
Event 
handbook
A great guide for planning an event



Introduction

This handbook is made by Viimsi Youth 
Council and SeltjarnarneSs Youth 
Council and includes examples from 
our collaborative project. The idea 
for the event was decided while visit-
ing Iceland during the Erasmus+ youth 
exchange program. The event takes 
plplace in both Estonia and Iceland. It 
was decided that it is going to be a 
live concert and food festival and 
all the collected money goes to 
charity. 

The main goal is to set an example 
for other Youth Councils on how to 
organise an event. The handbook con-
sists of a timeline of different tasks 
in correct order, tips on how to 
hand out tasks and manage group 
work. 

“
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Creativity techniques
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Reaching your goals and focusing on the topic 
can be hard sometimes. Here are some easy ways 
to keep you on track and analyze your ideas. 

Brainstorming is the most effective way to just 
get the ideas out and down on paper. You should 
always keep in mind that:

 • All ideas are good
 • No criticism
 • Be fast and write everything down
 • Think outside the box

BBrainstorming is really simple - just write every-
thing down that you can come up with. It doesn’t 
matter if the idea seems realistic or not, bad or 
good. You can combine things that seem to fit to-
gether and also polish them later. 

B r a i n s t o r m
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M A P

MAP or massive action plan helps you to realize where 
you are today and how you can reach the goals you’ve 
set. With this you get to think through the basic struc-
ture and not focus on the details too much.

Questions to ask yourself:

 • Where are you today? – What are your current re-
sources? 

 • Where do you want to be? – What is the outcome of 
your plan?

 • How can you get there? – What do you need to do in 
order to
 
reach your goals?

YYou should have the answers in front of you during the 
process of reaching the goal. It’s also okay to adjust 
them when you realize that things are different. 

If you focus on the “why” then “how” will get answered 
naturally.
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S. M. A. R. T.

With S.M.A.R.T. analysis you can understand better if 
your goals are realistic or if not, then make them 
more real.

S.M.A.R.T. is an acronym that stands for: 

Specific – How will you know it’s done?

Measurable – How will you know if it meets the ex-
pectations? 

Achievable – Can it be done? Do you have enough re-
sources?

Relevant – Why should you do it? What is the 
impact?

Time-Oriented – When will it be done?

Example: As an organization it’s important to grow 
your brand. The goal is to have 20 more followers 
on Instagram and 30 new likes on Facebook by the 
end of the event.
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S W O T 

SWOT analysis can be applied to different aspects of the plan no 
matter how small or big they are.

SWOT stands for strengths, weaknesses, opportunities and threats - 
all things that you should think through in order to be successful. 
Strengths and weaknesses should be about your group or your idea 
and opportunities and threats about external things.

Strengths – internal positive attributes of your situation 
(marketi(marketing, assets, human resources, financial resources)

 • What kind of resources do you have?
 • What kind of experience you have related to this task?
 • What makes your idea unique?
 • How strong is your brand?

W eaknesses – internal negative attributes of your situation
 
  • What aspects do you need to improve?
 • Is there anything that you do not know yet, but should?
 • Is there anything similar?
 • What kind of resources do you lack?

Opportunities - external positive factors that could help you 
(competitive, economic, market, political and technological environ-
ment)

 • What are the current trends and can you use them?
 • Can your brand help you?
 • What would be the ideal opportunity?
 • Can weather have an impact on your plan?

Threats – external negative factors that could harm you

 • What are the biggest obstacles in your way to reach the goal?
 • Are there any competitors?
  • Is there any significant change coming up that could affect you?
 • How could political or economic conditions affect you?

After doing the analysis, you need to find out how you’re going to 
minimize threats and weaknesses by using the strengths and oppor-
tunities.



the 
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3 Months
Before

Choose the theme of the event

Set goals to reach throughout the event

Deciding on date and time

Choose a charity to donate money for

Discussion over the specifics of target audience

Handing out tasks

Make a budget

Forming teams: finance, marketing, social media,
catering, technical problems for example

When and in what form is the charity
collecting donations

Find a venue, where the event takes place

What % of the revenue will be donated

Make a social media plan

Make a plan about food and catering
and contact them (specifying technical needs)

Finding and contacting sponsors

Make a marketing plan

Choosing and contacting performers 

Figuring out the sound and light system

Ask for a bid/price quote for catering,
light/sound equipment, venue, performers etc

Find a sound tech

Creating the timetable

Deciding upon whether there will be tickets
and what selling system/prices will be used

Find a way for no plastic policy



Perform an all over budget check

Make event specific content

Create a public event on facebook

Reveal the artists on the event

Send out invitations on facebook and sending
 personal invitations for the municipality

Contact influencers to promote 
and share our event

CContacting the Local newspaper about a spot 
for an article (needs to be contacted about 1 

month early)

If needed: Buy decor, rent chairs 
and tables, tents
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2 Months
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1 Month

Start asking for invoices for the expenses

If needed: plan transport for the participants

Making or ordering the tickets to sell

Introduce the idea on a local television/radio 

a call for volunteers (ticket sellers etc.)

invitations for the local media (newspaper etc.)

Find a host for the event

Finding a photographer
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3 weeks

Have partners 
share the event!

Make a sponsored
post on social
media to 
promote the 
event!
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2 weeks

Have a social media 
contest(based on 
sharing/commenting)

Draw up an Area 
plan/map

Figuring out 
handling trash
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1 week

  Post about/
introduce 
performers on 
 social 
   media

Check 
  weather 
forecast

Do a 
press 
release

Choosing  
the people
responsible 

 for cleaning
up   

Assemble 
gifts for 
performers/ 
volunteers
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The event day

Post a reminder online 

Set up stage for performers

Put up the decor at the venue

Lighting check

Sound check

Put up chairs, tables, tents

Giveaway on the event (merch)

1

2

3

4

5

6

7
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The day after

Posting pictures 
online

Conduct an  
assessment on how 

it went



Summary

This handbook is made by Viimsi Youth 
Council and SeltjarnarnesS Youth 
Council and includes examples from 
our collaborative project. The idea 
for the event was decided while vis-
iting Iceland during the Erasmus+ 
youth exchange program. The event 
ttakes place in both Estonia and Ice-
land. It was decided that it is going 
to be a live concert and food festi-
val and all the collected money 
goes to charity. 

The main goal is to set an example 
for other Youth Councils on how to 
organise an event. The handbook 
consists of a timeline of different 
tasks in correct order, tips on how 
to hand out tasks and manage group 
work. 
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