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Welcome

The following pages contain guidance on using the 
World Academy of Sport (WAoS) visual identity. 
If there is anything else that you would like to see 
covered, or if you have any questions which aren’t 
answered in these pages, please contact:

Michael Cary

Director, Brand & IF Relations 
World Academy of Sport 
Phone:	 +44 (0)161 639 0935 
Email:	 mcary@worldacademysport.com

When the WAoS visual identity is being used in 
conjunction with any partner then the relevant partner 
visual identity guidelines should also be referred to 
where required. These are available from the WAoS 
or relevant partner website in 
most instances.
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SPORT IS SPECIAL!

The sports world, specifically as it relates to IF’s and 
other governing bodies, is increasingly evolving from 
a political mindset into that of a business perspective. 
Success is driven less by bureaucratic practices and 
more by professional decision-making and effective 
communication with external stakeholders such 
as media and corporations. This is certainly the 
case with the most successful sport organisations 
based on quality of competition, viewer numbers, 
governance, amongst other factors. 

Many sports organisations remain fragmented and 
small as they have evolved from a club-level entity 
into a national and even international organisation. 
Despite operating in a broad, international, and 
sophisticated environment, the personnel within 
these organisations often lack the necessary training 
or resources to stay current with the dynamic 
business environment and its best practices.

The WAoS delivers learning solutions for sports 
and event participants — athletes, managers, 
administrators, officials and coaches — through a 
series of education programmes tailored solely on their 
needs and time commitment constraints. Through 
sports experts and business academics it provides the 
best possible, industry accredited programmes. The 
WAoS is a recognised education leader fulfilling a vital 
professional need within this evolving and international 
sector. As such the WAoS is:

1	 INTRODUCTION

WORLD SPORT’S 
EDUCATION PARTNER



WORLD ACADEMY OF SPORT  VISUAL IDENTITY GUIDE

PAGE 5

2.1	 Logo BACKGROUND
IF Education

World Academy of Sport is a wholly owned trademark 
of IF Education. The acronym IF Education stands for 
International Federation Education.

Since its establishment in 2003 the globally recognised 
academic Mortar Board has been used as its mark with 
clearly presented text to its right. This mark has been 
the basis for establishing sport academies with several 
International Federations.

The IF Education logo is part of the corporate identity of IF 
Education. 

World Academy of Sport

Sport and education are inherently intertwined as both 
help provide important development needs for people the 
world over.

The World Academy of Sport brings together mind, body 
and spirit to provide opportunities in achieving sporting 
excellence.

2	 Logo USAGE
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2.2	 Logo Options
IF Education

Only to be used by IF Education.

World Academy of Sport

This is the official logo and trademark of the WAoS and 
is predominately used in most instances. In all cases of 
partners using the logo prior written approval must be 
sought by WAoS and usage of the logo must adhere to the 
usage guidelines provided in this document.

In certain circumstances the Standard Use logo may 
not be appropriate to use. In such cases the WAoS may 
agree to use the Limited Space logo. In all cases of such 
instances prior written approval must be sought by WAoS 
and usage of the logo must adhere to the usage guidelines 
provided in this document (see Section 2.3.9).

In written text the name ‘World Academy of Sport’ should 
be written at the beginning of documents. It may thereafter 
be referred to as ‘WAoS’ with a lower case ‘o’. In no cases 
should it be referred to as either ‘WAOS’ or ‘WAS’.

2	 Logo USAGE
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2.3	� Logo usage guidelines
The World Academy of Sport (WAoS) logo must be 
regarded as a respected trademark. In order to make sure 
the integrity of WAoS logo are maintained the following 
guidelines and principles should be adhered to. For the 
avoidance of confusion the following guidelines and 
principles should be used across all logos within the WAoS 
portfolio including IF Education, the Limited Space logo 
and all partner sport academy logos.

2.3.1	 Design

The WAoS logo colours represent Mind (red), Body 
(blue), Spirit (green). The swirl consists of three core 
components:

•	 Depicts a body moving forward

•	 	Represents an athletic person developing in their life 
through sport & education

•	 	Brings together the colour elements to complete the 
person as a whole

2.3.2	 Format

The logos can only be positioned horizontally as it appears 
in this publication. Further guidelines regarding correct 
use of the logo are detailed throughout this section. 

2	 Logo USAGE
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2.3	�� Logo usage guidelines
2.3.3	 Clear space

No text or graphics may appear too close to the logo. 
The clear space above and below the logo is measured 
from the top and bottom of the words ‘World Academy 
of Sport’, and is equal to the height of this element (X). 
The clear space to the left and right of the logo is equal 
to the width of the ‘W’ (Y).

2.3.4	 Minimum size 

The logo must not appear less than 30mm wide. 
If it is essential for the logo usage to be less than this 
width, the Limited Space Logo may be an alternate and 
approval should be sought in such cases (see Section 
2.3.9).

X

X

X

YY Y

X

Y

Y Y

X

X

30mm

2	 Logo USAGE
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2.3	� Logo usage guidelines
2.3.5	 Colour specifications

The logo should be printed or reproduced in these 
colours. These cannot be altered.

2.3.6	� Additional official colour palette 

In addition to the above core colours the following 
colours and tones may be used across WAoS 
communications, documents, etc.

Black

C	 0
M	 0
Y	 0
K	 100

R	 0
G	 0
B	 0

Black (70%)

C	 0
M	 0
Y	 0
K	 70

R	 111
G	 111
B	 111

Black (30%)

C	 0
M	 0
Y	 0
K	 30

R	 188
G	 188
B	 188

Black (10%)

C	 0
M	 0
Y	 0
K	 10

R	 231
G	 231
B	 231

WAoS Red

Pantone 186 C

WAoS Blue

Pantone Process Blue

WAoS Green

Pantone 355 C

C	 0
M	 100
Y	 80
K	 0

R	 196
G	 31
B	 58

C	 100
M	 15
Y	 0
K	 0

R	 0
G	 153
B	 219

C	 100
M	 100
Y	 0
K	 0

R	 51
G	 164
B	 87

WAoS Red (50%)

C	 0
M	 50
Y	 32
K	 0

R	 223
G	 150
B	 135

WAoS Blue (50%)

C	 50
M	 7
Y	 0
K	 0

R	 143
G	 194
B	 235

WAoS Green (50%)

C	 50
M	 50
Y	 0
K	 0

R	 153
G	 200
B	 157

WAoS Red (20%)

C	 0
M	 20
Y	 16
K	 0

R	 238
G	 206
B	 195

WAoS Blue (20%)

C	 20
M	 3
Y	 0
K	 0

R	 207
G	 228
B	 246

WAoS Green (20%)

C	 20
M	 20
Y	 0
K	 0

R	 211
G	 231
B	 212

2	 Logo USAGE
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2.3	� Logo usage guidelines
2.3.7	 Primary colour usage

Examples of methods of usage of primary colours.

•	 Headings are solid red, green or blue

•	 Subheads are solid red, green or blue

•	 	Body copy is solid black

•	 	Tables are primary brand colours

2.3.8	 Secondary colour usage

Examples of methods of usage of secondary colours. 
Used to differentiate areas in tables and used behind 
copy to ‘pull out’.

2	 Logo USAGE
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2011 CALENDAR:
OPEN PROGRAMMES

JANUARY

FEBRUARY

MARCH

APRIL •	PGC.	WORKSHOP	ONE	(INTAKE	ONE),		
LONDON	UK

MAY

JUNE •	APP	1-3	,	MANCHESTER	UK

•	PGC	WORKSHOP	2,	LONDON	UK

•	IEM	27	-	1	JUL,	BONN	GERMANY

JULY

AUGUST

SEPTEMBER •	PGC.	WORKSHOP	TWO	(INTAKE	TWO),	
LONDON	UK

OCTOBER

NOVEMBER •	PGC	WORKSHOP	2,	LONDON	UK

DECEMBER •	EARM	5-7,	DUBLIN	IRELAND

*Open programmes are only listed in the above calendar which are confirmed at time of 
printing. For a complete list of all open and closed programme opportunities please contact 
the WAoS directly. Changes may be made by the WAoS without notice.

PAGE 23

IRB DEVELOPMENT 
PROGRAMMES/SESSIONS 

The IRB Administrator’s Academy 
provides focussed management education 
opportunities to the rugby membership. 
Over the past three years, the Academy 
has successfully collaborated with Regional 
Development Managers and Regional Training 
Coordinators in improving and enhancing 
their skills and efficiency. The Academy has 
ensured long term professional development 
by organising workshops aimed at providing  
new tools and concepts as well as addressing 
key professional issues.

Sessions have addressed some key issues 
such as; critically analysing strategic plans, 
leadership development, managing change, 
facilitation and consultation skills. These 
sessions are integrated into yearly planning 
meetings and a valuable rapport has developed 
within the Academy and this peer group to 
maximise learning year on year.

ICC HIGH PERFORMANCE 
PATHWAY PROGRAMME

The ICC High Performance Programme was 
a 5 day programme tailored to address the 
specific needs of the six top ODI (One Day 
International) countries in their preparation for 
the 2011 World cup.

Through the input of our own team and 
cricket experts, an intensive and very 
focussed programme was delivered where 
the commercial and administrative functions 
of the nations were aligned with their short, 
medium and long term high performance 
goals. For each of the countries’ the President, 
CEO and High Performance Director / Head 
Coach was in attendance in order that these 
areas could be discussed from a national 
perspective. 

At the conclusion of the programme the 
countries obtained a clear view on:

•	 How to identify talent;

•	 How to capture talent;

•	 How to select and develop talent;

•	 How to present and retain talent;

•	 How to transition talent;

•	 The optimal structure of their organisation 
and the key stakeholders important to them.

•	 How to create a sustainable High 
Performance System.

 
In addition to the 5 day programme the 
Academy also ran a follow up two day session 
six months later. Within that session each 
country was provided an hours mentoring 
session where their fully drafted National 
Performance Pathway Plan was reviewed and 
further specific advice was provided.

We are pleased to say that four of the six 
countries in attendance qualified for the 2011 
Cricket World Cup.

Testimonial:

“I would recommend this course as a life  
time commitment for a business plan, not 
just sport”

“It was a most refreshing and rewarding 
experience… The course certainly  
challenged my way of thinking and has  
had a positive, significant impact”

Delegates on this programme have  
come from the following countries:

Bermuda	•	Canada	•	Ireland	•	Kenya	 
•	South	Africa	•	The	Netherlands	 
•	United	Kingdom

ACADEMY 
AND PARTNER 
PROGRAMMES

WORLD ACADEMY OF SPORT HIGHLIGHTS 2009 - 2010
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“THE PROGRAMME 
GAVE US NEW 

VISION AND NEW 
THINKING. LEGACY 

IS NOW A KEY 
WORD FOR ME.”

Testimonial 
Thai Sport Leaders Programme

PAGE 13

 

SPORT AUTHORITY  
OF THAILAND (SAT):  
SPORT LEADERS PROGRAMME

There have been two intakes  of the SAT 
programme for sport leadership development; 
May 2009  - August 2009 and May 2010 
- August 2010. Both programmes were 
delivered in Bangkok, Thailand and the 
Academy looks forward to delivering the  
next programme in 2011.

The programme was developed to address 
key specific issues identified by the Sports 
Authority of Thailand required to improve their 
skill base in sports leadership, administration, 
professional sport and master planning. In 
addressing these issues, the programme has 
contributed to building and improving the 
the capacity in the sports industry sector in 
Thailand.

The programme is delivered through a 
combination of workshops and research 
projects delivered over a four month period.

All workshops were underpinned through 
leadership development and the specific focus 
topics of each respective workshop include: 

•	 Major Events;

•	 National Federations; and 

•	 Facility Management.

The feedback from participants on both intakes 
was very positive and the Academy looks 
forward to graduating the next class of Thai 
Sport Leaders in 2011.

Testimonial:

“The programme gave us new vision and new 
thinking. Legacy is now a key word for me”.

DUBAI: THE HAMDAN BIN 
MOHAMMED PROGRAMME 
FOR SPORT LEADERSHIP 
DEVELOPMENT (HBMPSLD)

The HBMPSLD programme was delivered from 
November 2008-May 2010 in Dubai, UAE.

This programme is part of the acclaimed 
Mohammed Bin Rashid Programme for 
Leadership Development (MBRPLD) 
which was initiated by His Highness Sheikh 
Mohammed Bin Rashid Al-Maktoum, UAE Vice 
President, Prime Minister and Ruler of Dubai. 
This programme is an innovative leadership 
programme designed to develop future national 
leaders capable of promoting the sustainable 
development of Dubai. The Academy worked 
with the organisation to deliver a programme 
specifically focussed on Sports Leadership. 
It predominantly focussed on developing its 
students’ skills in administration, professional 
sport and master planning. 

The programme was a combination of 
workshops and research projects delivered 
over an 18 month period and each workshop 
focussed on various aspects of the integrated 
business of sport including:

•	 Leadership and International Sport;

•	 Sport Development: Participation & High 
Performance;

•	 Sport, The Commercial Sector and 
Professional Leagues; and

•	 Finance, Infrastructure & Facility / Asset 
Management.

The programme was well received and there 
are plans to continue this for a second intake 
in 2011.

GOVERNMENT 
PROGRAMMES
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2.3	� Logo usage guidelines
2.3.9	 Limited Space Logo

The Limited Space Logo may only be used in 
exceptional circumstances where agreed with 
the WAoS. 

The Limited Space Logo clear space height is twice the 
height of the letters ‘WAoS’ (X). The clear space to the 
left and right of the logo is equal  to the width of 
the ‘O’ (Y). 

This logo must appear no smaller than 10mm wide.

10mm

X

X

X

YY Y

X

Y

Y Y

X

X

2	 Logo USAGE
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2.3	� Logo usage guidelines
2.3.10	 Colour exceptions 

Where appropriate the logo can be displayed in solid 
black or solid white and written approval must be 
gained from the WAoS prior to usage. Grey scale 
versions of the logo should not be used in any cases. 
The logo cannot be displayed in any other colour and 
colour dots within the logo can only be used with solid 
black lettering.

2	 Logo USAGE
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2.3	 �Logo usage guidelines 
2.3.11	Things to avoid

The WAoS logo must only be used as per the 
guidelines provided in this document and must not be 
altered in any way. Examples of correct and incorrect 
usage are provided.

2.3.12	 Moving logo

The logos cannot be distorted when put in motion. 
When animating the WAoS logo (e.g. for computer 
based presentations etc) the logo must be used as a 
unity and displayed in one piece. This excludes build 
up of the logo and presentation effects where written 
approval from the WAoS should be sought. 

For enquiries regarding a moving logo, please contact 
Michael Cary at the WAoS.

2	 Logo USAGE

Do not alter positioning of any element of 
the logo.

Do not alter the proportions of any element 
of the logo.

of sport

Do not alter or substitute typefaces within 
the logo.

Do not alter the colours of any element of 
the logo.

Do not distort logo to accommodate layout 
requirements..

Do not apply shadow or other effects to 
the logo.

Do not use a blurred logo. Do not use a pixelated, low resolution logo.

Do not use the black or white logo over an image that 
does not provide high contrast against the logo 

Do not use colour logo over an image 
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2.3	 �Logo usage guidelines 
2.3.13	Relationship logos

The WAoS has a number of partners and operating 
activities and each have their own unique title depicted 
under the WAoS logo. These are available as detailed 
on the right.

The various operating activities include the following 
titles:

•	 Postgraduate

•	 Training

•	 International Advisory Board

•	 Speaker Series

Partners can represent their association with the  
WAoS by using the appropriate relationship titled logo. 
They may also combine logos side by side with the 
WAoS logo as indicated to the right. 

The partner categories include:

•	 Education Partner

•	 Global Industry Partner

•	 Sport Partner (where no existing formal IF Academy 
has been established)

•	 Region/Country Partner

•	 Athlete Friendly Education Centre

2	 Logo USAGE

World Academy of Sport Global Industry Partner

Global Industry Partner

Activity Titles

Postgraduate

Training

International Advisory Board

Speaker Series

X

X

X

X

Standard use logo

Limited space logo

Partner Titles

Education Partner

Global Industry Partner

Sport Partner

Region/Country Partner

Athlete Friendly Education Centre
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3.1	� Tagline
The WAoS tagline is:

This is to be used as provided and not altered in any way. 
It is to sit opposite the WAoS logo, and not be ‘locked up’ 
with the WAoS logo. The tagline is to be the same width as 
the ‘WORLD ACADEMY OF SPORT’ words of the logo. 
It is to appear vertically aligned with the top of these words.

The tagline may only be used with black text or in 
exceptional circumstances in white text on a dark 
background. Clear space around this must be as per 
the WAoS logo. The tagline should never be used in 
conjunction with the Limited Space logo.

3	 TypefaceS and Typography

WORLD SPORT’S 
EDUCATION PARTNER

WORLD SPORT’S 
EDUCATION PARTNER
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3.2	 Typeface 
The WAoS typeface provides a clear, identifiable and 
professional image of the organisation.

For documents produced by the WAoS the official font  
is Univers, in the styles detailed opposite.

The sizes that each type style should be used at is 
expressed as a percentage of the Body type size. ie, if 
the Body type size is 8 point, then the Subheading 1 size 
should be 12 point (150%).

Should Univers not be available, the alternative typeface 
MS Reference Sans Serif may be used, in the relative sizes 
described above.

•	 Headings are solid black, red, green or blue

•	 Subheadings are solid black, red, green or blue or 
additional shades of the official colour palette

•	 Body copy is solid black

Heading: Univers 67 Bold Condensed CAPITALS (Size=250%) 

ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890&.,:;’$¢%!?(*)

Body: Univers 45 Light (Size=100%) 

abcdefghijklmnopqrstuvwxyz ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890&.,:;’$¢%!?(*)

Alternative: MS Reference Sans Serif

abcdefghijklmnopqrstuvwxyz ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890&.,:;’$¢%!?(*)

Subheading 2: Univers 65 Bold (Size=120%) 

abcdefghijklmnopqrstuvwxyz ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890&.,:;’$¢%!?(*)

3	� TypefaceS and Typography

Subheading 1 : Univers 75 Black (Size=150%) 

abcdefghijklmnopqrstuvwxyz ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890&.,:;’$¢%!?(*)
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3.3	 Alignment
The preferred alignment for body type in WAoS 
documents is left aligned.

3.4	 Things to avoid
Typefaces must only be used as per the guidelines 
provided in the this document. Examples of correct and 
incorrect usage are provided.

It illat aspiend itatest ex ea por aut quatqui blatinvenis 
inctemp orpore pe corpores eaquo ea aborem as 
alicium nia int essinctae prati dolupta tusantia sedigent 
omnimusam lationet, a volorit maximinullam vero 
dolorectecea necus voluptam.

It illat aspiend itatest ex ea por aut quatqui blatinvenis 

inctemp orpore pe corpores eaquo ea aborem as 

alicium nia int essinctae prati dolupta tusantia sedigent 

omnimusam lationet, a volorit maximinullam vero.

It illat aspiend itatest ex ea por aut quatqui blatinvenis 
inctemp orpore pe corpores eaquo ea aborem as alicium nia 
int essinctae prati dolupta tusantia sedigent omnimusam 
lationet, a volorit maximinullam vero dolorectecea necus 
voluptam.

It illat aspiend itatest ex ea por aut quatqui blatinvenis 
inctemp orpore pe corpores eaquo ea aborem as 

alicium nia int essinctae prati dolupta tusantia sedigent 
omnimusam lationet, a volorit maximinullam vero 

dolorectecea necus voluptam.

Do not use double-spaced text.

It illat aspiend itatest ex ea por aut quatqui blatinvenis 
inctemp orpore pe corpores eaquo ea aborem as 
alicium nia int essinctae prati dolupta tusantia sedigent 
omnimusam lationet, a volorit maximinullam vero 
dolorectecea necus voluptam.

Do not underline text.

Do not force-justify text.

Do not right-align text.

3	� TypefaceS and Typography
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4	� Secondary Brand Elements

4.1	 Introduction
The Secondary Brand Elements provide a consistent and 
clearly identifiable look across all communication and 
presentation of the WAoS. These include the various ‘hero’ 
graphics and other elements such as the ribbon graphic. 
Logo colours and additional agreed colour palettes should 
be reflected in the secondary brand elements when used 
for all internal and external communications. The Visual 
Identity guidelines and rules must be respected at all times 
when applying secondary brand elements.

The secondary brand elements are designed to 
complement and enhance the primary brand, adding 
movement and excitement to all branded materials. The 
WAoS secondary brand elements introduce athletes that 
represent official partner sports of the WAoS in the official 
‘hero’ graphic. These are presented in a series of ribbons 
and swirls which can be applied in the WAoS official colour 
palette to create a dynamic overall look across any number 
of media.

This has been developed with maximum creativity in mind 
allowing design flexibility whilst maintaining a unique and 
distinguishable brand.
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4.2	� Usage across WAoS & 
partners

4.2.1	 Application
The hero graphic and standard ribbon elements are 
the predominant imagery used throughout internal 
document production of the WAoS.

These form the basis of applying imagery, ribbons 
and swirls across artwork produced. All hero imagery 
should first be presented on a white background with 
swirls and ribbons added to create movement. Hero 
imagery should portray a person undertaking an action 
in context to the core communication message.

The ribbons and swirls may also be used to accent 
areas and add movement to a page across a white 
background or across imagery.

4.2.2	 Colour Palettes (primary & secondary)
The hero graphic is to appear as supplied and not be 
altered in any way. The ribbon elements are supplied 
in three brand colours, and should not be altered in 
any way.

4	� Secondary Brand Elements

WAOS Hero Graphic

WAOS Ribbon graphic
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4.2	� Usage across WAoS & 
partners

4.2.3	� Usage examples

4	� Secondary Brand Elements

PAGE 9

EXECUTIVE 
SERIES 

PROGRAMME TITLE PARTNER & LOCATION RATIONALE

PAGE 8

“A WELL 
STRUCTURED 
PROGRAMME.  
A MUST FOR 

ALL HIGH 
PERFORMANCE 

DIRECTORS.”

Testimonial May 2010
Athlete Performance Pathways

WORLD ACADEMY OF SPORT  HIGHLIGHTS TO DECEMBER 2010

Many of our alumni are from Senior 
Management / Director roles in their 
respective sport organisation. These 
individuals have had the foresight to 
evaluate the various programmes 
on offer and gained from both 
valuable insights for their own roles 
and an understanding of how the 
programmes can be beneficial for 
their staff or constituent stakeholders.

“For me the decision to attend the 
International Event Management 
Programme was one not taken lightly. 
With such a heavy work load I needed to 
ensure that the five days taken out of the 
office would provide direct and practical 
outcomes for me and the organisation”.

“By the end of the second day even my 
high expectations were surpassed as every 
aspect of the programme was geared to 
achieve my goals. In addition to the calibre of 
presenters that we engaged with throughout 
the week the real magic of the programme 
was the way in which we were constantly 
challenged to apply concepts and debate 
ideas in order to achieve results, particularly 
in the group project”.

“From a personal perspective the 
programme clearly discussed the broad 
strategic dimensions of developing sport 
both locally and nationally through a 
well-articulated event strategy. This was 
equally discussed from the context of 
international sport management and how 
opportunities can be achieved from a 
multi stakeholder perspective”.

“Having an active role in sport development 
here in Finland (Sport Finland office) I was 
able to start the project for developing our 
national sport strategy which is now being 
implemented across the nation as a result 
of attending the IEM programme”.

 Arto Ahola, 
Development Director, International Events 
Finnish Olympic Committee

In each of the programmes the Academy 
uses a mix of outstanding academics and 
industry practitioners from around the globe 
representing the diverse and specialised facets 
of sport administration. With this unique blend 
of presenter input each of the programmes 
relates to the real industry context and is 
founded on sound academic business rigour.

The programmes are hosted at one of our 
partner headquarters strategically selected for 
the following rationale:

Executive 
Administration & Risk 
Management (EARM)

IRB (Dublin, Ireland) The EARM looks at long term strategy development in sport organisations and the 
management issues that surround this. Having been reinstated on the Olympic 
programme to achieve their long term strategic drive towards this goal there is no 
better host for such a programme than at the IRB.

International Event 
Management (IEM)

IPC (Bonn, Germany) The IEM programme takes a multi stakeholder approach to event delivery. Having 
oversight and ownership of the Paralympic Games together with running nine 
International Paralympic Sport Federations (IPSFs) the IPC has a natural and unique 
connection for hosting such a complex and inspiring programme.

Athlete Performance 
Pathways (APP)

WAoS Headquarters 
(Manchester, UK)

Coaches learn from coaching programmes but where do high performance directors 
learn? At the WAoS APP programme! Similarly where do many NGBs locate 
themselves in the UK? In Manchester. This is where sport connects from the grass 
roots through to high performance which is fundamental to this unique and innovative 
programme.

WORLD  
ACADEMY  

OF  
SPORT  

HIGHLIGHTS  
TO DECEMBER 

2010

The World Academy of Sport is 
world sport’s education partner, 
delivering educational programmes 
and creating sustainable long term 
partnerships for the benefit of sport 
and partner organisations worldwide.

ENHANCING GLOBAL STANDARDS 
OF SPORT THROUGH CUTTING EDGE 
EDUCATION PROGRAMMES WITH 
OUR PARTNERS.

The World Academy of Sport was established 
to answer the needs of the global sporting 
community by developing education 
programmes that enhance global standards 
for athletes and executives worldwide. 

Its International Advisory Board consists 
of influential individuals from across sport 
and education to assist the Academy in 
achieving its vision.

The key objectives of the Board are:

• To provide strategic direction and leadership 
to the World Academy of Sport,

• To build relationships between sports 
partners in order to establish the 
development of industry standards for 
sports education and educational partners,

• To provide advice in relation to World 
Academy of Sport,

• To provide independent industry advice,

• To represent the interests and advocate the 
long term value of the World Academy of 
Sport to its industry stakeholders.

The World Academy of Sport offers a range of 
educational programmes with a truly global 
reach to athletes, event organisers, and 
administrators creating a centre of excellence 
and delivering world class education to the 
global sporting community.

Postgraduate Programmes
• Postgraduate Certificate in Sport Management

Executive Education
• International Event Management Programme
• Sport Federation Management Programme
• Athlete Performance Pathways Programme
• Tailored Programmes for organisations
• Congress/Conference Training

Train the Educator
• Technical Training of Officials, Coaches and Classifiers
 
Online Education
• Dynamic platform hosting management, technical and 

athlete programmes

Athlete Programmes
• Athlete Certificate
• Sport IB

CREATING TAILORED EDUCATION 
SOLUTIONS IN PARTNERSHIP WITH 
INTERNATIONAL FEDERATIONS

SUPPORTING PARTNERS

Decorative representative image

T-shirt and cap

Exhibition Wall Graphics

Highlights Book
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4.3	 Things to avoid
The secondary brand elements must be used as 
supplied and not altered in any way.

Do not distort hero graphic.Do not use text over hero graphic.

Ipsam 
destorem 
nempor sam ut 
mo conectate 
aut ipsum

4	� Secondary Brand Elements

Do not use ribbon graphic over text.

Note: Headings can be used over ribbon 
graphic where required however this should 
be avoided where possible.

It illat aspiend itatest ex ea por aut quatqui blatinvenis 
inctemp orpore pe corpores eaquo ea aborem as 
alicium nia int essinctae prati dolupta tusantia sedigent 
omnimusam lationet, a volorit maximinullam vero 
dolorectecea necus voluptam.

Do not distort ribbon graphic.
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5	� TEMPLATES

5.1	 WORD TEMPLATE
For documents developed in Microsoft Word, a 
specific template is to be used. This template has pre-
set formatting and type styles, and will assist in the 
development of documents in the WAoS brand style.

5.2	 POWERPOINT TEMPLATE
For documents developed in Microsoft PowerPoint, 
a specific template is to be used. This template has 
pre-set formatting and type styles, and will assist in the 
development of documents in the WAoS brand style.

WORLD ACADEMY OF SPORT  TITLE  	
  

TOPIC TITLE	
  

BUST VOLESCIUSA NIST QUI CUS MOLORE 
	


•  Que cor maximus doluptias con porroritibus venda quatis as esti 

nia quas sundent ibuscium voluptas vid que eic  

•  temporporum delenim oluptio nsequid quisci nobitem sit est 
volupti consequam est, est re volenitinus. 

•  temporporum delenim oluptio nsequid quisci nobitem sit est 
volupti consequam est, est re volenitinus.	
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TOPIC TITLE	
  

1

BUST VOLESCIUSA NIST QUI 
CUS MOLORE 

  
Que cor maximus doluptias con 
porroritibus venda quatis as esti nia 
quas sundent ibuscium voluptas vid 
que eic temporporum delenim oluptio 
nsequid quisci nobitem sit est volupti 
consequam est, est re volenitinus. 
 
Volest, sam, iustrum ipsunti squatem que 
cusdae cum doloribus magnatem aut ariae non 
paritaquo enis pe inimi, quam que quam abor 
re, sum ius sus maximi, que pario. Nemolup 
tatemque eatur? Uditam sunt, consed qui 
volorunt, ut omnisci psundae explita qui omni 
con nonsequi berione rente pro essitem exeria 
delia sincia quis est, ipsus, consequo de 
aligenduci aut doloritatas sequam nos estis sedi 
ut essi dis porerum fugiatio. Am rerum que con 
cus eseque pra videssitas esti re mod evelecte 
prati dolut anderumetur si con re doluptam, 
ommoluptatet il mod eum esequia 
sperionserum ra aut porro debit qui dolupta 
volupta tiusdam qui que nim qui nat fugia 
parchil in cum hil iuntem natibus anihicatur, to 
quiatur maximodit eum eum fuga. Nam, quat 
aped magnatur magnihit ulliquassus nobis 
doluptas ex et re, utemporro blandempore niet 
dipidici iliciet officti vidella borrovi tatincto conet 
ium sanitis rerem dolorro comnihit, ulluten 
imaxima conseruptam consequ aectem qui 
namet quis doluptat que ent. 
Unt modi atum eatio te ent, omnienitas sanit aut 
eaque nat velest, sendebis sam etur sunti tem 
que nimoles cipsum lab iur? Ditam et vel is ello 
quatque site nulparc hiciuscium nessimi, 
volupissit qui rem consecus modiore hendisc 
illest, ipsae dolent. 
 
 
Cerite essunt atur? 
 
Alit odio. Arum si ducia quuntes quo magnam 
quam inulpa ni corempor aut etur sequae 
voluptam qui voluptate volupta conet aut od 
molorest, quis am, volorum im quide pedis 
illistio quatia dolorias rerrorios dolupta tuscili 
tatquam re velligeni nonseque nissit lantur? 
Ceptaspelles ab is et evelit endis et harunto 

“QUE COR 
MAXIMUS 

DOLUPTIAS CON 
PORRORITIBUS 

VENDA QUATIS AS 
ESTI NIA QUAS 

SUNDENT 
IBUSCIUM 

VOLUPTAS VID 
VOLENITINUS”

  
Que cor maximus doluptias 

2

bea dit qui ad eni occat illum eum net et 
dolupti officitiscid exerro quos dem 
dollitinum ut ilit eaque magnia venia aliquia 
ssinctio omnis rat ad eturio. Ut ipsam 
rempore maionsequi optae laborionse 
voluptatur, cuptasit quatur sit, uta sus 
dundis ut deratiam, cusdaes dis sit, 
culparum fugitatet et ius magnihi libuscipit, 
ut acculpa rcipis assit aut odictor aut voloria 
doluptatur? Iqui invel iminctur susam et as 
etusaest, consenis exped quuntes ut 
prepero magnimo dellest ionectatium 
quatur adicillaudio ommolor eperatumenem 
audae nullab ipic totatio nsequodis remolori 
consedit, ulloribus eum fugiat vid quisquatis 
volo minum hiciumque plandaepel explam 
laborro quiamus daepudici sectur? 
 
• Uga.  
• Nequasseque laborestem quatur, 

sequam quodionet eum quate nullabo. 
• Nequid moditas a cus iumquia spelia 

essim adi 
• Utecea vel imene laborep eribus enim 

autas exeribusae net mint optatiis mi, aut 
aut laceatur sinverro quiducipsame nis 
que nosapis  
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5	� TEMPLATES

5.3	 CERTIFICATE TEMPLATE
Certificate templates are available in  
Microsoft Publisher format. 

This Certifies That

Successfully Completed on

Director Programme Lead


