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Introduction 
In 2015, Special Olympics Program staff conducted a continent-wide survey about coach recruitment. 

From this survey, the Coach Recruitment and Continued Engagement Guidebook was created. 

It is no secret that Special Olympics coaches are driven by their athletes. It is one of the most common 

responses to, “Why do you coach?” 

Coaches are the backbone of the Special Olympics movement, but hooking these individuals into an 

organization they may be unfamiliar with can be both an art and a science. Without proper 

understanding of the means and tools to craft a coach recruitment strategy, attracting new coaches 

into the field can be an extreme challenge. 

This Guidebook was created to provide Special Olympics Programs with the best information to build 

their coaching recruitment strategies. The overarching goal for recruitment is to bring in coaches who 

can train athletes safely and effectively over time and build their skills. Included in the Guidebook are 

also points of emphasis to better retain coaches once they are hooked. 

These suggestions are designed to bring a new level of sustainability and thriving success to Programs 

so that athletes can further develop their skills on and off the playing field. Best of luck! 

 

“Special Olympics is not just about sports. It is about what happens through 

the power of sport. I promise, if you let yourself become involved as a coach, 

volunteer or athlete, it will be one of the most joyous and humbling 

experiences. Your life will be changed forever.” – Maureen Hunter, Coach 

 

 

 

 
 
 
 
 
 
 
 
 
 
 

Funding for the creation of the Coach Recruitment & Continued Engagement Guidebook 
was provided by the NFL Foundation. 
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Coach Recruitment 

Channels: Identify Your Targets  
Who to recruit is sometimes just as important as how to recruit. Targeting the right group for 

recruitment can cut out some of the growing pains of less-qualified or less-prepared individuals. 

Below, notes for recruiting within organizations and businesses, schools and parents are explored. 

Organizations and Businesses 
Examples: Charities, National Governing Bodies, Therapeutic Recreation Departments, Social Clubs, 

Fitness Clubs, and Third‐Party Fundraising Initiatives 

Search for an organization that may include members with the skillset and/or experience level 

applicable for a first-time Special Olympics coach. 

Sports and Social  C lubs 

Include members of all ages and experience levels, involved in various sports with knowledge of basic 

rules and strategies of the game. 

National  Governing Bodies of  Sport 

Include members of all ages and experience levels who are accredited through a sport-specific, 

national governing body, based on education level or accreditation of the governing body. 

Fitness Clubs 

Include members of all ages and activity levels, who are already activity and fitness-oriented. 

Therapeutic  Recreation Departments 

Include members involved in a program aimed at providing recreation and athletic programs to 

residents of all ages and ability levels, including adaptive programming. 

Sport  Leagues 

Include members involved in a specific sport, based on age or ability level, who are specifically 

knowledgeable of and active in the sport. In some cases, leagues may offer an adaptive program that 

may already be familiar with Special Olympics population. 

Corporate Partnerships 

Include young professionals within corporate bodies who may be looking for leadership roles. Tailor 

messaging to corporate professionals for them to see the results of their organization’s support first-

hand as a coach. 

Chari ties  

Include service-minded individuals who may have more time or resources to give. Look into cross-

nonprofit collaboration in a variety of experiences that include coaching. 

Fraternal/Civic Groups/Rotary 

Include community service-minded individuals who are looking to engage. 
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 Examples: Rotary, Moose International, Knights of Columbus 

Schools 
Examples: Universities, Community Colleges, High Schools 

Utilize the youth, energy and innovation that develops from school-based programs and people. 

There are many effective avenues for reaching school-related contacts. There is opportunity to enrich 

students’ experiences by offering life-changing opportunities. Additionally, there is opportunity to 

capitalize on the strengths of staff members as well. 

Academia 

Sports Management, Kinesiology, Exercise Health Science, Physiology, Special Education, Dean’s office, 

professors and graduate assistants are all outlets for potentially high-quality coaches. 

Student  Affairs  Offi ces  

Leadership groups, intramural offices, campus recreation, school clubs, Greek organizations and 

service learning can help cultivate quality Special Olympics programming.  

Examples include: 

 NIRSA – National Intramural Recreational Sports Association 

 Unified Sports Intramural League or Club 

 Unified Champion Schools Advisors 

Alu mni 

Forge communication efforts through Alumni Associations and update the contact information of 

graduating seniors for continued involvement. 

Special  Educat ion 

Coaching can provide these teachers a solution to their education framework requirements. The 

recruitment emphasis is that there is training available in the sport they are interested in coaching. 

Physical  Educat ion 

Coaching can provide teachers a solution to their inclusive physical education needs and educational 

framework requirements. The recruitment emphasis is that there is work in engagement strategies 

with individuals who have intellectual disabilities and in adaptive training. Participation that can occur 

during school hours should be highlighted. 

Coaches 

School coaches can often take time during their off-season to coach Special Olympics. The recruitment 

emphasis is that coaching Special Olympics provides the chance to grow in adaptive training, thinking 

creatively and progressing in communication skills. 

Parents  

Coaching 

Parenting is a big role, and there should not be an expectation that parents will coach. So, be mindful 
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how your recruitment efforts pull parents – it should entice but not pressure. Utilize other outlets for 

coach recruitment first before seeking parents. 

Team Roles 

Consider team roles for parents that may be better suited for their schedules or interests. 

Mediums: Identify Your Means 
The message being communicated in a recruitment effort is just as important as where that message is 

placed. Targeting the audience and the platform that they use will increase the likelihood of the 

recruitment effort being successful. 

Digital 
Digital media often provides recruiters with the greatest reach. 

Website 

a. Visual 

Is your website user-friendly? Is it attention-grabbing for prospective coaches? Once people are drawn 

to the website, make sure they will not get lost or disinterested upon visiting your coach page. 

b. Informational 

Does your website have the necessary steps and information to properly and efficiently inform new 

coaches? Does it have the capacity to ensure all coach inquiries are answered in a timely and 

appropriate manner? 

Social  Media 

Do you make room for recruitment in your social media platforms and post schedules? Digital banners 

and photos can call attention to a need for coaches during specific times, and it is a fun way to talk 

about coaching. 

Advertising 

Paid advertising can target the most specific population demographics for the coach inquiry pool. 

Print 
Use print media to target a specific event or geographic location. 

Newspaper/Magaz ine 

Provide editorial content of a recent competition, or issue a press release with a specific recruitment 

call. 

Flyers/Handouts 

Disseminate through the previously noted channels. 

Television 
Television offers a more personal connection and attracts a broad audience. 
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Interviews 

Try a studio radio broadcast with pre-arranged athlete or coach interviews. To plug a call to action in a 

live interview, it is extremely important to select an enthusiastic and articulate individual who has 

been personally influenced by coaching. 

In‐Person 
Person-to-person recruitment takes the most time, but it also offers the most personalization. 

Utilize existing events as platforms to share coaching information and network. Seek presenting 

opportunities to a large, focused audience of interest. Include in-person opportunities for volunteer-

seekers to find information, learn more about coaching and ask questions. 

Content: Identify Your Points 
How do you convince people that coaching is wonderful when they haven’t coached yet? Read below 

for ideas in what to include when crafting your recruitment message. 

Call‐to‐Action 
Every recruitment message should include clear and concise language that charges the receivers of the 

message to do something. 

Focus on crafting a short, catchy call to action. There is a sea of messages online, so requests can be 

effective if they are both loud and specific. See Appendix A for social media tips and posts. 

Example Global messaging: 

“Special Olympics is seeking coaches! Contact the website for more.” 

Example Local messaging: 

“Special Olympics is seeking an aquatics coach in the Ridge area. Contact XX@xx.org for more.” 

Testimonials 
Testimonials should make a strong emotional connection while expressing a specific purpose. 

A testimonial needs to be strategically designed. Do not be afraid to help build it for the athlete or the 

coach. While it is important to grab the raw emotion and genuine story from the storyteller, it is also 

necessary to outline it in a way that draws a response. 

Testimony Sample Outline: 

 Intro/Hook: Draw your audience to you. Focus on all the senses. 

 Context: This will often be a struggle or issue that the storyteller overcame. 

 Moment of Impact: This is when the bond between athlete and/or coach may have 

happened or the point in the story where something changed for the positive. 

 Resolution: Relate this story on a larger scale. Explain general coaching benefits. 

 Call to Action: Drive the listener/viewer to make a commitment. 



 

 8

Special Olympics has a Story Starter Form to help you craft an impactful story: 

http://media.specialolympics.org/resources/brand-awareness-and-communication/marketing/Story-

Starter-Form.pdf  

Here is a selection of quotes you can include in your recruitment work. You may also wish to check out 

the Special Olympics story feeds for inspiration: 

http://specialolympics.org/Stories/North_America/Stories_From_North_America.aspx  

 

“Special Olympics is not just about sports. It is about what happens through the power of sport. I have 

worked with a lot of different individuals with intellectual disabilities and one of the most common 

themes especially with young adults is the feeling of isolation and low self‐esteem. [With Special 

Olympics], suddenly, your life is about what you can do and what you can achieve. It is about what you 

learned at practice today. It’s about the friendships you make, and it creates a new purpose in life. It is 

about celebrating success. I promise, if you let yourself become involved as a coach it will be one of the 

most joyous and humbling experiences. Your life will be changed forever.” 

‐ Special Olympics coach Maureen Hunter 

 

“Although I’m able to provide the athletes with coaching and counseling, it is the athletes themselves 

who truly enrich the experience with their determination, dedication and positivity. This is truly 

something I would love to continue for a very long time.” 

‐ Special Olympics coach Peter DeMarchi 

 

 “There is a shared appreciation of how great it is to be part of the Special Olympics community ‐ to 

have the opportunity to train, engage with the community, make valued friendships, enjoy social 

activities and have fun. Despite what may sometimes seem like obstacles, there is such a positive 

attitude that pervades throughout the athletes, volunteers, families and friends – it is infectious – and 

you leave every practice and every event you participate in having had a better day because of it.” 

‐Special Olympics coach Jean Tetarenko 

 

 “My experiences with Special Olympics have challenged me, but have also changed how I look at 

certain aspects of daily living – the challenges we all face from time to time and the ones we face each 

and every day. I have had tears of laughter and tears of joy and pride warm my cheeks. I encourage 

everyone to become a fan of Special Olympics and once you are a fan, become a mentor, a volunteer, a 

coach, a friend, a leader of an athlete or athletes involved with this amazing program.” 

‐ Special Olympics coach T.J. Fleming 
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By The Numbers 
Statistics can provide a more concrete goal or realm of understanding. 

Paint the picture of the organizational scope and the need using numbers. Consider presenting a 

current number-base and a projected or goal number in the following areas: 

https://resources.specialolympics.org/Special-Olympics-Program-Fact-Sheets/ 

 Current athletes/coaches/volunteers 

 Goal athletes/coaches/volunteers 

 Sports offered 

 Milestones, Anniversaries 

 Countdowns 

Video 
A captivating video is one of the best methods of reaching a target audience. 

Video marketing appeals to several senses, making it a powerful tool for any recruitment campaign. 

Consider investing in video production that is informative, visually-appealing and organizationally 

sustainable (i.e. content doesn’t expire or change quickly). Consider using one of the below Special 

Olympics videos as-is or as a template for your own Program’s video. 

 Unified Sports – Be a Game Changer https://bit.ly/2wZZR9L  

 Learn About Being a Special Olympics Coach https://bit.ly/2rZ0IT4 

 Fantastic https://www.youtube.com/watch?v=cJHOt-vqTjc 

  I Coach Because (Special Olympics New Jersey) 

https://www.youtube.com/watch?v=nVBv5IaHnfs 

  What We See (Special Olympics Arkansas) 

https://www.youtube.com/watch?v=CqIzAw13qfA 

 Speechless https://www.youtube.com/watch?v=bU3RrrpzVec 

 Special Olympics Canada Coach https://www.youtube.com/watch?v=0hen12Ah_0A
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Continued Engagement 

Support 
Special Olympics cannot ensure that every coach will become a “life,” as there are many factors that 

can prevent a coach from making a long-term commitment.  That being said, coaches are more likely 

to be long-term volunteers if they are given proper support by their local Special Olympics Program. 

 

Special Olympics Resource Page 

http://resources.specialolympics.org/Taxonomy/Sports_Essentials/All_Sport_Rules_and_Rule_Change

s.aspx   

 Rules 

 Fact Sheets 

 CD and DVD Training Materials 

 Coach Guides 

 Learning Quizzes 

 Event Management Guides 

 Sports Article I 

 National Governing Bodies Online Trainings 

 

Communication 

Establish consistent communication with Special Olympics coaches to feel connected and informed. 

 

Training Schools 

Provide Special Olympics coaches opportunities to attend training schools and courses to learn 

sport-specific components and strategies to feel adequately prepared to coach athletes. Also, offer 

coaches opportunities to continue their education and further their coaching skills with high-level 

coaching courses. A listing and links to coach courses available online can be found at 

https://resources.specialolympics.org/sona-resources/. 

 

Competition 

Provide coaches adequate competition opportunities for teams to build upon and work toward 

a successful competition experience. 

Recognition 
Highlight coaches to encourage and reinforce their role and help them feel appreciated. 

Read Appendix A: Voices From the Field for best practices in the field of incentive items. 

 

Initial Certification 

Hook coaches with an early incentive. Upon achieving the earliest level of certification, ideally provide 
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them with a branded item specifically for coaches. Setting coaches apart up front is one way of 

reinforcing the seriousness of their roles. 

 

Years of Service 

Establish a recognition system for years of service at consistent time intervals. The value of the 

recognition should escalate with the years of coaching. 

 

Continuing Education 

Recognize coaches as they proceed through the Special Olympics North America standards of 

coaching excellence, commonly seen within a program’s Coach Education System for certification. 

 

Digital and Promotional 
Coaches can earn recognition through non-tangible items, which are often more cost-effective. 

Consider new media channels such as the web, social media, blogs and chapter publications. 

 

List a select number of certified coaches on the website, highlight a coach on the website with a photo 

and/or story, share coach quotes from competitions, calls, emails and other field work on social media, 

and honor coaches for going above and beyond their duties and responsibilities on social media, 

including: 

 Wearing professional attire at competition 

 Year-round team training efforts 

 Recruiting fellow coaches to participate in coach training 

 Fundraising and community partnership building 

 

Thank you 

Never underestimate the power of “thank you.” In today’s world, a hand-written or other personal 

note can do more for coaches than might be expected. 
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Community Building 
Connecting coaches to a larger community of coaches magnifies the mission. 

 

Mentorship 

Mentorship benefits both new and existing coaches. For new coaches, mentorship provides a 

connection to the Special Olympics community at the local level. It can help with sensitivity and 

can familiarize a coach with the processes and planning needed for coaches to succeed. It also gives 

the opportunity for current coaches to share their valuable experiences. By empowering the existing 

coaches and orienting the new coaches through mentorship, there is a stronger bond to the 

organization—and therefore a greater likelihood for longevity. 

 

Communication Platform 

Facilitating communication among Program coaches is key to building the coaching community. 

Some of the best advice and growth comes from coach-to-coach connections. 

 

Communication platforms include: 

 Social media 

 Discussion boards 

 Website 

 Meet and Greets/In-Person settings 

 

Coach‐to‐coach communication benefits include: 

 Relationship-building 

 Convenient and personal forum to ask questions 

 Sharing common challenges and helpful solutions 

 Garnering feedback on new ideas and local program efforts 
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Appendices 

Appendix A: Voices From the Field 
The following best practices for coach recruitment and continued engagement were compiled 

from the survey results in the 2015 Special Olympics North America recruitment study. 

 
How Do You Recruit First‐Time Coaches? 

 “Always in recruitment mode” 

 Volunteer orientations 

 Local media Public Service Announcements 

 Website-directed email upon interest 

 Online coach education course follow-up 

 Networking events and conferences 

 Career/volunteer fair information distribution 

 Website surveys/forms 

How Do You Retain Your First‐Time Coaches? 
 Positive initial experience/entry 

 End-of-season parties and celebrations 

 Constant communication 

 Being accessible for questions 

 Personal “thank you” messaging 

 Recruitment for other leadership roles 

What Are Some Of Your Favorite Sample Incentive Items? 
 Sport items: clipboard, stopwatch, training binder, whistle, ballpoint pen, briefcase, 

water bottle 

 Apparel: polo, t-shirt, jacket, etc. branded specifically for coaches 

 Certification identifier: credential, certificate, lanyard, plaque, card 

How Can Veteran Coaches Help With Recruitment And Continued 
Engagement? 

 Word-of-mouth referral 

 Set up mentorship between veteran and rookie coaches 

 Implement succession standards for programs to ensure long-term sustainability 

 Veteran coaches become trainers/clinicians for coach education and training 

What Does It Take To Be A Successful Coach? 
 Passion 

 Adaptability 

 Dedication to CONSTANT learning 

 Focus on training 
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 Commitment  

 Organization 

 Ability to delegate 

 Understanding that sport is only the vehicle 

 Patience 

 Energy 

 Innovation 

 Love of the game! 

Appendix B: Social Media 
Facebook, Twitter, Instagram, Snapchat 

 

Considerations For Social Media Messaging 

 Work with your Special Olympics Program communications team to help craft 

messages. 

 Build specific, short and simple calls to action. Too much text will lose the 

viewer/reader. 

 Tie messages into popular campaigns and community hashtags that are relevant to 

Special Olympics. Don’t be afraid to piggyback off what other Special Olympics 

Programs are using. Some popular campaigns to use are: 

o International Volunteer Day 

o National Volunteer Week 

o National Coaches Week 

o Throwback Thursday #tbt 

o Flashback Friday #fbf 

o #MotivationMonday 

o Canada’s city of Prince George is #CityofPG 

 Look at the analytics and insights sections of your social media accounts to 

determine best times to post, who to target and what content gets the most 

engagement. Content aside, making this statistical data functional to your social 

media plan alone can help maximize reach. 

 Encourage social sharing. Your followers are probably already hooked on Special 

Olympics, but their own friends and social media audiences might not know about 

the organization yet. Post impactful content with which followers can engage. 
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Sample Social  Media Messages  

The Coach Interest Webinar is around the corner! Tag 2 friends you would like to invite. 

Share a reason why you love coaching Special Olympics.  

 

Become a Special Olympics coach and make a meaningful difference through the power of sport. The 

life you change may be your own! [link to action] 

 

Through transformative power and joy of sport, Special Olympics fights inactivity, injustice and 

intolerance. As a result, people with intellectual disabilities become accepted and valued members of 

their communities. We want coaches to join our team and help change lives! [link] 

 

Special Olympics delivers high‐quality, year‐round competition and training opportunities for 

individuals with intellectual disabilities in an inclusive environment. Join our team! [link] 

 

Looking for a life‐changing experience? Become a Special Olympics coach! #volunteer [link] 

 

#TBT Athlete and coach share a moment of joy at Summer Games. 

Help spread joy in one of our year‐round programs! [link] 
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Social  Media Quick Chart 

Check out these rules and best practices for deciding what social media channel to use. 

 

 FACEBOOK TWITTER INSTAGRAM SNAPCHAT 

Visual Content  Single or multiple 

photos; 45-minute 

video limit 

Single photo or 

collage; 140-

second video limit 

Single photo of 

collage; 60-second 

video limit 

Single photo; 10-

second video limit 

Content Purpose  Informational Call-

To-Action 

Registration 

Engagement Public 

Relations 

Call-t-Action 

Registration 

Engagement 

Public Relations 

Info-Exchange 

Immediacy 

Informational 

Engagement Public 

Relations 

Public Relations 

Graphics-heavy 

Immediacy  

Links/URLs  Yes Yes Cannot click, avoid 

links 

None unless short 

Characters/Lengths  60,000+ character 

limit; best for 

longest material 

140 Character 

Limit 

2,000+ character 

limit but best for 

short stories or 

simple captions 

31 character limit; 

auto-erases after 

24 hours 

Emojis/Hashtags  Avoid emojis; 

hashtags are less 

used but 

acceptable 

Both highly-used Both highly-used Both highly-used 

Users/Reach  Most popular 

social networking 

platform; even 

spread of user age 

range; high athlete 

use 

About 40% of 

users are ages 18-

29; lower athlete 

use 

About 60% of users 

are ages 18-29; 

moderate athlete 

use 

About 65% of 

users are ages 18-

34; largest user 

age disparity; 

lower athlete use 

Appropriate 

Frequency 

Can post 1-2 times 

per day; about 

75% are daily 

users 

Can post several 

times per day; 

about 40% are 

daily users 

Can post 1-4 times 

per day; about 50% 

are daily users 

Can post several 

times per day; 

about 45% are 

daily users 

 

(Data used from the Pew Research Center & Bloomberg). 
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Appendix C: Template Ads 
Global and Local Recruitment 

 

Global 
General, “All Call” 

 

Sometimes the needs for coaches are great enough that a global recruitment approach is best. This 

approach uses standardized, branded templates meant to get people thinking and excited about 

coaching—in whatever capacity that becomes and is available upon inquiring. 

 

 

 

 

 

 

 

Local 
Specific, Local Empowerment 

 

Local recruitment is used when there is a need in a specific geographic location for a specific sport. 

Most of coach recruitment efforts are localized. Through this approach, programs use standardized, 

branded templates that can be altered for the specific needs of local programs. This approach 

empowers the local program to recruit within its own community. The Program staff keeps the 

templates and plugs in the information for the local program-seeking coaches. These ads are sent to 

the local Program, along with this Guidebook, as a personal toolkit for recruiting coaches.  For 

additional information on local programs visit the Local Program Guide at: 

https://resources.specialolympics.org/uploadedFiles/special-olympics-

resources/Taxonomy/Region_Resources/SONA_Resources/SONA_LocalProgramGuide-

Sept%202017.pdf 
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Appendix D: First Steps Talking Points 
It is important for Program staff members to always wear their coach recruitment “hats” in the field. It 

is important to be able to speak to the benefits of coaching as well as have a solid understanding of 

requirements and certification. The more informed you are, the better you can recruit. 

 

Why Coach Special Olympics 

Was there a mentor, teacher or coach who made a difference in your life? One who gave you the 

courage and determination to strive to be your best? You can be that important person in someone 

else’s life. 

 

Coaches teach the skills and spirit that define a true athlete. Coaches are role models and character 

builders. They help athletes with intellectual disabilities find their own strengths and abilities. They 

enrich athletes’ lives in many life-changing ways and enrich their own lives in return. 

 

Requirements 

For every region of the world, the requirements for Special Olympics coaches before they begin 

coaching at practices are below. Each Program may have additional requirements, like General 

Orientation. Be sure to know your Program’s requirements. 

 Class‐A Volunteer Application: This must be resubmitted every 3 years 

 Protective Behaviors Course: This must be resubmitted every 3 years. 

 Concussion Training: This must be resubmitted every 3 years. 

 

Certification 

Program staff should have a base knowledge of the certification options for coaches and understand 

how to get involved in coach education. Certification through coach education is a valuable tool 

provided to coaches in Special Olympics, so it is imperative that this may not be neglected. 

 

Note: Coaching certification and coaching requirements are separate. Coaches can participate without 

having certification, unless otherwise notified by Program staff. This is an important key to remember. 

 


