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Getting Started

Here are some key steps to help you get 
started on your own PR.
A. Recruit a Unit PR Chairperson 

This person would be responsible for 
taking photos or collecting any photos 
taken at events and working with the 
unit committee to draft press releases.

B. Develop a Plan 
As you plan your yearly calendar look 
for key events or activities that would 
be great opportunities for you to share 
Scouting with others.

C. Decide Which Media Outlets to Use 
Community newspapers are always 
looking for pre-made stories and 
somewhat likely to include photos. 
Consider publicizing your activities to 
your chartered organization, they may 
also have a newsletter that you can 
utilize.

D. Call the Local Newspaper  
or Radio Station 
Find out who you should be dealing 
with, e.g. editor, community bulletin 
board editor, etc. Introduce yourself 
and explain what you are trying to do. 
A good rapport with the media can 
increase the chances your material will 
get placed.

E. Meet the Deadlines 
Make sure you know the paper’s 
deadline day for submitting articles.

Dear Unit Leader,

Public Relations is often an excellent way to help sell the Scouting 
program to boys and parents in your community. Positive publicity 
can have a direct impact on your unit’s membership, recruiting, and 
fundraising efforts. In addition, it can often provide a boost to your 
advancement program by publicly recognizing the hard work, fun 
and accomplishments of the boy is your unit.
The intent of this guidebook is to assist each unit with their own  
active and successful public relations program. We hope that you  
will find the following information a useful tool for your unit.
If you have questions or additional thoughts please send or e-mail 
your suggestions to Duane Crouse, Development Director at  
630 Janet Ave, Lancaster, Pa 17601 or e-mail:  
duane.crouse@scouting.org

Yours in Scouting,

Jim Castanzo      
  
Council Vice President
Marketing & Communications    
  



Plan, Promote, and Perform 
Publicity Campaigns

Good planning is indispensable to a 
successful publicity campaign. Whether 
you are a part of the planning group 
or handling the entire event, the key 
is dividing the function into smaller 
objectives and goals.
Getting publicity for an event requires 
persistence and follow-up. A good 
working relationship with your local 
media is ideal. However, you can build 
new relationships to get media attention 
for your event.

Plan

•	 Create a master event calendar for  
the year. 

•	 Create a publicity plan for each event 
that meets the needs of your units. 

•	 Identify a spokesperson for the event. 
Is there a local celebrity willing to 
support the function? 

•	 Can you tie your event to similar 
events planned in your community? 

•	 Does your event coordinate with a 
monthly theme? For example, April 
is National Child Abuse Prevention 
Month and BSA Youth Prevention 
Month. 

•	 Is the event’s location in a well-
traveled area or does it provide great 
exposure? 

•	 Taking photos? Use the attached talent 
release form so that you have parent’s 
permission to use their son’s image in 
any press release you might send. 

•	 Reporters generally have a beat or area 
of focus. Contact local news media to 
learn who covers a beat that relates to 
your event and send your press release 
to that individual. 

Promote

•	 Prepare your press release to be sent 
via mail, fax, and e-mail. 

•	 Give the news media the cell phone 
numbers of your spokesperson and 
other key contacts so reporters may 
speak with them before and during  
the event. 

•	 Consider faxing a news alert to local 
media within two days of the event. A 
sample alert is available in this packet. 

•	 Have realistic objectives. These 
types of events are “soft news” or 
human interest stories. If a big story is 
happening at the same time, even your 
best efforts may not produce the results 
you want. 

Perform

•	 Develop two or three strong talking 
points for the spokesperson to use 
to help the reporter and audience 
understand the importance of what  
you are doing. 

•	 Have refreshments available to the 
media during the event. 

Relationships you cultivate now may 
flourish later, even if your efforts this  
time don’t result in a story.



News Release Guidelines

The following guidelines have been 
developed to improve your success rate  
in writing and placing information. Media 
to target include
•	 Newspapers 
•	 Magazines 
•	 Newsletters and bulletins 
•	 Community directories 
•	 Radio 
•	 Television, including cable television 

What is a news release?

A news release is the most common of 
all public relations tools. News releases 
should communicate key information — 
the who, what, when, where, why, and 
how of an event or issue — and contact 
information to reporters and editors in the 
news media.
Reporters and editors receive thousands 
of news releases a week, and they look for 
accuracy, clarity, brevity, timeliness, and 
newsworthiness to determine what they 
will feature in the news. A newsworthy 
release can be described as one that 
appeals to the broadest audience and 
offers the most information with the 
greatest sense of urgency.
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 Basics

All news releases begin with a headline 
designed to attract the reader’s attention 
and encourage them to read the entire 
story. Remember, first impressions 
are key! If a headline is dull and 
uninteresting, the reader will assume the 
same for the rest of the release. Large 
numbers and visual language can make 
the difference between a sparkling, 
attractive headline and one that is flat and 
lifeless.
The most essential information in a 
news release should be listed in the first 
paragraph, or lead, of the release. Include 
as many of the who, what, where, when, 
why, and how elements of the news item 
as possible.
For the majority of releases, the who, or 
subject of the release, should include the 
name of the organization and/or individual 
who is either an expert on the subject 
or contact person. The more important 
or influential the organization and the 
individual, the greater the appeal of the 
press release.
The topic of the release, the what, and the 
where, should be unusual in some way. 
Unusual can mean different, better, less 
expensive, unique, or beneficial to the 
community.
The when of a release actually has two 
applications — the first being the date and 
time of the event or issue featured in the 
release, the second being the date and time 
for the information to reach the audience.
When addressing the why of a release, 
remember cause and effect. For example, 
what caused your unit to hold this 
activity? What effects will this event have 

on adult and youth members.  
A rule borrowed from advertising states 
that an organization shouldn’t promote 
the features of its product or service, but 
rather the benefits to its customers.
The how of a news release answers, for 
example, how a decision was made, how 
changes will affect youth, volunteers, and 
the overall Scouting program.

Who did it? 
What did they do? 
When did they do it? 
Where did they do it? 
Why did they do 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 the location of the 
council headquarters. It is also a good 
place to list a phone number for more 
information.



General Rules of Thumb  
for News Releases

•	 Always type a news release. Releases 
should be double-spaced and typed on 
one side only of 8.5-inch by 11-inch 
paper with 1-inch margins on the top, 
bottom, and sides. 

•	 Brevity is the key. Try to limit releases 
to one or two pages. A news release 
should not exceed 500 words. A 
straightforward and concise writing 
style is the objective. Use short, clearly 
written paragraphs. 

•	 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. 

•	 If a release is more than one page in 
length, put an abbreviated headline and 
page number at the top of each page 
following page one. 

•	 Type “###” to signify the end of the 
release. 

•	 Clarity, accuracy, grammar, and 
neatness are vital. Verify all names, 
addresses, and facts before distributing 
the release. 

•	 Avoid the use of Scouting 
abbreviations, i.e. WLOT (Webelos 
Leader Outdoor Training), SFF 
(Scouting for Food) 

•	 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 full names of groups with 
appropriate descriptions. 

•	 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. If including a photograph 
with your release, make sure it will 
capture the interest of the reader. 
Every photograph should include a 
complete and correct caption that 
identifies 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. 

•	 Put the local news angles at the 
beginning of a release if the 
story covers an area beyond the 
community’s borders or newspaper’s 
circulation area. 

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

•	 Add boilerplate material. This is 
general information about the Boy 
Scouts of America that help people 
understand the importance and 
relevancy of Scouting. For example, 
“Scouting has had more than 100 
million members since its inception in 
1910.” 

Delivery of the News Release

Work the local angle. Look for a local 
angle, or hook, in every story and make 
sure the appropriate news bureau knows 
about it.
Think photos. The perfect photograph 
to support your story requires planning 
and attention to detail. When pitching an 
event, be sure to pitch to the photo desk as 
well as the reporter.
Make sure you have signed model 
release forms for all individuals in the 
photograph.

Alternate Publicity Instruments

•	 Send a letter to the editor. This should 
be a simple, straightforward statement, 
written to the editor of your local 
newspaper. 

•	 Submit something for the newspaper’s 
op-ed page—some newspapers use 
this page to print readers’ opinions and 
articles by columnists. 

•	 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 to promote Scouting 
Anniversary Week or School Night for 
Scouting. 

•	 Pass out fliers promoting School Night 
for Scouting. 

•	 Hang posters and fliers in places where 
boys and young adults will see them. 
Local schools may have bulletin boards 
for such 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 can talk about 
Scouting. Give the personalities a 
public service announcement or flier 
listing details of the recruiting program 
or coming event. 

•	 With more than 100 merit badges, 
there is something that will interest 
almost anyone. Market the activities a 
young person can be involved in while 
earning merit badges. Write a story 
about the Cooking merit badge for 
the food section. Include a recipe for 
food that can be prepared for a group 
of hungry young men. Write an article 
about the Personal Management merit 
badge for the finance section in local 
publications or the Music merit badge 
for the local theater’s playbill. Think 
of ways to create interest and generate 
positive publicity through the other 
merit badges? 

•	 Promote your unit’s major events and 
community service projects. 

•	 Word-of-mouth advertising can be a 
great marketing tool. It is a free and 
effective method to spread positive 
messages. 



 FOR IMMEDIATE RELEASE   Contact: Duane S. Crouse
 Date: May 22, 2010                                          717-394-4063    

Boy Scouts to Collect Food for the hungry during their annual  
“Scouting For Food” Campaign

Lancaster/Lebanon, PA-The Scouting For Food Drive is part of the National Boy Scouts 
of America Good Turn for America program. Good Turn for America aims to make a sub-
stantial positive impact on the nation by providing millions of volunteer hours to benefit 
those in need. 

The annual Scouting For Food drive involves thousands of boys, adult leaders, and 
parents, and gives thousands more an opportunity to provide food to needy families 
throughout Lancaster and Lebanon counties.

Since its inception, the Boy Scouts of America has trained young people in citizenship, 
service, and leadership to better serve America’s communities and families through its 
quality, values-based program. Over the past century, the nearly 110 million members 
of Scouting have provided countless hours of service. The more than 1.7 million Eagle 
Scouts alone have provided an estimated 36 million hours of service through their Eagle 
projects. Good Turn for America aims to make a substantial positive impact on the nation 
by providing millions of volunteer hours to benefit those in need.

The Boy Scouts of America is celebrating their 100th Anniversary throughout the year in 
2010. For the past century, the Boy Scouts of America has created a strong foundation 
of leadership, service, and community for millions of America’s youth. We celebrate this 
legacy as we reaffirm our commitment to inspire and prepare future generations.

The Pennsylvania Dutch Council of the Boy Scouts of America serves and inspires 
10,000 boys in Lebanon and Lancaster Counties.

###

Use the Council Letterhead, or if your 
Unit has a letterhead, use that

Provide contact information in case 
the newspaper needs to call to clarify 
information or if they have questions.

The headline is one-sentance long.  
Be clear.
The first paragraph should identify the 
who, what, where, when and why.

There should be at least two 
paragraphs that provide detailed 
information about the person or event

The three “#” (number signs) indicate 
the end of the release.

These final two paragraphs are stan-
dard “boilerplate” on all releases. It 
states the BSA mission. After Decem-
ber of this year, references to the 100th 
Anniversary will be removed.



What’s news is worth sharing?

Think about Scouting news items you 
have seen in your local papers in the past 
year. The MERCHANDISER has always 
been willing to publish stories and it is 
not unusual for them to run front-page 
features as see on the sample to the right.
On occasion, there have been other 
articles related to Scouting. If you have 
something worth sharing, submit it. There 
is no guarantee that it will get placed but it 
is always worth a shot.
Of course, there are Eagle Award 
announcements. Just about all newspapers 
are willing to publish these releases. See 
the sample at the bottom, right. For Eagle 
releases, if possible, include a color or 
black and white photo of the Eagle Scout 
in Class A uniform. The copy should 
include the Scout’s name, age, Troop 
number, city, parents names, school 
he is currently attending. Many Eagle 
releases identify the name of the Charter 
Organization, a description of the Eagle 
Project, a list of other Scouting Awards 
and recognitions and interests. These 
are not difficult to write. When you see 
an Eagle announcement, cut them out 
and note those you like and model your 
releases like those. 
On the back cover of this Guidebook you 
will find a list of all the local newspapers 
and their contact information. 
If you have any questions, call Duane 
Crouse at the Scout office or contact Jim 
Castanzo. Their contact information is on 
the back cover.



Unit Web site Guidelines 

We’ve long recognized that unit sites 
created by individuals at the unit level 
of Scouting are essentially personal, and 
therefore beyond the National Council’s 
control or liability. We do offer advisory 
guidelines to those who publish Scouting-
related sites on their own responsibility, 
and we urge local councils to take the 
same approach. These guidelines are 
established to help avoid several common 
mistakes.
Protection of personal information 
pertaining to our youth members and 
volunteers should be our greatest concern. 
This organization has used COPPA, the 
Children’s Online Privacy Protection Act, 
as its standard in this area. You can read 
the details on compliance at http://www.
coppa.org/comply.htm. It would be a good 
practice to share them with unit-level 
publishers in your council.
A second concern about individual unit 
sites is copyright infringement. Sadly, 
photos, music, and video are commonly 
reused on the Web without permission. 
Plagiarism is also common. Such practices 
violate the ethics of Scouting. They are 
also violations of law, and could expose 
the publishers legally. 
Our third concern is commercialism. 
We don’t allow ads on council sites. We 
recognize that “free” Web services often 
used to create unit-level sites may contain 
advertising. This practice may reflect 
poorly on the Scouting brand, and should 
be avoided. A more serious concern would 
be sites that engage in any fund-raising 
activities not previously approved by their 
local council. Any independent sales, 
solicitation, OR collection of donations 

is prohibited by our bylaws and charter 
agreements. 
1. The content of the unit site must be ap-

propriate to the Scouting movement.
2. The unit site cannot link to any sites 

that contain material that is not appro-
priate to the Scouting movement.

3. The unit site should not contain any 
advertisements or commercial endorse-
ments.

4. The unit site cannot engage in the 
electronic sale of BSA Supply Division 
merchandise or competing products.

5. The unit site cannot replicate any BSA 
publication currently for sale through 
the Supply Division.

6. Unit sites must abide by all laws 
regarding copyrights, trademarks, and 
other intellectual property, and by those 
pertaining to the Internet.

7. Unit sites must consider the safety and 
privacy of their members and partici-
pants by obtaining the necessary per-
missions to release information about or 
images of any individual.

8. Unit sites cannot engage in fund-raising 
except as directly approved by, and un-
der the supervision of, the local council.





Social Media Guidelines 

Initially considered simply a way to 
socialize with friends, “social media” 
platforms such as MySpace, Facebook, 
Twitter, and YouTube are now established 
as major media channels. These sites let 
individuals build and utilize personal so-
cial networks among friends, family, and 
colleagues. Both for-profit and nonprofit 
organizations are using social media as 
well to build and support their brands, 
drive engagement, support products, 
increase sales, and more. 
Used properly, these media can be an ex-
cellent way for Scouting councils to start 
a conversation with their target audiences 
by informing, connecting, and attracting 
them to Scouting.
There are no hard and fast rules in this 
new media landscape, aside from the 
abiding commitment of the BSA to protect 
children from inappropriate material and 
maintain the privacy of its membership.
Social media constitute a new form of 
digital communication providing interac-
tion and dialogue around user-generated 
content. They go beyond merely pushing 
content to a reader. Organizations wishing 
to exploit social media must accept the 
fact that listening is just as important as 
speaking in these channels, and Scouters 
wishing to play in this space should be 
prepared to do so if they are to reap any 
value.
 

With that in mind, we encourage those 
intending to use social media on behalf of 
Scouting to note the following:
• Social media has to be monitored. A 

qualified staff member or volunteer 
should have responsibility to monitor 
social media channels. 

• Integrate your communications. You 
have numerous choices—print, Web, 
e-mail, radio, TV, word of mouth, social 
media. Create a strategy to surround 
your target audience with your key mes-
sage or messages. 

• Social media takes a thick skin. Negative 
conversations are happening already, but 
now you have a voice in the conversa-
tion. Don’t delete negative comments.

• Let your audiences talk about you. By 
posting content regularly, you can tell 
your story and encourage conversations 
in the community.

• Be prepared to respond to negative or 
inaccurate posts. Councils should follow 
guidelines for responding to nega-
tive posts on social media sites. Some 
negative comments do not warrant a 
response, while others should be taken 
seriously and addressed. Factors such as 
the number of followers and the severity 
of the conversations should temper if 
and how to respond.

• Direct media inquiries to the appropriate 
person. Media inquiries coming through 
social media should be referred to the 
Scout executive or a designee for an of-
ficial response.

• Be Scout-like. When disagreeing with 
others’ opinions, remain appropriate and 
polite. If you find yourself in a situa-
tion online that looks as if it’s becoming 

antagonistic, do not get overly defensive 
and do not disengage from the conversa-
tion abruptly. Ask your Scout executive 
or the designee for advice on how to 
disengage from the dialogue in a polite 
manner that reflects well on the BSA.

• Build trust by being open and trans-
parent. Share information about your 
council and what the challenges and 
opportunities are for Scouting in your 
community.



Suggestions on How to Use  
Social Media

As a new media channel, social media can 
be used in many ways, from recruiting 
volunteers and starting units to supporting 
fund-raising campaigns. The following 
are just a few suggestions for using social 
media as part of a council’s overall com-
munication strategy. As you work with 
these channels, you will develop more 
ways to integrate social media into your 
communications.
• Make social media part of your overall 

marketing efforts. Along with traditional 
media, utilize social networks to build 
community and support within specific 
target audiences. Example: Keep your 
network informed about progress in 
fund-raising campaigns, recruiting ef-
forts, etc.

• Use social media to tell your story. New 
improvements at a camp? New cam-
paign? Fund-raising kickoff? Positive 
results from an effort? Major gifts? 
Share this information through social 
media. Tell your story to the people who 
care about Scouting most and let them 
share it with others.

• Give your positive PR extended life. 
Don’t just put those news clippings in a 
binder or post the link to a news story on 
a Web page. Post it on your social media 
page and share it with your friends and 
supporters.

• Use social media sites to generate traffic 
for your Web site. Alumni? Events? 
Fund-raising? Updates? Post them on 
your social media site with links back to 
your Web site for more information.



 Boy Scouts of America Social 
Media Guidelines
[Note: It is not the goal of this document to 
provide a step-by-step “how to” on creating 
and using the specific features of social media 
channels. Such guides already exist and can 
be found elsewhere. Additionally, social media 
changes regularly, so this document reflects the 
current guidelines as determined by the BSA 
and is subject to modifications and amend-
ments from time to time as required.]

INTRODUCTION
It’s an exciting time to be part of the BSA 
for many reasons. One of those is that new 
communication vehicles now enable cur-
rent and past Scouts and Scouters, as well 
those who are interested in participating or 
are just interested in Scouting in general, 
to communicate directly with each other 
about Scouting. Online social media tools 
such as Facebook, Twitter, and YouTube 
have made it possible for virtually anyone 
with an Internet connection to create and 
be part of online communities where 
people can discuss Scouting and share 
stories, photos, videos, and other types of 
media.
Although using social media is not a 
Scouting activity, their use to connect with 
others interested in Scouting can be a very 
positive experience. But the creation and 
maintenance of these channels requires 
forethought, care, and responsibility. For 
that reason, the Boy Scouts of America 
has developed the following guidelines to 
help you navigate the use of social media 
channels. These guidelines are a comple-
ment to the BSA’s existing Youth Protec-
tion policies and training.

SOCIAL MEDIA AND YOUTH 
PROTECTION
First, everyone should review and strictly 
adhere to the terms of service and exist-
ing guidelines outlined by each individual 
social media channel (e.g., Facebook, 
Twitter, YouTube, etc.). As is true for par-
ticipation in Scouting activities, all Scouts 
and adult leaders should abide by the 
guidelines outlined in the Scout Oath and 
Law when participating in social network-
ing. As with a Scouting activity, safety 
and Youth Protection should be a key 
focus. Staying true to the commitment of 
the BSA to be an advocate for youth and 
to keep children and their privacy safe, 
both online and off, should always be at 
the forefront of any considerations where 
social media usage is concerned.
To help ensure that all communication on 
social media channels remains positive 
and safe, these channels must be public, 
and all communication on or through them 
must be public. This enables administra-
tors to monitor all communication and 
help ensure there is no inappropriate 
communication between adult leaders and 
Scouts or between Scouts themselves. 
Therefore, no private channels (e.g., 
private Facebook groups or invite-only 
YouTube channels) are acceptable in help-
ing to administer the Scouting program. 
Private channels and private communica-
tion put both the youth and you at risk. If 
you feel the information you seek to share 
via social media channels should not be 
shared in public, you should not share that 
information via social media.
Abiding by the “two deep” leadership 
policy that governs all Scouting activi-
ties also applies to use of social media. 

Two-deep leadership means two registered 
adult leaders, or one registered leader and 
a parent of a participating Scout or other 
adult, one of whom must be 21 years of 
age or older, are required for all trips and 
outings.
As it relates to social media, two-deep 
leadership means there should be no 
private messages and no one-on-one direct 
contact through email, Facebook messag-
es, Twitter direct messaging, chats, instant 
messaging (Google Messenger, AIM, 
etc.), or other similar messaging features 
provided through social media sites. All 
communication between adults and youth 
should take place in a public forum (e.g. 
the Facebook wall), or at a bare minimum, 
electronic communication between adults 
and youth should always include one or 
more authorized adults openly “copied” 
(included) on the message or message 
thread.
While all communication should be public 
and leaders should follow the two-deep 
rule while communicating via social 
media channels, it is recommended that 
as you and members of your group create 
personal social media profiles, the per-
sonal information on these profiles should 
be kept private (e.g., do not display your 
phone number, address, or personal email 
address on these profiles). It is recom-
mended that any Scouts with personal pro-
files for social media make those profiles 
private so the Scout’s personal informa-
tion is not accessible by the public. In cre-
ating personal profiles, everyone should 
familiarize themselves with and abide by 
the terms of service of the sites where they 
create and maintain personal profiles.

INTERNET SAFETY  
GUIDELINES
Any Scout units that plan to use social 
media should share the following Internet 
safety guidelines with Scouts, parents, and 
leaders, and all Scouts should abide by the 
following Internet safety guidelines and 
personal protection rules:
• Keep online conversations with every-

one in public places, not in email.
• Do not give anyone online your real 

last name, phone numbers at home or 
school, your parents’ workplaces, or the 
name or location of your school or home 
address unless you have your parents’ 
permission first. Never give your pass-
word to anyone but a parent or other 
adult in your family.

• If someone sends or shows you email 
or any type of direct message/wall post 
with sayings that make you feel un-
comfortable, trust your instincts. You 
are probably right to be wary. Do not 
respond. Tell a parent or trusted adult 
what happened.

• If somebody tells you to keep what’s 
going on between the two of you secret, 
tell a parent or guardian.

• Be careful to whom you talk. Anyone 
who starts talking about subjects that 
make you feel uncomfortable is prob-
ably an adult posing as a kid.

• Pay attention if someone tells you things 
that don’t fit together. If one time an 
online “friend” says he or she is 12, and 
another time says he or she is 14. That 
is a warning that this person is lying and 
may be an adult posing as a kid.

• Unless you talk to a parent about it first, 



never talk to anybody by phone if you 
know that person only online. If some-
one asks you to call—even if it’s collect 
or a toll-free, 800 number—that’s a 
warning. That person can get your phone 
number this way, either from a phone 
bill or from caller ID.

• Never agree to meet someone you have 
met only online at any place off-line, in 
the real world.

• Watch out if someone online starts 
talking about hacking, or breaking into 
other people’s or companies’ computer 
systems; phreaking (the “ph” sounds like 
an “f”), the illegal use of long-distance 
services or cellular phones; or viruses 
(online programs that destroy or damage 
data when other people download these 
onto their computers).

• Promise your parent or an adult family 
member and yourself that you will honor 
any rules about how much time you are 
allowed to spend online and what you do 
and where you go while you are online.

GENERAL CONSIDERATIONS 
FOR SOCIAL MEDIA USE
For practical considerations, the BSA 
expects adults intending to use social 
media on behalf of Scouting to follow the 
following:
• Social media must be monitored. A 

qualified staff member or volunteer 
should have the responsibility of moni-
toring social media channels daily, and 
backup administrators/monitors should 
be designated so there is no gap in the 
monitoring.

• Integrate your communications. Create a 

strategy to surround your intended audi-
ence with your key message(s) through 
print, the Web, email, radio, TV, word of 
mouth, and social media.

• Talk to your audiences and let them talk 
to and about you. By posting content on 
a consistent schedule, you can tell your 
story and encourage conversations in the 
community.

• Social media takes a thick skin. Negative 
conversations are happening already, but 
now you have a voice in the conversa-
tion. • Don’t delete negative comments 
unless they violate the terms laid out in 
the BSA Social Media Digital Contract.

• Be prepared to respond to negative or in-
accurate posts if response is warranted. 
Some negative comments do not require 
a response, while others should be taken 
seriously and addressed. Factors such as 
the number of followers and the severity 
of the conversations should temper if 
and how you respond.

• Direct media inquiries to the appropriate 
person. Media inquiries coming through 
social media should be referred to the 
Scout executive or a designee for an of-
ficial response.

• Be Scout-like. When disagreeing with 
others’ opinions, remain appropriate and 
polite. If you find yourself in a situa-
tion online that looks as if it’s becoming 
antagonistic, do not get overly defensive 
and do not disengage from the conversa-
tion abruptly. Ask your Scout executive 
or the designee for advice on how to 
disengage from the dialogue in a polite 
manner that reflects well on the BSA.

• Build trust by being open and transpar-
ent. Share information and what the 

challenges and opportunities are for 
Scouting in your community.

KEY SOCIAL MEDIA CHAN-
NELS AND CONSIDERATIONS 
FOR USE
There are many social media channels 
available to users, and new channels are 
being introduced frequently. As such, it 
would be impossible to provide informa-
tion on all of them. We will focus on three 
of the most popular and most applicable to 
Scouting. Those channels are Facebook, 
Twitter, and YouTube.
Facebook
Facebook is a wonderful way to form on-
line communities where groups of people 
can gather to have conversations and share 
information. Indeed, the BSA National 
Council as well as many local councils 
and even some units are already using 
Facebook to communicate about Scout-
ing. Of course, creating and maintaining 
a Facebook page for your council or unit 
is a big responsibility and should not be 
entered into lightly.
    It may be valuable to think of a Face-
book page as a little like a troop meeting 
that is always open, always going on, and 
where members of the public may drop by 
and watch or participate at any time of day 
or night. That means Scouts and Scouters 
can be even more involved in sharing the 
fun and excitement of Scouting and be a 
more active part of the group discussion—
even when they’re at home. But it’s also 
easy to see how, if left unstructured or 
unattended by Scout leaders, this never-
ending meeting could easily become a 
problem.

When considering whether or not Face-
book might be a good option for your 
council or unit, it is important to remem-
ber that Facebook requires all users to be 
at least 13 years of age. Before creating 
a Facebook page, you should educate 
yourself about what Facebook is and how 
it is used, and familiarize yourself with 
its terms of service. This will help you 
navigate carefully in your development of 
a fan page.
When creating a Facebook page, you 
should make it a public fan page. In ad-
dition, you should designate at least two 
administrators who have access to the 
login, password, and page management/
monitoring information. This conforms 
to the two-deep leadership policies of the 
BSA. At least one of these page adminis-
trators should be a BSA employee, a local 
council employee, or registered volunteer 
who has taken Youth Protection training. 
All Youth Protection policies that govern 
the use of email are applicable to the use 
of the messaging capabilities of Facebook.
 Perhaps the biggest strength of Facebook 
is also its biggest weakness: Facebook 
fan pages are open to the public, which 
means any information shared on that fan 
page can be viewed by essentially anyone. 
As such, you should make sure that any 
information shared on that page by you 
or by your fans is information that is ap-
propriate to share with the public. This is 
especially true regarding the level of detail 
you provide regarding Scouts and their 
activities.
For the Info Tab of your Facebook page, 
you should use the guidelines set forth on 
the BSA National Council Facebook Info 
Tab in its Digital Contract, found here: 



http://www.facebook.com/BoyScoutso-
fAmerica#!/BoyScoutsofAmerica?sk=info
Once you have created a Facebook fan 
page, invited people to “like” your page 
and started gathering “fans,” it is impor-
tant for you to post good and appropriate 
content and monitor the content that is 
posted to your wall. Unfortunately, not all 
the content posted to the wall by your fans 
may be appropriate. All content posted 
by you or by fans on the Facebook wall 
should conform to the precepts of the 
Scout Oath and Law. Content that does 
not meet that standard should be removed 
immediately.
If a user posts highly offensive content, 
the content should be removed immedi-
ately, and you may need to block or ban 
the user who posted it. Such an action 
should not be used liberally but only when 
content is truly objectionable.
This type of careful monitoring requires 
vigilance. Before creating a Facebook 
page, you should consider whether you 
or someone else who will administer the 
page will be able to monitor that page and 
post content consistently to help ensure 
that only appropriate content is posted. 
Pages with inconsistent and infrequent 
updates can cause your fans to become 
disinterested, and your page can become 
a target for spammers or other predatory 
parties who recognize that you appear not 
to be actively involved on your page.
As with any online site, it is highly im-
portant that you do not give out personal 
information about Scouts or Scouters to 
anyone on Facebook. Every effort should 
be made to help ensure that your fans 
and those Scouts and Scouters that use 
the Facebook page are protected. Keep-

ing Scouts safe and keeping their private 
information safe should be the pri-
mary concern in any endeavor involving 
them—whether that’s keeping them safe 
on a camping trip or keeping them safe on 
the unit Facebook fan page.
    Twitter
Because of its 140-character-per-post limit 
and relative lack of multimedia capabili-
ties, Twitter is designed for quick, simple 
updates and also can be used like instant 
messaging or email to have conversa-
tions with one or more people in a mostly 
public forum.
Twitter can be a great place to share 
quick observations, provide updates about 
programs, share training deadlines, link 
to other websites with event details, share 
great Scouting stories, and have an infor-
mal conversation with followers. In gen-
eral, Twitter has a more personal voice, 
meaning posts on Twitter are expected to 
be relatively informal and friendly. It is 
also important to remember that Twitter is 
a public forum and is viewable by virtu-
ally anyone. That means content placed 
on Twitter should be acceptable to your 
specific intended audience of followers as 
well as a wider audience.
Some direct-messaging capabilities exist 
with Twitter; however, adults should not 
use these direct-messaging capabilities 
when dealing with Scouts. All Youth 
Protection policies that govern the use 
of email are applicable to the messaging 
capabilities of Twitter. Before starting a 
Twitter account for your council or unit, 
familiarize yourself with Twitter’s terms 
of service and adhere to those guidelines.
When creating a Twitter account for your 
unit or council, you should designate at 

least two administrators who have access 
to the login, password, and page man-
agement/monitoring information. This 
conforms to the two-deep leadership poli-
cies of the BSA. At least one of these page 
administrators should be a BSA employee, 
a local council employee, or registered 
volunteer who has taken Youth Protection 
training.
In addition, all content posted on your 
Twitter account should be in line with 
the Scout Oath and Law. That includes 
never “tweeting” (posting) content that 
is un-Scout-like or responding to a tweet 
in an un-Scout-like manner to anyone 
interacting with you through your Twitter 
account.
Twitter should be updated regularly and 
watched closely so responses can be pro-
vided to people requesting information or 
trying to start a conversation.
    YouTube
YouTube is primarily a video-hosting 
and -viewing platform. It lets you upload 
videos to a channel you manage. Once on 
your YouTube channel, each video has 
an individual URL and can be viewed on 
YouTube or shared as a link or embedded 
(by you, your fans, and members of the 
public) via other social media outlets and 
on websites. Before starting a YouTube 
channel for your council or unit, famil-
iarize yourself with the site’s terms of 
service and adhere to those guidelines.
When creating a YouTube channel, your 
channel must be public. There should be 
no private groups. In addition, you should 
designate at least two administrators who 
have access to the login, password, and 
page management/monitoring informa-
tion. This conforms to the two-deep lead-

ership policies of the BSA. At least one of 
these page administrators should be a BSA 
employee, a local council employee, or 
registered volunteer who has taken Youth 
Protection training.
Like the other social media channels, the 
public at large has access to your videos 
and may view and comment on them un-
less you set viewing restrictions in your 
settings. If you enable comments, you 
should monitor those comments regularly 
to be sure they are appropriate. YouTube 
also has messaging features (similar to 
email). All Youth Protection policies that 
govern the use of email are applicable to 
the messaging capabilities of YouTube.
Having a YouTube channel is a great way 
to share videos of events, how-to videos, 
awards ceremony videos, and other videos 
that would be good to share with members 
of the group as well as the public.
An important consideration for YouTube 
or any similar site that features videos 
and/or images of Scouts is that all videos/
images should adhere to recommended 
Youth Protection policies and should pro-
tect the privacy of individual Scouts. Ad-
ditionally, all videos should show Scouts 
and leaders following designated appro-
priate guidelines and wearing proper attire 
for whatever activity is being undertaken 
in the video. All safety and Youth Protec-
tion policies must be followed for any 
Scouting activities, including those being 
captured on video. 
Final Thoughts
It is important to remember that all social 
media channels are, by nature, designed 
to be social, that is, shared with members 
of the public. As such, whatever social 
media activities you engage in should be 



completed with the understanding that the 
public will see them and may engage in an 
online dialogue with you as a result. You 
should not do anything on a social media 
channel that reflects poorly on you, other 
individuals in your council or unit, the 
Boy Scouts of America, or anyone else. 
Before posting any content on any social 
media channel, you should first ask your-
self if that content is in keeping with the 
precepts of the Scout Oath and Law.
As an additional consideration, once creat-
ed, social media channels and the content 
on them “live forever” on the Internet, 
sometimes even if the accounts have been 
deleted. That means social media chan-
nels created today may still exist five, 10, 
or 15 years from now, in some cases long 
after those who started them are no longer 
involved directly with Scouting. As such, 
considerations should be made regarding 
the transitioning of administration rights 
and duties if and when the initial admin-
istrators end their direct involvement in 
Scouting.
Also, organizations wishing to use social 
media must accept the fact that listening 
is just as important as speaking in these 
channels, and those wishing to participate 
in this space should be prepared to listen if 
they are to reap any value.
Social media can be a powerful tool for 
sharing the joys and triumphs of Scout-
ing, but if not executed properly, it can 
be a detriment to everything Scouting 
represents. As such, engage in social 
media activities wisely. Also realize that 
social media is a new and evolving form 
of communication that requires flexibil-
ity, patience, and commitment, but the 
rewards of increased connection with, and 

understanding of, your target audience can 
be great.
In your social media communications, you 
should be clear that it is not an official 
BSA social media channel but is instead 
your own personal channel. You can use 
the following template as an example:
“This site is the personal [reference your 
specific social media channel] of [your 
name or organization] and is reflective 
only of my personal views, thoughts, and 
opinions. This site does not have the en-
dorsement of the Boy Scouts of America, 
and it is not an official communication 
channel of the Boy Scouts of America.”
Should you have questions regarding any 
of the guidelines and/or recommendations 
or concerning the use of a specific social 
media channel not covered here, please 
feel free to contact the BSA National 
Council social media team at social.me-
dia@scouting.org for further guidance.



NEWSPAPERS
Intelligencer Journal 
Lancaster New Era 
Sunday News
8 West King Street
PO Box 1328
Lancaster, PA 17608-1328
Phone: 717.291.8622
Fax: 717.399.6507
Email: intellnews@lnpnews.com 
Intell Lifestyle Editor: Lynn Schmidt 
Jennifer Kopf
New Era Your Life Editor: E. Martin Hulse
Sunday News Living Editor: Anne Koenig

ADvertiser (covers Quarryville, Millersville 
and Willow Street areas)
1425 West Main Street
PO Box 500
Mount Joy, PA 17552
Phone: 800.800.1833
Fax: 717.892.6024
Email: news@engleonline.com
Editor: Candace Grimme

The Lebanon Daily News
718 Poplar St., Lebanon, PA 17042
(717) 272-5611
(800) 457-5929
Fax: (717) 274-1608 
Community News
Karol Gress (ext. 146)
KarolGress@LDNews.com 

Ephrata Review
1 East Main Street
PO Box 527
Ephrata, PA 17522
Phone: 717.733.6397
Fax: 717.733.6058
Email: afasnacht.eph@lnpnews.com
News Editor: Andrew Fasnacht

Lititz Record Express
22 East Main Street
PO Box 366
Lititz, PA 17543
Phone: 717.626.2191
Fax: 717.733.6058
Email: sseeber.eph@lnpnews.com
Editor: Steve Seeber

Engle Printing & Publishing Co., Inc.
(Publishes the Merchandiser, Penny Saver  
and ADvertiser listed below) 
1425 West Main Street
P.O. Box 500
Mount Joy, PA  17552
1-800-800-1833
717-653-1833
Fax:  717-653-6165
Email: news@engleonline.com
Editorial: Candace Grimme
Merchandiser (covers Elizabethtown, Mount 
Joy, Manheim, Lititz, Hempfield, Mountville, 
Columbia, Wrightsville and Manheim Town-
ship areas)
Penny Saver (covers New Holland, Conestoga 
Valley and Pequea Valley areas)
ADvertiser (covers Quarryville, Millersville 
and Willow Street/Strasburg)

Strasburg Weekly News
140 West Main Street
PO Box 160
Strasburg, PA 17579
Phone: 717.687.7721
Fax: 717.687.6551
Email: homsherprinting@aol.com 
Editor: Holly and Henry Miller

Lebanon Valley Area Merchandiser
100 East Cumberland Street 
PO Box 840
Lebanon, PA 17042
Phone: 717.273.8127
Fax: 717.273.0420
Email: editor@themerchandiser.com
Editor: Sharon Simmons

Myerstown Area Merchandiser
100 East Cumberland Street 
PO Box 840
Lebanon, PA 17042
Phone: 717.273.8127
Fax: 717.273.0420
Email: editor@themerchandiser.com
Editor: Sharon Simmons

TELEVISION
WGAL-TV 8 (NBC affiliate)
1300 Columbia Avenue
PO Box 7127
Lancaster, PA 17604
Phone: 717.393.5851
Fax: 717.295.7457
Email: news8@wgal.com 
Assignment Editor: Rebecca Hockley

COUNCIL CONTACT 
INFORMATION:

Duane S. Crouse
Development Director
Pennsylvania Dutch Council, BSA
630 Janet Ave, Suite B-114
Lancaster, PA 17601
717.394.4063-Office
717.808-4185-Mobile
Email: duane.crouse@scouting.org

Jim Castanzo
Council V.P. Marketing  
& Communications
519 State St.
Lancaster, PA 17603
717-940-7913-Mobile
717-393-3831-Office (Daytime)
Email: jcastanzo@comcast.net

There is also great information and 
resources on the BSA National website. It 
is work checking out:
www.scouting.org/scoutsource/Marketing.
aspx

BOY SCOUTS OF  AMERICA
PENNSYLVANIA DUTCH COUNCIL
630 Janet Avenue, Suite B-114
Lancaster, Pennsylvania 17601
717-394-4063


