i.

BACKGROUND:

Vision and Mission
The best messages are also the simplest. Common purpose. Clear objectives. In just three words, the Boy
Scouts of America theme communicates the integrity, commitment, and enthusiasm of Scouting’s timehonored ideals.
• Boy Scout Brand Promise: For people who care about what is happening to kids, Scouting is the fun,
exciting program that builds better young people.
• Unique Selling Proposition: Scouting’s programs and outdoor adventures prepare young people for a
lifetime of character and leadership.
• Boy Scout Brand Vision: Making our country better
• Boy Scout Brand Mission: To prepare young people to make ethical and moral choices over their lifetimes
by instilling in them the values of the Scout Oath and Law.

Prepared. For Life.® is the culmination of the effort that goes into delivering on the brand
promise, vision, and mission. It embodies the fun experiences and life lessons that only
Scouting provides. Most important, it conveys the confidence, dedication, and passion each
Scout discovers to lead a successful life.

Brand Position, Personality, and Communication Elements
Built on strong character and values.
Like looking through a pair of binoculars, Prepared. For Life.® brings the goal of Scouting into focus. The
beauty of the theme is its simplicity and directness. But it’s only as strong as the brand personality and
communication elements at its foundation. Crafting messaging on these enduring values will maintain
consistency and clarity of the Scouting brand.

 Brand Position  Brand Personality
•Single-minded
•Trustworthy
•Enduring
•Timeless

•Adventurous
•Patriotic
•Faithful

•A unifying element
that leads to strong
ideas

•Differentiation
•Staking out a unique
territory amongst
competitors

If a Scout walked up to you on the
street, these are the words you
would use to describe his
appearance and attitude. Not to
mention the fact that he’d offer to
help you across the intersection and
show you the path of least resistance
to your destination. These are the
human qualities that will forever
make Scouting truly unique among
all youth organizations.

 Communication Elements
Adventure: It’s a big world. Pack a map.
Scouting is many childrens’ introduction to
the great outdoors and, most important, a
lesson on their place in it. Now, let the
adventure of a lifetime begin.
Leadership: Scouting builds leaders. Former
Scouts sit on the boards of global
corporations, walk the halls of the White
House, and have been known to occasionally
go hiking on the moon. The life lessons they
learn in Scouting help them make good
decisions throughout life.
Learning: Many Scouts achieve more before
the age of 18 than some people do in a
lifetime. Best of all, they do it to not only
improve themselves, but also their
communities and country.
Service: There are many paths to follow in
life. With the invaluable guidance of adult
leaders, Scouts are better prepared to enjoy
their lifelong journey that leads them to
personal success.

When the Boy Scouts of America was founded in 1910, no one could have imagined our
growth and the positive impact we would have on the lives of young Americans. New tools are
rapidly uniting the diverse, kind, and industrious young men and women of Scouting in spite
of geographic distance.

It is important to remember that all social media channels are designed to be 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 yourself if that content is in keeping with the precepts of the Scout Oath and
Law.
While much guidance on tone and voice can be found in the BSA “Language of Scouting,” the digital
medium has some special qualities to keep in mind as you author web-friendly content:

• Be direct. Web readers tend to be task-oriented - they are looking for specific
information, and they want it quickly. Use active, not passive, voice.

• Be succinct. Attention spans are shorter online. Use short paragraphs of no
more than three - five sentences. Keep word counts to 250 words per page or less.

• K.I.S.S. Acronyms and technical terms may be second-nature to you, but a new
Scout or prospective parent won’t necessarily understand insider language. Keep it
simple, Scout.

• Write for Scanners. People tend to scan digital screens, rather than pore
over every word. Use bulleted lists, short headlines, and relevant imagery.
Read more about the “Language of Scouting”

www.scouting.org/resources/info-center/los

In your social media communications, you should be clear that it is not an official BSA social media channel but
is instead your own or your unit’s 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 endorsement 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.media@scouting.org for further guidance.

ii.

GNYC Public Relations Tool Kit

All members of the New York City Scouting organization are
encouraged to write press releases and submit information to media
outlets for the units, districts or programs they serve. Efforts should be
centralized; a volunteer representing an individual unit should not
report on a district-wide event without confirming that an
individual at the district level has not done so already. The
appropriate district executive may be contacted to confirm logistics,
clarify details or review a release before submission to newspapers,
publications, or other news sources.
This kit includes information on how individuals can submit
information to local media outlets, as well as information on
“newsworthiness”, press release writing tips, a sample press release,
and contact information for local publications. The PR kit is available for
download at www.bsa-gnyc.org/resourcespr.
This revised Public Relations tool kit is a call to empower all
volunteers and Council staff to get engaged in helping to improve the
visibility and public image of all the programs of the Greater New York
Councils, BSA in the largest media market in the country.

Dear Scouter:
As Greater New York Councils’ Vice President of Development, I thank you for your dedicated
service to the boys and girls in the Scouting programs of our community. I ask that you consider
joining me in a new council-wide effort to increase Scouting’s presence in local media and
throughout the communities where we live and volunteer our time with young people.
As a council, we are embarking on a new era with a newfound commitment to waving the
Scouting banner and letting our friends and neighbors know that Scouting is alive and well in
New York City. There are many opportunities to share our Scouting story in community
newspapers, through social media and in countless other ways. In order to strengthen our
presence in local media, I encourage you to be a front-line resource by reaching out to local
papers and other media outlets to tell them about all the positive things your Scouts are doing—
service projects, community-wide activities, Pinewood Derbies, camping adventures, earning
their Eagle rank, etc.
Enclosed please find a public relations kit to help you promote Scouting and increase your
story’s likelihood of being published. The editors at small newspapers are always looking for
material and they may just jump at the chance to turn your press release into a feature story.
Why not give your Scouts an opportunity to shine?
I hope you find the materials, including sample press releases, writing tips and a media
contact list, helpful in giving you the tools and inspiration to talk up your Scouts to others.
Please refer to the sample press release for new Eagle Scouts and consider creating a press
release on every new Eagle Scout. At the very least, I encourage you to share any inspiring,
unique or timely Scouting news on the Greater New York Councils’ Facebook page for our other
friends to see.
If you have any questions, please contact Michael Lennon at 212-651-2850 or
michael.lennon@scouting.org. We are truly grateful for your commitment to our programs and
Scouts. Thank you for all that you do.

Sincerely,

Alair Townsend
Vice President of Development
Revised January of 2018
Greater New York Councils

Community Newspapers Contact List
Spread the Word on Scouting

Listed below is the contact information for many local newspapers or websites in NYC.
Please use this as a resource to publicize your Pack’s Blue and Gold Dinner, a Troop’s
Eagle Scout Court of Honor, a service project or any occasion of note.
Please note: We would suggest checking the website to ensure that the content is still
relevant in regard to sharing scouting-related news, as well as to confirm the correct
contact (they change frequently). Good luck!
Please let us know if you are aware of any changes in contact information or
know of additional community newspapers to add to this list.

Greater New York City Outlets:

The New York Post
tips@nypost.com
rooseveltislander@gmail.com

The New York Daily News
212-210-NEWS

Manhattan
Bowery Boogie (Lower East Side)
tipline@boweryboogie.com
EV Grieve
grieve98@gmail.com
Harlem + Bespoke
HarlemBespoke@gmail.com
The Lo-Down (lower Manhattan)
tips@thelodownny.com
Roosevelt Island Online
rooseveltislander@gmail.com

Tribeca Citizen
Erik Torkells
tribecacitizen@gmail.com
917-209-6473.
Uptown River Collective
UptownCollective@gmail.com
Washington Square Park Blog (around the park)
(Cathryn) cathryn.be@gmail.com
West Side Rag
info@westsiderag.com

Bronx
BronxMama
nicperrino@gmail.com
Bronx Times
(718) 742-3393
BronxTimes@cnglocal.com
Riverdale Press
(718) 543-6065
newsroom@riverdalepress.com

The Bronx Times.
Peter Milosheff - Owner & Founding Editor
(212) 361-9395
info@bronx.com
Welcome2TheBronx
info@welcome2thebronx.com
Brooklyn Daily
(718) 260-8303
editorial@cnglocal.com

Brooklyn
Brooklyn Downtown Star
Online submission form:
http://www.brooklyndowntownstar.com/page
s/contact_us
Brooklyn Eagle
Mary Frost – Editor
(718) 422-7421 mfrost@brooklyneagle.net
Brooklyn Heights Blog
Email using following web form:
http://brooklynheightsblog.com/contactbh
Brooklyn Paper
(718) 260-4504
Newsroom@CNGLocal.com
Brooklyn Rail
718.349.8427
hq@brooklynrail.org
Brooklyn Reporter
718-238-6600
mmcgoldrick@brooklynreporter.com
Bushwick Daily
magdalena@bushwickdaily.com
Free Williamsburg
mail@freewilliamsburg.com

Greenpointers
info@greenpointers.com
Greenpoint Gazette
Jeff Mann – Publisher
(718) 389-6067 jeff@greenpointnews.com
News 12 Brooklyn
News12bk@news12.com
Brooklyn/Queens Tablet
Antonina Zielinska, Reporter/ photographer;
youth beat
azielinska@diobrook.org
718-499-9705 ext. 325
Pardon Me For Asking (Carroll
Gardens/Gowanus)
pardonmeinbrooklyn@gmail.com
Corner Media (a.k.a BKLYNER)
editor@bklyner.com
Hey Ridge
news@heyridge.com

Queens
QNS
-Add in events after creating an account
http://qns.com/events-listing/
TimesLedger
(718) 260-4545
timesledgernews@cnglocal.com

Queens Ledger
718-426-7200
To send a story in or request
a reporter, please go to
https://secure2.matchbin.com/pages/login
and register with your email
and make a password

Queens Courier
For News and Editorial Department(718) 224-5863

Queens Tribune
news@queenstribune.com

Queens Chronicle
Peter C. Mastrosimone
peterm@qchron.com
718-205-8000 x127

Queens Gazette
(718) 361-6161
QGazette@AOL.COM

Woodside Herald
(718) 729-3772
ssabba@woodsideherald.com

Sunnyside Post
christian.murray@queenspost.com or 516242-0633

Ridgewood Social
Hello@RidgewoodSocial.com
(347) 460-7549

The Wave
(718) 945-0913 editor@rockawave.com
We Heart Astoria
weheartastoria@gmail.com

Staten Island
Staten Island Advance (SI Live)
citydesk@SIAdvance.com
Newsroom: 718-981-1594

You may not need to develop a full press release. However, your initial email
should list the “Five Ws” of “Who, What, When, Where, Why.” With
increasingly smaller staffs, local papers need a very quick synopsis of the
event. They will then determine if it will be covered as local news.

Press Release Writing Tips
A press release is a promotional communication designed to be sent to news media outlets for
the purpose of announcing something claimed as having news value. A press release is generally
biased toward the objectives of the party submitting it and is most often viewed as raw material by the
media when creating news content. Before submitting a press release, ask yourself, “Is this
newsworthy?”
Try to keep each press release to one page and follow the standard format to increase your credibility
and increase the likelihood of your information being published. Deliver information from the most to
least important, in the inverted pyramid format. In this way, you can get your message across quickly
and the least important information can be trimmed off the bottom.

Headlines should capture readers’ attention while summarizing the main theme of the press release.
Do not use exclamation points as they convey a lack of professionalism.
The first paragraph should provide a description of the event and all of the most critical informationthe “5 Ws”- while also provoking the reader’s interest. There should be adequate information (full
addresses, dates/time, how to buy tickets, etc.) such that someone could actually show up and
participate without seeking out further details. You must report in the third person. Example: “The
Greater New York Councils will host two Cub Scout Family Fun Weekends in June.” Do not write “We
will host two Cub Scout Family Fun Weekends…”
Subsequent paragraphs (no more than 2-3) can add more “flavor” and contain quotes, explanations,
and additional details to bulk up the story. Information provided should be factual; please contact the
Greater New York Councils if you are including facts or figures that need confirmation. Do not use
Scouting jargon that the lay person will not understand or explain it if you do. Do not expect a
journalist, or anyone else, to know what a “Wint-o-Ree” is.
The last paragraph should contain boilerplate/ background information on the organization to provide
context, with a link to a website or person to contact for more information.

Getting Free Publicity for Scouting
Why is Publicity Desirable?
1.

It makes Scouts, their parents and volunteers feel good.

2.
It encourages parents of young people, the youth themselves and volunteers to
participate if they are not already doing so.
3.

It makes it easier to garner honorees and community financial support for Scouting.

How Can We Get Free Publicity?
We don’t have the budget for substantial paid media campaigns, but we have access to dozens of
community newspapers that are eager to receive free content. They have very small staffs, and
stories and photos we send them are appreciated and often appear in print .

What Is Newsworthy?
1.
Newly appointed council presidents and commissioners in boroughs. The press release should
include pertinent background information, a photograph, and quotes from the appointee and
someone from the Greater New York Councils.
2.
New Eagle Scouts. The press release should include the youth’s name, age, neighborhood of
residence, parents’ names, Troop number and Scoutmaster’s name, where and when the Eagle
induction ceremony was held, a quote from the Scout about what attaining Eagle means to him, his
Eagle project and a photograph (preferably from the Eagle ceremony with his parents).
3.
New units being formed (specify Cub or Scout), ages of children invited to participate, names
of leaders, contact information for more information, and address and time/day of usual anticipated
meeting site.
4.
Explorer posts in the various boroughs—both announcements of upcoming Posts and reports
(with photos) of Post activities; website to get more information about how to apply and a brief
description of the program, including age range for participants.
5.
Scouts doing community service, including date of service, number of youth involved,
approximate total hours of service provided if relevant, Troop number and Scoutmaster’s name(s) if
relevant, plus photo of the Scouts doing the service.
6.
Special events including fund-raisers, with profiles of honorees, date and place of event,
approximate number of attendees, and photo from the event including honoree.
7.
Scout activities including Pinewood Derbies, Troops at camp, field trips, and district-wide
activities with photos and relevant information.

Model Press Release for Scouts Earning the Eagle Rank

FOR IMMEDIATE RELEASE

JOHN SMITH EARNS PRESTIGIOUS EAGLE SCOUT AWARD
New York, NY (January 6, 2018) – On (date), John Smith of (neighborhood, e.g., Hollis) received his
Eagle Scout designation at a Court of Honor conducted at (place). Friends, family and troop leaders
attended the celebration, including his parents (name them). Insert here a quote from John about
what this achievement means to him.
John, (age), a (senior/junior) at (school), is a member of Troop XX of the Greater New York Councils,
Boy Scouts of America, led by (troop leaders’ names here). During his Scouting career, he has (list
highlights, including camping experience).
His Eagle Scout project was (describe).
John plans to enter (college/university) in the fall.
Eagle Scout is the highest rank attainable in the Boy Scouting program. Since the first Boy Scout
earned his Eagle award over 100 years ago in 1912, the distinction has been earned by more than
two million young men. Requirements include earning at least 21 merit badges and demonstrating
ideals of service and leadership, including organizing and leading an extensive service project. Fewer
than five percent of Boy Scouts nationwide attain this illustrious rank.
The Greater New York Councils, Boy Scouts of America provides a variety of youth development and
camping programs that promote character, leadership and life skills to more than 45,000 New York
City boys and girls, including more than 9,200 youth in disadvantaged communities. The Greater New
York Councils works with nearly 4,500 adult volunteer leaders in conjunction with 800 partner
organizations to teach young people the values and behaviors they need to succeed in life. More
information on the Greater New York Councils can be found online at www.bsa-gnyc.org or by
contacting Joseph Schiltz, Council Spokesperson, at 212-651-3000 or jschiltz@bsa-gnyc.org.
###

