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Inclusive 
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Note. 

Today we are 
looking at brand 
identity. 
Not presenting  
a new campaign. 
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ARE 

reputation 
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IT’S WHAT 
OTHER 
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reputation 
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SHARED UNDERSTANDING 
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Special Olympics 
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STORIES 
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Once upon a time... 
         a long long time ago ... 











the Special Olympics Mission 



the Special Olympics Mission 











OUR 
STORIES 



NO TWO 
THE SAME 

But all with a common thread 





Common Ground 
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Guiding Idea at the heart... 
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Revealing 
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Revealing the champion 
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Revealing the champion in all of us. 

37 



Revealing the champion in all of us. 
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Guiding Idea 
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REVEALING THE CHAMPION IN ALL OF US 

REVEAL ACHIEVE SHARE 

Grow 

Release 

Nurture 

Develop 

Care 

Change 

Transform 

Promote 

Ambition 

Purpose 

Goals 

Pride 

Progress 

Win 

Advocate 

Impact 

Community 

Inclusion 

Generosity 

Partner 

Together 

Everyone 

Team 

Friendship 
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特奥会的核心指导思想 
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“展现 我们身边的 冠军风采” 

展现 实现 分享 

成长 

培养 

释放 

发展 

关爱 

改变 

促进 

抱负 

获胜 

目的 

骄傲 

目标 

进步 

每个人 

协力 

慷慨 

社区 

团队 

包容 

接纳 

合作 



Guiding Idea 
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REVEALING THE CHAMPION IN ALL OF US 

REVEAL ACHIEVE SHARE 

Grow 

Release 

Nurture 

Develop 

Care 

Change 

Transform 

Promote 

Ambition 

Purpose 

Goals 

Pride 

Progress 

Win 
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Together 

Everyone 
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The Special Olympics Brand Model … 













The Special Olympics Brand Model … 
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Stepping stones... 

REVEAL 

ACHIEVE 

SHARE 
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Olympics v Special Olympics 

Olympics (Paralympics) Special Olympics 

Objective Building a better world through sport Transforming lives together through 
the joy and power of sport – Revealing 
the Champion in all of us 

Values Excellence, Friendship, Respect Friendship, Respect, Inclusion, Joy 

Positioning Excellence through sport Inclusion through the joy of sport 

Effect Athlete actualization – raised 

standards of sporting achievement – 
record breaking! 

Athlete & Community actualization – 

greater inclusion and personal 
achievement – barrier breaking! 

Structure International committee and national 
committees / Coalface is sports 
specific institutions 
Most granular level is national 
Structured exclusively on National 
basis* (Charter states it’s between 
individuals and teams) 

Organized at a local community level 
with support and coordination 
provided at a state, national and 
international levels 
Structured on community/local basis 
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Olympics v Special Olympics 

Olympics (Paralympics) Special Olympics 

Rules / 
Classification 

Games rules based on integrity of 
records and physical achievement 

of athletes ‘Rigorous 
classification’ 

Games rules based on maximizing 
inclusiveness and supporting 

personal achievement 
‘Adaptive classification’ 

Event Focus Exists every fourth Summer or 
Winter – no other multi-sport 
events beyond these occasions 

Training activities throughout the 
year at a local level. Regional, 
National and International games 
take place but are not essential to 
the existence of local community 
activity 

World Games City centric structure – defined by 
iconic architectural legacy, urban 
& cultural and economic renewal 
and destination branding 

Inclusive of wider community 
engagement – legacy is a social 
infrastructure of inclusion through 
host town program and other 
opportunities for social engagement 



 
Visual 
Identity 
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Special Olympics  



• Mess of marks to be inserted here… 



Mark 
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Special Olympics Visual Identity 
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Standard Mark 
Accredited Programs 

1) More compact for easier and  more effective application 

 

2) Use of symbol in red makes it the focal point of the Mark 

 

3) More robust contemporary typeface for Program Name 

 

4) Optimized for print application and positioning on right side of most 
documents. 
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Standard Mark 
Accredited Programs 



Core Brand Marks 
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Consistent positioning 



Color 
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Special Olympics Visual Identity 
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Primary Color Palette 
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A diverse vibrant  
organisation 



Type 
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Special Olympics Visual Identity 



readability for people with dyslexia 



typeface: ubuntu 



Curve 
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Special Olympics Visual Identity 
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In action 
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Special Olympics Visual Identity 



Brand Visual Identity in Action 
Sample Coaching Guides 



Brand Visual Identity in Action 
Sample Stationery 



Brand Visual Identity in Action 
Sample Information Leaflets 



Brand Visual Identity in Action 
Sample Reports & Guidelines 



Brand Visual Identity in Action 
Sample Information Leaflets 



Brand Visual Identity in Action 
Sample Newsletters 



Brand Visual Identity in Action 
Sample Press Advertising Templates 
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Posters  – No restriction on expression 
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Posters 



79 

Posters 
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Posters 
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From dramatic to joyful 



Co-Branding 
Badge device 



 
Brand 
Architecture 
& Sub Brands 
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Special Olympics Visual Identity 



• Mess of marks to be inserted here… 
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Brand Asset Portfolio (Categories) 

Special Olympics 
Games 

(State, National) 

Special 
Olympics 

Accredited 
Programs 

Special Olympics 
Family Activation 

Special 
Olympics 

Project Unify 
A Special Olympics 

Initiative 

Special 
Olympics 
Athlete 

Leadership 
Universities 

Special Olympics 
Global 

Messengers 

Special 
Olympics 

Unified Sports 

Special Olympics 
Young Athletes 

Special Olympics 
Global Youth  

Activation Summits 

Special Olympics 
Research 

Special 
Olympics 

Sports 
Academy 

Special Olympics 
Athlete Congress 

Special 
Olympics 

Healthy Athletes 

Special Olympics 
World Games 

Global 

Football 
with Special Olympics 

LAW 
ENFORCEMENT 

TORCH RUN 
for Special Olympics 

LETR POLAR 
PLUNGE 

for Special Olympics 

LETR TIP A 
COP 

for Special Olympics 

SPREAD THE 

WORD TOEND 

THE WORDSupported 

by Special Olympics, Best  

Buddies and 200 Orgs around 

the world 

EKS DAY 
Supported by Special Olympics  

& Best Buddies 

A VERY 
SPECIAL 

CHRISTMAS 
for Special Olympics 

Uses Special Olympics masterbrand (no separate visual identity) 

SO Sub-brands. Own visual identity within SO housestyle guides 

Separate Brand Identity – Endorsed by SO & other organizations 

Separate Brand Identity – Endorsed by SO 

O
N

-G
O
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 A
C

T
IV
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Y

 

Special 
Olympics 
TRAIN 

A Special Olympics 
Initiative 
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Special Olympics Visual Identity 

 
 
 
 
 
 
 
Funding   
Activation Platforms 





Activation Platforms 

Four complementary Platforms:  

‣ Real SPORTS Experience 

‣ Sustaining Athlete HEALTH 

‣ Transformative EDUCATION  

‣ COMMUNITY Building 

Collectively they represent the totality of all of the 

broad social impact the Movement seeks to effect 

by focusing on people with ID 

 



Bringing This to Market 

The “activation packet” – a sales ready tool 

‣ One page info-graphic 

‣ Detailed case statement  

‣ Corresponding Budget 

‣ When appropriate, sub-initiative info-graphic, case 

statements and budget (i.e, Unified Sports under Sports 

platform) 

Revenue centers at all levels (SOI, Regional, Program) should 

have the ability to tailor and configure as needed and use 

to engage / raise money from partners/donors  
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Special Olympics Visual Identity 

 
 
 
 
Health, Education & 
Community Initiatives 
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Special Olympics Sub-Brands 
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Unified Sports 
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Zero-G 

Games 
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Special Olympics Visual Identity 
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Games Mark & Name Construction 

Games mark 

Name 

SO Endorsement 



97 

Games Mark & Name Construction 



• Mess of marks to be inserted here… 



Brand Identities overview 
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Our symbol is a Memory Trigger 



Reveal 



Reveal 



Achieve 



Achieve 



Together 



Together 



Get the Resources and Tools 

resources.specialolympics.org/brand.aspx 

 

Or contact  

 

brand@specialolympics.org 
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