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The Wheatland District within the Coronado Area Council, BSA has a proud and strong history of excellence in the Scouting Program.   The Wheatland District boasts famous alumni including the Honorable Bob Dole former Senator and Republican Presidential Nominee, Congressman Jerry Moran R-Kansas, the Honorable Arlen Specter D-Pennsylvania, and many more community leaders of lesser name recognition. 

            In this current era of competitive markets, the same challenges that are evident in for-profit markets effect the non-profit sector just as much if no more.  A primary issue of concern not just in the Wheatland District, but in all youth organizations, is the supreme competition for youth’s time.  Plain and simple, youth of the Millennial Generation have many more options of activities to participate in then any other generation before them.  Youth are involved in 4-H, sports, Scouts, extra-curricular school activities, church activities, karate, and much more.  The Boy Scouts of America may be non-profit, but we are arguably in the most competitive market ever to arise. 

          We are also combating single-parent and non-tradition households as well as growing minority population increases especially in the Hispanic communities.  To top it off, we are in the electronic area where people watch more TV then hours that they sleep, the internet, computer, video games, and social networking take more and more of our youth and parents time. 

 
The challenge is well documented; ask any corporate entity, vying for market share and everyone is scrambling for every additional customer and great costs.  After reviewing the challenge, what is the first thought or idea that comes to mind?   Most marketers agree that product differentiation as well as product quality is the top concern of customers.  Price and distribution offer little incentive as the market place has blurred the lines of everyday low prices and sales.  With so many gimmicks, people are becoming immune to the lowest price in town approach are looking to entities that build quality customer relationships, trust, service, and quality. 


So where does the Boy Scouts of America fit in, where does the Coronado Area Council fit in, and where does the Wheatland District fit in?  In the competitive youth market, we must differentiate our product, show its quality, and constantly remind the public of why we are better.  We have to build a relationship with the public by our choosing.  This is what allows us to build our brand; this is what allows us to tell people who we are without letting others define us.  Too many times the Boy Scouts of America complains about the world-at-large defining who we are, well it’s time to take the reins and the burden falls on the left of the programs.  The legs are the volunteers and staff members in each individual community, right?  It goes back to saying, “think globally, act locally.  We can influence the entire country, by focusing on each community and building the brand. 

           Too many times companies use gimmicks and one-shot campaigns with no endurance.  This is only effective at boosting short-term market share increases.  This can be documented by any national advertising campaign that temporarily boosts sales especially promotions such as vehicle sales. After the promotions sale level back out to pre-promotion levels or bottom out to take in account the temporality large boost in sales. 

There’s the challenge lined out in global terms.  So what’s the solution? For the Boy Scouts of America like any other organization, we have to act locally.  Again one-shot promotional campaigns are only effective in short term and the consumer is now able to demand what they want. 


The effective approach that the Wheatland District has decided to take with this understanding on the market place is to constantly present our brand to the public.  This is the foundation of long-term success of the Boy Scouts of America.  Using community and public awareness we are able to define who we are, remind the customer who we are, and give people high recall of the organization. Who are the Customers of the Boy Scouts of America?  The answer simply put is everyone.  Whether it, be potential families of perspective Scouts, donors, potential donors, and other community connections, everyone is potential customer or contact. 


After reviewing these facts and reading some of the other project proposal ideas, I am of the opinion that to strengthen Chartered Organization involvement, Committee member involvement, increase membership, and increase funding it all starts with building the brand locally. 

My proposal is a continuous and effective marketing campaign through a diversity of no-cost/low-cost promotion efforts.  This is opposed to a one-shot project that briefly brings Scouting in the lime-light. Per the corporate world, the marketing rule of the thumb is constant brand reminder and community awareness.  This brings familiarity and education of the brand to the public.  One-shot projects can be quickly forgotten and don't reinforce the brand.

S – Using no cost/low-cost promotions the Boy Scouts of America will build community awareness and public relations.  This includes PSAs, press releases, information left at local businesses, church bulletin articles, newspaper articles, social networking, effective emails, TV interviews, presentations for local organizations, networking at community events, sponsoring activities, providing activities for the public, partnering with other organizations, and other creative marketing promotions. This is a continuous effort, without a better way to define this, I will just say forever or as long as the Boy Scouts of America is around.  These promotions include implementing historic BSA battle cries including “Give Every Kid a Chance”. 

M- We can measure this effectively over a period of time of 5 years and older.  Is our Friends of Scouting increasing steadily, is membership increasing steadily, are we reaching new demographics, are our committee’s growing, and are popcorn sales increasing?
 A – These goals like any organization are attainable through effective planning and implementation.  At the end of the day the only way to get anything done is to stop talking and start doing.  Plans evolve and new ideas arise, but we have to be flexible and agile to take advantage by taking action. 
R – Any goal with the proper support and set in the realm of slow and steady are achievable.  The journey of a thousand mils starts with a single step.  So we want to increase membership by 25% over 10 years, we need to focus on signing up one kid at a time. 

T – Time will tell. These types of long-term growth objectives take time to develop to maintain high standards, which is what differentiates them from one-shot, brief growth statistics. This type of effort is measured in years, but is key to long-term success. 

To me public awareness and positive community relationships address the changing market place.  The Boy Scouts of America is fortunate, we have a quality product, a long standing good reputation (at least with the moral majority), and we have name recognition to our benefit. 
1. This plan began in January of 2010 with a project called “Moments in Scouting”. This a weekly article in local newspapers community sections touting an achievement throughout the years of the Boy Scouts of America.

2. PSAs on local radio stations reaching the Wheatland District. 

3. Weekly publications in the church bulletins
4. Sponsoring public events and activities to showcase who we are while providing a service 

a. Mall Scout Show

b. Eco-Camp with FHSU

c. Family Fun Night

d. Community Campouts

e.  Outdoor Outreach partnering with Big Brothers/Big Sisters, 4-H, and Girl Scouts
5. Relevant Press Releases as made available by the National Office and local Council office.

6. Preview articles as written by volunteers and myself about upcoming events

7. Wrap-up articles in newspapers about past events
8. Encouraging units to send in any stories to the local media

9. Inviting local media to all events

10. Brochures in local business with high foot traffic

11. Posting information on local websites
12. Maintaining an update webpage and facebook account

13. Radio interviews

14. Presentations to local clubs, churches, and other organizations

15. Being involved in community service projects

16. Being in other community events such as parades, celebrations, and special events

The Wheatland District has recruited a promotions/marketing chair to help promote these project goals and is looking to empower units and other District Committee members to make marketing a go-to tool in their arsenal. 
We are looking at expanding the promotions effort to have someone that specifically deals with Mass Media, someone that deals with electronic & social media, and someone that focuses on guerilla marketing. 

It is all about doing and getting the information out there, but letting new ideas develop as they may without slowly the action.  It’s a strategy of evolution not revolution. 

I would recommend that every District develop a marketing/promotions committee and make its objectives as important as membership recruitment and fundraising.  This is how local Scouting achieves the BSA’s goals.  The BSA needs to understand this much, at the end of day it is local volunteers that ensure that the National organizations are met.  We have to get out of the wait and see attitude and make things happen. 

Some of our best decisions from this approach of a continuous marketing approach were to use current networks to build relationships.  Worst decisions, had mainly to do with missing opportunities.  
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