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The Special Olympics World Winter Games Turin 2025 
celebrated 1,500 Special Olympics athletes and Unified 
partners from 100 delegations, 1,000 coaches, 2,000 
volunteers, and thousands of World Games attendees*.  
Nearly 500 international media registered for these Games 
from 47 countries, and the first-ever global media hub 
launched, delivering up-to-the minute content to millions 
of fans. Content teams captured 55K photos throughout the 
eight-day event, in which athletes competed in 8 Olympic-
style sports across Turin, Sestriere, Bardonecchia, and 
Pragelato, Italy. Sports included Alpine Skiing, Cross-Country 
Skiing, DanceSport, Figure Skating, Floorball, Snowboarding, 
Snowshoeing, Short Track Speed Skating and Motor Activity 
Training Program.  
 
This event marked the first time Italy hosted the Special Olympics World 
Winter Games, bringing together athletes from around the globe to compete 
in a celebration of inclusion and unity.  
 
This was the first World Winter Games held since 2017 due to Covid-19 and 
the geopolitical landscape - a triumphant return of our signature Winter 
sport event!

DanceSport was first offered as a demonstration sport at the Special 
Olympics World Winter Games Austria 2017. In March 2019, Special Olympics 
and the World DanceSport Federation penned a Proclamation in support 
of each other’s organization, and to develop and improve the quality of 
DanceSport for Special Olympics athletes. DanceSport provides a dynamic 
platform that bridges athletic performance and artistic expression on an 
international stage.

5
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*This report was developed by Special Olympics International. The information included was compiled by the Special Olympics HQ 
Communications team, along with Program highlights and reporting provided by each Special Olympics Regional Communications team.
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Building on this momentum, Turin became the first World Winter Games to 
feature DanceSport as an official sport on the Games program, reinforcing 
its adaptability and relevance within multi-sport events. DanceSport will 
continue to be eligible for consideration for inclusion in Special Olympics 
World Games as a winter sport, providing a unique opportunity for Special 
Olympics program participation for those that do not have a traditional 
winter climate.

DanceSport encompasses a diverse and inclusive range of disciplines, 
each defined by distinct movement styles, technical foundations, and 
performance characteristics. These disciplines include:
•	 Ballroom, featuring recognized dances such as Slow Waltz, Tango, 

Viennese Waltz, Foxtrot, Quickstep, Samba, Cha Cha, Rumba, Paso 
Doble, and Jive

•	 Streetdance, including Hip Hop, Breaking, Locking, and Electric Boogie
•	 Performing Arts, comprising Modern, Ballet, Jazz Dance, and 

Contemporary
•	 Specialty Categories, including LaBlast and Folk Dance
 
Across all disciplines, DanceSport competitions are structured to support 
multiple competitive categories, allowing athletes to participate as solos, 
duos, couples, or teams, depending on the discipline and event format. 
Each category emphasizes different performance requirements, ranging 
from individual technical execution to partnership skills, synchronization, 
and group formations.
 
Collectively, these disciplines reflect DanceSport’s unique ability to unite 
cultures, generations, and performance traditions under a structured, 
competitive framework—strengthening its role as both a sport and a global 
artistic movement.

EXECUTIVE OVERVIEW



Over

1.8 BILLION
MORE THAN

1.2 MILLION

30K

11.88 MILLION

YOUTUBE VIEWS
ON SPECIAL OLYMPICS  
CHANNEL WITH

86.6K HOURS 
OF WATCH TIME! 

10K STORIES  
FOR GAMES (INCLUDING US AND  
INTERNATIONAL COVERAGE)

TOTAL IMPRESSIONS including  
website, broadcast, print/online, social, etc.

Due to a number of mentions across  
secondary TV formats with high audiences, 
Germany dominated media value with a 
62% share (€44M), ahead of host nation 
Italy at 34% (€24M).* 
 
For online coverage Germany and Italy, 
followed by India, U.K. and the USA were 
the top 5 markets concerning reach, 
together comprising 62% of the total 
value.* 

* Source provided by IRIS 

NEARLY 
 
  
NEW FANS 

COMBINED SOCIAL MEDIA 
IMPRESSIONS FOR GAMES 
(ONLY SOI PROPERTIES)

OVER

7

SNAPSHOT OF TOTAL AWARENESS AT GAMES

DETERMINING MARKET REACH
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SNAPSHOT OF TOP TIER MEDIA COVERAGE AT GAMES
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SNAPSHOT OF TOP TIER MEDIA COVERAGE AT GAMES

Australia sends largest ever 
team to Special Olympics
 World Games Turin 2025
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Despite a short promotional timeline and the absence of 
a confirmed host broadcast partner, the Special Olympics 
World Winter Games Turin 2025 reached millions of 
viewers worldwide, significantly boosting awareness 
of Special Olympics. Through strategic use of media 
partnerships, the Games delivered comprehensive 
coverage that showcased exceptional athletic 
performances and powerful, stereotype-defying stories, 
advancing inclusion and changing perceptions globally. 

For the first time at a World Games, Sky Deutschland delivered live 
competition coverage, broadcasting skating events from Pala Tazzoli. 
ESPN produced its own unilateral coverage, complete with on-site 
commentators and talent, while a live world feed was made available 
for licensed broadcasters to downlink and distribute within their 
respective regions. Italian national broadcaster RAI committed to 
broadcasting the Opening Ceremony live on their free-to-air channel 
RAI 2, ensuring widespread local audiences across Italy. Balich Wonder 
Studio (BWS), produced the world feed, with NEP Italy and ESPN 
supplying additional equipment and technical support. 

German media organizations also revived their highly successful “Media 
Alliance,” with seven national outlets collaborating to share footage 
and maximize content distribution, building on the model established 
at the Berlin 2023 World Games. 

A dedicated SOI Media Operations team supported more than 500 
journalists from over 47 countries, enabling effective and efficient 
coverage of the Games. Media infrastructure included a main Media 
Center at Inalpi Arena, sub-media centers at key sports venues, and a 
daily media communique providing essential information. Journalists 
also made extensive daily use of a dedicated WhatsApp group to 
support real-time communication. 

BROADCAST OVERVIEW
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OPENING CEREMONY COVERAGE  
(ALL LIVE)

BROADCAST OVERVIEW

SUB SAHARAN AFRICALATIN AMERICA

CARIBBEAN

USA
ESPN+ 
DISNEY+ 
ESPN3

CHINA
STAR
SPORTS 
CHINA

CANADA
TSN

DISNEY+

DISNEY+ AUSTRALIA
DISNEY+

NEW ZEALAND
DISNEY+

GERMANY
Sky Deutschland 
ZDF including all  
56 European Broadcast Union (EBU) territories.  

NETHERLANDS
ESPN Netherlands

ESPN AFRICA
including 48 territories

LIVE Short Track and Figure Skating Competition Coverage (three days)

USA | ESPN+ and ESPN3  
CANADA | DISNEY+ 

GERMANY | SKY DEUTSCHLAND 
LATIN AMERICA | DISNEY+ 
CARIBBEAN | DISNEY+ 

AUSTRALIA | LIVE DISNEY+ 
NEW ZEALAND | LIVE DISNEY+

12

ITALY 
RAI 2 
free to air

https://www.ebu.ch/about/members


“BEST OF GAMES” RECAP SHOW
BROADCAST OVERVIEW

13

USA: ABC / Disney+ / ESPN+  

CANADA: TSN 

NETHERLANDS: ESPN Netherlands 

FRANCE: beIN  

UK & IRELAND: Sky 

ISRAEL: One Sport Israel 

CHINA: Star Sports China 

ARGENTINA: Disney+  

BOLIVIA: Disney+  

BRAZIL: Disney+  

CHILE: Disney+  

COLUMBIA: Disney+  

COSTA RICA: Disney+  

DOMINICAN REPUBLIC: Disney+  

ECUADOR: Disney+  

EL SALVADOR: Disney+  

GUATEMALA: Disney+  

HONDURAS: Disney+  

MEXICO: Disney+  

NICARAGUA: Disney+  

PANAMA: Disney+  

PARAGUAY: Disney+  

PERU: Disney+  

URUGUAY: Disney+  

VENEZUELA: Disney+  

SUB SAHARAN AFRICA:  
ESPN Africa 
(including 48 territories) 

ANGUILLA: Disney + 

ANTIGUA: Disney+ 

ARUBA: Disney+ 

BAHAMAS: Disney+ 

BARBADOS: Disney+ 

BARBUDA: Disney+ 

BELIZE: Disney+ 

BERMUDA: Disney+ 

BONAIRE: Disney+,  

BRITISH VIRGIN ISLANDS: Disney+ 

CAYMAN ISLANDS: Disney+ 

CURACAO: Disney+ 

DOMINICA: Disney+ 

FALKLAND ISLANDS: Disney+ 

GRENADA: Disney+ 

GUYANA: Disney+ 

HAITI: Disney+ 

JAMAICA: Disney+ 

MONTSERRAT: Disney+ 

ST. KITTS/NEVIS: Disney+ 

ST. LUCIA: Disney+ 

ST. VINCENT/GRENADINES: Disney+ 

SURINAME: Disney+ 

TRINIDAD & TOBAGO: Disney+ 

TURKS & CAICOS: Disney+ 

AUSTRALIA: ESPN Pac Rim 

NEW ZEALAND: ESPN Pac Rim
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Across Special Olympics International’s 
flagship social media channels—
including Facebook, X, Instagram, 
YouTube, LinkedIn, and TikTok—the 
Games generated more than

* (July 1, 2024-April 8, 2025) 

DIGITAL OVERVIEW
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11.8* MILLION  
TOTAL IMPRESSIONS

SOCIAL MEDIA 
REPORT SUMMARY

11.88 MILLION 29,870 294,710
IMPRESSIONS NEW FANS TOTAL ENGAGEMENTS

JULY 1, 2024 -
APRIL 8, 2025

OVERALL REACH AND GROWTH

3.1% 257,790 7,630
ENGAGEMENT RATE POST REACTIONS POST COMMENTS

1.2 MILLION 86.6k
VIEWS HOURS OF WATCH TIME

1.28 MILLION
TOTAL SOCIAL FOLLOWERS

HASHTAGS FEB 25-MARCH 16, 2025
Social media for the Special Olympics World

Winter Games saw exceptional engagement and
growth, showcasing the global excitement and
support for our movement. Our content was

shared over 25k times directly from our pages,
helping us reach more than 11.8m impressions.

We welcomed nearly 30k new fans across
platforms, with a strong engagement rate of

3.1%—well above industry average. On average,
each post received over 3k interactions,

contributing to a total of 258k reactions, 7.6k
comments, and 295k overall engagements.

These numbers reflect the power of inclusive
storytelling and the global impact of our

athlete-driven content.

1.19 MILLION
TOTAL YOUTUBE SUBSCRIBERS

SUMMARY:



7.92 MILLION

7.06 MILLION

1900 POSTS

267K YOUTUBE
VIEWS

TOTAL IMPRESSIONS IN 
MARCH ACROSS ALL SOI 
MEDIA CHANNELS

IMPRESSIONS

TOTAL POSTS ACROSS 
ALL SOI CHANNELS FOR 
THE MONTH OF MARCH! 

ON THE SPECIAL OLYMPICS 
CHANNEL (OVER 50% MORE 
VIEWS THAN AUSTRIA 2017 
GAMES, WHICH HAD 143K 
VIEWS) 

SNAPSHOT OF SOCIAL MEDIA STATS  
OVERARCHING STATS FOR 30 DAY PERIOD OF 1 MARCH - 31 MARCH 2025

DIGITAL OVERVIEW

205K  
ENGAGEMENTS

3K  
AVERAGE REACH

(Brandwatch does not track for reach for X)

3.71  
ENGAGEMENT RATE

WE HAD

WE HAD

MORE THAN

OVER

IMPRESSIONS 
REACH
ENGAGEMENT RATE

IMPRESSIONS 
REACH
ENGAGEMENT RATE

IMPRESSIONS 
REACH
ENGAGEMENT RATE

IMPRESSIONS 
VIEWS
ENGAGEMENT RATE

IMPRESSIONS/VIDEO VIEWS 
REACH
ENGAGEMENT RATE

IMPRESSIONS 
REACH
ENGAGEMENT RATE

2.33M 
1.98M
2.26%

3.48M
2.69M
4.62%

147,500
104,840
7.39%

863,302
267,208
3.6%

527,999
442,150
4.1%

110,840
1,840
1.66%
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A digital impression happens when a reference to Turin2025 displays on a person’s screen, 
via social media, Adwords and display ads, etc. Impressions are the broadest, most general 
metric to report on.

* We use BrandWatch as our measurement tool for tracking these metrics.

In social media, engagement rate measures how actively an audience interacts with 
content, relative to its reach or audience size.  
Engagement Rate = (Total Engagements ÷ Reach) × 100

Reach is explained within the diagram on page 35 of this report. 

SOCIAL MEDIA TERMS & DEFINITIONS

TRACKED TERMS

DIGITAL OVERVIEW

WHAT ARE DIGITAL IMPRESSIONS*?

WHAT IS ENGAGEMENT RATE*?

WHAT IS REACH?

Turin2025
World Games

Special Olympics
The Future is Here



SNAPSHOT OF MOST HIGH-PERFORMING POSTS OVERALL
DIGITAL OVERVIEW
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SNAPSHOT OF MOST HIGH-PERFORMING POSTS ON 

FACEBOOK

DIGITAL OVERVIEW
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SNAPSHOT OF MOST HIGH-PERFORMING POSTS AND REELS ON 

INSTAGRAM

DIGITAL OVERVIEW
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SNAPSHOT OF MOST HIGH-PERFORMING POSTS ON 

LINKEDIN

DIGITAL OVERVIEW
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SNAPSHOT OF MOST HIGH-PERFORMING POSTS ON 

X

DIGITAL OVERVIEW
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SNAPSHOT OF MOST HIGH-PERFORMING POSTS ON 

TIKTOK

DIGITAL OVERVIEW
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SNAPSHOT OF MOST HIGH-PERFORMING VIDEOS ON 

YOUTUBE

DIGITAL OVERVIEW
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SOCIAL MEDIA HASHTAG PERFORMANCE FOR GAMES

DIGITAL OVERVIEW
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MEDIA ATTENDANCE 
AT THE GAMES
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TOP 10 COUNTRIES WITH MOST REGISTERED MEDIA
MEDIA ATTENDANCE AT THE GAMES

ITALY
189

USA SWITZERLAND BANGLADESHGERMANY INDIA MEXICOIRELAND CANADA JAPAN
79 11 856 9 812 9 8

7 – France 
6 - Netherlands 
5 – Spain 
5 - Austria 
5 – Great Britain 
5 – Costa Rica 
4 – Belgium 

4 – Slovakia 
4 - Poland 
4 - Singapore 
3 – UAE 
3 – Kenya 
3 - China 
2 – Pakistan 

2 – Korea 
2 – Algeria 
2 - Albania 
2 - Finland 
2 – Norway 
2 – Iceland 
2 - Denmark 

1 – Uruguay 
1 – Egypt 
1 - Australia 
1 – Morocco 
1 – Mongolia 
1 - Hungary 

1 – Peru 
1 – Israel 
1 - Ghana 
1 – Venezuela 
1 - Jamaica 
1 – Saudi Arabia 

1 - Senegal 
1 – South Africa 
1 – Slovenia 
1 - Cyprus 
1- Chile

27



MEDIA REGISTRATION BY ROLE
MEDIA ATTENDANCE AT THE GAMES

Media Registrations By Role

HOST BROADCASTER (ESPN AND SKY GERMANY) 

RIGHTS-HOLDING 
BROADCASTERS

PHOTOGRAPHERS

NON- RIGHTS HOLDING MEDIA

DOCUMENTARY FILM TEAMS 

43 PEOPLE COMPRISING 15 
DOCUMENTARY TEAMS
(They included teams from

partners Coca-Cola, Toyota, and 

Microsoft as well as from entities 

who were working on documenta-

ries. Documentary film teams were 

from Mexico, Canada, Iceland,

Germany, Great Britain, Japan, 

Singapore, Spain, Belgium, Italy, 

Netherlands, Poland, Switzerland 

and the United States.  

100

49

43

206

43

28

This included Social Media/Content Creators, Print 
and Online News Media, News Agencies, members of 
the Government Serving in a Media Role, and Special 
Olympics Program Staff Serving in a Media Role)

72

32

13

16

1523

29

6

Newspapers, 
Magazines and 
Online News 
Media

Social Media/
Content  
Creators 

Special Olympics  
Program Staff 
Serving in a  
Media Role for 
Writers and Social 
Media

Other Broad-
casters and 
Radio

Members of 
the Govern-
ment Serving 
in a Media Role

News Agencies

Videographers

Special Olympics  
Program Staff 
Serving as  
Photographers
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•	 Adnkronos 

•	 Angenzia DIRE 

•	 ANSA 

•	 AIPS 

•	 LaPresse Italy 

•	 Regione Piemonte 

•	 SHOKALSHONDHA.COM 

•	 Sportsfile 

•	 Pacifipress Agency 

•	 Ufficio Stampa Città
•	 metropolitana di Torino 

•	 Torinoclick.it 

•	 AGF Foto IT 

•	 GEPA Pictures 

•	 Photo Kishimoto  
Corporation

•	 Corriere della Sera 

•	 Il Giornale 

•	 La Stampa 

•	 Il Giorno  

•	 Avvenire 

•	 alanba 

•	 Repubblica 

•	 essalam el youm 

•	 Al Ahram 

•	 The Daily Industry 

•	 THE DAILY AMAER  
SHOMOY 

•	 Tuttosport 

•	 TorinoClick 

•	 Irish Independent 

•	 VITA DIOCESANA  
PINEROLESE

•	 ESPN 

•	 Sky Deutschland 

•	 RTL 

•	 ORF 

•	 ZDF 

•	 Forty10 GmbH 

•	 viscompark media GmbH / 
SO Germany 

•	 groox Filmproduktion 
GmbH 

•	 RAI 

•	 Sky Sport Italy 

•	 RTE 

•	 BBC Sport 

•	 STV Radio 

•	 TV JOJ 

•	 RSI Radiotelevisione  

•	 Kenya Broadcasting  
Corporation 

•	 Ghana Broadcasting  
Corporation 

•	 TV BRA 

•	 Great Sports Media 

•	 Representaciones  
Televisivas REPRETEL S.A. 

•	 Vanity Fair 
•	 IL SAVIGLIANESE 
•	 ACIT 
•	 La Valsusa 
•	 Chieri Magazine 
•	 L’eco del chisone

SNAPSHOT OF MEDIA REPRESENTED 
MEDIA ATTENDANCE AT THE GAMES

NEWS AND PHOTO  
AGENCIESNEWSPAPERS BROADCAST

MAGAZINES



Throughout the Turin World Games, 
the Special Olympics Storytelling 
team coordinated coverage with LOC 
volunteers (photo and video) along 
with a small crew (3) of SOI staff and 
volunteers to maximize photo and video 
coverage of the Games. This resulted in 
more than 40,000 photos covering every 
sport, plus 54 hours of extensive b-roll, 
Games action, and event footage, for 
use by sponsors, global media, and SOI 
Programs. 

This includes special event footage, such as complete coverage of 
the Global Youth Leadership Summit and documenting all SSGM 
storytelling coverage as well as dedicated resources to cover health 
programming. 

Special health event photography and other footage 
included coverage of Special Olympics Healthy Athletes® screenings, 
the Healthy Athletes Ribbon Cutting Ceremony, the Safilo 
partnership signing, Medical Services, Athlete Recovery Areas, and 
Special Olympics Young Athletes. Healthy Athletes screenings, 
the Healthy Athletes Ribbon cutting ceremony, and the Safilo 

partnership signing all took place in Inalpi Arena. During these 
events, b-roll and photos were captured of athletes participating in 
health screenings. Special Olympics Europe Eurasia developed 
a YouTube highlight video of Healthy Athletes screenings from the 
Turin World Winter Games. Photos were captured during the Ribbon 
Cutting Ceremony covering all the distinguished guests in attendance 
and photographing the ribbon cutting. Photos of the Athlete 
Recovery Areas were captured in Inalpi Arena and Pala Tazzoli. In 
partnership with Toyota Motor Europe (TME), videos of the Recovery 
Areas were also captured.   

Covering these events required meticulous scheduling and logistical 
strategy, as the staff videographer and volunteer photographers 
needed to capture multiple events happening in quick succession, 
located all over Turin, Sestriere, Bardonecchia and Pragelato, 
sometimes more than an hour apart from each other using available 
transport.  Hours of extensive b-roll, interviews, and event footage 
were captured and used by sponsors, global media, and SOI Programs.  

SOI Communications also worked directly with ESPN, Sky Germany 
and Restless Films via the Global Media Hub on athlete profile story 
features for coverage. Through working with the Global Media Hub, 
we offered separate Parade of Athletes footage to media and all 
participating delegations within 24 hours of Opening Ceremony.

VIDEO & PHOTO 
DOCUMENTATION

30

https://www.youtube.com/watch?v=TAN-GkC-Sv4


Most Special Olympics Programs are unable to deploy communications 
staff to World Games due to staffing and budget constraints which in 
turn, means delegations outside of Italy have little access to content 
featuring their athletes consistently. Delegations often rely on sending 
mobile phone footage taken by families and volunteers to their national 
media. It is essential to ensure that every Special Olympics Program 
participating in Games is equitably represented through compelling 
stories and visual coverage.   

Designed to significantly amplify global 
coverage of the Turin Games, this 
first-ever Global Media Hub at a World 
Games was developed and launched to 
deliver rights-free, high-quality video 
content – including competition footage 
and athlete interviews – across all 
sports and venues.  

Following its initial deployment in 2022 at a Unified Basketball 
Tournament in Italy, engaging 16 nations and 250 athletes, and 
subsequently at the 2022 Malta Invitationals with 24 international 
delegations and over 1,000 athletes, the Global Media Hub was launched 
at the Turin Games on a global scale. While earlier iterations of the Media 
Hub were funded by Local Organizing Committees and the European 
Union, the Turin Media Hub was funded by Special Olympics International. 

FIRST-EVER WORLD GAMES 
GLOBAL MEDIA HUB
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FIRST-EVER WORLD GAMES 
GLOBAL MEDIA HUB
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This centralized, professional 
broadcast operation was staffed by 
a dedicated team of 28 experienced 
camera operators, reporters, 
producers and editors. The Hub 
supported all 100 participating 
delegations, enabling broadcasters, 
digital publishers, and Special 
Olympics Programs to access and 
use content freely within their home 
markets and on their official social 
media channels. This model removes 
traditional rights barriers, ensuring 
equitable visibility for athletes and 
delegations worldwide.  

Dedicated teams of camera operators and reporters covered all eight 
sports each day, with footage routed to a four-person production 
team responsible for reviewing, quality-checking, and approving 
all content prior to global distribution to broadcasters and Special 
Olympics programmes. A separate team of four craft editors edited 
incoming footage and produced bespoke creative content, including 

the Opening Ceremony, Closing Ceremony, and daily highlights, 
for worldwide broadcast and social media use. This team was also 
responsible for covering the Parade of Athletes footage and delivered 
clips for each nation highlighting their walk into the Opening 
Ceremony. 

Concurrently, the Local Organizing Committee (LOC) provided a 
similar video service. While the LOC’s team did not produce native-
language interviews for all delegations, it delivered high-quality 
4K videos and daily highlights with strong coverage of events and 
moments, widely used for highlights and social media.  

Although we don’t have a full analysis on which media accessed the 
Hub and used content in their stories, we know roughly 250 global 
media accessed the Hub and each Special Olympics delegation used 
the content packages.  

Special Olympics Europe Eurasia partnered with leading global 
sports video distribution agency Story10 to boost the international 
visibility and reach of the Global Media Hub. Story10 distributed daily 
broadcast highlights through its extensive network of broadcast and 
digital media partners, securing placements on major outlets such as 
NPO, TVE, RTL, beIN Sports, CCTV, Mediaset Italia, and others.



247

69

73

MEDIA OUTLETS ACROSS 
BROADCAST AND DIGITAL 
USED THE FOOTAGE

MARKETS WERE REACHED 
BY STORY10 THROUGH ITS 
DISTRIBUTION

BROADCASTERS IN  

39 MARKETS 
USED THE FOOTAGE 
PROVIDED

33

KEY STATS ON STORY10
FIRST-EVER WORLD GAMES GLOBAL MEDIA HUB

693K
IMPRESSIONS GENERATED 
THROUGH DIGITAL  
DISTRIBUTION TO 

 174
SPORTS, NEWS, AND 
ENTERTAINMENT  
WEBSITES
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KEY STATS ON THE GLOBAL MEDIA HUB

KEY LEARNINGS FROM 
THE GLOBAL MEDIA HUB

FIRST-EVER WORLD GAMES GLOBAL MEDIA HUB

512
RECORDED INTERVIEWS 
WITH ATHLETES, COACHES 
AND UNIFIED PARTNERS 

ACHIEVED

750K

OVER

1K

VIEWS ON FACEBOOK 
FOR THE TURIN 2025 
HIGHLIGHT VIDEO

PIECES OF MEDIA, CREATED 
AND DISTRIBUTED TO

99
COUNTRIES

247
MEDIA OUTLETS ACROSS 
BROADCAST AND DIGITAL 
PLATFORMS 

REACHED

ESTIMATED TO GENERATE 
NEARLY  

700K 
MEDIA IMPRESSIONS 

Regions and Programs are advocating for a single, 
Unified Video Service that combines the strengths of 
both the Global Media Hub and LOC Video Service. 
A consolidated approach would simplify access for 
Programs, media and stakeholders via one platform 
link.  

Use a more user-friendly and searchable platform 
than Dropbox. 

Provide 4K video quality instead of HD, similar to the 
LOC Video Service. 

Expand daily highlights to cover a broader range 
of sports and athletes, similar to the LOC’s output, 
understanding that Story10 requested them to be a 
maximum length of 3 minutes in Turin.



UNIFIED SSGM 
STORYTELLING

35

At the Turin World Winter Games, Special Olympics’ Sargent Shriver 
Global Messengers (SSGMs)—elite athlete leaders and spokespeople 
for the movement—expanded their role beyond traditional advocacy 
to become active storytellers and content creators. The SSGM 
program trains athlete leaders to represent Special Olympics publicly, 
promoting inclusion, dignity, and opportunity for people with 
intellectual disabilities through speeches, media engagement, and 
global representation.  

The SOI Communications team sought to engage Sargent Shriver 
Global Messengers in more strategic roles at the Games, expanding 
beyond their traditional responsibilities. To enable this shift, the team 
focused on empowering SSGMs as storytellers in their own right and 
partnered with the Athlete Leadership team to secure funding that 
supported the expenses of long-standing SOI Media volunteer Nance 
Larsen, who served as the SSGMs’ coordinating lead, senior writer, 
and head of editorial. She volunteered 10 days of her time in Turin as 
well as participated in months of planning sessions with the SSGMs 
leading up to the Games. Additionally, the SOI Comms team secured a 
pro-bono relationship with Scissortail Studios, a film and digital media 
education program based in Oklahoma.  

Scissortail deployed student filmmakers to the Games on a pro bono 
basis to work alongside SSGMs, providing hands-on mentorship 
in photography and videography. This partnership coupled with 

Nance’s leadership created a “light bulb moment”, catalyzing athlete 
confidence and skill development with professional gear and real-
world training.  

Each student was paired up with an SSGM, loaning them their own 
state-of-the-art Sony cameras and lenses, then each SSGM captured 
photo and video of events, receiving hands on experience with one-
on-one guidance. 

The experience enabled SSGMs to 
document athlete stories through 
compelling visual media, expanding 
their influence from spoken advocacy 
into multimedia storytelling that can 
be shared across digital platforms. 
This collaboration not only enriched 
the Games’ narrative coverage 
but also contributed to athlete 
empowerment and media capability 
building within the movement. 

SCISSORTAIL TEAMS UP WITH SARGENT 
SHRIVER GLOBAL MESSENGERS IN TURIN



To learn more about this activation in Turin and see what the SSGMs 
captured, click on the links below to read: 

•	 Reflecting on the Special Olympics World Winter Games  

•	 Special Olympics “Goal“

36

UNIFIED SSGM  
STORYTELLING

KEY OUTCOMES

LINKS TO READ

BROADENED SSGM ROLES:  
Messengers acted as photographers, reporters, 
and interviewers, illustrating the evolving scope of 
athlete leadership.  

CAPACITY BUILDING THROUGH MENTORSHIP: 
Direct coaching from Scissortail students accelerated 
skill acquisition and confidence in visual media 
creation.  

ENHANCED STORYTELLING INFRASTRUCTURE: 
The partnership created additional content streams 
and strengthened the Special Olympics’ storytelling 
toolkit, with potential long-term benefits for future 
event coverage. 

https://www.specialolympics.org/stories/blog/reflecting-on-the-special-olympics-world-winter-games
https://www.youtube.com/watch?v=r8VsAdpj1Jg


MEDIA  
PARTNERSHIPS
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In 2023, during the Special Olympics 
World Games in Berlin, Special 
Olympics partnered with the 
European Broadcasting Union (EBU) 
to deliver Games content to their 
members across Europe, and through 
their global affiliates, bringing the 
joy of our athletes to an even wider 
international audience. 

The EBU partnered with us again during these Games, providing daily 
video highlights of the Turin Games. Among the daily highlights edited 
by the Global Media Hub, those that attracted the most viewership on 
linear TV across member broadcasters were the Opening Ceremony, 
Days 2, 3, 5 and 7, as well as Closing Ceremony. These highlights were 
particularly popular in Central and Northern Europe, especially in 
countries around the North Sea and Baltic Sea. Lack of more detailed 
performance data prevents us from meaningfully evaluating the 
impact of this partnership.  

CONTINUED PARTNERSHIP 
WITH THE EBU 



SNAPSHOT OF NOTABLE SUPPORTERS 
& INFLUENCERS AT WORLD GAMES

DALE MOSS
Professional Football 
Player and Media 
Personality 

DONNA DE 
VARONA 
Olympic Swimming 
Gold Medalist and 
Sportscaster  

HANNAH TETER 
Olympic 
Snowboarding Gold 
Medalist and Global 
Ambassador, Special 
Olympics 

DR. SEUN ADIGUN 
Olympic Hurdler and 
Bobsledder, Special 
Olympics Board 
of Directors and 
Global Ambassador  

VICTORIA ARLEN 
SportsCenter Host, 
ESPN, Special 
Olympics Global 
Ambassador  

BOB BEAMON 
Olympic Long Jump 
Champion & United 
States Olympic Hall of 
Fame Member, Special 
Olympics Global 
Ambassador  

HUSSEIN 
MAHMOUD 
FAHMY
Actor and Goodwill 
Ambassador, Special 
Olympics Middle East/
North Africa 
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WORLD GAMES 
PARTNERS
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• Seven Special Olympics corporate partners sponsored the 2025 Turin
Games (The Coca-Cola Company, Toyota,  Gallagher, ESPN, Microsoft,
Nestle Health Sciences, and Brightspot); three supported Special
Olympics USA (Bank of America, Microsoft, and Coca-Cola), and one,
United Airlines, supported the Global Youth Leadership Summit.

• 10 Special Olympics partners attended the Games as Honored Guests
and/or volunteers.

• Four partners, Coca-Cola, Bank of America, Gallagher and Microsoft,
ran campaigns related to the World Games featuring our athletes and
their support of the movement.

• Healthy Athletes brought together a dynamic coalition of partners
dedicated to enhancing the health and well-being of Special Olympics
athletes. Among the distinguished attendees was Erica Dayton,
Executive Director of the Golisano Foundation, whose support has
been a vital force in expanding athlete health initiatives worldwide.

• Key collaborators also included Lions Clubs International Foundation,
renowned for their commitment to vision health; Safilo, who
contributed an extensive selection of eyewear frames; iCare, who
provided advanced tonometers and fundus cameras for more
comprehensive eye care screenings; and OneSight EssilorLuxottica
Foundation, who generously supplied lenses to ensure optimal
eyewear fit for athletes.

• During the Games, Safilo renewed their commitment to Special
Olympics with the signing of a new three-year partnership agreement,
celebrating over 20 years of collaboration, and underscored Safilo’s
essential role in the delivery of the Opening Eyes discipline worldwide.
In addition to their financial and logistical support, Safilo equipped
Special Olympics Italia with high-quality sunglasses, ski goggles, and
helmets—ensuring both performance and safety during competition.
The renewal was a high-profile moment of the Games, serving as a
model for how corporate partnerships can advance inclusive health and
broaden athlete opportunities.



SNAPSHOT OF GOVERNMENT 
SUPPORT AT WORLD GAMES

GOVERNMENT GUESTS 

2 HEADS OF STATE 

4 FIRST AND SECOND LADIES 

4 ROYALTY 

12 MINISTERS 

 4 NATIONAL, LOCAL, OTHER  
    GOVERNMENT REPRESENTATIVES 
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EXECUTIVE
OVERVIEW

SPECIAL OLYMPICS
HEALTH IMPACT  
AT THE WORLD GAMES
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HEALTH IMPACT AT THE GAMES 
HEALTHY ATHLETES
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The World Winter Games Turin 2025 show-
cased a global commitment to inclusion, 
athletic excellence, and health equity. 

A major highlight was the debut of Healthy Athletes (HA) 2.0, 
showcasing updated screenings and digital Healthy Athletes System 
(HAS) 2.0, developed in partnership with Mozzaz, a leader in digital 
health solutions. This innovative platform transformed health 
screenings, referral management, and data collection for 883 athletes 
and Unified partners from 77 countries, reaching around 80% of all 
participating delegations and enhancing the delivery of vital services 
across seven disciplines including vision, dentistry, audiology, and 
mental health. Delegations were served by 570 volunteers, including 
250 health professionals and 320 general volunteers who provided 
critical health screenings. Over the course of three days, 1,854 
individual screenings were conducted, resulting in 925 direct referrals 
for follow-up care – evidence of the program’s clinical quality and 
referral sensitivity.   

The introduction of HAS 2.0 represented a major technological leap 
forward for Healthy Athletes. For the first time at a World Games, 
three health disciplines—Special Olympics Fit Feet (podiatry), Special 
Olympics Health Promotion (preventative medicine), and Special 
Olympics Special Smiles® (dentistry)— implemented live digital data 
capture during screenings using the new system. 

A major milestone was achieved at the Games. For the first time 
ever at a World Games, Strong Minds implemented its first formal 
mental health screening, including tools such as CORE-LD30 and 
WEMWBS-ID to identify athletes who may be at risk for mental health 
concerns. The impact of this new mental health screening resulted 
in 43 recommendations. Additionally, Special Olympics Lions Clubs 
International Foundation Opening Eyes® screened 331 athletes and 
prescribed 150 pairs of prescription eyewear.  



HEALTHY ATHLETES 
OUTCOMES
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250

217

158

63

19

182

36

925

284

251

215

344

295

268

168

1825

Fit Feet

DISCIPLINE SCREENINGS REFERRALS

FUNfitness

Health Promotion

Healthy Hearing

Opening Eyes

Special Smiles

TOTAL

Strong Minds



Unified Honored Guest tours were a 
hallmark of Healthy Athletes, pairing 
individuals with IDD and Special Olympics 
Health staff to guide global dignitaries, 
sponsors, and athlete leaders through the 
venue while screenings were taking place.  

Led by Sargent Shriver Global Messengers and athlete leaders 
including Margaret Turley, Susan Wang, and Gilmour Borg, the tours 
fostered authentic, person-centered engagement and highlighted 
the transformative impact of accessible health care. An estimated 
200 honored guests attended the tours. High-profile participation 
from U.S. and European leaders—including Second Lady Usha Vance, 
Abigail Cox, First Lady of Utah, and Gabriella Shapiro, First Lady of 
Pennsylvania,—underscored bipartisan and global support for Special 
Olympics’ mission and the vital multisector partnerships, such as with 
the Golisano Foundation, that sustain the Healthy Athletes model 
worldwide.

UNIFIED HEALTHY ATHLETES 
TOURS
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The Motor Activity Training Program 
(MATP) is our movement-based sport 
program for athletes with profound 
intellectual disabilities who have high 
support needs. MATP includes athletes 
who are unable to participate in traditional 
competitions.  

The program‘s goal is to meet the individual autonomy needs of each 
person, even in cases of severe intellectual disability, as every person 
has the right to an appropriate physical education program.

MATP can be made up of skill stations where athletes take part in 
sport related activities that develop their mobility, dexterity, kicking 
and balance skills.

MATP can also involve group games where athletes can work and 
interact with others to develop their skills.

All MATP activities are modified to each athlete‘s needs, interests, 
and motivations. 

For the first time at a World Winter Games, a Unified MATP exhibition 
featured athletes with severe and profound disabilities.

MOTOR ACTIVITY TRAINING 
PROGRAM (MATP)
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Second Lady Usha Vance led the U.S. Presidential Delegation 
to the 2025 Special Olympics World Winter Games in Turin and 
marched with Special Olympics USA in the Parade of Athletes at 
Opening Ceremony.

During her visit to the Games, she cheered for athletes in 
competition, presented medals at MATP, and participated in the 
project exhibition at the Global Youth Leadership Summit. 
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I am honored to have attended the 
Special Olympics World Winter 
Games this weekend and to have led 
the Presidential delegation.  
Hearing from these inspirational 
athletes about their journeys and 
dedication to their events was 
uplifting. Thank you Special Olympics 
for fostering a community of leaders, 
and for such a warm welcome.  

- Usha Vance Second Lady of the United States

„



Special Olympics Young Athletes took place on 11 March in Pala Gianni 
Asti with 198 children from seven area schools in Italy participating in 
inclusive play and health-focused activities. 

This was the first-ever hybrid Young 
Athletes demonstration at a World Games. 
In addition to the nearly 200 children 
from local schools that participated in-
person, there were an additional 2,250 
children from over 20 schools across Italy 
that participated virtually. In total, 45 
schools across Italy participated in the 
Young Athletes demonstration. During the 
event, children participated in over 10 gross 
and fine motor skills activities. 

Alongside the vast number of young participants who attended, the 
event also saw high engagement from local high school students. 
Over 40 students volunteered for both the Young Athletes and MATP 
demonstrations. At the conclusion of the event, Young Athletes received 
certificates of completion, a water bottle, and a mascot (Moly) toy. 

SPECIAL OLYMPICS
YOUNG ATHLETES
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EXECUTIVE
OVERVIEW

REGIONAL AWARENESS 
OVERVIEW
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5 media from 4 Programs covered the Games 
(Kenya, Namibia, Senegal, South Africa)

In South Africa alone, 122 articles and stories written during the 
Games across broadcast, print and online mediums, with an ad 
value of $234,740. 

Conservatively at least 300 individual pieces of media content 
were sourced and recorded from Program submissions and link 
sharing. This included a full page spread earned in La Stampa on 
Victor Lijembe from SO Kenya. 

SuperSport, Africa’s premier sports broadcaster, aired the 
documentary “Brave Boys” from Namibia leading up to the Games 
(free as an earned PSA placement for NPO’s), and SuperSport Blitz 
received curated and scripted reels of Africa highlights fed directly 
to their production by the Global Media Hub.

Strong broadcast coverage from Kenya Broadcasting Corporation 
(KBC), South Africa Broadcasting Corporation (SABC) and 
Namibian Broadcasting Corporation (NBC). 

SPECIAL OLYMPICS AFRICA
REGIONAL AWARENESS OVERVIEW
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https://www.lastampa.it/torino/2025/03/14/news/special_olympics_victor_lijembe-15052564/


SPECIAL OLYMPICS AFRICA
REGIONAL AWARENESS OVERVIEW
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First ever: Social media content management takeover directly 
through the SOI main channel and Global Media Hub with daily 
collaborations of quality curated content led to an unprecedented 
spike in reach and impressions for SO Africa Instagram as well as 
collaborations with every single delegation’s Program account. 

Didier Drogba, Global Ambassador, posted both a MATP 
documentary in lead up of Games and good luck post of Brave 
Boys documentary (both produced by Global Media Hub/Restless 
Films) - landing high tier media coverage in Novy Cas Slovakia. 15.4M 
followers on Instagram, 13M on Facebook. 

26 stories published on the SOI website and the Games daily 
communique, possibly the highest ratio of Regional stories to 
athletes attending Games (30 athletes, 4 delegations) 

Charles Nyambe, presidente di Special Olympics Africa: «Le famiglie 
che prima nascondevano i propri figli disabili, ora prendono l’aereo 
per vederli vincere» | Vanity Fair Italia

https://www.vanityfair.it/article/charles-nyambe-presidente-special-olympics-africa-atleti-disabili
https://www.vanityfair.it/article/charles-nyambe-presidente-special-olympics-africa-atleti-disabili
https://www.vanityfair.it/article/charles-nyambe-presidente-special-olympics-africa-atleti-disabili


SPECIAL OLYMPICS AFRICA 
OWNED AND SOCIAL MEDIA

REGIONAL AWARENESS OVERVIEW
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* X is no longer a priority platform for the Region

IMPRESSIONS 
REACH
TOTAL LIKES
TOTAL FOLLOWERS

IMPRESSIONS 
REACH
ENGAGEMENT
TOTAL FOLLOWERS

IMPRESSIONS 
REACH
ENGAGEMENT

FOLLOWERS 
ENGAGEMENT
VIDEO VIEWS

IMPRESSIONS 
FOLLOWERS

92.83K 
68.48K
1.26K 
3.34K +34 (1%)

311.31K (7,172%)
3.04K
14.41K (24,7528%)
1.95K +324 (853%)

4.95K (849%)
35.34 (1,185%)
270 (1,829%)

834 +41 (48%)
196 (176%)
4.72K (37%)

116
1.5K +6



33 media from 6 Programs covered the Games  
(Australia, Bangladesh, Bharat, Japan, Pakistan and Singapore). 

Drove compelling storytelling with strong visuals - videos, 
infographics & photographs securing media coverage in over 
3K articles over 7-month reporting period.

SPECIAL OLYMPICS 
ASIA PACIFIC

REGIONAL AWARENESS OVERVIEW

2.9 BILLION
READERSHIP

$5.4 MILLION 3,031
AD VALUE MENTIONS
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SPECIAL OLYMPICS ASIA PACIFIC  
EARNED MEDIA AND SOCIAL MEDIA

REGIONAL AWARENESS OVERVIEW
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Our top 5 Social Media Posts:

1. Special Olympics Word Winter
Games Asia Pacific Highlights
Video: 124K views (YouTube)

2. Jasmine Lai
122K Views (Instagram)

3. Meet Riya
56.1K views (Instagram)

4. Riya’s Journey
45K views (YouTube)

5. Pre-Games AP Sizzle Reel
49.4K views (Instagram)

https://www.youtube.com/watch?v=fXu9pB9yXzQ
https://www.youtube.com/watch?v=fXu9pB9yXzQ
https://www.instagram.com/reel/DIi_dy3zrcC/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA%3D%3D
https://www.instagram.com/reel/DHFhwwfTC2v/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA%3D%3D
https://www.youtube.com/watch?v=Roj2_PptF2g
https://www.instagram.com/reel/DG2KHjwTWLX/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA%3D%3D


6 media from 3 Programs covered the Games 
(China, Korea and Mongolia). 

Weibo had the most engagement across SOEA social media channels, 
with over 1 million views across only 37 posts!  

Received media coverage in nearly 3,500 news articles across the 
region, with the majority of coverage in China in March.  
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SPECIAL OLYMPICS 
EAST ASIA

REGIONAL AWARENESS OVERVIEW
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SPECIAL OLYMPICS 
EAST ASIA SOCIAL MEDIA CHINA
REGIONAL AWARENESS OVERVIEW
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SPECIAL OLYMPICS 
EAST ASIA SOCIAL MEDIA HONG KONG
REGIONAL AWARENESS OVERVIEW
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SPECIAL OLYMPICS 
EAST ASIA SOCIAL MEDIA MONGOLIA
REGIONAL AWARENESS OVERVIEW
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SPECIAL OLYMPICS 
EAST ASIA SOCIAL MEDIA MONGOLIA
REGIONAL AWARENESS OVERVIEW



263 accredited media from 21 Programs covered the Games  
on-site, however 52 Programs were represented in media coverage.  

Helped Programs secure coverage in at least 500 media outlets 
throughout the Region. 

Over four-month time period, received 987M+ aggregated 
viewership/readership with 1,779K+ mentions.  

Secured 688 media placements with a reach of 287 million through 
partnership with the Associated Press.  

Despite no registered media attending, the Games generated 
significant coverage in Bulgaria, with 61 media outlets publishing 
a total of 340 stories. 

Special Olympics Hellas’ media value exceeded their budget by more 
than 4x; Over 40 articles were published with Tier 1 national 
exposure.  
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SPECIAL OLYMPICS 
EUROPE EURASIA

REGIONAL AWARENESS OVERVIEW



Only 4 accredited media from Special Olympics Poland attended the 
Games, however 524 articles were published about the Games in  
Poland media.  

Captured 18K+ photos taken by SOEE photographers of every SOEE, 
SOA, SOLA delegation competing across each sport and distributed 
royalty-free.  

1M+ digital impressions achieved from the start of the Celebrate  
the Exceptional campaign until Closing Ceremony.  

‘Celebrate the Exceptional,’ a digital storytelling and visual 
campaign supported by Toyota Motor Europe and UPS, reached 
more than 565,000 impressions while profiling eight athletes 
and their remarkable journeys. Featured Athletes & Sports; Javier 
Trejo (Spain, Alpine Skiing), Fanélie Croizat (France, Cross-Country 
Skiing); Lukas Hämmerli & Victoria Kälin (Switzerland, Dance Sport); 
Stephanie Gott (Great Britain, Figure Skating); Ines Kwaschnowitz 
(Germany, Floorball); Sebastiaan Van Luijn(Netherlands, Short Track 
Speed Skating); Ugo Valentini (Italy, Snowboarding) and Anca Miron 
(Romania, Snowshoeing).
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SPECIAL OLYMPICS 
EUROPE EURASIA

REGIONAL AWARENESS OVERVIEW
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SPECIAL OLYMPICS 
EUROPE EURASIA SOCIAL MEDIA

REGIONAL AWARENESS OVERVIEW
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CELEBRATE THE EXCEPTIONAL 
EARNED MEDIA, SOCIAL MEDIA AND WEBSITE HIGHLIGHTS 

REGIONAL AWARENESS OVERVIEW
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SPECIAL OLYMPICS EUROPE EURASIA 
MEDIA OUTREACH - TOP PUBLISHERS

REGIONAL AWARENESS OVERVIEW



Media from 6 Programs covered the Games on site (Chile, Costa 
Rica, Peru, Mexico, Venezuela and Uruguay). Print media coverage 
ran across Colombia, Chile, Argentina, Honduras and the Dominican 
Republic.

251 print articles published across the region reached an audience 
of 282M, with Chile having the most coverage, with 65 articles 
published.

125 SOLA social media posts reaching over 220K impressions, with 
an 8.66% engagement rate!

Albavision aired one story that was picked up in Mexico, Guatemala,  
El Salvador, Costa Rica, Nicaragua, Ecuador, Paraguay, Argentina and 
the DR. 

First medal of the Games was won by a Chilean athlete (link to 
story).

Documentary teams from both Chile and Mexico attended the Games.
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SPECIAL OLYMPICS 
LATIN AMERICA

REGIONAL AWARENESS OVERVIEW

https://www.turin2025.org/en/news/viva-inclusion-gonzalo-escobar-wins-first-gold-in-turin
https://www.turin2025.org/en/news/viva-inclusion-gonzalo-escobar-wins-first-gold-in-turin
https://www.turin2025.org/en/news/viva-inclusion-gonzalo-escobar-wins-first-gold-in-turin


65

SPECIAL OLYMPICS 
LATIN AMERICA SOCIAL MEDIA

REGIONAL AWARENESS OVERVIEW

IMPRESSIONS 
POSTS
ENGAGEMENT RATE

IMPRESSIONS 
POSTS
ENGAGEMENT RATE

154K+
58
6.84%

61K+
58
9.16%
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SPECIAL OLYMPICS LATIN AMERICA 
EARNED MEDIA HIGHLIGHTS

REGIONAL AWARENESS OVERVIEW



10 media from 6 Programs covered the Games (Algeria, Egypt, 
Kuwait, Morocco, Saudi Arabia and UAE)  

Media published nearly 314 articles.
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SPECIAL OLYMPICS 
MIDDLE EAST NORTH AFRICA

REGIONAL AWARENESS OVERVIEW
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SPECIAL OLYMPICS 
MIDDLE EAST NORTH AFRICA

REGIONAL AWARENESS OVERVIEW
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SPECIAL OLYMPICS MENA
EARNED MEDIA HIGHLIGHTS

REGIONAL AWARENESS OVERVIEW



73 media from 3 Programs covered the Games  
(Canada, Jamaica and the USA) (*Majority of media were from ESPN)

There were over 1K articles published across the United States, 
Canada and Trinidad & Tobago with an estimated reach of 938 million.

Opening Ceremony content ruled across all platforms 

“Medal” photos consistently drew high engagement

 #Cheer4USA drove massive interaction, especially on X

The SO USA video from ESPN of Opening Ceremony was a favorite

March 15 = High engagement day for multiple delegations 
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REGIONAL AWARENESS OVERVIEW

SPECIAL OLYMPICS 
NORTH AMERICA
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REGIONAL AWARENESS OVERVIEW

SPECIAL OLYMPICS 
NORTH AMERICA SOCIAL MEDIA

(Top Post: Opening Ceremony – March 8) 

TOTAL POSTS
IMPRESSIONS
ENGAGEMENTS

TOTAL POSTS
VIEWS
ENGAGEMENTS

TOTAL POSTS
VIEWS
TOP VIDEO

TWEETS
IMPRESSIONS
ENGAGEMENTS

40 
402,969
12,558

23
166,076
4,177

23
13,700

72
17,085
402

Team trials day 1

USA CANADA TRINIDAD & TOBAGO

WEBSITE 

8K (7.1K new) Users 
24K Page Views

WEBSITE 

10.4K (10.2K new) Users 
Top Page: Meet The Team

WWG POSTS IN MARCH 

28

TOP POSTS

MARCH 15
4TH PLACE AWARDS

41 LIKES
9 COMMENTS
17 SHARES

TOP CONTENT 

MEDAL AND  
SEND OFF POSTS (FB & IG)

SOCIAL MEDIA

967,952 
TOTAL IMPRESSIONS
with nearly

1500 NEW FOLLOWERS

NEWSLETTER

9 Newsletters Distributed 
45% Open Rate

PLATFORM OF CHOICE



#TheFutureIsHere
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