutions and length)

• Proposals for own assets to be designed by the campaigns

supporters or partners
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Example assets

VISUALISATION ELEMENTS



VISUALISATION ELEMENTS

Suggestions for possible channels (incomplete):

• Website (own site for the campaign or dedicated subpage)

• Social media (you know them all and what suits your target

audience best)

• Print (if applicable)

• TV & radio (Media partnerships may come in handy)

• OOH –Out Of Home (in special occasions this gives strong 

visibility)
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Example channels

VISUALISATION ELEMENTS
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TIMELINE

From start to end, set up dates, deadlines and milestones for your campaign



OFFLINE / ON SITE

Activation suggestions:

• Discussion panels

• Artist involvement

• Gamification 

• Assets on stage screens

• Awards 

• Branding / Banners

• Flyer / Give aways

(You may want to consider sustainability and 

environmental policies.)
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HOMEPAGE

• Provide basic campaign info

• Stick to essential information and avoid

overload

• Find a striking layout

• Additional information beyond campaign

message can be integrated

• Display results, if you have them

• Show the participants and partners of your

project

• Provide service and download pages or links



DELIVERY

• Deliver materials barrier-free via digital channels such as

Dropbox, Google Drive, iCloud or similar

• Create a manual – simple handbook that explains the

participants what to do and when. Use the KISS approach -

keep it simple (and) stupid.

• Everbody involved should support the consistency of the

campaign.
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SUSTAINIBILITY

For some it will certainly be important that the content 

of the campaign survives the test of time and that, 

looking back, one can stand behind what was created. 

Maybe it will help you to use the 3 Rs of our 3F project:

Resilience - meaning keep your campaign to remain

relevant over changing times

Responsibilty - meaning your campaign is taking action

to ensure the message is heard

Relevance - meaning your campaign is significant to

communities, social development or environment
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REALISATION



• Make your campaign seen

• Hand out press release

• invite media to kick off

• Plan enough man- and woman power for the

different activities

• Look out for patronage, testimonials and 

ambassadors

REALISATION
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REALISATION
Examples

Panel discussion at OpenAir St.Gallen (CH)

Branding at Orange Warsaw festival (PL)

Photo: Orange Warsaw Festival

Photo: OpenAir St.Gallen



REALISATION
Examples

Group Shot at OpenAir St.Gallen (CH)

Onstage-Speech at Das Fest (DE)

Rollout on Screens at ARTmania (RO)

Photo: HJS
Photo: Das Fest

Photo: OpenAir St.Gallen



REALISATION
Examples / Artist involvement

Dedicated concerts

Foto sessions

Interviews & shoutouts

All photos: HJS @ Das Fest



A selection of acts supporting Take A Stand

REALISATION
Examples / Ambassadors

Passenger (UK)

Lotte (DE)

Alma (FI)

Steiler & Madleina (CH)

Gentleman (DE)
All Photos: Das Fest



Conference Contributions

Festival summit Cardiff (UK)

REALISATION
Examples / Conference

Keynote at Nouvelle Prague (CZ)

Participant involvement at Westway Lab (PT)

by:Larm Oslo (NO)

photo: by:Larm

photo: F.Szép

photo: Nouvelle Prague



REALISATION
Examples / Gamification

Positive power plant at Superbloom Festival (DE)

Charging Europe with positive energy at Superbloom Festival (DE)

5 Minutes to take a stand at Conrad Sohm Kultursommer (A)

Photos: Superbloom Festival, Matthias Dietrich / Blickwinkel
Installations by Sebastian Fleiter / Atelier Fleiter



REALISATION
Examples / Gamification

Wheel Of Furtune Münchner AIDS-Hilfe

Shoot the 1,5°C Goal – Green Peace Munich

The SDG Jenga of Engagement Global 

All Photos: Steffen Eirich



EVALUATION &
DOCUMENTATION



Documentation and evaluation are important
parts of any event or project, providing a 
chance to reflect on what has happened, hear
ideas and thoughts for the future, and the
opportunity to share with others anything
you've learned along the way.

When your campaign has multiple partners

and participants make sure that they all use

a unique hashtag or wording to get reliable 

online statistics. If not possible ask them for

specific insights after the campaign.

EVALUATION & DOCUMENTATION
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• Press review

Collect all to your campaign related

articles (online/offline)

• Insights

Collect all possible data from your

website, social media accounts, 

hashtags

• Partners / Supporters

When collecting data is difficult or

impossible, work with the technical reach

of your partners & supporters

• Draw a conclusion

Compare your goals with what you have

achieved

EVALUATION & 
DOCUMENTATION

Examples



AND NOW…

START YOUR OWN CAMPAIGN!

WE  WISH YOU LOTS OF

FUN, LUCK & SUCCESS.

http://yourope.org/
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