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Dear Coaches, 
 
Quote of the week: 
“Tell me and I will forget; 
Show me and I may remember; 
Involve me and I will understand.” 
~Chinese Proverb 

The Chuck Wielgus Blog: Be Nice 
By Chuck Wielgus, USA Swimming Executive Director, April 25, 2016 

I’ve been fortunate to be around a lot of athletes from many different sports. Some of 
these athletes have been arrogant and self-centered, and some have been humble and 
thoughtful. How an athlete acts will be how people will judge him or her. That’s only 
natural.  
 
In this age of social media, we are increasingly hearing about an individual athlete’s 
“brand.” An athlete’s brand is really about reputation; in other words, what we think of 
them. Take Steph Curry for example. He’s the most exciting and fun player to watch in 
basketball, and he’s also established himself as a good father and a really nice guy. 
That’s what I call a good brand.  
In 2009, I had the opportunity to be in Miami for the Super Bowl Game between the 
Indianapolis Colts and New Orleans Saints. One night before the game, I was invited to 
an ESPN party. It was a crowded and star-studded affair. When I arrived, several 
hundred people were already there and my wife and I found a quiet space to have a drink 
and talk.  
 
A few feet away from us, standing all alone, was then rookie quarterback sensation, Mark 
Sanchez. We made eye contact only for a second, and then Mark walked over and 
politely introduced himself to us. When he asked what I did for a living and I told him 
about my association with USA Swimming, he was quick to point out that USC, where he 
went to school, had a pretty good swimming program.  
I was impressed, but mostly I was taken with how humble and polite this collegiate 
superstar athlete was with Nancy and me. He acted just like a regular guy, we talked 
sports, talked about the game to come, after which I wished him good luck and we parted 
ways. It was just one of those simple encounters that left me with a good feeling about 
what appeared to be a really nice guy. 
 
Now that Sanchez is with the Denver Broncos, my rooting interest in our home team here 
in Colorado is going to an even higher level. 
 
Years ago, back before the hammer came down on him, I had occasion to meet Lance 
Armstrong. If I think highly about Steph Curry and Mark Sanchez, my meeting with 
Armstrong led me to an entirely opposite conclusion. I root for guys like Curry and 
Sanchez, and have no sympathy for an athlete like Armstrong. 
 
An athlete who is long past his glory days of competition, yet still adored by legions of 
fans, is Arnold Palmer. Talk about an athlete with a brand; Palmer’s reputation as a nice 
guy gentleman is legendary.  
 
Palmer is very aware of his reputation, and he always takes care to nurture his personal 
brand. Take for example his autograph. Anyone who has seen an Arnold Palmer 
autograph has no doubt at whose name they’re looking. The “A” and the “P” are large 
and every letter is clearly identifiable. And Palmer says, “When I sign my name I want 
people to be able to read it.”  
 
What a simple lesson for every athlete … sign your name so that people can read it. It’s 
okay for a doctor to scribble out his name on a prescription, but athletes and others who 
are asked for autographs ought to at least do right and make their autograph legible.  
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In a few weeks, Omaha will become the center of the swimming universe. If past 
experiences are any indication, we can also expect that there will be hundreds of kids 
looking to take a selfie or get an autograph from athletes competing for spot on the 2016 
U.S. Olympic Swim Team. Even those athletes who have little chance of making the 
team will attract the attention of adoring 12-year-olds.  
These kids aren’t collecting selfies or autographs to resell; they are collecting these 
things to post on social media, paste into their personal scrapbooks, or pin to a bulletin 
board in their room at home.  
 
I’ve watched our top National Team athletes sit for hours and sign autographs for kids. 
I’ve also watched athletes stop to take selfies with young age groupers. I’ve seen 
swimmers give away their caps to kids, and I’ve even witnessed a few athletes who have 
given their medals to young fans. What a great thing it does for our sport when our most 
well-known athletes take the time to acknowledge and inspire the next generation.  
 
So, if asked for advice about how to establish a personal brand, my advice to any athlete 
is to simply start by being nice. Above all, be nice to kids because they are the future and 
they are the ones who are looking up to you as a role model. When time permits, stop 
and take a selfie with a kid or sign an autograph … and remember to sign your name 
legibly!  
 
It will create an impression for a lifetime. 

USA Swimming Announces 2016 Diversity Coach 
Mentorship Program 
 

Applications are now available for the 2016 USA Swimming Diversity Coach Mentorship 
Program. Participants are active coaches in urban areas with an interest in raising their 
level of expertise and skill. 
 
As the national governing body for competitive swimming in the United States, USA 
Swimming is committed to diversifying at all levels of the sport in order to achieve and 
foster an inclusive swimming environment. 
 
Throughout the year, coach mentees participate in several on-site visits with their coach 
mentors and observing meetings and practices in order to increase their organization 
skills and technical knowledge. 
 
“This program is about exposing talent and developing the next generation of coaches,” 
said Juan Caraveo, USA Swimming Diversity & Inclusion Consultant. “This is an 
opportunity for them to gain a new skill set and learn best practices so that they can have 
a greater impact on their teams.” 
 
Learn more here:  

The Power of Competing in the Moment 
SEVEN HIGH PERFORMANCE STRATEGIES THAT LEAD TO GOLD 
By Dr. Jim Bauman, special contributor 

1. Game/Battle Plan 
2. Perspective 
3. Pliability 
4. Energy Management 
5. Power of Competing in the Moment (Time Zones) 
 
In previous articles, we talked about the services and role of a sport psychologist in 
swimming, and four of the seven High Performance Strategies. This article will briefly 
describe the fifth strategy – The Power of Competing in the Moment.  
 
Learn more here:  
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By Jon Gordon, The weekly Newsletter, April 25, 2016 

I wrote a book called The Carpenter but it's really about being a craftsman/craftswoman. 
What's the difference? A carpenter builds things. But a craftsman/craftswoman puts 
 
their heart and soul, spirit and passion into their work to create a master piece.  
 
The truth is it's easier to just show up. It's easier to go through the motions at work, at 
home, in your job, or sport. It's easier to be mediocre.  
 
But nobody remembers average. Going through the motions won't make an impact. Just 
showing up doesn't lead to greatness.  
 
Michelangelo said, "If people knew how hard I worked to get my mastery it wouldn't seem 
so wonderful at all." 
 
It's hard to be great. It's difficult to create a masterpiece. But it's well worth the effort. 
 
Learn more here:  
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USADA Update 
Coaches: Understand your role in #cleansport. Download the coach's brochure here:  

Can You Scare People Into Elite Performance? 
By Geoff Wilson, Wilson Growth Partners, April 2016  

The answer: You can’t be scared and elite at the same time. 
 
This one might roll off the tongues of elite athletes, entrepreneurs, soldiers, and 
performers of all types. I will do my best to sum up. 
 
During a recent walk with my wife, Lindsay, in the foothills of the Blue Ridge Mountains, 
we had a good discussion of what really holds people back from being great performers. 
As we walked and talked, the topic of fear came up. You know fear. Everybody does on 
some level. Even for the most narcissistic among us, there is the subtle fear of being 
found out. But for the rest of us, there is normal fear and anxiety that come with actually 
wanting to perform well. 
 
My wife, whose history as a swimmer has put her in league with some of the most elite of 
her sport and whose current passion as a coach gives her constant concern with what 
can help her swimmers perform better, summed up some of her swimmers’ performance 
as being highly correlated with their fear of disappointing their parents. 
 
In other words, they didn’t perform well because they wanted to–they performed well 
because they were scared of the consequences of not performing well. To paraphrase 
our joint reaction to that, let me just put it in a single quote: 
 
Learn more here:  

Should We Ask Our Athletes to Give Up Their Phones? 
By Tim Elmore, Growing Leaders, April 19, 2016 

I just finished spending time with three professional baseball teams at spring training. 
During meetings with all three teams, I had conversations with managers and coaches 
about technology and athletes. The players’ addiction to cell phones remains an issue of 
contention. If he took them away, one coach argued, he’d have a revolt on his hands. 
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Minimally, the players would go through the day with a bad attitude. However, another 
coach said if he didn’t take their phones away, they’d get distracted in meetings. Both 
examples produce frustration for coaches and for players. Over-connection to 
technology, I’ve discovered through both research and conversations like these, affects 
athletes across the nation in three big ways: 
 
Learn more here:  

Social Media Effectiveness for Public Engagement: An 
Example of Small Nonprofits 
By Youyang Hou and Cliff Lampe, Nonprofit Quarterly, April 25, 2016 

When small activist nonprofits work with social media, they are faced with any number of 
considerations, including the ways that various constituencies wish to communicate; what 
those communications might produce in terms of engagement, social action, or 
donations; how widely used and well suited various platforms of social media are for the 
task at hand; and how well staff and volunteers understand each medium. On top of that, 
the basic control mechanisms of the organization may present barriers: Are staff and 
volunteers trusted as spokespeople as long as their work conforms to a central design or 
are the number of spokespeople and the message more tightly controlled? The good 
news is that some small nonprofits are unflaggingly inventive and agile. This article, 
excerpted from a larger study, describes how twenty-six small environmental groups 
approached their social media work in the midst of such complexity. 
 
Learn more here:  

Innovation — How Leadership Makes the Difference 
By David Magellan Horth and Jonathan Vehar, The Center For Creative Leadership 

Executives and managers routinely talk about the importance of innovation, but turning 
talk into reality isn’t easy to do. 
 
Nearly everyone who took part in CCL’s 500-person client panel said innovation is a key 
driver of success (94%), and 77% of their organizations have made attempts to improve 
innovation. Even so, just 14% are confident about their organization’s ability to drive 
innovation effectively (CCL Innovation Leadership Survey, 2014). 
 
Why do so many organizations struggle with innovation? 
 
Learn more here:  

What Students Really Need to Hear 
Posted by Chase Mielke, Affective Living, March 8, 2014 

It’s 4 a.m. I’ve struggled for the last hour to go to sleep. But, I can’t. Yet again, I am 
tossing and turning, unable to shut down my brain. Why? Because I am stressed about 
my students. Really stressed. I’m so stressed that I can only think to write down what I 
really want to say — the real truth I’ve been needing to say — and vow to myself that I 
will let my students hear what I really think tomorrow. 
 
This is what students really need to hear: 
 
First, you need to know right now that I care about you. In fact, I care about you more 
than you may care about yourself. And I care not just about your grades or your test 
scores, but about you as a person. And, because I care, I need to be honest with you. Do 
I have permission to be honest with you — both in what I say and how I say it? 
 
Learn more here:  
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