Publicizing Your Unit


PURPOSE
The purpose of this guide is to assist units in the successful promotion of your unit, and the placement of articles in local community newspapers.   It also offers ideas on what could be considered “newsworthy”  events from your pack or unit.

INTRODUCTION
Thousands of Scouting articles and photos carry a strong, positive message each month about the presence and vitality of the Boy Scouts of America and its impact in local communities.

We need your help in getting the word out.  What can you do to help?  The answer is simple.  You can provide local media with information that communicates the fun and values of Scouting.

A newspaper is a business, and like most businesses, it is operated to produce a profit.  At the same time, the newspaper’s editors also recognize their responsibility to serve the people of the community and are always looking for items with local relevance.  The people in your community want to know about Scouting.  They want to read the articles about their neighbor earning his Eagle Scout Award and the Cub Scout pack collecting thousands of cans of food for the hungry.  They also want to see the photo of Pack 272 pinewood derby winners with local judges.  Therefore, your community newspaper is interested in reporting Scouting news about your pack, troop, team, or crew.  Odds are that if you have a good story, it will be reported.

The following Sections will help you in the preparation of your story to be printed.  

· Working With Your Community Newspaper

· Writing the News Release

· Photos attract More Readers 

· Alternative Publicity Instruments

· The Language of Scouting

· Media Contact Sheet

· Unit Publicity Planning Calendar

· Sample Press Releases

· Media Contact Information

WORKING WITH YOUR COMMUNITY NEWSPAPER
The people who work on a newspaper are no different from those who work in any other business—except that they may be more pressed for time in order to meet deadlines.  Like you, they have a concern for their families and community.  Working under tight deadlines, they are engaged in writing, editing, and printing a large amount of material to fill their copy space.  Being aware of their needs will allow you to be more efficient and effective when submitting your story to a reporter.

Don’t ask the editor for a clipping.  Good manners and common sense dictate that you buy a copy of the newspaper and do your own clipping.  Reporters have moved on and are busy preparing for the next issue.  Make vital use of each contact with the media.

Don’t take it personally if you are not getting published in a particular paper.  If your story is not used, it could be because of a number of reasons: didn’t meet publisher’s deadline, no space available, or it’s not as newsworthy as other stories that particular week.  If it happens consistently with no luck, you might want to talk to the publication to seek advice on what material would be beneficial.  Continue promoting your events.

Working successfully with the media depends on a number of factors:

· Knowing and understanding the story

· Knowledge and understanding of the media being targeted

· Newsworthiness of the story idea

· Ability to mold a story idea and supply useful information under a deadline

· Professionalism when working with the reporter or newspaper

Getting media coverage takes hard work and a will to succeed.  It’s hard to take the rejection you might encounter when you’re pitching.  Stick with it; learn from your mistakes, and develop contacts and pitching skills.  It will all pay off when your story is covered on television or in a magazine or a major newspaper.

Be prepared by knowing your local media representatives and planning ahead. Don’t forget to send copies of releases and clippings to your district or local council’s public relations director.


Know the Media in Your Area
1.  Determine all the available media sources in your area for getting your news out.  Make a list of daily and weekly newspapers, tabloids, city magazines, local business journals, and your chartered organization’s publications.  Check your local phone book for most of this information.  Don’t forget to send releases to nontraditional media outlets such as church, educational, community, or corporate newsletters.  Photocopy the media contact sheets in the appendix of this guide and make your own and store the information in a binder.

2.  Learn as much as you can about the media in your area—deadlines, editorials, policies, and names of reporters, editors, and managing editor.   Knowing the names, deadlines, and topics of interest prior to placing a release can make the difference in getting your news published.  Make a note of the best ways to deliver your news; mail, fax, or email.  

3.  Produce your mailing list from this information

4.  Update your file often!

5.  Assign someone to be responsible for Public Relations or Media Relations in your Unit.  

Be Prepared by developing a publicity planning calendar
1.  Pencil in all the events in the coming year that you feel are newsworthy from your unit calendar.

2.  Backdate the tasks of writing the news release and mailing the release and put those dates on the calendar.

3.  Update the calendar periodically.

4.  Review your success on quarterly and annual intervals.  What articles were published?  What can you do to improve the quantity and quality of the news coverage?  It will surprise you how soon you will begin to develop knowing when an event it news and when it isn’t.

WRITING THE NEWS RELEASE

The news release is your primary tool.  A news release is the most common of all public relations tools.  Basically, a news release is a document developed to communicate key information—the facts of when the news happened or will happen, and whom to contact for additional information—to reporters and editors in the news media.

Reporters and editors can receive thousands of news releases a week.  Accuracy, clarity, brevity, timeliness, and newsworthiness are the key criteria used by editors in selecting releases for print.  A newsworthy release can be described as one that appeals to the broadest group of readers or viewers, offering the most information with the greatest sense of urgency.

The following guidelines should be used when writing your news release.

Format
· Always type a news release.  Releases should be double-spaced and typed on one side only of 8 1/2-by-11-inch paper with 1-inch margins on the top, bottom, and both sides.

· Start typing the story about one-third of the way down the page.  Remember to keep the story as accurate, brief as possible while providing the important details.  Brevity is the key.  Try to limit releases to one or two pages.  Straightforward and concise writing style is the objective.  The second page should be headed with the story title, date, and page number.

· Include contact information in case the reporter needs more information.  At the upper right-hand corner, type your unit name, contact information, and phone number.

· Do not submit duplicate copies to more than one person at the same paper.

· Do not submit a story typed in all uppercase or capital letters.

· Neatness counts.  Leave no typos, misspellings, or cross-outs.  Check for the correct spelling of all names. 

· Never split a paragraph at the end of a page.

· Type “-More-” at the bottom of a page when the release is more than one page in length.

· Number all pages.

· Type “###” or “-30-” to signify the end of the release.

· When sending an exclusive press release to a particular newspaper and the publication is the only recipient of the press release, let the publication know by adding that information to the top of the release, for example, “SPECIAL TO THE FORT BEND SUN.”

Content
In most cases, reporters or editors will rewrite your release to fit their style, so it’s crucial to present the information as clearly and accurately as possible.  The best way to do this is by following the journalistic method of organizing the material into an inverted pyramid.  The inverted pyramid style of writing puts the most essential information at the beginning, followed by items of decreasing importance.

· The most essential information in a news release should be listed in the lead, the first paragraph of the release.  What details should be included in the lead?  Start with as many of the “who, what, where, when, why, and how” facts of the news item as possible.

 Who did it?

What they did?

When they did it?

Where they did it?

Why they did it?

How did they do it?

· The main body of the news release should include significant details that relate to the lead, including quotations and succinct descriptions.  Any related but nonessential information should appear toward the end of the release.  Generally, the last paragraph provides overall information and statistics about the local council, such as territory served, number of youth and adult members, and location of the council headquarters.  It’s also a good place to list a phone number for more information.

· Put the local news angles in the beginning if the story concerns a larger area that is beyond the community’s borders or newspaper’s circulation area.

· Don’t use flowing tributes, flowery descriptions, or glowing adjectives when writing your news release.  The news release should be more informative than subjective.  Be impartial and objective; try to write the release as the reporter might.

· Use first and last names on first reference.  Use last names only on subsequent references.  Include titles and descriptions, such as district chairman, or a person’s hometown or age.  Provide the full name of groups with appropriate descriptions.

· Include a good quote from Scouts, volunteers, or local distinguished individuals early in the story.

· Add “boilerplate” material, general information about Scouting, to help people understand the importance and relevancy of Scouting.  For example:  “Scouting has had more than 96 million members since its inception in 1910.”

· Women’s names should be presented as follows:  Mary Smith.  Husband’s names in reference to married women (e.g. Mrs. John V. Smith) are not used.

PHOTOS ATTRACT MORE READERS
If an editor must choose between two otherwise equal releases, he or she is more likely to pick the release that has an accompanying photograph.  Make sure each photograph is self-explanatory and interesting.  Every photograph should include a complete and correct caption identifying each person and the action in the photograph.  Your photograph file should include the following information on each photograph: source, date taken, copyright information, and releases signed by people in the picture.

Look for unusual or interesting photo opportunities.  Local newspapers and magazines periodically will have a space to fill and can use a unique photograph that you supply.  Include a caption attributing the photo to the Boy Scouts of America.  Alternatively, be alert for opportunities for local media to photograph events that might not warrant a full news story, but might justify a caption story such as Scouts building a tent from plastic milk jugs.

· To request a photographer: Inform a newspaper about a photo opportunity no less than one week before a scheduled event.  The managing editor will determine whether the newspaper can use the photo and if a photographer is available.  In many cases, staff photographers take photos only during normal business hours of 9 A.m. to 5 p.m., Monday through Friday.

· If you take your own photo: If you take your own photographs, they must be sharp, preferably at least 5x7 inches in size.  Many of the Instamatic-type snapshots are not sharp enough for newspaper use; however, if that’s all you have, give it a try.

· Taking an interesting photo: An interesting photo takes planning or luck.  Newspapers prefer photos of no more than three subjects—the fewer the people, the better the photo.  Individuals in photos should be doing something, not just looking at the camera.  Identify people from left to right by typing, or printing clearly, full names on a full-sized sheet of paper, then clipping or taping, not stapling, the paper to the photo.  Do not write on the back of the photo, it may show through when printed.  If you need your photos returned, designate that at the time of submission.

Alternate Publicity Instruments
Alternate Newspaper Articles
· Letter to the editor.  A simple, straightforward statement, written to the editor of your local newspaper

· Bylined articles: A formal article designed to be placed in local newspapers and magazines.  Such articles are written to appear under the name of a council president, board chair, or a representative of a chartered organization.

· Op-ed page:  “Opposite the editorial page.” Some newspapers use this page to print reader opinions and articles by columnists.

Alternate Publicity
· Target vertical media, publications that target special interests, such as magazines for parents and kids, outdoors publications, and other youth development magazines in your area.

· Send releases to local business newsletters and community bulletin boards.

· Speak formally at churches and other community and civic organizations, as well as informally with parents, friends, and coworkers on behalf of your council.

· Decorate a float for Scouts to ride on in your local parade.

· Hang banners during Scouting Anniversary Week or to promote School Night for Scouting.

· Pass out fliers promoting School Night for Scouting.

· Set up booths at trade shows or fairs.  Provide information that visitors can take home with them.

· Hang posters and fliers in places where boys and young adults will see them.  The school may have a bulletin board for these items.

· Host a media pancake breakfast where Scouts deliver pancakes to local radio personalities on a chosen day.  This could be done during fall recruiting.  The radio personalities could talk about Scouting.  Give the personalities a public service announcement or flier listing details of the recruiting program or coming event.

· Promote your community service projects.

· Develop a Web page.

· Word of mouth can be the best marketing tool.  It is a free and effective method to spread positive messages.  So, how do you do it?  The best place to start word of mouth marketing is inside the organization, in the unit, district, and council.  Share Scouting’s message with other groups you feel could benefit from hearing the Scouting story.  You can talk formally with churches, community and civic organizations, and informally with parents, friends, and co-workers.

· Any unique opportunity to be seen in the community in uniform; i.e. community events, city council meetings for flag ceremonies when you will be there for a rank activity, and any other local event that need volunteers.  

THE LANGUAGE OF SCOUTING

The following entries are some examples of the correct capitalization of some Scouting terminology.  A guide call The Language of Scouting, contains definitions and additional grammar rules of Scouting terminology, and is available through the National Distribution Center by calling 800-323-0732.

assistant Cub Master

assistant den leader

Cub Scout

district executive 

Eagle Scout

Activities:
Do not capitalize pow wow, camporee, pinewood derby unless the reference is specific (i.e. Sam Houston Area Council Pow Wow).

Groups:
Do not capitalize pack, den, patrol, troop, district, council, region, or area, unless the reference is specific (i.e. Pack 631, Den 9).

Titles of Office:
Always capitalize Tiger Cub, Cub Scout, Boy Scout, Cubmaster, Scoutmaster, and Scouter.  Capitalize other titles only when they precede the name (Cubmaster John V. Smith worked with other cubmasters at pow wow).

MEDIA CONTACT SHEET
Name of Newspaper/Magazine 








Mailing Address









Delivery Address 








Contacts:

  Editor


________________________________________________

  Reporter/Columnist
________________________________________________

  Reporter/Columnist
________________________________________________

  Reporter/Columnist
________________________________________________

Telephone Numbers:


News Desk________________________ Fax___________________________


E-mail____________________________ Other_________________________

Publication day__________________________ Deadlines______________________

Notes:

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

UNIT PUBLICITY PLANNING CALENDAR
Month:

Monday
Tuesday
Wednesday
Thursday
Friday
Saturday
Sunday









































Month:  

Monday
Tuesday
Wednesday
Thursday
Friday
Saturday
Sunday









































*
Pencil in newsworthy events for the coming year.

* 
Backdate the tasks of writing the news release and mailing.

FOR IMMEDIATE RELEASE






Media Contact: [Contact Name], [Phone] 

SCOUTS CELEBRATE BIRTHDAY!—____ YEARS YOUNG








[Anniversary Date]

On my honor I will do my best to do my duty to God and my country,

and to obey the Scout Law, to help other people at all times;

to keep myself physically strong, mentally awake, and morally straight.

—The Boy Scout Oath


([City], [State], [Date])—The Boy Scouts of America (BSA) celebrates its [#]th Anniversary this week, and [City] will be abuzz with Scouting activities commemorating the founding of the movement.  One of the nation’s largest youth development organizations, the BSA was founded on Feb. 8, 1910.


“We’re working hard to make sure the youth of tomorrow are prepared for what awaits them,” proclaimed Scoutmaster [First Name, Last Name].  [Unit] will celebrate by 

____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________.


“Within the span of just _____ years,” [Last Name] added, “the name ‘Boy Scouts’ has become a paradigm for a good turn and the ideal of community service.” 

-more-

BSA Celebrates Anniversary Throughout Year

Page 2


The idea for the Boy Scouts of America began in 1909, when William D. Boyce, an American businessman, was lost in a London fog.  A young boy found Boyce and led him to his destination.  Boyce offered to tip the young man for service; the boy refused, saying he was a Scout and could not accept payment for a Good Turn.


The businessman later asked the boy to introduce him to Lord Baden-Powell, the founder of Scouting in England and publisher of the handbook Scouting for Boys.  The groundwork to bring Scouting to America had been laid.


Boyce established the Boy Scouts of America on Feb. 8, 1910, with the help of Baden-Powell, wildlife author and illustrator Ernest Thompson Seton, naturalist Daniel Carter Beard, and attorney James E. West.


Since the 1910 inception, the Boy Scouts of America has become one of the nation’s premier youth development organizations, with more than 100 million people participating on adult and youth levels.

###

FOR IMMEDIATE RELEASE






Media Contact: [Contact Name], [Phone] 

CUB SCOUTS PARTICIPATE IN END-OF-THE-SUMMER CAMPING ACTIVITIES


([City], [State], [Date])—More than 100 Cub Scouts from the metropolitan area gathered this weekend for two days of fun-filled camping at [Location] for the traditional end-of-the-summer campout.


Cub Scouts, leaders, and parents pitched their tents and braved plummeting temperatures to participate in the last camping rite of summer.  Activities started with a cookout dinner Friday night and ended with parents and leaders cooking breakfast on Sunday morning before everyone broke camp.


These extended campouts give Cub Scouts the opportunity to demonstrate to their parents skills ranging from knot-tying to first aid, and from tepee building to outdoor cooking.  “The Cub Scouts get such a thrill out of being able to show their parents all the knowledge they learn at the weekly meeting,” said Cubmaster [First Name, Last Name].  “It’s not like they can run home after a den meeting and say, ‘Hey Mom, let me show you how to light a campfire.’”

Activities during the campout included an outdoor obstacle course race, timed knot-tying competitions, and a mother/son fishing derby.  Awards for the top three Cub Scouts and their mothers were presented at the Sunday breakfast.  “The campout is also a great way for Cub Scouts from different elementary schools to get to know one another,” said [Last Name].


“Sitting around the campfire and roasting marshmallows with the other guys and my family was great,” said Cub Scout [First Name, Last Name], “but the best part was winning the fishing derby with my mom . . . she’s the best.”

###

Copyright and Trademark Information

The Boy Scouts of America was incorporated by an act of Congress (36 U.S.C. ( 21 et. seq.) which, among other things, gives it the sole and exclusive right to have and to use, in carrying out its purpose, all emblems and badges, descriptive or designating marks, and words or phrases used by it.

A number of trademarks/service marks have been federally registered on behalf of the BSA.  Furthermore, the BSA protects its artworks and texts under copyright law.  Those trademarks/service marks and copyrights protected by federal trademark and copyright registrations are the sole property of the Boy Scouts of America.

The Boy Scouts of America has also adopted policies, published in the BSA Rules and Regulations, that address copyright and trademark protection.

Article IX, Section 3, Clause 7(b) provides as follows:


(b) A local council may not enter into a contract or business relationship that uses any logo, insignia, terms in common usage, or descriptive marks relating to Scouting, unless the relationship or contract conforms to currently accepted procedures and guidelines as established by the National Council, Boy Scouts of America.  The contract or relationship must avoid endorsement of any commercial product or venture.

Article X, Section 4, Clause 12 provides as follows:

The national office shall have the sole right to authorize the use of insignia, words, phrases, designation marks, pictorial representation, and descriptive remarks relating to the program of the Corporation on commercial products, promotional efforts, and/or sale and distribution to members of the Boy Scouts of America and/or the general public.  The use of same by local councils shall be only as authorized and approved by the national office.

A long list of court decisions has made it clear that words, symbols, mottoes, emblems and other insignia have become associated in the minds of the public with the Scouting movement and may not be commercially exploited or otherwise appropriated by others.
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