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BEFORE THE PRESENTATION:



Review Presenter-Coordinator Instructions.  



Labels are reviewed and a line is drawn across each invalid label.  



Brochures are divided into dens, patrols, or other groupings, given to adult or youth leaders to distribute with pens and paperclips, and distributed at this point. 



Select youth members to hold up one of the accompanying sets of fliers at an appropriate time during the presentation.



Unit Coordinator announces Presenter.



Unit Coordinator:



                    



Presenter: 







INTRODUCTION OF PRESENTER……………………………………………UNIT COORDINATOR



Tonight, we have with us [ Name]_________ as our guest.  [Name]__________ is a volunteer representing the __________ Council.  He/she is active in Scouting as [Title: Scoutmaster/Cubmaster/Commissioner]__________ with [Unit Type/Number/District]__________.  [Name]__________ is with us tonight to explain the Family Friends Of Scouting Campaign. This will only take a few minutes, so let’s give [Name]__________ our full attention.











PRESENTATION………………………………………………………………………………….PRESENTER



Thank you. Before we get started I would like to present this Family Campaign Ribbon for your flag for allowing me to come in and make this presentation this evening. (Present ribbon to Unit Leader/Unit Coordinator.)



Your son is a Scout in the ___________ Council.  It is the mission of the council to serve youth by preparing them to make ethical choices throughout their life.



A recent study “Report Card on American Youth,” indicates that in the last 10 years:



The number of students who admit to cheating on an exam increased to 74%.



The number who admit to stealing increased to 38%.



93% admit to lying to parents; 83% admit to lying to teachers.



43% agreed with the statement that one “has to lie or cheat sometimes in order to succeed.”











But the same study had 84% of the respondents agreeing, “My parents want me to do the right thing, no matter what the cost.”



Scouting teaches a boy to strive towards a goal and to be prepared to deal with successes and failures in life.



Scouting promotes activities that lead to personal responsibility and high self-esteem. As a result, when hard decisions have been made, a boy can look at himself in the mirror and be proud of the person he is becoming.  Scouting gives a boy “Words To Live By,” words that will guide him in how he lives his life.











Cub Scouting gives parents a foundation for values such as education and character development with their son.  Structured activities progressively provide fun and experiential learning.  As the boy grows, the lessons become more meaningful, the outdoor experiences become more challenging, and the fun becomes more memorable.  84% of men surveyed state that Scouting was an important part of their youth – even if only a few years of Scouting.



 







Character, values, and leadership don’t just happen.  Scouting offers a youth discovery and adventure that include teachable moments in which a boy can develop skills and inner strengths.  From Tiger Cubs through Eagle Scouts, Scouting helps develop a better citizen with a stronger character than his peers.  



Your son will develop into a leader with skills in cooperation, respect for himself and others, and a firm foundation of ethical behavior.  Scouting allows the youth to build on each experiential lesson to develop life skills and timeless values.  These skills and values will carry a Scout into the future and into the responsibility of adulthood and parenthood.











Your son, still with your help and encouragement, begins to learn more meaningful things.  As a Webelos, his outdoor skills are further developed at ___[Cub Camp Name]____.  He also gains a stronger appreciation for the value of Community Service and the privileges and duties of Citizenship.  His activities, rather than being just family-oriented, are an interaction with several other adult role models.  All of the things boys learn take place in a framework of Activities and Community Service.  Your son will celebrate his completion of Cub Scouting by earning the Arrow of Light, the highest award a Cub Scout can earn, and crossing the bridge into Boy Scouting.  He has learned the meaning of “I Promise,” “Do My Best,” “Do My Duty,” and ”Help Other People.”







Boy Scouting is a whole new world for your son.  He will have hands-on exposure to democratic citizenship and leadership training in his new patrol.  He will camp at a long-term camp at __[Boy Scout Camp Name]___ for the first time, honing his outdoor skills even further.  He will learn to set goals, to achieve them, OR to evaluate a failure and make better plans to achieve the goal the next time.  Balancing his schedule gets tougher – there are sports, friends, hobbies, and school vying for his attention.  Scouting teaches him to achieve while achieving a balance in life.







Studies show that if a boy remains in Scouting for five years or more, he develops positive values that impact him throughout his lifetime.  No longer just words, values like being Trustworthy and Loyal, Helpful and Obedient, Brave, Clean, and Reverent will impact all those with whom your son has contact throughout his life.  



“On My Honor,” “Duty to God, to Country, to Others, and to Self” make him a role model for his peers throughout his life.







One of the benefits of Scouting is exposure to things that a boy might ordinarily not get to enjoy.  Work on merit badges gives a boy a depth of experience in many areas beyond what he would receive from school alone: Science, Nature, and Conservation, Sports and Personal Fitness, First Aid and Emergency Preparedness and Citizenship from the neighborhood to the globe. 



A boy will learn skills that enable him to save a life – perhaps his own, perhaps someone else’s.  Skills learned through merit badge study can stay with a boy throughout his life–perhaps as a hobby or even as a career.



At this level of Scouting a boy develops even further his leadership ability.  He learns the value of leadership but also the value of helping others to lead.







While the values and skills a boy develops stay with him throughout his life, it is the adventures he will remember.  The longer he stays in Scouts, through his choice and his parent’s encouragement, the greater adventures he will have.  A National Jamboree, a trip to the Boundary Waters, Sea Base or Philmont Scout Ranch [mention local troop high adventure, if any] are just a few of the adventures he can experience.







5% of the boys who enter Scouting will earn its highest award, Eagle Scout.  In _________ Council, that equates to about a ___[Number]___ Scouts a year who become Eagles.







Eagle Scout projects involve hundreds of Scouts and others in the community and generate over ___[Number]___ hours of service to the community each year.























Studies show that a boy who has been in Scouting not only remembers the fun, but benefits throughout his life from the skills and values he has developed.  Studies by Harris Interactive show that a youth who has been in Scouting for five years or more is more likely to be a leader in high school and college and his career; more likely to be a success in his family life and career; more likely to put the needs of others before themselves; and more likely to make the most honest, not the easiest, decisions. 



















If your son signs up to play hockey or football, you might spend several hundred dollars for equipment, skates, shoes, helmets and maybe even lessons before he can even begin to participate.  When your son joined Scouting, he paid $10 ($15) for registration for an entire year and hopefully $12 for a year’s subscription to Boys’ Life.  Neither of these fees, however, remain in ___[Community]___; they are forwarded to the National Council of Boy Scouts for support for our local council.



Friends of Scouting is the council’s effort to allow you to pay your son’s way in Scouting and perhaps to help a boy whose parents cannot afford the cost of Scouting .   







I would like to ask every family to become a Friend Of Scouting tonight by making a gift to support the program from which your son benefits.  Perhaps you can make a gift of $_[One-Scout Amount]_ to support one Scout, perhaps $_[One-Scout Amount X 2]_to support two Scouts.  It is not important how much you give.  What is important is that every family give whatever it can – One Scout, Two Scouts, a Den, or Patrol at $750.  Please become a Friend Of Scouting tonight – DO YOUR BEST.							







CLOSING……………………………………………………………………………UNIT COORDINATOR



Thank you, [ Name]_________.  It is important to realize that [ Name]_________ is a volunteer like all of your son’s Scout leaders, with the same goals we all have.  We want to help these young people develop a set of skills and values that will last them the rest of their lives.







The first time I heard this presentation I was impressed by the various ways that Scouting provides quality experiences for our youngsters in many different ways. 







[Ask leaders or Scouts to distribute envelopes and cards if this has not yet been done.]















…………………………………………………………………………………………UNIT COORDINATOR



How does our ___Pack/Troop/Post/Crew___ and your son benefit from the Friends Of Scouting Campaign?



 



___Number___ of our leaders have received training at no cost.  This training enables them to deliver the best program possible to your sons.



Our leaders receive a bi-monthly newsletter and frequent mailings.  These keep them well informed as to the many programs from which our youth members can benefit.



Our leaders use the Council Service Center in ___[Community]___ to order supplies and program materials, make reservations, or obtain badges for your son’s rank advancement. 



Our Scouts attended [Camp/Event/Activity].  The fee they paid to attend did not entirely cover the cost of their participation.  Your Friends Of Scouting gift helps to cover that extra cost.



[Other examples of ways in which the unit has benefited from COMMISSIONER SERVICE or DISTRICT EXECUTIVE]



[Personal Observations and Comments]  



In addition, your son benefits from the Scouting program, which provides those things mentioned in the presentation.  Things like positive role models and relationships, leadership opportunities, opportunities serving others, doing one’s duty to God, and building a foundation for success in the future. 











………………….……………………………………………………………………UNIT COORDINATOR



To provide program support, the council spends $_[One-Scout Amount]_ for every boy in our unit.  Maybe you think you can’t give that much.  $___[One-Scout Amount]___ is only _[One-Scout Amount/365]_  cents a day for the year. That’s less than the cost of a can of soda a day.  That’s a small price to pay for what Scouting delivers.  So that every boy is able to participate in Scouting, it is so important that each family do the best it can. 







[Presenter Name]_________, can you explain how we fill out this card to make a gift?











…………………………………………………………………………………...…………………PRESENTER



By now, you should all have a brochure and card.  Is there anyone who does not?  [Give brochure and card.]  Is there anyone who needs a pen or pencil?  [Give one.]







Now please look at your pledge card:







Sign the card on the signature line.



Next, write our Pack/Troop number on the line marked “Enrolled By”.



Fill out YOUR name and address.



Fill out your Home and Work phones and City, State, and Zip. 



Fill out your e-mail address.



In the first section, fill out your level of support by checking one of the boxes.  You may check One Scout ($_[One-Scout Amount]_), Two Scout ($_[One-Scout Amount X 2]_), $500, or whichever level you can afford.  Remember, it is NOT as important HOW MUCH you give; what is important is that you give WHATEVER you can afford.



The next section is for you to choose your billing options.  If you included a partial payment of cash or check, you should check the last box [Partial Payment Attached].  Then, to be billed for the remainder of your gift, check ONE of the first three boxes for your billing frequency [Immediately, Two or Four Consecutive Payments].



On the last line you should indicate how much money you are including today/tonight and whether that is cash or a check.



The next section down is if you should prefer to pay by credit card.  Don’t forget to include your card’s expiration date, and make sure you have signed the top of the card.



  Refer to the section in your brochure for a partial list of companies that participate in Matching Gifts.  If your company has a Matching Gift program, please check the box in the lower-left side of the card and write in the company name.  You will need to get the appropriate form from your employer and return it to the Finance Department at the Scout Service Center as soon as your gift has been paid.  On the right side of the card is a receipt that you can use for tax purposes once your gift has been paid.



You will have a choice of one of several recognition items for your gift.  Recognition is awarded for support at the One-Scout, Two-Scout, and $500 levels.  You will receive a Thank-You note at the payment of your pledge with an order form for the appropriate recognition item.		



















…………………………………………………………………………………………UNIT COORDINATOR



Thank you, [ Name]_________.   



Please consider supporting at the One-Scout level of ($_[One-Scout Amount]_)or even the Two-Scout level at ($_[One-Scout Amount X 2]_).  You don’t have to make your gift tonight, you can pledge and pay it in up to four installments.  Or, you can pay with your Visa or MasterCard.  All gifts are appreciated, so as we say in Scouting, “Do Your Best.”  If you cannot afford the One-Scout level, please consider supporting a boy for half a year or whatever level of support you can afford.



When you have completed your card, have your son bring it to me or to [ Name]_________.  When he turns in your card, he will receive a ___[Card Turn-In Recognition]___ as our thanks for your response tonight.  



To get things started, I would like to give my envelope to [ Name]_________.  Please complete your envelopes and have your son bring them up in the next few minutes.  Thank you for your support.
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How is the goal determined for our unit?


The unit FOS goal is based on a simple formula:


Goal = 60% of one-Scout Families* X 1 Scout Support ($165) 


*Membership based on June 30 enrollment


Example:  20 boys in unit and 5 are brothers.  


Therefore there are 15 “one-Scout” families.


15 X .60 X $165 = $1,485 (9 X $165 = $1,485)


If number of brothers/one-Scout families is not known, use the following formula:

 .80 X June 30 member total = One-Scout families.


Example: For a 20-boy Troop:


.80 X 20 boys = 16 one-Scout families


16 X .60 = 9.6              


9.6 X 165 = $1,584 is goal card amount needed 


District Executives, Family Campaign volunteers, and/or Unit Commissioners should meet with unit representatives over the summer and evaluate their past campaign and discuss the unit goal for the upcoming year.  A spreadsheet has been developed (appendix) which will list amount raised during the past campaign, how many One-Scout families there are, how many families gave gifts in the past campaign, and what that average gift was.  The spread sheet will also calculate what the goal should be, according to the above formula.


The district representative and the unit contact should negotiate what the goal should be for the upcoming campaign, based on increasing the families’ giving, the average gift, and the overall amount raised.  The negotiation process will probably generate a number less than the formula calls for but greater than was raised in the previous year.


The negotiation process also allows for the district representative to make concession to ‘lower’ the formula goal to a goal that the unit accepts, agrees to, and will make an effort to achieve.


Presentation Posters 

I


[image: image15.jpg]





[image: image1.jpg]





[image: image11.jpg]





[image: image12.jpg]





[image: image2.jpg]





[image: image13.jpg]





                                                    [image: image3.png]





[image: image4.jpg]





             [image: image5.jpg]





               [image: image6.jpg]





               [image: image7.jpg]





        [image: image8.jpg]





                                        [image: image9.jpg]





                  [image: image10.jpg]





[image: image14.jpg]






Presentation Posters II

I Promise

Do My Best


Do My Duty


Help Other People


On My Honor


God and My Country


Obey The 


Scout Law


Trustworthy


Loyal


Helpful


Friendly


Courteous


Kind


Obedient


Cheerful


Thrifty


Brave


Clean


Reverent


Be Prepared


Do A Good Turn Daily
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Friends of Scouting


Gift-In-Kind Campaign Timetable


Early September

Project Sale/Gift-in-Kind Catalog Draft Complete


Mid-September

District Gift-in-Kind/Project Sale Chairperson Recruited


Early January

District Gift-in-Kind/Project Sale prospects selected


Mid-January 
 
Vendor Receptions held


Mid-February

Leadership Breakfast


Mid-March

Vendor Receptions held


Late April 

Victory Celebration


KEY STEPS TO OUTSTANDING SUCCESS

Guidelines for Gift-In-Kind Volunteers


(
Review the Gift-In-Kind catalog and develop a list of prospects for various council and district projects.


(
Have all prospects and projects “cleared” through the Council Finance Division prior to approaching them.


(
Mail out letters of request to your prospects by January 30.


(
Identify, set appointments, and personally visit 5–8 prospects.


(
Set a target for donation received no later than the Council Leadership Breakfast (mid-February 20__).


(
Working through your committee, see that all assigned donors and prospects are contacted and invited to the Council Leadership Breakfast by January 30.


(
Invite vendors, buyers from companies, committee members, and other gift-in-kind prospects to attend one of the Gift-In-Kind receptions.


(
Attend the Council Leadership Breakfast in mid-February.


(
Begin an intensive wrap up of the campaign in late February, in order to have the campaign at goal by late April.


GIFTS-IN-KIND AND PROJECT SALE


OPERATING PLAN FOR DISTRICTS


CONCEPT:
The Gifts-In-Kind/Project Sales program is designed to secure gifts of funds or 


materials that will underwrite operating costs currently included in the operating 


budget for the council.


Gifts-in-Kind


A Gift-In-Kind is a direct contribution of products or services that are an allocated expense in our 


council budget.  Standard gifts-in-kind include printing services, office supplies, special event 


program materials and/or equipment used in the everyday operations of the council.  Proposals 


are submitted by volunteers with the support of a member of the council staff.

Project Sales



A Project Sale represents a cash contribution that pays for a specific currently budgeted program 


or expense.  The majority of contributions received for project sponsorship represent donations


from companies, foundations, or service organizations.  A few examples are funding for camping 


equipment, funding for School Night, Scouting fliers for camping, and funding for special events.


A way to keep this straight is:


GIK = Goods or Services


PS = Cash to fund a particular item


PROSPECTS



Prospects are those companies or individuals having the resources that are needed by the council 


or a special interest in a specific program or activity.  New prospects are to be cleared using the


normal process for all prospects.  Prospects for the District Gifts-In-Kind Campaign will be a combination of historical gifts from donors in that district and Project Sales seeking sponsorships for District activities, events or projects. 


PROJECT APPROVAL



Field staff may work a gifts-in-kind project, providing they have secured approval


from the appropriate staff adviser and the Council Finance Director, and the prospect is in a good position to respond based on a pre-identified potential.


PROJECTS AVAILABLE

A list of potential gifts-in-kind, project sales, and sponsorship opportunities is provided in the appendix.  These are our best thoughts on goods and services needed by the council at this time.  New ideas are to be approved by the Finance Director before a proposal is made to ensure that the gift can be used and that prospects are not in another campaign.


REPORTING GIFTS





Forms for recording gifts are provided in the appendix.  These are required to ensure proper recognition of donors and as data entry support for accounting purposes.


DETERMINATION  OF VALUE




Actual value of a gift is determined by current market costs and cannot exceed the amount included in the budget for the product or service being donated. Valuation is subject to approval by the auditors.


Your campaign will be credited for the gift after the cash or product has been received.  Therefore, a pledge made late in December would not count in the current year unless the cash, materials, or product is received before the end of the current calendar year.


If budgeted dollars must be spent for some of the project or to make the gift usable, the value of the gift will be its budgeted value less the amount of money we spend.  For example, if you get printing donated, but we must pay for paper, your credit is equal to the total value of the job minus the cost of the paper.


PROPOSALS:




Each project or gift-in-kind you sell should involve a written proposal like the one attached in the 


appendix.  Your proposal should follow this standard format and include all information outlined 


in the sample.  The Finance Department will be happy to help you prepare your written proposal 


with at least one-week lead time.


STEPS TO  PROJECT SALES


Project sales are flexible in their operation.  However, there are certain steps that  are specific in their implementation.  Shortcuts or inadequate preparation lessens the chance of success.  Following an orderly process ensures the greatest possible potential.


List the projects.  Analyze the operating budget to determine the components.  The name of a line item may not be exciting, but visualize its importance related to program and service. 


Start listing specific projects that could be sold related to that line item.  Try to group them by 


function.


Identify prospects.  It is important to list prospects, but it is also important to be selective. Start by listing prospects who already give to Scouting, but who might consider giving more.  Then add to that list new names of businesses, corporations, individuals, service clubs, and organizations.  Do not overlook veterans’ organizations, fraternal lodges, and professional organizations, religious groups, women’s clubs, or union groups.


Research prospects.  It is important to document interest, whether for an individual, an organization, or a business.  Sources to do this are as varied as one’s imagination.  Places to look include local newspapers, service–club newsletters, souvenir programs from fund-raising events, and the local library. The best method is to simply talk honestly with prospects about their interests.  Research is perhaps the most important step in a project sales campaign!


Match projects and prospects.  The match needs to fit perfectly – ask if the prospect is most interested in the project’s aims, if the project is within the financial grasp of the prospect, and if a case can be built for the prospect to support the project.  It is important to select the project best-suited for the prospect.


Write the proposal.  The proposal should be tailored to the person or business.  Although it 


should be short and concise, it has to be complete enough to state the problems and remedies 


that the project entails.  It should state price, action processes, and results to be achieved. A 


special section of this manual is devoted to the details of writing the proposal.


Determine who should make the approach.  To prevent the same prospect from being called on more than once, there needs to be careful control over prospect lists.  The visit always should be made in person.


Make the call.  The procedure of making the appointment, personal appearance, sales pitch, 


and the closing of the sale are the same as found in any selling technique book.


Follow-up.  When the sale is closed, there is still work to be done.  Proper record-keeping 


needs to be completed and an appropriate thank-you is mandatory.


BASIC PRINCIPALS OF PROJECT WRITING


The proposal should be neat, clean, and easy to read!


There should be no typographical errors in your final copy.  Always present the prospect 


with an original.  Break up the copy; no one wants to look at a proposal that starts at the 


top of the page and goes on interminably, unbroken by paragraphs or some other breathing 


space.  Don’t use extravagant proposal packaging.  Expensive covers suggest that you 


waste money.  If you employ an unusual format, perhaps to attract attention, you risk 


focusing too much on the format rather than the contents.


Write your project concisely!


Project writing is not an opportunity to demonstrate your mastery of bureaucrat-ese.  To test 


the clarity of your writing, have friends or family read your project.  Some of your best 


comments will come from people unfamiliar with Scouting jargon.  Staff members may 


think they know what you mean, or may be less than critical because of your role.


Make it brief!


The proper length of a project is just long enough for you to communicate your message, 


but not long enough to produce a stupor.  A well written, one or two-page project can leave 


readers hungering for more.


Be positive!


Get yourself “up” for the project – writing experience.  Always keep in mind that you are presenting  your prospect with the opportunity to participate in something important.  Never call attention to any mistakes or failures your council may have had.


Avoid unsupported assumptions!


Sometimes we say things like “we believe” when we need to quote facts and experts.  We are also guilty of not telling our prospect about the council or the Scouting program because we assume they know what we are all about.


Writing the project  


This will involve a fair amount of individual work as well as input from friends and associates.  Do not allow the criticism of others to offend you.  Your goal is to have the best possible written project.  Review all of the criticisms and comments.  If it is appropriate, incorporate them in your final draft.  Keep in mind that the project proposal is a selling document. It should be convincing, persuasive, and complete.


GIFT-IN-KIND/PROJECT SALES REQUIREMENTS


Credit to your Friends of Scouting Campaign will be given based on the following policies:


1. All projects selected must be for items or services, which are budgeted for the current year.  A listing of currently identified items is included in the workbook.


2. Donation of a service or items for a specific event or activity must be approved by the staff adviser responsible for the event or activity for which the items will be used, prior to the request for the gift.


3. Request for approval must be submitted on the Gift-In-Kind / Project Sales Sign-Out Form, prior to making the call, for it to be counted.  Approval from the Staff Adviser and the Finance Director is required.


4. Signing Out a Project: Council needs (i.e., equipment, food supplies, services, etc.) listed or unlisted cannot be project sold before they are cleared through the Finance Department.  This policy applies to both budgeted and non-budgeted needs, regardless of whether or not they are to be sold for cash contributions or as a gift-in-kind.  Our goal is to eliminate the possibility of selling the same item more than once or securing an item as a gift-in-kind, which has already been provided.


5. All gifts to be donated will be acknowledged by the Finance Department.


6. The amount of credit received in your Friends of Scouting Campaign will be determined by the amount budgeted for the item donated and the current real value of the item being donated.  The campaign receives credit when the goods or service is received, not when agreed to.


PROPOSAL WRITING


A typical proposal for a gift-in-kind should follow a specific format.  Please refer to 2010 FOS Chapter 7 – Gift-In-Kind, Part 2 for guidelines and a proposal-writing worksheet.  Additional project formats are also found in Part 2.  


The Finance Department will be happy to help you prepare your proposal with at least one-week lead time.


Gift-In-Kind Friends of Scouting


Chairman


VOLUNTEER PROFILE


1. Ability to give a gift.


2. Respected and known by community leaders.


3. Able to manage and lead people.


4. Can accomplish tasks through people and complete projects on time.


5. Successful recruiter and delegator.


6. Knows the community resources and businesses to secure Gift-in-Kind support.


7. Understands and uses clout.


8. Has the resources of his/her company to assist in the effort.


JOB DESCRIPTION


1. Provide leadership through giving.


2. Enroll Gift-In-Kind Committee and chair its meetings.


3. Make available company resources to prepare Gift-In-Kind and Project Sales proposals.


4. Direct campaign resources to insure all prospects are approached within campaign timeline.


5. Conduct kickoff and report meetings.


CAMPAIGN INITIATIVES


FOR USE BY ALL CAMPAIGN VOLUNTEERS

I. Clearing new prospects…it is the only way we will achieve our goal.  To properly clear a prospect the Finance Department needs the full name of the individual, company name, address, and phone number, and your intent to solicit a personal or a corporate gift.  Five working days should be allowed for clearing prospects.


Please limit the number of new prospects you identify to 10.


Sources of new prospects include:


Vendors – Printing company, travel agency, accounting firm, law firm, advertising agency, bank, long-distance supplier, janitorial company, real estate firm, guard service, hotel, insurance company, airline, auto-leasing company, temporary personnel agency, courier service that your company uses.


Customer/Clients – Those companies that you sell to or with whom you do business.


Friends/Business Associates – Those people with whom you are friends.  These people are in your neighborhood, church, service club, and country club.


Work Associates/Fellow employees – The people you work with have probably asked you to make a contribution to their favorite charity.  As the saying goes “What goes around, comes around.”

Tenant/Building Companies – You probably are well-acquainted with people from other companies located in your building, and they are a good source of prospects.


After your prospects have been cleared, your Campaign Director will return to you preprinted pledge cards for each prospect, an alphabetical computer listing of all prospects, and sufficient quantities of brochures and return envelopes.


II. Ask for a specific amount of money from every prospect.  People like to know what to give.  Often people will give what they are asked to give.


Existing Prospects – If you feel that your past donors are already giving at a high level, ask for a 15% increase, the approximate percentage increase in the overall campaign goal.  If they are not giving at a high level, select a reasonable amount beyond 15%.


New Prospects – Select an amount that you are comfortable in soliciting, possibly at your own leadership level.


III. Give two gifts:  a personal gift and, where appropriate, a corporate gift.  Give from the heart.  Give more this year than last year and reach toward your full potential.


Multiply your gift via:


Matching gift programs – If a company is a matching-gift company, please be sure Matching Gift applications are completed for you and anyone else from the company who is making a contribution.  If the company does not have a matching-gift program, or does not match for the Boy Scouts, take action to implement such a program.


Volunteer Involvement Programs (VIP) – Many companies have established giving programs that award grants to organizations where their employees volunteer.  If a company has such a program, please submit a request on behalf of the Boy Scouts.  If they do not, take action to implement such a program.


Make an in-kind contribution to the campaign.  Examples of in-kind contributions that are needed include:  printing, sponsoring meetings where a meal is involved, office supplies, and camping supplies.


FRIENDS OF SCOUTING CAMPAIGN


CONTRIBUTION RECOGNITIONS


The Recognition Plan for the Friends of Scouting will be as follows:


All contributors receive a "Thank-you" note when payment of $25 or more has been received.


[This should be a paragraph describing the council’s recognition program.]


All District Enrollment gifts at a plaque level will be sent out at the request of the Donor or Campaign Director.


LEVELS OF GIVING

		    $ Amounts

		Level 

		Recognition Item



		[   ]

		[   ]

		One Scout

		[   ]



		[   ]

		[   ]

		Two Scout 

		[   ]



		[   ]

		[   ]

		Leadership Member

		[   ]



		[   ]

		[   ]

		Guardian Member

		[   ]



		[   ]

		[   ]

		Eagle Patrol Member

		[   ]



		[   ]

		[   ]

		Golden Eagle Member

		[   ] 



		$5,000

		$9,999

		Benefactor Member

		Personalized Recognition Gift



		$10,000

		$24,999

		Distinguished Member

		Personalized Recognition Gift



		$25,000

		$49,999

		Pacesetter Member

		Personalized Recognition Gift



		$50,000

		+

		Founder Member

		Personalized Recognition Gift





WHY IS SCOUTING RELEVANT?


1.
Scouting serves all youth.  Rich, poor, or in middle-income; regardless of race, religion, or physical ability.  Help is available for those unable to pay Scouting's modest fees.


2.
Scouting fosters values.  The values of character, citizenship, and personal fitness are what Scouting is all about.


3.
Scouting provides positive role models.

4.
Scouting is topical.  The Boy Scouts of America is facing the issues that impact our youth today.  We teach them how to deal with issues like drug abuse, child abuse, illiteracy, hunger, and teenage unemployment.


5.
Scouting strengthens the family unit.  Scouting is a family-centered program designed 



to form a lifetime bond between a young person and his family.


6.
Scouting provides service to the community.  Scouting for Food, the largest food drive in the Milwaukee area, is an example.


7.
Scouting is fun and adventurous for a young person.

20__

GIFT-IN-KIND AND PROJECT SALES SELECTION FORM


Item No. _______ Quantity ___ District Name ______ Worker Name____________________


Item Description: ________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________


Please Check ONE 
( Gift-In-Kind
(  Project Sale



Name of Individual _____________________________Title ______________________________

Name Of Company _______________________________________________________________


Address_________________________________________________________________________

City ____________________________    State  _______    Zip _______________ 

Business Phone (_____) ______-_______    Fax Number (_____) _____-_________


		Field Staff Use


This donation is in support of a budgeted expense.  Amount $ ___________

Account Number ____-_______-_______-_____     __________________________________


                                                                                                                                                                Event / Staff Adviser Approval: 


Project Cleared By Finance Division _____/______/_____ (date)                ______________ (initials)





		To Be Filled Out By Donor


Value of Donation By Donor* $                                      Bill or Invoice attached _________


Cash/Check Donation - Amount: $                                 Check No.                           

Gift to Be:  ________ Picked Up                    Delivered on                           

                                                                                                    (date)                                                


( Send Appropriate Recognition    ( No Recognition Needed


Signature of Donor:                                                                         Date                          

*Value of Donation must be provided by donor.  (Usually the current market value of the product).





WHITE:  Return to Finance Dept. when project completed (Item Received).   YELLOW:  Retained by Campaign Manager when project completed (Item Received).   PINK:  Submitted to Finance Dept. when filled out by donor (Pledge).   GOLDENROD: retained by the Finance Dept. when project and prospect cleared.
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Write the Proposal


1. Personalize the heading. Indicate this proposal is especially prepared for the consideration of the prospect.  Think about what you want to accomplish.  You might even want to write a slogan.




2. State the problem to be addressed.  Tell the importance of the project and the reason for the need.



3. Add additional facts to build your case.  Explain related support given to the project by others.




4. Price out the costs.




5. Close the sale.


6. Sign the contract.
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_______________ Council					   Boy Scouts of America











Especially Prepared for the Downtown Rotary Club







Information—Inspiration—Insight







COUNCIL MONTHLY BULLETIN, POSTAGE AND HANDLING







A Project of $16,500











The _______________ Council serves the area encompassed primarily within the [council] lines.  More than 20,000 youth members are served by more than 4,000 volunteer leaders in Cub Scout Packs, Boy Scout Troops, Explorer Posts and Venture Crews.  







The most important element in serving these members is a corps of well-informed volunteers.  Good communication not only informs, but gives insight, recognition, and inspiration to those who devote so much of their time to give a meaningful program to all.  Eleven times a year, the Scouter’s Compass goes to each registered adult member of the council.	 







The Scouter’s Compass carries information on special programs, schedules of meetings, and news items of particular interest to the eight districts.  Special recognition is given through photos and stories to encourage more volunteer activities.  Each month a story of a significant service is written on an out-standing Scout or Unit.  The copy is written by both staff members and volunteers and is professionally edited and printed by Print & Press Graphics (sample attached).







The Council’s printing and mailing costs for this year are estimated at $16,500.







The _______________ Council, Boy Scouts of America, requests consideration by the Downtown Rotary Club for sponsorship of the monthly Scouter’s Compass.  With your permission, the council will credit sponsorship of the newsletter and include your club’s symbol of service.







Pledged by: ___________________________  



Amount: ________    By the date of __________, _____







_______________ Council				                   		     Boy Scouts of America











PROJECT SELLING –PROPOSAL WRITING WORKSHEET







ESPECIALLY PREPARED FOR:       (Prospect)  







A PROPOSAL FOR:    (Project)







Paragraph(s) on Aims & Objectives of Scouting:  _________________________________________________________________________



____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________







Statement of a problem that is preventing the accomplishment of this element:



_____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________







Paragraph on specific items and money needed to solve this particular problem.   _____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________







Paragraph respectfully requesting help and expressing appreciation for consideration.   _____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________







Recognition and public relations benefit to donor:   _____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________







Accepted By: ______________________







Amount: $_______________           By date of  ____________________







_______________ Council				                   Boy Scouts of America











Especially Prepared for:  Paul R. Mackintosh







BOY SCOUT LEADERS’ ROUNDTABLES



A Project of $500 per District







Boys 11 to 14 need fresh, active meaningful things to do to retain their interest and stimulate their growth.  Monthly Scout leader roundtables provide troop leaders with the latest ideas and techniques to keep their troop meetings and activities alive and beneficial.







In addition, these Scout Leaders have an opportunity to share mutual concerns about boys and situations in their troop and also have their enthusiasm “recharged” for the task at hand.







Material and supplies are constantly needed to demonstrate, train, identify, promote, and distribute at roundtables.







Items needed this year include:







1.	Three copies of Boy Scout Roundtable Helps per district		$10



2.	One 20-cup electric percolator per district				$25



3.	One U.S. flag and standard per district				$60



4.	Boy’s Life reprints at each roundtable each month for distribution	$30



5.	Candles, rope, “charts that talk,” name tags				$50



6.	Realistic first-aid kit for each district					$25



7.	Extra supply of Boy Scout Program Helps pamphlets		



8.	Rental fees for meeting rooms, film rental				$50



9.	Postage for roundtable bulletin and announcements		          $200



10.	Literature for use and distribution					$50



										



          $500



Accepted by ______________________________



Amount ________________  By date of ______________, _________	







_______________ Council				                   Boy Scouts of America







Especially Prepared for:  William Jones, JC Penney Co.







Camp Promotion Program



A Project of $3,800







The Scouting program is designed in such a manner that a boy can grow to his fullest potential under the able leadership of a trained community-minded citizen.  The basic threefold purpose of Scouting is character development, citizenship training, and physical-mental fitness, as well as a deep respect for God, country, and his fellow man.  The outdoor camping experience is most conducive to instilling these ideals within our boys.







Your grant can provide camping experiences for more boys in _______________ Council this year, thereby guiding boyhood in the paths to which Scouting is dedicated.







1.	Summer Camp Promotion Kits					$1,000



Troop promotion kits



Boy promotion kits







2.	High Adventure Promotion Kits					   $500



Philmont Adventures



Canoe trips



Webelos On to Eagle







3.	Adult Leader High Adventure Kits					   $500



Wood Badge



Summer Camp Leader Training







4.	Camporees—Camp Promotion and Conservation			$1,800



	Seven Districts



Total Grant		$3,800



Accepted by ______________________________



Amount ________________  By date of ______________, _________			







_______________ Council				                   Boy Scouts of America







Especially Prepared for:  Mrs. Carl J. Vanderbrink







Council Conservation Program Emphasis







The development of good citizens is one of Scouting’s aims, and citizens need to practice sound environmental living and conservation of natural resources.  There is a need to emphasize a program for an extended period that will encourage young people to:







Look at the entire process of resource use.  



Analyze how action judgements often create problems.



Understand decision-making processes related to the environment.



Seek out common-sense methods that can be applied at home, in the community, in the state, and in the nation.



Help improve the quality of life.







The Conservation Program Emphasis has been developed to create a positive commitment to improve the environment and to conserve natural resources through first-hand experiences and by “learning by doing.”







It is a process for developing environmentally aware citizens.  It will be comprised of many separate objectives that add up to a national program by individual youths; by dens and patrols; by packs, troops, teams, crews and posts; and by districts and councils.  It incorporates a wide array of existing Scouting advancement, awards, recognition, and projects and activities.







There are three phases for each project that a unit undertakes, and youth members are involved in all three:







Identification of need – with Cub Scouts and younger Boy Scouts having the need pointed out to them.



Research to find out everything about the need to develop individual skills required to successfully carry out the project.  These projects might include environmental improvement, public awareness, or involvement in community decision-making groups.



Action that is the result of planning and involves the application of skills and knowledge which have been learned.  Follow-up includes unit evaluation of the project - what was learned, what could have been done better, etc.







Because of your continued interest in the conservation programs of your late husband, who initiated our conservation Good Turn while he was council president, we request your consideration of this worthy project.  We propose to name our program in his honor, and awards will carry the imprint, “Carl J. Vanderbrink Memorial Conservation Award.”







BUDGET



Program Materials								$   600



Unit guidebooks									$   500



Individual youth recognitions							$3,000



Unit Awards									$   400



Office Support									$   350



Meetings and orientation							$   150



						TOTAL				$5,000







Accepted by ______________________________



Amount ________________  By date of ______________, _________			







_______________ Council				                   Boy Scouts of America







Especially Prepared for: James B Strong







School Night for Scouting Round-Up



A project of $6,600







Surveys continue to show that three of four boys definitely want to join Scouting.  In our area, only one of four is now enrolled because young boys usually are bashful and seldom aggressive about joining anything without a special invitation.  We need your help in bringing together these boys and introducing them to existing packs, troops, teams, crews, and posts.







Use the School Night for Scouting plan.  Invite all prospects and their parents to the elementary school nearest their homes and assign them to a unit.  Ideally, every elementary school in the district or council will be open on the same night.  It is an opportunity to invite many boys to become members.  It enlists the support of parents.  It leads to the organization of new units.  It is a recruiting idea of proven excellence.







1.	General Program Materials					$1,000



		Prospective chartered organization packet



		Committee training tools



		Boy-fact survey cards



		Invitation cards for boys



		Promotional Fliers







2.	Kickoff Programs							$2,000



		District Coordinator orientation dinner



School coordinator orientation dinner



Victory “coffees”







3.	New-Unit Kits							$400



		Cub Scout Packs



		Boy Scout Troops



		Varsity Scout Teams



		Venture Crews



		Explorer Posts







4.	Recognitions							$1,200



Boys’ Life segments	



Unit Ribbons



Unit Leader coffee mugs	







5.	Office Support							$2,000



		Envelopes and paper



School-use fees



Extra secretarial help



Postage



Other materials







Accepted by ______________________________



Amount ________________  By date of ______________, _________
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____________ Council

Boy Scouts of America



PROJECT SELLING –PROPOSAL WRITING WORKSHEET


ESPECIALLY PREPARED FOR:            

A PROPOSAL FOR:         

Paragraph(s) on Aims & Objectives of Scouting:       

Statement of a problem that is preventing the accomplishment of this element:


     

Paragraph on specific items and money needed to solve this particular problem.        

Paragraph respectfully requesting help and expressing appreciation for consideration.        

Recognition and public relations benefit to donor:        

Accepted By: ______________________


Amount: $_______________           By date of  ____________________
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_______ Council






 Boy Scouts of America


20__ [Community] Leadership Breakfast


5 Steps to Success


Objective:   Our objective is for each member of the committee to personally contact at least six to 10 past donors and new prospects for the Leadership Breakfast.  We would like each committee member successfully to solicit three new Corporate Tables.

1. Review your prospect list for corrections or deletions.  If necessary, make notes on the list and fax to [fax] attention [Staff Adviser] or email [address] for an update.


2. Select additional prospects from the lists available.


3. Brainstorm 4-5 new prospects and submit your list for clearance.


4. Ask each of your prospects to join you in making a contribution to Scouting.  (First send an invitation, then personally follow up)


5. Fill your table with 10 people who can make either a personal or a company gift to Scouting.


6. Attend the Leadership Breakfast with your prospects.


REMINDERS


· Focus on renewing all past donors first.


· Personally follow up with all prospects who do not respond to your letter.


· Personally contact all prospects by January 15.


· Work new prospects (your vendors, clients, friends, and associates).
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__________ Council

Boy Scouts of America




2010 [Community] LEADERSHIP BREAKFAST


Chairman Job Description


Prepared especially for: 


_______________

Overview

The [Community] Leadership Breakfast is the largest Fund-raising event of the __________ Council.  It serves as the major rallying point of the council’s annual fund drive, the Friends of Scouting Campaign.  The Breakfast Chairman brings together the committee, major sponsors, and resources to make the event successful.  To be successful, the event must passionately and clearly present Scouting to the community leadership and reach its financial target.


Responsibilities

· Help recruit and give leadership to the Leadership Breakfast committee. (ideal committee size:  30-45).

· Chair and host 2 or 3 meetings of the breakfast committee (late October, mid-November, mid- to late January).


· Help develop and solicit the prospect list for major sponsors.


· Help identify and recruit a Co-Chairman (2011 Chairman).


· Sponsor the cost of the breakfast ($25,000) and provide the resources of [Your Company] to ensure a successful event that reaches its goal.


· Host the Leadership Breakfast: February __, 2010; 7 – 8:45 a.m.; The Best Hotel.


What we really want:


· [Chairman/Company] to underwrite Breakfast.


· [Mr. Big] to invite people (his list added to ours) to serve on committee.


· [Mr. Big] to attend three committee meetings and Leadership Breakfast.  He sets dates of meetings.

· Provide with letterhead and signature for communications to committee (letters will be submitted for approval).

· Help us recruit 2011 chairman.



LEADERSHIP

BREAKFAST


2010
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_______ Council                                                                        Boy Scouts of America




20__ [Community] LEADERSHIP BREAKFAST

Committee Member Job Description


Overview

Each committee member is responsible for:


· Securing his/her own organization's Corporate Table

· Renewing and upgrading three to four historical donors

· Identifying and soliciting three to four new prospects

Companies that buy a Corporate Table are asked to:


· Run a mini-corporate campaign by inviting ten people to attend the breakfast who will give individual gifts of $330 or more at the breakfast 

Companies may invite employees, vendors, or associates.


Tasks


· Attend three meetings of the Leadership Breakfast Committee or meet individually with BSA staff.


· Secure and organize your organization's Corporate Table by December 15, 2009.


· Call on four to five historical prospects to renew and upgrade their gift by December 15.


· Help identify, evaluate, and solicit four to five new prospects with the goal of securing three new Corporate Tables by December 15.


· Make a follow-up call to each of your prospects who have not responded by 


January 15, 2010.


· [image: image1.jpg]



Attend the Leadership Breakfast on February __, 20__, 7 a.m. at [Location].
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__________ Council                                                                                 Boy Scouts of America



20__ [Community] Leadership Breakfast


[Day][Date]

[Location]

7:30 a.m.

Agenda

1. Welcome


Breakfast  Chairman

1. Introductions--Thank you for agreeing to help raise funds for _______ Scouting!  

1. Thanks to many of you in the room, in 20__ we far exceeded our goal of $535,000

· 700 people attended

1. 2007 target:  $575,000.  

· Keep everything from last year and add to it. 

· Each committee member get at least one new corporate table.  


· How will we do it?  Last year we discovered that by beginning early we could get more accomplished by the Breakfast.  We have the same early start this year and we have a committee that is just as strong as last year’s committee


1. Keynote Speaker:  _______

1. Master of Ceremonies:  ________

2. Leadership Breakfast Overview 
Director of Finance Services

a. Last year’s Event in 2009:

· 8 Golden Eagle Tables ($5,000), 23 Corporate Tables ($2,750), and 12 Eagle Patrol Tables ($1,500)


b. To reach our Target In 2010:

· 8 Golden Eagle Tables ($5,000), 25 Corporate Tables ($2,750), and 15 Eagle Patrol Tables ($1,500)


c. Overview & Timeline *


d. History: Past Chairpersons/Speakers/$ Raised *


e. Committee Roster *


f. Save-A-Date * 


3. Scouting in [Any town]
Scout Executive

3. What the Council Does for the Unit*


3. Annual Report*

4. Review of Leadership Breakfast Committee
Director of Finance Services

4. Job Description*: Emphasize attending the event and arranging for their own corporate table


4. Four sources of gifts: Corporate Tables*

4. Corporate Gifts: $10,000 table (10); $5,000 table (10); $2,750 table (10); $1,500 half-table (5).


4. Corporate Campaigns: Someone will agree to fill a table with 10 people from their company to come and make personal gifts at the breakfast.


4. Individual Gifts: Try to get people with the potential to make a gift of at least $165 and hopefully $330.


4. District Campaigns (6 districts within the council raise money from Scouting families, alumni and small businesses throughout the county--organized separately from this committee.  They will fill 6-12 tables)


5. Support Staff Lunch 
……………Administrative Assistant to Finance

5. [Day][Date] [Time], [Location]

5. A lunch meeting with committee members’ support staff to give them materials, explain the process, and thank them for their help.

5. Fact Sheet for Support Staff*

6. Selection of Prospects/Letters
Larry Crouch

a. Corporate Tables* (Distributed Above)*


b. Steps To Success*


c. Sample Letters*


d. 3 ways to increase:  upgrade donors, new donors, more corporate campaigns


e. Update of existing prospect list*

d. 2007 table renewal*

e. Review of Unassigned Prospects*


f. Review of new prospect list/submit new prospects*


g. Timetable (Overview Sheet already reviewed)*

h. Online Registration and Giving*

i. Reports/reporting (E-Mail/Fax/Mail/Copy Assistants?)


7.
Closing Comments
John Shiely

a. Make yours and your company's commitment right away.  Let's have each of our commitments be the first in.


b. Let's each run a corporate campaign--to have two tables of 10 donors at the breakfast – no matter how many tables we purchase

c. Personally follow up with your prospects—that’s the key to success.

d. Next Committee Meeting:  [Day][Date] [Time], [Location]

e. The success of Scouting depends on the leadership of volunteers like all of you here today.  I challenge you as a member of our Friends of Scouting team to renew and increase those historical gifts, contact your friends and associates to support Scouting. 

f. Lastly, thank you for the important role you have in bringing Scouting to 21,000 youth.  Thank you!


*Items that are included in each person’s packet as support materials



_______ Council





      Boy Scouts of America


CORPORATE TABLES


There are three levels of table sponsorship:



Eagle Patrol Table:
$1,500 - 5 seats shared with another company



Corporate Table:

$2,750 - 10 seats 


Benefactor Table:
$5,000 - 10 seats, preferred seating, special program recognition, five parking passes


A committee member sponsoring a table may fill the table in one of two ways:


1. Employees of the corporation who will each make a personal gift


–or—


2. Other prospects who will make either a personal or company gift of $330 or more per person


During the program, the breakfast chairman will ask everyone in attendance to make a personal gift.  He will suggest a gift of $330, the amount to support two Scouts in 2010.  A donor can make a gift of any amount; however, our emphasis should be on inviting those who are capable of giving $330 or more.
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______________ Council
Boy Scouts of America




COMMUNITY LEADERSHIP BREAKFAST


Friday, February 22, 2010

The Pfister Hotel

Date Printed: 8/14/09 5:09 PM

		ACTION DETAIL



		5:45a.m.  (Dave L., Glen, Katie, Larry, Irene )


SET-UP:  room, audio visual check, decorations, registration with fact cards, recognitions, table arrangements, music, sound, seating



		6:15  (Staff)


STAFF ARRIVES, displays set up.



		6:15  (All staff)


STAFF BRIEFING AT STAGE AREA



		6:15  (Katie, Pfister staff)


PRACTICE RUN OF AUDIOVISUAL



		6:30  (Staff)                                                                 Explorers–Cynthia;Scouts/Cubs–Sarah/Joe/Mark/Matthew; 


YOUTH PARTICIPANTS ARRIVE.  LFL–Shannon; - Displays–Alex 



		6:30 (Steve, Dave, Scouts)


PRACTICE OPENING CEREMONY



		6:40  (Staff, Glen)


FINAL CHECK: room (decorations, food, sound/AV, lighting, registration, seating, programs, annual reports, ceremony). (Podium needs: Script, Shiely, Lee & Wagner recognitions.)



		6:45  (Larry, Sharon)


JOHN SHIELY, JEFF WAGNER, MARK LEE ARRIVE:  Mark Lee and John Shiely are met by Sharon Moulds. Jeff Wagner meets with John Shiely and Larry to review final script.



		6:45  (Dave Loosen, Order of Arrow)


COAT ROOM OPEN & STAFFED



		6:45  (Irene, Penny and Aimee)


REGISTRATION OPEN


COFFEE BEING SERVED. 



		6:50 (Scouts, Assigned Staff)


DISPLAYS AND FELLOWSHIP.



		7:00 (Katie, Pfister Staff) BEGIN PROGRAM: (sponsor slides).



		7:00  (Head Table Personnel, Larry)


GATHER AT STAGE FOR BRIEFING: John Shiely, Jeff Wagner, Mark Lee, Keith Burns, Larry.



		7:15  (Katie, Matt, Scouts)


SCOUTS BEHIND STAGE/ FLAGS POSTED



		7:20  (ALL STAFF)


OPEN DOORS TO MAIN HALL.


ENTER BALLROOM.  Section Ushers begin moving crowd into ballroom. (Katie and Matt  behind screen)



		7:25 (Jeff Wagner)


BLINK LIGHTS, RING GONGS.  WELCOME AND TWO-MINUTE WARNING.  

Good morning.  Welcome to Scouting's 34th Annual Leadership Breakfast.  Our program will begin in two minutes.  Please find your seats. 

(Katie, Jim, Glen, Matt and all Scouts to rear of room for opening, A-V personnel in position)


(Matt Seipel, Mac Crouch to side of stage.)



		7:28  (All Staff)


HELP PEOPLE FIND THEIR SEATS.  


(Get people to their seats before the lights are dimmed)





		OPENING   


[Use lighted fleur-de-lis, logo signs (if possible) as backdrop on stage. American and Council Flags stands will be on stage.  Scouts will convene behind stage.  At appropriate time:]


 (7:30) (Matt Seipel)


[Give Scout sign] 


May I have your attention please?”  (lights dim)

Good morning. (pause)  I am an Eagle Scout.  


My name is Matt Seipel, this is Mac Crouch, a Life Scout.  I am a member of Troop 506, chartered to the Greendale Middle School PTO; Mac is a member of Troop 31, chartered to St. Sebastian’s Home and School Committee. It’s great to see so many people at our 34th Annual Leadership Breakfast.  February 8th marked Scouting’s 97th birthday and we now have over 110 million alumni.  


(Troop 506 Scouts staged in rear of room. Scouts carrying flags slowly walk to front from rear of room, post their flag and return to present another.  As Scouts begin coming forward Matt Seipel begins speaking.  When all flags are posted, Scouts stand at attention in front by their last flag. 


(Matt Seipel)


An important part of Scouting for our members is citizenship training. Scouts and Venturers are elected to a leadership role, accept that responsibility and learn by living up to it.  Along with citizenship, Scouting promotes love of country. (Point to flag on shoulder) In fact, the American flag on each of our uniforms reminds us of this.  

There is no better symbol of our country's values and traditions 


than the Flag of the United States of America.  Chosen by the Continental Congress in 1777, it continues to exemplify the profound commitment to freedom, equality, and opportunity made by our founders more than two centuries ago. 


Our flag's proud stars and stripes have long inspired our people, 


and its beautiful red, white, and blue design is known around the world 


as a beacon of liberty and justice.


(7:31)( Mac Crouch)


In Scouting we learn the significance of our Flag.  


Its 13 red and white stripes represent not only the original colonies, 


but also the courage and purity of our Nation, 


while its 50 stars stand for the separate but united States of our Union. 


As you may have noticed outside, 


we have a number of historical flags 


and official Stars and Stripes with us this morning.


(Matt Seipel)


Please stand.  Scouts Attention!  

Color guard, prepare to advance the colors. 


Color guard advance.


Scout salute! (pause) 

The Historical flags will be followed by the official flags of our country: 


(As the individual flags are brought in (QUICKLY!), 


announce the following dates an  names of the flags):


Rhode Island Regiment Flag




Queen Ann Flag also known as the British “Red Ensign” 


Bunker Hill Flag



Continental Flag 


George Washington’s Commander-in-Chief Flag 


Philadelphia Light Horse Troop Flag 


Washington’s Cruisers Flag 


Grand Union Flag





1st Navy Jack



Betsy Ross Flag


Green Mountain Boys Flag


Bennington Flag


Serapis Flag that flew over John Paul Jones’ flagship 

 

Battle of Cowpens Flag


Great Star Flag with 20 stars


General Freemont Flag with 26 stars


Fort Sumter Flag with 33 stars


(Navone, Kimble to stage)


(7:33)(Mac Crouch)


And now the official flags of the United States of America:


13-Star Flag, our country’s first, in use during Revolutionary War                                        
  also known as the First Navy Stars and Stripes


15 Star Flag in use during the war of 1812 


       also known as the Star Spangled Banner that flew over Fort McHenry


24-Star Flag also known as Old Glory


33-Star Flag in use during the Civil War 


38-Star Centennial Flag 

45-Star Flag, the flag flying when the Boy Scouts of America was founded                                  


48-Star Flag, also known as the “Iwo Jima” Flag,


       is followed by the state of Wisconsin Flag, adopted in 1848


The 50-star flag that we use today is posted on stage.


This flag came into use in 1960.  (pause)

Color guard, post the colors!


(Navone, Kimble come to microphone)


(Kimble)


This is Ashley Navone.  She is a Law Enforcement Explorer with Post 882, chartered to ___________ Police Department  and I am Stephen Kimble, an Explorer with Explorer Post 875 which is chartered to ___________ Fire Department.  We are both learning about our future careers through Exploring. 


(Navone)

Please stand and join us in the Pledge of Allegiance.  I pledge allegiance…….

 (Jeff Wagner to side of stage)


 (Dudley, Davis, Tobin, Castelli  to side of stage)

(All Scouts exit stage and go to assigned seats after the Pledge of Allegiance)





		(7:35)  (Jeff Wagner)

JEFF WAGNER WELCOMING COMMENTS


Good morning!  I am Jeff Wagner.   Thank you, Scouts, for getting our program off to a great start.  Thank you as well to John Shiely and Briggs & Stratton Corporation for hosting this morning’s breakfast.    It's a pleasure to be here.  I really appreciate the opportunity to be with you today.   We're excited to have Mark Lee with us today.  We look forward to your comments, Mark. 

  Here is a visual for you:  there are envelopes that are printed “Open Me” at your places.  One out of every 5 envelopes has a bookmark in it that says “Thank You”.  That ”Thank You” represents the 20% of young people we are serving in ___________ .  One of every five young persons in ___________ are served by Scouting programs.  The remaining envelopes represent the lives we could be changing if we were more fully funded.

On behalf of the ___________  Council and its members, I wish to welcome you and thank you for being here this morning.  


This year, the Boy Scouts of America is celebrating its 98th year of service to the youth of our community and our nation.   The corporate community, individual donors and the United Way have played a significant role in making Scouting’s character development programs a reality in ___________.  Through their leadership and financial support, Scouting now serves 20,540 youth ages 6 to 20 in nearly every neighborhood of ___________.  We have nearly 4,000 volunteer leaders assisting in the delivery of this great program.


Before getting under way, I'd like to introduce some special guests and have them stand.  Please hold your applause until all are introduced.

· Keith Burns, President of the ___________  Council and Managing Partner of Ernst & Young


· Mike Derdzinski, Immediate Past President of the ___________  Council and President of the South Division with Johnson Insurance


· John Shiely, President and CEO of Briggs and Stratton and Chairman of the 34th Annual Leadership Breakfast


· Doug Hagerman, Senior Vice President and General Counsel at Rockwell Automation and Honorary Co-Chairman for this morning’s breakfast


· Meg Porter, Courtney Phillips, Aaron Zitelsberger and Molly Carey, representing our program partner, the United Way of Greater ___________

· Scott Walker, ___________  Executive


Please join me in recognizing these special guests! (start applause)


To give our invocation this morning, please join me in welcoming Life Scouts Brian Dudley and Dwayne Davis from Troop 141, chartered to Sherman Park Lutheran Church and Life Scouts Joshua Castelli and Mike Tobin from Troop 506, chartered to the Greendale Middle School PTO.   

 (Wagner seated)


(Dudley, Davis, Tobin, Castelli)





		(7:36) (Tobin) The 12th point of the Scout Law is “A Scout is Reverent”.  He is faithful in his religious duties.  He respects the beliefs of others.  


As we live our lives, we will encounter people expressing their faith in many different ways.  It is our duty to respect and defend others’ religious beliefs even when they are different from ours.  


(Dudley)  Let us bow our heads.  Heavenly Father, You give us bodies to nurture and strengthen, so that we will live healthy, fruitful lives in service to home, family, community and country.  You give us minds for us to form, so that we will one day think of the stars and beyond and aim for the highest goals in life.



		(Davis)  You give us leaders, like those before us today, who have given personal and professional resources to help build boys into men of character.


In a very special way today, bless our Board Members, all the Scouts across our council and our generous donors as they leave their mark on Scouting.


(Castelli)  Heavenly Father, touch each of us with love and appreciation for all the good in life – for friends – for family – for this food – for this time together.  Bless our Scouting leadership.  In your name we pray, Amen.





		(7:37) (Jeff Wagner)


Enjoy your breakfast.  We'll be back with our program soon.


 (Wagner seated)






		(7:37) Pfister


BREAKFAST SERVED; HEAD TABLE SERVED FIRST



		(7:49)(Jeff Wagner to stage)  



		(7:50) (Jeff Wagner)


(Brief personal comments – 1:00 min.)



		(7:51) (Jeff Wagner)


INTRODUCTION OF SHARON MOULDS 


To tell you a little more about Scouting in ___________ , welcome Sharon Moulds, Scout Executive and CEO of the ___________  Council, Boy Scouts of America.



		(7:52) (Sharon Moulds)


SHARON MOULDS PRESENTATION

Thank you, Jeff.


(Sharon Moulds Comments/Power Point – 1 1/2 minutes)



		(Moulds)

We are indeed proud of our growth but even more satisfied with the results your fundraising is accomplishing --- the outcomes and research prove that Scouting is making a difference in the lives of our youth.


Please welcome Keith Burns, President of the ___________  Council and Managing Partner of Ernst & Young in ___________.


 (Moulds seated)



		(7:54) (Keith Burns)


KEITH BURNS PRESENTATION


You can review some of the great things happening in Scouting in the annual report at your tables.  Thanks to all of you, Scouting is a success in ___________.  We can also specifically thank our partner the United Way of Greater ___________, which directs its allocation to Learning For Life and Scoutreach.  (Personal Comments 1-1/2 minutes)


This makes Learning For Life a reality for 11,000 school children in ___________.  You may review Learning For Life information in the Learning For Life Annual Report, also at your tables.  Finally, thank you also for your gifts that make traditional Scouting possible. 



		(7:56)(Jeff Wagner)


INTRODUCTION OF MARK LEE


You can read a full bio of Colonel Mark Lee, astronaut and Eagle Scout, in your program and we are extremely anxious to hear his presentation, so let’s get started.  

Ladies and gentlemen, Colonel Mark Lee.



		(7:57) (Mark Lee)


KEYNOTE ADDRESS (26 Minutes)






		(8:23)(Jeff Wagner)(Shiely to stage)

(Brief personal comments – 1:00 min.)


Thank you, Mark, for your inspiring remarks.


Please turn your attention to the screen


(Play video: “ I am…” 2:00 minutes)


Now please welcome our Breakfast Chairman, John Shiely who will get us started on why we’re here this morning.


(Jeff Wagner) Don’t forget the envelopes at your places.  One out of every 5 envelopes has a ”Yes” in it.  Don’t forget the one four of every five boys we are not able to serve in ___________ .  Don’t forget the lives we could be changing if we were more fully funded.  Do your best.



		(8:26) (John Shiely)


On behalf of Briggs & Stratton, welcome and thank you for attending this morning.


If you have not yet had the opportunity to make your gift, now is the time to complete the pledge card you will find at your table.


I know many donors like to make their contributions at the end of the year.  That is great, but we ask you to complete a pledge card today and we will send you a reminder in November or December.  If you make your Friends Of Scouting gift through the United Way deTocqueville Society, we will not send you a reminder at all, as the United Way will forward your gift to us.  Filling out a pledge card now will allow our Scout volunteers and staff to concentrate on delivering programs rather than raising money.  After all, getting quality programs to kids is what we’re all about.






		If you are a past donor, please upgrade your pledge by 10% or to the next suggested giving level listed on your pledge card. 


The cost to support one Scout for one year is $165.  If this will be your first gift to Scouting, I invite you to consider a gift of $330, which will support two Scouts in the program for a year.  In fact, if you make a gift or pledge of at least $330, you’ll be in our drawing for one of four pairs of Talkabouts.  If you make a gift of $500 or above, you will be in a drawing for one of four leather duffles.  A gift of $1,000 qualifies you for a drawing for a pair of round-trip tickets to any location serviced by Midwest Airlines.  


There are flyers in your brochures that detail the various giving levels.


Whatever your gift, your contributions are deeply appreciated and will be an investment you will be proud of.



		Please look at your pledge form:


· Check the box on the back that indicates the level of your gift


· You can write a check today, make a pledge to be billed over time, or charge your gift to VISA or MasterCard--indicate your preference


· Paying by VISA or MasterCard, be sure to write the expiration date


· Fill out your name, address, and phone number


· Sign the card (especially if you are paying with a credit card)



		Let’s take a few minutes to fill out cards with whatever gift you can afford.  Then put them in the envelopes at your table and a Scout will be around to pick them up.


(John Shiely fills out his pledge card at the podium, then is seated.  We will give about 2 minutes for people to fill out cards.  Scouts will collect envelopes from each table and take to back of room.) ([LFL Teacher], Moulds, Burns to side of stage)

(Jeff Wagner to side of stage)



		(Scouts, Steve.)


CARDS COLLECTED AND TURNED IN


(People fill out cards and give to Table Host to put into large envelope.  Scouts will be standing by tables to receive envelopes from Table Hosts.  Scouts will take envelopes to staff at back of room.)


(Count Money)


(Dave Loosen Instructions)


(Table envelopes with pledge cards are taken by staff to Lobby.  Steve will stand at ballroom door and check-off envelopes as they are taken into lobby.  Steve and staff  will open sealed(?) envelopes.  Dave Loosen will review cards, looking for appropriate number of $330, $500 and $1000 contributions.  Record those names on the Prize Drawing Sheet and take to Katie to record in computer.)



		(8:31)(Jeff Wagner)


THANK MARK LEE

Thank you, Mark, for your inspiring remarks.  You are a role model for all of us and an ambassador of Scouting.  The Boy Scouts are truly grateful to you for being with us today.  The ___________  Council, Boy Scouts of America and its 20,000 members express their gratitude to you and recognize you with a certificate to send five central city youth to camp in your name this summer. 


(Present certificate, lead applause)



		(8:33)(Jeff Wagner)


(Mike Derdzinski to stage)


While you are completing your cards and we are collecting them, please turn your attention to the screen


(Play video: “ Scouting In America” 7:00 minutes)





		(8:40) (Jeff Wagner)


JOHN SHIELY RECOGNITION


I would like to at this time recognize John Shiely for his leadership in our community and as chairman of this Leadership Breakfast.  It is the commitment of corporate leaders like John and so many of you in the audience that make it possible for Scouting to do the wonderful things that it does in ___________ .  John ….


(Presents recognition piece (in podium) to Shiely)





		(Jeff Wagner)


INTRODUCTION OF MIKE DERDZINSKI

Let's find out how we did on our fundraising this morning.  While we have been speaking, we added up the money we raised this morning plus those gifts that were received prior to the breakfast.  If all works according to plan, the totals have been put in the computer and will be displayed on the screen in a moment.


To help announce the results of our giving today, I would like to ask Mike Derdzinski, President, South Division, Johnson Insurance and Immediate Past President of the ___________  Council.


(Wagner seated; Derdzinski on stage)


(Dave L.: Scout ready with  envelope: “Campaign Totals”)


(8:41)(Mike Derdzinski)


CAMPAIGN REPORT


Thank you, Jeff.  Our goal is to raise $575,000, which is more than half of our annual campaign goal.  Your gift helps ensure that Scouting will continue to instill values and provide quality programs for its 20,000 members.


We have in excess of 200 volunteers who are a part of this year’s Friends of Scouting campaign.  Both the Leadership Breakfast Committee and the Campaign Cabinet are listed in your program.  Let’s thank these people for their great service to Scouting.


(lead applause)





		(Shiely to side of stage)


 (Scout takes “Grand Total” envelope to Derdzinski) 



		(Derdzinski)


John, I am pleased to report that the campaign so far and this Leadership Breakfast have been a tremendous success.  Here is the envelope with the Grand Total.  

(Give envelopes to Shiely). 


(Derdzinski Seated)



		8:44 (John Shiely)


BREAKFAST COMMITTEE REPORT


Before I announce our grand total, I would like to extend my special thanks to each one of you for your support and especially to the Leadership Breakfast committee listed in your program. 


Lastly, I would like to thank Jeff Wagner for joining us today as our emcee.  Jeff, we appreciate you being with us. 


(present gift to Jeff)

Our Reporting Table has added up all of the corporate, foundation, and personal gifts given this morning to give us a grand total. 


Remember, our goal this year is $575,000.  This year we raised 


(pause for effect)$ __________.  


(Open envelope and read amount, lead applause. Music effects played loud, then volume lowered.)

Thank you!  Our Scouts, leaders and entire team of volunteers are grateful for your generosity.

(John Shiely seated.)



		(8:45)(Jeff Wagner)


CLOSING COMMENTS


Congratulations, John!  And thank you to Briggs & Stratton for your support today.  I am truly impressed with what we've learned about Scouting, and equally impressed with the terrific support of our audience.


Thank you, again, Mark, for joining us today.


The winners of the Talkabouts, duffels and Midwest Express drawings are listed on the screen.  You can pick up your items at the back of the room after the close. 


Please turn in your nametags at the table outside or simply leave them at your place.

Thank you and have a great day!  We are adjourned!
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2010 [Your Town] LEADERSHIP BREAKFAST


February __, 2010


FACT SHEET & TIMELINE


Overview


The [Your Town] Leadership Breakfast is the largest Fund-raising event of the year for Scouting in _____ Council.  It serves as the major rally point of the council’s annual Friends of Scouting campaign.  Proceeds of the event are used to support Scouting’s youth development programs that serve ______ youth members. The 2010 Breakfast Chairman is [Name].  Our keynote speaker is [Name/Accomplishments].  Individuals are invited to attend and are asked to contribute $330, although any size gift may be made.  Corporations are asked to make their annual Friends Of Scouting gift and are recognized with a table(s) at the breakfast at an appropriate sponsorship level.  There is a group solicitation of all individuals during the breakfast.


Objective


Our objective is to have __ corporate tables, __ District tables, ___ in attendance and to raise a total of $___,000.


Who Attends


The audience of the [Your Town] Leadership Breakfast includes three groups: (1) Individual donors who attend and make their donation at the breakfast, (2) Corporations that purchase a table of 10 ($5,000 or $2,750) or 5 ($1,500) and whose guests are invited to make a personal donation; and (3) Friends of Scouting Campaign volunteers who attend the breakfast from their district. Individuals and companies that cannot attend are asked to make their gift prior to the breakfast so that their gift may be included in our total report.


District Participation


The breakfast is an opportunity for districts to bring significant donors together to renew or solicit their gifts.  Each district community campaign team is asked to fill one table per  team Captain.  The Captain should fill the table seats with his/her own enrollers and with donors.  Additional table space is available if more than 10 donors attend.


Use the Leadership Breakfast as a focal point for the district’s community campaign.  Each campaign team should strive to renew all historical donors and solicit as many new donors as possible by the breakfast, even if those sponsors cannot attend the breakfast.


Timeline


Mid-November


Formal Invitation mailed


November -February 1

Teams call prospects and invite to breakfast


Mid-February


Deadline for Breakfast reservations


February 22, 2010

Leadership Breakfast 7 a.m. [Location]


Breakfast Chairman:

[_____]


Date:



Friday, February __, 2010


Place:



[_____]


Time:
7 a.m.- 7:30 a.m. Fellowship period with coffee and Scouting displays.


7:30 a.m. - 8:45 a.m. 

Breakfast and Program


2008 Campaign Theme:  
“Words To Live By”

Leadership Breakfast


Sample Gift Table

Attendance: 350


Presold:


10 Corporate Tables


12 Corporate Half-Tables 


[image: image1.emf]Number of Gifts Level Timing Total


1 10,000 $      Advance 10,000 $                         


2 5,000 $         Advance 10,000 $                         


6 2,750 $         Advance 16,500 $                         


12 1,500 $         Advance 18,000 $                         


25 500 $            Day of 12,500 $                         


50 330 $            Day of 16,500 $                         


75 165 $            Day of 12,375 $                         


100 85 $               Day of 8,500 $                           


104,375 $                      
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[image: image2.emf]Number of Gifts Level Timing Total


1 10,000 $      Advance 10,000 $                         


2 5,000 $         Advance 10,000 $                         


6 2,750 $         Advance 16,500 $                         


12 1,500 $         Advance 18,000 $                         


25 500 $            Day of 12,500 $                         


50 330 $            Day of 16,500 $                         


75 165 $            Day of 12,375 $                         


100 85 $               Day of 8,500 $                           


104,375 $                      


Sheet1


			Number of Gifts			Level			Timing			Total


			1			$   10,000			Advance			$   10,000


			2			$   5,000			Advance			$   10,000


			6			$   2,750			Advance			$   16,500


			12			$   1,500			Advance			$   18,000


			25			$   500			Day of			$   12,500


			50			$   330			Day of			$   16,500


			75			$   165			Day of			$   12,375


			100			$   85			Day of			$   8,500


												$   104,375











_______ Council





               Boy Scouts of America


20__ Leadership Breakfast


New Prospects


 List




		Name/Title ________________________________________


Company _________________________________________


Address __________________________________________


City ____________________State ___ Zip ______________


Phone____________________________________________


Circle One:          Personal Gift / Company Gift

		Name/Title ________________________________________


Company _________________________________________


Address __________________________________________


City ____________________State ___ Zip ______________


Phone____________________________________________


Circle One:          Personal Gift / Company Gift



		Name/Title ________________________________________


Company _________________________________________


Address __________________________________________


City ____________________State ___ Zip ______________


Phone____________________________________________


Circle One:          Personal Gift / Company Gift

		Name/Title ________________________________________


Company _________________________________________


Address __________________________________________


City ____________________State ___ Zip ______________


Phone____________________________________________


Circle One:          Personal Gift / Company Gift



		Name/Title ________________________________________


Company _________________________________________


Address __________________________________________


City ____________________State ___ Zip ______________


Phone____________________________________________


Circle One:          Personal Gift / Company Gift

		Name/Title ________________________________________


Company _________________________________________


Address __________________________________________


City ____________________State ___ Zip ______________


Phone____________________________________________


Circle One:          Personal Gift / Company Gift



		Name/Title ________________________________________


Company _________________________________________


Address __________________________________________


City ____________________State ___ Zip ______________


Phone____________________________________________


Circle One:          Personal Gift / Company Gift

		Name/Title ________________________________________


Company _________________________________________


Address __________________________________________


City ____________________State ___ Zip ______________


Phone____________________________________________


Circle One:          Personal Gift / Company Gift



		Name/Title ________________________________________


Company _________________________________________


Address __________________________________________


City ____________________State ___ Zip ______________


Phone____________________________________________


Circle One:          Personal Gift / Company Gift

		Name/Title ___________________________________


Company ____________________________________


Address _____________________________________


City __________________State ___ Zip ___________


Phone_______________________________________


Circle One:          Personal Gift / Company Gift







Submitter _______________________



Address _______________________



City _________________ zip ________



Phone _____________ fax __________







List below   8-10 prospects that you can solicit.







Complete this form and fax or mail to:				_______ Council, BSA



Friends Of Scouting



[Address]



[City][State][Zip]



123-456-7890     fax 123-456-7899
























20__ LEADERSHIP BREAKFAST COMMITTEE



_______ Council, Boy Scouts of America







       I will be in attendance at the following meetings:



__ [Day], [Date], at [Time] at [Location], [Address]



	__ [Day], [Date], at [Time] at [Location], [Address]



	__ [Day], [Date], at [Time] at [Location], [Address]



     Please return this card no later than [Deadline] in the envelope provided. Thank you.







Name * ________________________ Title ____________________________



Company ________________________________________________________



Address _________________________________________________________



City _________________________    State _____       Zip Code _____________



Phone (_____)_______-_________                    Fax (______)______-________  E-mail ___________________________________________________________



          Do you prefer to receive committee reports by:  __ e-mail, __ fax, or  __  mail?



*Please complete as you wish this information to appear on the committee roster and printed materials.































	20__ LEADERSHIP BREAKFAST Support Staff Luncheon



	_______ Council, Boy Scouts of America



	[Day], [Date], at [Time]



	[Location], [Address]



	R.S.V.P. no later than [Deadline]







    Name ____________________________ Title __________________________



     Company ________________________________________________________



     Address _________________________________________________________



     City _________________________   State _____  Zip Code ________________



     Phone (_____)_______-_________      Fax (______)______-________ 



     Email ________________________________@_________________________



You have your choice of :  __  Chicken Caesar Salad or __  Cobb Salad







I am the support staff for __________________________________________























Please fasten your



business card



to this area for



legible and



accurate information.




















[Date]

Name


Address


City, State, Zip


Dear Name:


If you could just give youth in our community stronger values, good mentors, higher self-esteem, a good work ethic, and instill in them a desire to learn, would you be interested?  If you could teach them goal-setting, planning, decision-making, and give them hands-on leadership experience, would you do it?


Research from the Carnegie Corporation, Louis Harris & Associates, Boston University, and Public Agenda shows that you can do all of this through the programs of the Boy Scouts of America.  


I support, and I am asking you to support the Boy Scouts of America in _______ Council.


Scouting provides vital skills, values, and positive relationships for our children.  Scouting is growing in [Community], with nearly _____ of our community’s youth participating in Scouting’s development programs, including _____ in the central city.

Join me at the Annual [Community] Leadership Breakfast for Friends of Scouting.  This breakfast event is an opportunity for you to make a gift to support Scouting in 2010 and help develop young people to achieve their full potential in life.  There is no “ticket” to buy—the breakfast is being hosted by [Chairman] of [Company].  

The Leadership Breakfast is [Day], [Date], at [Time] at [Location].  Coffee and registration begin at 7 a.m.  Our keynote speaker is [Speaker and Information].  The program will be fast-paced, entertaining and completed no later than 9 a.m.


Please consider supporting a central city pack or troop for $1,500 (5 seats) or a pack and a troop for $2,750 (10 seats).  


Be a guest at my table and be prepared to make your gift to Scouting.  If you are not able to join me at my table for this year’s breakfast, please make your contribution in advance to support Scouting’s character development programs by returning it in the enclosed envelope directly to me.  Thank you so much for your support.


Sincerely,


Name


Leadership Breakfast Committee


[Date]

Name


Company


Address


City, State, Zip


Dear Name:


As an employer, what are your concerns for the future?  If you could just give youth in our community stronger values, good mentors, higher self-esteem, a good work ethic, and instill in them a desire to learn, would you be interested?  If you could teach them goal-setting, planning, decision-making, and give them hands-on leadership experience, would you do it?


Research from the Carnegie Corporation, Louis Harris & Associates, Boston University, and Public Agenda shows that you can do all of this through the programs of the Boy Scouts of America.  


I support, and I am asking you to support the Boy Scouts of America in _______ Council.


Scouting provides vital skills, values, and positive relationships for our children.  Scouting is growing in [Community], with nearly _____ of our community’s youth participating in Scouting’s development programs, including _____ in the central city.

Join me at the Annual [Community] Leadership Breakfast for Friends of Scouting.  This breakfast event is an opportunity for you to make a gift to support Scouting in 2010 and help develop young people to achieve their full potential in life.  There is no “ticket” to buy—the breakfast is being hosted by [Chairman] of [Company].  


The Leadership Breakfast is [Day], [Date], at [Time] at [Location].  Coffee and registration begin at 7 a.m.  Our keynote speaker is [Speaker and Information].  The program will be fast-paced, entertaining and completed no later than 9 a.m.


Please consider supporting a central city pack or troop for $1,500 (5 seats) or a pack and a troop for $2,750 (10 seats).  


Be a guest at my table and be prepared to make your gift to Scouting.  If you are not able to join me at my table for this year’s breakfast, please make your contribution in advance to support Scouting’s character development programs by returning it in the enclosed envelope directly to me.  Thank you so much for your support.


Sincerely,


Name


Leadership Breakfast Committee

LETTER TO INDIVIDUALS







Use this letter to mail to the individual soliciting a personal donation to Scouting.  Include a response form, brochure, and a return envelope addressed to you.  Send a copy of your letters to [Staff Adviser], _______Council, [Address], [City][State][Zip].  Call with any questions at 123-456-7890.







LETTER TO COMPANIES







Use this letter to mail to companies soliciting a corporate table sponsorship for Scouting.  Include a response form, brochure, and a return envelope addressed to you.  Send a copy of your letters to Larry Crouch,  Milwaukee County Council, 330 S. 84th St., Milwaukee, WI 53214.  Call Larry or Patty Orlovsky with any questions at 414-443-2872.







LETTER TO Corporations







Use this letter to mail to individual soliciting a personal donation to Scouting.  Include a response form, brochure, and a return envelope addressed to you.  Send a copy of your letters to Larry Crouch, Milwaukee County Council, 330 S. 84th St., Milwaukee, WI 53214.  Call Larry or Patty Orlovsky with any questions at 414-443-2872.







LETTER TO CORPORATIONS







Use this letter to mail to the individual soliciting a personal donation to Scouting.  Include a response form, brochure, and a return envelope addressed to you.  Send a copy of your letters to [Staff Adviser], _______Council, [Address], [City][State][Zip].  Call with any questions at 123-456-7890.
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20__ LEADERSHIP BREAKFAST


Background and Talking Points for [Speaker]

Event Summary:
This is the Annual [Community] Leadership Breakfast.  It is a Fund-raising event of the ______ Council, Boy Scouts of America.  In 20__ our goal is $______.  The program will include several segments highlighting Scouting, a request for contributions, and your speech. 


Breakfast Theme:
Words To Live By

Audience:
We expect about 550 people, mostly corporate CEOs, other business and community leaders who support Scouting, and other Scouting donors.  There will be about 40 youth Scouts present who will help with the opening ceremony.  People will come to support Scouting and to hear from you.


Time:
We have planned on 20 minutes for your speech.


Your Speech:
It would be extremely helpful for you to tie in supporting comments about the Boy Scouts and how important you feel our program is to youth and the future—and encourage those present to support Scouting with a gift.


Scouting in _______:


1. 2009 was an extremely good year for Scouting in [Community] with _______ youth members.


2. Scoutreach/Multicultural Markets is Scouting’s program for central-city youth.  It now serves over _______ youth members through Scouting programs in city housing developments, in partnership with other central-city organizations, and our in-school programs.


3. In 2009 ___ youth earned the Eagle Scout Award, Scouting’s highest recognition.  Only 5% of youth who are in Scouting will earn the Eagle Award nationally.


4. “Friends Of Scouting” is a concerted effort to raise major dollars for our Scoutreach programs, our camp facilities, and our traditional youth development programs.


5. The key message we are trying to communicate is that Scouting is the leading program for the development of character, leadership, responsibility, and integrity in youth.  


6. A recent study by Harris Interactive proves that Scouting is very effective at teaching moral values, increasing self-confidence, and teaching life skills.  The study shows that kids who were Scouts for five or more years make better ethical choices than those who were not.


The Scout Oath


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 Scout Law


A Scout is:


Trustworthy


Loyal 


Helpful


Friendly


Courteous


Kind 


Obedient 


Cheerful 


Thrifty


Brave 


Clean 


Reverent
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20__ Leadership Breakfast


Staff Assignments


The Leadership Breakfast is set for February 22 at the Pfister Hotel.  In order to make the event a success, it will require a total team effort from our staff.  A top priority is to showcase our youth programs to our community leadership.  Our reception area will be much larger than in past years and will be able to have more displays for our guests to view.  Here’s the help needed with displays and other program components:


1**:
AV Support/Power Point Presentation.  Stage management before and during breakfast.  Oversee set-up and take down.  


2**:
4 - 6 Hispanic Scouts, to collect cards and man displays (One troop or pack to do its own display).  Ensure programs are delivered to Pfister Hotel and placed on tables.  Help in display area.  Section Usher. Set up and take down.  Help collect cards.  

3:
4 - 5 minority Cub Scouts to run Pinewood Derby in display area, help in ceremonies, and collect cards (one troop or pack to do its own display).    


4**:
Oversee set-up and take down of gateway (assist Dennis Mersenski).  Recruit troop to set up gateway.   Recruit troop to set-up campsite. Section Usher.  Help collect cards.  Set up and take down.   Lights during program. 

5***:
Opening, Thursday rehearsal, Invocation.  Supervise pledge card collection.  Set up and take down.  

6
Ensure all displays are recruited, scheduled, set up and manned.  (See list below.)  

7***:
Assist Steve Lirely with rehearsal and execution of opening program.  Assist Jim Tobakos with recruiting Eagle Scouts.  Set up and take down.  Money counting.  Assist as necessary.

8*:
Set up and take down.   Track progress toward filling district tables.  Expected: 2 full tables of donors per district (don’t count youth toward filling tables). Be prepared to provide weekly updates to staff on progress. Ensure each District Executive is prepared to greet district donors as they arrive at the breakfast.  Oversee Section Ushers.

9**:
3 - 4 Scouts (One troop or pack to do their own display) for ceremonies and collection of cards.  Section Ushers.  Set up and take down.  Help collect cards.  


10*:
Secure Pinewood Derby track.  Oversee Pinewood Derby Race, making sure that Cub Scouts are racing continuously until breakfast begins.  Oversee All Display Areas.   Take down.  Section Usher.  Help collect cards.  


11***:
Assist Steve Lirely with rehearsal.  Secure Learning For Life students and teacher (if necessary).  Section Usher.  Set up and take down.  Help collect cards.  


12**:
3 Law Enforcement or 3 Fire Explorers to have display.  At least 1 female, in uniform.  Table materials, signs, and program posters and easels to Pfister Hotel.  Section Usher.  Set up and take down.  Help collect cards.  


SE:
VIP relations and welcoming of John Shiely & Mark Lee.  


13:
OA to man coat check(s).  Secure 5-8 Eagle Scouts (full uniform) to greet.  Set up and take down. 

14*:
4 - 5 Minority Cub Scouts to run Pinewood Derby in display area, help in ceremonies, and collect cards (One troop or pack to do its own display).  Uniform pants/socks for any Scouts not in full uniform.  


Admin. 
Registration, Raffle prize distribution after the breakfast.


15:
Assist escorting speakers and presenters to stage as directed during program.  AV Support/PowerPoint Presentation.  Set up and take down.     


Support Staff:
Registration


(as needed)


*   Report to the ___________ at 4:30 p.m. on Thursday, February __, 20__.   Staff orientation will last approximately 30 minutes.  Please be on time.


** Report for staff orientation as above.  Set-up will start as soon as the staff orientation is over and you may leave as soon as it is completed.  Check out with Larry or Katie.  


*** Report for staff orientation and set up as above.  Also, be at rehearsal at 6:30 p.m.  Rehearsal will last for approximately 45 minutes with all youth in the program.


Staff Expectations:  


February 20, 10 a.m. – Staff Planning Meeting, room 204


February 21, 2 p.m.  – Loading of Vehicles, Print Shop


February 21, 3:30 – 6:30 p.m. – Transportation & Set-Up


February 21, 6:30 – 9 p.m. – Rehearsal


February 22, 6 a.m. – Leadership Breakfast


Youth should be in full uniform (Scout shirt and Scout pants).  Cub Scouts can wear nice blue jeans.  They should be at the [Location] located at [Address] no later than 6:30 a.m.  Be sure to arrange for transportation and double–check all arrangements on the Thursday prior to the event.  We will provide parts (pants, belts, shirts, etc.) on loan for youth that do not have a complete uniform.


A leader (in uniform) or parent should accompany the youth members.


[We would like all of the youth, leaders, and parents to stay for the breakfast and program (no cost for them). All youth will participate in the opening ceremony and with card collection.  They should plan to arrive by 6:30 a.m. and leave at approximately 8:45 a.m. (or they may leave at 7:45 a.m., if necessary).] 

All youth and staff will stay afterwards to help clean up.


* There is a “rehearsal” on [Date] at [Time] at [Location], which will last for approximately 45 minutes for all youth.


Leadership Breakfast Display Tables


Displays & Table Needs (17)


Heritage Museum
(1)







Popcorn (1)









Law Enforcement Explorers (1)






Explorer Post 63 (1)







Learning For Life (1)







Venturing
(1)








Camps

(1)







Order of the Arrow (1)







Registration Foyer (6)







Campsite









National / World Jamboree (1)






Scouting for Food 
(1)







Pinewood Derby
(1)
        






Gateway






 


















You are


 Cordially Invited 


To Attend The


Support Staff Luncheon

OVERVIEW


The key support staff people for many Leadership Breakfast Committee Members play a crucial role in fulfilling the members’ Leadership Breakfast responsibilities.


In many cases, the support staff person handles the schedule for the meetings, mails out the various invitations, receives and tracks the responses, and forwards the responses to the Scout Service Center.  In addition, that person often assumes responsibility for coordinating the member’s corporate table.


There are many details associated with this role that can help the executive be more effective in his/her calls.  Support staff play a key role in the success of the Leadership Breakfast.

WHAT


Milwaukee County Council, Boy Scouts of America, will host a lunch meeting for the support staff members in order to give them an orientation on the Leadership Breakfast and the procedures involved in supporting their executives.  Milwaukee County Council staff will present the overall plan and the details necessary in order to mail the invitation letters and do the necessary tracking and follow-up.


Each support staff member will receive a kit with all of the necessary materials to mail the executive's invitations.  In addition, the council will present to each support staff a Thank-you gift for the vital role played in the Leadership Breakfast.


WHEN & WHERE


[Day][Date], 11:30 a.m. - 1:15 p.m. at [Location][Address] in the North Library.  Each person attending has a choice of _______ or _______; dessert and beverage are included. Please let _______ know if you have any dietary restrictions.


Please RSVP attendance to ______ at the Scout Service Center, 


[Phone] or e-mail at [     ], or simply return the enclosed card.
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Please send this form back to [e-mail] or via fax [fax] by [Deadline Date] 






	20__ LEADERSHIP BREAKFAST Support Staff Luncheon



	_______ Council, Boy Scouts of America



	[Day], [Date] at [Start Time]



	[Location][Address] (North Library)  



	R.S.V.P. no later than [RSVP Date]







    Name ____________________________ Title __________________________



     Company ________________________________________________________



     Address _________________________________________________________



     City _________________________   State _____  Zip Code ________________



     Phone (_____)_______-_________      Fax (______)______-________ 



     Email ________________________________@_________________________



You have your choice of:  __  Chicken Caesar Salad or __  Cobb Salad







I am the support staff for __________________________________________












WHAT THE COUNCIL DOES FOR THE UNIT


Providing the unit with district and council activities and service, the council:


· Organizes camporees, Cub Scout day camps, jamborees, high-adventure trips, and Explorer events, absorbing many overhead costs to keep participants expenses to a minimum.


· Works with various community groups to arrange for Scout participation in civic affairs and Good Turn projects such as Scouting for Food.


· Recruits and trains a corps of commissioners for assisting with unit program and maintaining standards.


[image: image2.wmf]

To Protect the Unit Leader, the council:


· Screens requests for services and money-earning project proposals, guarding against improper use of Scouting commercialism and exploitation.


· Maintains liability insurance for the protection of all members and chartered organizations.


· Has staff members available at all times to meet any emergency.


[image: image3.wmf]

In the field of camping and outdoor activities, the council:


· Maintains reservations for year-round camping and Cub Scout family outdoor events. (Our Scout reservations serve as year-round activity, camping and training centers.)

· Offers units the use of equipment for short-term weekend, year-round camping.


· Covers costs of camp repairs, replacement, utilities, maintenance, taxes, insurance,  and camp ranger. (These and other changes are not paid for by boys’ fees.)

· Employs full-time rangers for the protection of the reservations and the convenience of units using facilities (They keep these facilities available at all times.)

· Provides unit leaders’ guidebook, camp slides, folders, literature, and other aids to help units with their outdoor program.


· Provides scholarships or “camperships” for Scouts who need some help to have a summertime camp experience.


· Offers units the high adventure of Philmont Scout Ranch, high adventure bases, national jamborees, field days, camporees, Scouting the Zoo, Camp Ammon, and other special events (These would not exist without a council giving leadership and coordination.)

To help the unit, the council maintains a service center to:


· Handle registrations, Boys’ Life subscriptions, and special requests to the national office and other organizations.


· Maintain a supply of literature, insignia, forms, certificates, etc. needed by the leader to carry on the unit’s program.


· Keep records of advancement, membership, training, etc., necessary to unit operation.


· Process frequent newsletters to keep leaders informed of the latest local and national Scouting events.


· Handle phone calls and visitors for questions and information related to unit operation and Scouting procedures.


· Provide forms, applications, tracking sheets, certificates, and literature helpful in unit program.


· Produce district and council calendars and schedules, programs, kits, and special aids to assist leaders and their committees.


· Make reservations for videos, equipment, Boy Scout and Cub Scout camps, camporees, jamborees, high adventure bases, training courses, meetings, Cub Scout leader Pow wow, Scouting the Zoo, On to Eagle, Exploring/Venturing activities, such as Camp Ammon, annual council and district meetings, and unit leader events.


[image: image4.wmf]
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In Educational and Relationships program, the council provides the leader with:


· A library of audiovisual equipment for use in training and promotional programs.


· Informal and formal training courses with most of the cost of literature and materials, etc., and all the staff time included in the council budget.


· Monthly roundtables for the benefit of leaders, committee members, assistants, and den leaders, providing materials, staff, and other costs.


· Scouter’s Key, training awards, Den Leader’s Award, Silver Beaver Award, other Scouter recognitions, and Eagle badges.


· A merit badge counselor corps in more than 100 subjects.


· A variety of advancement forms and certificates without charge.
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To assist leaders, the council employs a trained, full-time staff that counsels, guides, and inspires:


· Through coaching and informal training in unit operation.


· Through person-to-person counseling on unit relationships, administrative, and operational problems.


· Through guidance of all committees, commissioners, roundtables, meetings, conferences, courses, district, and council activities in the development of programs that directly benefit leaders and units.


[image: image7.wmf]

To help the leader develop the unit program, the council provides, without charge:


· Program helps, program planning charts, and calendar of activities, meetings, and special events.


· Awards such as ribbons, certificates, roundup awards, and incentives.


· Roundup, camporee, event kits, posters and other materials.


· Sample song sheets, ceremonies, parents’ night program outlines, training aids, etc.


· Source materials and personnel.


· Materials, books, pamphlets, folders, audiovisuals, and special helps from the national office and cooperating organizations.
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What does it cost…











To provide recognition for volunteer leaders, and our youth?



Volunteer leaders               $31,800



Youth	                                 $ 11,500



Thank-you notes, 



pats on the back                  Priceless







	







What does it cost…











To provide better communication to benefit our youth?



Phone service		          $27,250



Postage		          $31,500                                    Volunteer Newsletter



     (Compass)		          $16,500 



Roundtables, calls & 



personal visits                        Priceless
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What does it cost…











To provide a safe program for chartered partners, leaders and our youth?



Insurance			$44,900



Youth	Protection Training	$  6,500                                    A Safe Haven for 



all youth               		 Priceless
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FOR MORE INFORMATION, CONTACT:







THE SCOUT SERVICE CENTER:



_________ Street



______, TX   ______



(XXX)  XXX-XXXX



[Web site]







Your Friends Of Scouting Contribution: 











Where Does It Go?















�



















What the 



��������_______ Council



Does for the Unit







What does it cost…











To provide a quality summer camping experience for our youth



Camp Staff			$108,000



Food Supplies			$  83,000



Program and Medical		$  16,800



Camp Utilities			$  35,650



Facilities Maintenance		$  74,150



Staff Training			$    3,600







Costs not covered by fees       Priceless
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How To
Control The Campaign

The degree of an enrollment’s success can be determined by effective campaign controls.  It is imperative that tight controls be maintained from start to finish.


The best available leadership must be recruited at all levels.  Community leaders with proven and successful leadership experience need to be involved in the campaign.  An ideal time to start is at the orientation for the council and/or district nominating committee.


Outstanding involvement of the campaign’s top volunteer leadership starts with the steering committee.  The committee should meet frequently to review campaign status and to determine specific needs (such as personnel, recruiting, and prospecting) for successful on-time completion.  The fall planning meeting can assist in setting the tone for tight controls by emphasizing effective campaign discipline.


Prospect and evaluation committees should meet in the fall or early winter, giving close attention to upgrading levels of giving.  Developing levels of giving raises sights to staff and volunteers.  Careful attention must be given to the right person making the solicitation.


Frequent (weekly or biweekly) campaign reports highlighting progress and identifying priorities should be given to all enrollment personnel.  Effective communications are a must throughout the campaign.  Status meetings are equally important prior to the kickoff, as well as during the solicitation phase.
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		Class

		Rating
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Class A 	= 	(Best: 1-10)



Class B	=	(Medium: 11-20)



Class C	=	(Potential: 21-30)



Class D	=	(Possible)











Rating—Dollar Potential



1 = High-level potential



2 = Mid-level potential



3 = Low-level potential











CULTIVATION CONTROL CHART



Record of Contact for 



(Name of Prospect Manager)
















XYZ Council



Boy Scouts of America
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Donor Centered Fundraising

Year-Round Contact Plan

Monthly:
On Receipt of Pledges:

Phone call/note from Director of Finance & Marketing (3 days) [$500+ FOS, $100+ Direct Mail]



Phone call/message from Board member (2 weeks)[$500+ FOS]


Billing statements include static-cling sticker w/preprinted note from Scout Executive plus billing insert


On Receipt of Payments:



Pre-printed, hand-addressed thank you note from Scout Executive (3 days) [$25-$99]


Signed thank you letter from Director of Finance & Marketing (3 days) [$100-$499] plus billing insert


Signed thank you letter from Scout Executive (3 days) [$500+] plus billing insert

March:
Thank you letter to all donors who attended or made a gift prior to Leadership Breakfast.  Includes recap and photo flyer from Breakfast.



Invitation of donors [$1,000+] to Victory Celebration


April:
Victory Celebration


Invitation of donors [$1,000+] to Zoo Show VIP Reception


May: 

Donor Newsletter – Spring Issue: 


Highlights results of donor’s support, upcoming spring programs and 1-2 finance-related articles.


June:
Zoo Show VIP Reception


E-Mail broadcast


Thanks to donors for enabling youth to be able to participate in Scouting programs this summer.

Invitation of donors [$1,000+] to Trip to Camp


July: 

Postcards from Camp  


Donors receive messages from kids attending camp programs thanking donor’s for their support.


September: 
Donor Newsletter – Fall Issue:

Highlights results of donor’s support, upcoming fall outdoor programs and 1-2 finance-related articles.


Invitation of donors [$1,000+] to Heritage Society Reception


October:

Fall Roundup Report


Donors receive report on results of Fall Roundup and thanks for help in making program possible for more young people.


Heritage Society Reception


November: 
Invitation of donors [$1,000+] to President’s Reception


December:
E-Mail broadcast





President’s Reception


Thanks to donors for enabling youth to be able to participate in Scouting programs.  Results accomplished due to donor’s support.





Donor Newsletter – Winter Issue:

Highlights cumulative results of donor’s support and other highlights.
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Donor-Centered Development, or Donor Marketing, is a process of building relationships with donors.  

The practice results in donors having:


· More satisfaction with their investment in Scouting


· A greater knowledge of the importance of their support


·  A greater knowledge of what they accomplished   

· A closer affinity with the organization

· A likelihood of deeper investment by the donor after proper cultivation


Donor Marketing entails learning about your donors: 

· Understanding why they give


· How they listen


· What interests them, and 

· What they hope to accomplish by their support.  

Donor Marketing is a concerted plan to:


· Minimize the number of asks while maximizing the number of meaningful contacts with donors during the year

· Quantify and qualify the depth of contacts we have with donors and begin to collect information about what is important to them  


Donor Marketing demands educating and motivating staff, board, and volunteers to develop and execute a plan to:


· Make the council’s donors more fulfilled by their support and, ultimately 

· Become more significant investors in the council  

The Donor Marketing plan should include a variety of various “touches” throughout the year to help connect the donor with the council.  It includes:


· Having conversations with them (and listening)

· Asking their opinion


· Soliciting their advice (and complaints) and, as one would anticipate for investors


· Reporting back to them on your actions


Two recent studies support the rationale for Donor Marketing:


1. The 2008 Bank of America Survey of High Net Worth Philanthropy indicates:

· High net-worth individuals who volunteer make larger gifts (they have ownership)


· Half of those surveyed serve on at least one non-profit board


· Major reasons for service are “to give back to the community” and “make an immediate difference in the world around them”


· Two of the top three reasons those surveyed stopped supporting an organization were they were “no longer connected to the organization” and a “feeling they were being solicited too often”


2. Philanthropy in a Turbulent Economy (Cygnus Applied Research) surveyed 2008 donors:


· 41% had a reduction of income or lost their job


· 40% had stopped supporting non-profits that over-solicit


· 17.5% plan on giving less in 2009, 17.3% plan on giving more, 35% will give the same


· 50% of the above 35% will make compromises in other areas of their lives in order to be able to support the organizations they care about


· 83% are open to supporting a cause for the first time if someone they know asks them for that support


Donor Marketing is the process of communicating with and cultivating donors, connecting them to the organization, asking them for larger investments, asking their advice, and finally, asking them to recommend their friends, family, and associates in their support of the organization.


Communication

Whether it comes to marketing or getting larger (or new) gifts from your donors, remember The Rule of Seven.  Simply put, the Rule of Seven recommends seven contacts with a donor within one year after that person makes a gift.  In other words, for every one request you make for a gift, you need seven other meaningful contacts.  

Develop an organized communication plan that combines personal visits, e-mailings, and regular mail in order to accomplish this.

Seven contacts may sound like a lot, but it’s easier to accomplish than it sounds. Start with three or four this year and build up as you increase your capacity for this effort.  Here are three dozen ideas to consider for some meaningful donor contacts:


1. Official acknowledgement and thank you from the Scout Executive a few days after ,the gift.


2. Personal thank you from the Finance Director or appropriate staff member as soon as possible after the gift.


3. Place the donor’s name on the council newsletter and e-newsletter mailing list.


4. Six months after the gift: a communication (letter or visit) from a council staff person describing how the money is being used and how much the council appreciates it (if the gift was for a specific project or need, the letter should come from someone actively involved with it).


5. Ten months after the gift: a communication (letter or visit) from a council staff person updating the donor on the use of the gift, and “what’s new” in the council.


6. One year after the gift: a communication (letter or visit) from the council explaining how their gift fits into the mission of the local council and Scouting, and a copy of the council’s annual report.


7. Phone calls with no other purpose other than to say “thank you.”


8. Ask for advice or input from your donors about an upcoming project or issue of concern for your council (especially in their areas of expertise).


9. Greet the donor by name at other community events, and thank him/her again for their support of the council or a specific project/campaign – especially in front of others attending the event.


10. Respond to any inquiries from the donor in a particularly timely manner.


11. Invite the donor to the opening of a new camp or service center facility, or to another important event hosted by the council.


12. Invite the donor to a donor recognition event.


13. Go out of your way to respect a donor’s wishes or support for a specific project or need – and let the donor know how you’ve done that.


14. If it’s likely that the council will be in the news in the near future – whether positive or negative – let your donors know before they hear it from others. This will also prepare them to advocate the council to others.


15. Run a “thank you” ad in the media – including your donor’s name – and make sure the donor gets a copy. 


16. Simply take time to talk with them whenever you run into them – when you do, ask them their opinion about how they think the council is doing.


17. Send a birthday card – whether it’s the donor’s birthday, the BSA’s birthday, or our country’s birthday.  Send an anniversary card.

18. Send your donors copies of any news stories or articles that are printed or broadcast about the council or any noteworthy troop activities.


19. Send your donors copies of any news stories or articles that are printed or broadcast about their personal or business achievements.


20. Telephone calls to congratulate personal or business achievements.


21. Share with them success stories about your other donors and volunteers. 


22. Invite the donor to speak at a staff meeting, donor function, or other special event – have them share a brief overview about “what’s new” in their business, profession, or industry.


23. Invite them to a picnic or day camp visit at one of your camps.


24. Ask the donor to participate in a focus group to discuss some of the council’s future plans and initiatives.


25. Survey your donors for their thoughts on customer service, your mission, how you’re doing, etc.


26. Send the donor a patch, program, or other give-away from a council event he or she was unable to attend.


27. Send the donor copies of any new council brochure, publications, etc.


28. Share statistics showing the success and impact of your council in the community – particularly in areas you know are of interest to the donor.


29. Give your donors an unexpected certificate or “thank you” items just to recognize them for their ongoing contributions.


30. Send photos of an Eagle Scout, troop activity, or Scouts at play at camp – to reinforce for the donor the impact their gift (and your program) can have on our youth.


31. Tell them “we missed you” when the donor has not attended a council function for a long time.


32. For an endowment gift, put together an individual “gift growth” chart for the donor’s gift: a chart that shows the return, income, and growth their gift currently generates – and may generate – over the next five years.


33. Praise the donor’s contributions to his/her friends and acquaintances.


34. Send the donor a postcard from your vacation or trips.


35. Have Scouts send pre-addressed postcards from camp or their trip, thanking your donors for making possible their experience.


36. Research and recognize some of the personal needs and challenges your donors may be experiencing – acknowledge, support, or console them as may be appropriate.


To reiterate: The above are suggestions for activities that should be part of an organized communication plan that combines personal visits, e-mailings, and regular mail.

Cultivation

One survey shows that 75 percent of upper-level donors are likely to make a gift if they’re asked by a person they know well. 

These same donors have two primary reasons for giving: 


1) The charity is a worthy cause; and 2) they feel a close involvement with the charity.


One of the most important ways to improve upper-level giving is to improve the cultivation process, and make this cultivation an ongoing, continuous process. The goal is to:


· Increase giving levels of existing prospects


· Create desire and motivate new prospects to contribute


· Help prospects get to know the council better so they’re less inclined to say no

Recognition and ongoing cultivation of upper-level contributors should include:


· Upon receipt of gift, immediate telephone call from Scout executive


· Within a week, letter from president


· Within a month, recognition presented by key volunteer, staff, and a youth member


· Within three months, letter from Scout executive


· Within six months, letter from president


· Within nine months, letter from Scout executive, president, or an influential volunteer


· Attendance at a recognition dinner


Learn as much as you can about donors as well as potential prospects for gifts and leadership. Ask others if they know them. Use the Internet and find articles through search engines such as Google, Yahoo, or Wealth Engine. 


The first step to better, more effective prospect cultivation is to identify your 200 best prospects. (If 200 is too many, then select a smaller amount, making sure the pool you start with is large enough to ensure you have the top 30). Collect information and articles about them, and place these 200 names into four categories:






Class A - Best

Top 1-10





Class B - Medium

Next 11-20





Class C - Potential

Next 21-30






Class D - Possible

Remainder


Assign ‘natural partners’ to make cultivation contacts on prospects in Class A. Examples of these contacts can include:


· “Soft-sell” (but structured) conversations of Scouting values and progress in an informal setting (see Conversations)

· Any of the activities listed above in Communications.

Identify a volunteer (someone who knows the prospect and can help advance the relationship).  The volunteer’s responsibilities will be to:


· Get information to help develop a strategy


· Assist in cultivation


· When ready, assist in solicitation (for upgrade or new gift)


The best volunteer will be in the best position to advance the relationship (has leverage with the donor/prospect).


Develop a program of cultivation contacts for a 12-month period. Frequently review prospect classes and attempt to move people to a high class. A recommended number of contacts during the year for each class would be:  Class A – 10; Class B – 6; Class C – 4;  Class D – 2.


A staff member should be assigned to each group of prospects in Class A, B, and C to work with a volunteer in the cultivation process for the top 30 prospects.  He/she will oversee the relationship process and make sure it moves forward.  The staff person’s responsibilities will be to:

· Develop a strategy for each of the assigned prospects


· Track the relationship


· Plan and script the contacts


· Assure the contacts go as planned


· Coordinate the efforts of the volunteers


· Evaluate and adjust the strategy during the process


Prospects in Class D should receive their seven contacts as well, but will receive them as part of the overall communication plan–through letter, postcards, notes, newsletters and e-mail.


The assigned staff member should record all contacts. Contacts for any category can include:


· Personal visits


· Conversations at activities


· Anniversary, birthday, or congratulatory cards


· Notes with clippings of them, their family, or Scouting


· Telephone calls to congratulate personal or business achievements


· Personal letters 


· Mailing postcards to them while you’re out of town on vacation or business


· Attendance at a cultivation event

· Any of the activities listed above in Communications

Record contacts on a Cultivation Tracking sheet (Appendix) or in Excel, Access, Raiser’s Edge or other DB management system.  Record individual records on a Donor Cultivation sheet (Appendix) or in a DB management system.  

Assume the prospects are sophisticated, caring potential donors.  Find ways to connect prospects and donors to Scouts, help them share your mission and vision, and show the outcomes you have achieved with their investment.  

Communicate with them:  

· This is what our community would look like if Scouting were not a presence in it!


· This is our vision of what our community will look like when we achieve our mission!  

Your end goal should be to engage them in an “ask” at an appropriate time for a new gift or to renew (upgrade) their gift to Scouting.


Conversations


Two of the (non-monetary) ways we measure our success in Donor Marketing are:


· The quality and type of conversations we have with donors and prospects


· The detail and depth of the information we collect on each of our top donors/prospects 


Develop a list of information (name, position, company, opinions etc.) that you’d like to have to enable you to better engage in cultivation activities with donors. Evolve that into a list of questions that staff and volunteers can use in conversations with donors/prospects.    Before visits, activities, and events, assign selected contacts to every staff and to selected volunteers with the goal of them (staff/volunteers) having directed conversations with each of the selected contacts during the event.  


Mix questions about the information you need with questions soliciting opinions and ideas with facts about the council and youth served so you do not seem to “grill” the participants.  Some questions soliciting opinions and ideas could include:


· What (or who) brings them to the activity/event?


· How do they feel about the honoree/activity/event?


· What do they know about Scouting?/Were they a Scout?


· What other organizations do they support/like/believe in?


· How do they feel about character/values/leadership today?


Census-Taking

Each year, the council should engage in a process of focus group/census-taking that will help determine your “donor demographic”: understanding why donors give, how they listen, what interests them, and what they hope to accomplish by their support. Engaging council leadership, staff, donors, and event participants in this process will result in them all becoming stronger stakeholders in the council.


Build several focus groups from current and alumni council board members current and past event leadership, and participants, donors, prospects, and staff.  Send discussion questions to focus group members two weeks prior on the premise that “we just want your advice.” 

Some questions could include:


· What do you know about XYZ Council?


· How do you think we are doing?


· What could we be doing better?


· How do you think donors’ support helps us meet our mission?


· How do you think ___ event/activity helps us meet our mission?


· What could make ____ event/activity better?


Where possible, survey board members’, corporate donors’ or event sponsors’ employees (online, perhaps, or through e-newsletter).  Some questions could include:


· Do you know your company supports XYZ Council/sponsors ___ event?


· What do you know about XYZ Council?


· How do you think we are doing?


· What could we be doing better?


· Were you in Scouting? Volunteer in Scouting? Child in Scouting?


The council should also engage in a process of census-taking to engage donors and prospects who have been cultivated at activities/events.  You should utilize staff, focus group members, and selected volunteers.  Some questions could include:


· What do you know about XYZ Council?


· Do you know who we serve?


· How do you think we are doing?


· What could we be doing better?


· What other organizations do they support/like/believe in?


· How do they feel about character/values/leadership today?


Be sure to report back to focus groups and census participants: Here’s what you suggested … here’s what we’re doing.


Record new/updated information on your Cultivation Tracking sheet and Donor Cultivation sheet.

Measurements


The ultimate measurement will be donors who are more connected to the organization, who make larger investments and who will eventually be willing to recommend their friends, family, and associates in their support of the organization.


There are, however, measurements that can determine how we are doing between gifts.  One of the suggestions for communication activities is to survey our donors.  By doing so a few times a year (or during conversations or visits), we can gauge our progress.


We can measure how satisfied the donor is with the council.  Some measurements are:


· Satisfaction with the execution of our mission and progress toward strategic goals


· Satisfaction with our customer service (and not just from the development office)


· Satisfaction with the thank-you and recognition process


· Satisfaction with (and participation in) the council’s activities and events


· Satisfaction with the quality of conversations they have with us


· Satisfaction with the council’s communications


We can measure how the donor responds to our relationship-building efforts.  Some measurements are:


· Different ways in which the individual participates in the council 


· The degree to which the donor feels connected to Scouts and Scouting


· The degree to which the donor’s personal values align to those of the BSA


· The frequency of donor-initiated contact with the council


· Donor response to our contacts 


· How often a donor refers others to the council


· How often a donor compliments (or complains) about the council


· The donor’s level of confidence in the council


· The donor’s perception of the council’s trustworthiness


· The position of the council in the donor’s priorities


A little more difficult to measure, since it requires self-evaluation, is the manner in which we nurture relationships.  Some measurements are:

· Type of information we have on donors (likes, dislikes, motivations, aspirations)


· Diversity, regularity, and frequency of council contacts with prospects and donors


· Level of personalization in communications and cultivation


· Effectiveness of cultivation at activities or fund-raising events


· Board and staff understand relationship-building and participate in nurturing relationships


· Effectiveness of communication strategies and content


· Frequency and regularity of cultivation activities


· Frequency of our contact with prospects and donors without asking for a gift


· Effective identification of “suspects”

· Percent of ‘suspects’ transitioning to prospects


· Percent of prospects transitioning to donors


· Diversity of donors reflective of membership and the community


· Quality of conversations we have with prospects and donors


Probably the most significant measurement aside from increased investment is donor loyalty.  Some measurements are:


· Donor retention rate


· Rate of transition from first-time donor to regular donor


· Percent of donors who increase the size or frequency of gifts


· Size of gift from the donor’s perspective


· Size of gift compared to donor’s giving elsewhere


· Size of gift compared to donor’s estimated capacity


· Size of gift compared to our estimation of donor’s level of interest and involvement


· Frequency of giving per 12-month cycle*


· Loyalty (history, advancement)


· Consistency in giving (frequency and/or size)


*As Donor-Centered Development implies asking for a gift only once during the year, this measure of donor loyalty should be used to move donors from a Direct-mail campaign (or participants in multiple special events) to a more significant gift.

As has been indicated several times in this document, soliciting information implies a response.  If the council surveys donors for a measure of their satisfaction or for their response to our relationship-building and a change is made because of the donor’s response, that change should be communicated to the donor.


Self-Evaluation sheets?


[image: image2.png]




Cultivation Tracking sheets

[image: image3.png]
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Sheet1

		Prospect Classification Matrix

				Name		Current Donor (15 Points)		Former Donor (10 Points)		Access               (15 points)		Relationship        (15 Points)		Assets                  (15 Points)		Loyalty             (10 Points)		Interest               (5 Points)		Frequency         (5 Points)		Proximity           (5 Points)		Giving Pattern      (3 Points)		Philanthropic      (2 Points)		Total                (100 Points)

		1																										0

		2																										0

		3																										0

		4																										0

		5																										0

		6																										0

		7																										0

		8																										0

		9																										0

		10																										0

		11																										0

		12																										0

		13																										0

		14																										0

		15																										0

		16																										0

		17																										0

		18																										0

		19																										0

		20																										0

		21																										0

		22																										0

		23																										0

		24																										0

		25																										0

		26																										0

		27																										0

		28																										0

		29																										0

		30																										0

				HOW TO SEPARATE GIFT PROSPECTS FROM SUSPECTS                                                                                                                                            In evaluationg persons as a possible council major gift donor , consider the following factors.  They are listed in order of importance, and each factor has been given a maximum point value --- your "perfect donor" would have a score of 100 using this system		1. Current Donor (15 Points) - Have they made a gift to Scouting/local council in the most recent campaign?		2. Past Donor (10 Points) - Have they made a gift to Scouting in past campaigns?		3. Access (15 Points) - How accessible is the person, through friends, business associates or relationships with council board members?		4. Relationship (15 Points) - Is the person an alumni of Scouting, currently involved or a former boardmember or volunteer?		5. Assets (15 Points) - Do they have potential for a major gift?		6. Loyalty (10 Points) How many years have they been a donor to the council?		7. Interest (5 Points) Is the person currently on council mailing lists, or have they requested information about the council in the past?		8. Frequency (5 Points) - How often during the course of a year do they make a gift to the council (for instance, direct mail, FOS, special events)?		9. Proximity (5 Points) -  Does the prospect live or work in the council area, or do they support other organizations with the council?		10. Giving Pattern (3 Points) - Does the person contribute to other organizations with similars goals and missions as Scouting?		11. Philanthropic (2 Points) - Does the person support other charities or causes?





Sheet2

		





Sheet3

		






Finance Impact Department
 



Council Solutions Group



Sample Donor Survey


Sample questions – suggest pick no more than 10:


1. What was the key factor in your life that influenced you to become a donor to the __________ Council?

2. What specific area of the council’s activities are you most interested in supporting?

3.  Charities provide a major role in whether or not your philanthropic dreams are realized.


Can you tell me what you hope your philanthropic giving will achieve over time?

4. How did you first hear about __________ Council?

5. Have you included __________ Council in your estate planning? If no, would you like more information regarding including the council in your estate planning?

6. If __________ Council asked you, would you consider adding to your current giving?

7. The frequency of __________ Council communication with me is: a) too often, b) just right, c) too little d) other / comments.

8. How helpful and accessible is the __________ Council staff when you have a question or need assistance?

9. How could communication from __________ Council be improved?

10. Do you feel sufficiently recognized as a donor by __________ Council?


11. Please make some recommendation(s) on ways the council could do more to recognize its donors.

12. Would you be interested in receiving information from __________ Council via e-mail in the future?

13. What do you feel __________ Council could do to attract more donors?

14. If you were asked by the President or a member of the Executive Board of __________ Council to assist them in securing more donors, how likely would you be to:


· Act as a reference to someone considering __________ Council for their fund 


· Speak at a workshop or information meeting for prospective donors


· Actively get engaged in assisting the council in its Fund-raising initiatives


15. What else would you be willing do to increase the number of donors contributing to the __________ Council?


16. On a scale of 1–7, how satisfied overall are you with your philanthropic experience with the __________ Council? (where 1 is “not at all” and 7 is “extremely satisfied)”

Contact Information (Optional):


Name______________________________ E-mail___________ Phone_____________


Address:_______________________________________________________________

Larry Crouch CFRE


Fund-raising Specialist


Council Funding Team


P:  972.580.2333


C:  214.263.2575


larry.crouch@scouting.org





CAMPAIGN

DISCIPLINE


2010
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____________ Council
Boy Scouts of America


Basic Formula For Financial Success


		

		

		YES

		NO

		2010 PLAN



		1

		Did your council or district RENEW 80% of donors who have given two or more years?




		

		

		



		2

		Did your council or district get 50% of those previous givers to INCREASE their gift by one level or more this year?




		

		

		



		3

		Did your council or district REINSTATE 25% of lapsed donors (people who gave in the past but aren’t giving this year)?




		

		

		



		4

		Did your council or district RENEW at least 60% of those givers who gave to your campaign for the first time last year?




		

		

		



		5

		Were 25% of your current donor file NEW givers?




		

		

		





Planning, evaluating and prospecting are parts of fund raising that most of us don’t do completely.  Study what you did last year and improve on your weakness.


Evaluation
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__________ Council







                                Boy Scouts of America


2010

Friends of Scouting


Community Campaign Audit




		Name

		Pledge


Amount

		$ Paid

(cash or check)

		Employer


Match


(X = Yes)

		Check #


CC = charge


X = cash

		Campaign Manager


Comments



		1.

		

		

		

		

		



		2.

		

		

		

		

		



		3.

		

		

		

		

		



		4.

		

		

		

		

		



		5.

		

		

		

		

		



		6.

		

		

		

		

		



		7.

		

		

		

		

		



		8.

		

		

		

		

		



		9.

		

		

		

		

		



		10.

		

		

		

		

		



		11.

		

		

		

		

		



		12.

		

		

		

		

		



		13.

		

		

		

		

		



		14.

		

		

		

		

		



		15.

		

		

		

		

		



		16.

		

		

		

		

		



		17.

		

		

		

		

		



		18.

		

		

		

		

		



		19.

		

		

		

		

		



		20.

		

		

		

		

		



		 Total This Sheet


Cumulative Total Last Audit


Cumulative Total This Audit

		$__________

$__________

$__________




		$__________

$__________

$__________




		* Do not Include Matching Gifts in your total. The gift will count toward your district total upon receipt.





Campaign Manager Signature ____________________________

Instructions:



A separate pledge card must accompany each gift.



Complete each pledge card and attach cash or check (if any) with a paper clip. Do not staple. Each card should include donor name, mailing address, phone number, district, worker name, and signature of contributor and/or enroller.



Refusals, deceased, out-of-business, moved, “call next year” should be clearly noted on the card but need not be listed on the audit.



Matching Gifts should be listed in the Employer Match Column only, and must be listed on a separate line from the pledge gift.  There must be a separate pledge card filled out only when the Matching Gift form is included with the pledge.  List in Employer Match column on separate line and do not fill out pledge card or include in totals.



Bundle together cards that include payments from those that have pledges only.



Enclose this form, all cards, and payments in the FOS Report Envelope and turn it in to the FOS Secretary. Please make the necessary photocopies to manage your campaign.















Audit #_________







District: 



Please circle one







1



2



3



4



5



Exploring/LFL



Council











For Office Use Only



Date Rec’d. ____/____/____



Date Processed ____/____/____



Processor Initials _________












2010

Friends of Scouting


Family Campaign Audit


		Name

		Pledge 


Amount

		$ Paid


(cash or


 check)

		Employer 


Match


X  Yes

		Check #


Cc=charge


X  Cash

		Campaign Manager


Comments



		1.

		

		

		

		

		



		2.

		

		

		

		

		



		3.

		

		

		

		

		



		4.

		

		

		

		

		



		5.

		

		

		

		

		



		6.

		

		

		

		

		



		7.

		

		

		

		

		



		8.

		

		

		

		

		



		9.

		

		

		

		

		



		10.

		

		

		

		

		



		11.

		

		

		

		

		



		12.

		

		

		

		

		



		13.

		

		

		

		

		



		14.

		

		

		

		

		



		15.

		

		

		

		

		



		16.

		

		

		

		

		



		17.

		

		

		

		

		



		18.

		

		

		

		

		



		19.

		

		

		

		

		



		20.

		

		

		

		

		



		TOTAL THIS SHEET


CUMULATIVE TOTAL LAST AUDIT


CUMULATIVE TOTAL THIS AUDIT

		$_______

$_______


$_______

		$_______


$_______


$_______

		* Do not Include Matching Gifts in your total. The gift will count toward your district total upon receipt.





Campaign 


Manager Signature ____________________________


Audit #_________







Unit Number: _________



Pack   Troop   Crew   Post



Presentation Date: 



District: please circle one







1	2	3



	



4	5



	



















Instructions:



A separate pledge card must accompany each gift.



Complete each pledge card and attach cash or check (if any) with a paper clip. Do not staple. Each card should include donor name, mailing address, phone number, district, worker name, and signature of contributor and/or enroller.



Refusals, deceased, out-of-business, moved, “call next year” should be clearly noted on the card but need not be listed on the audit.



Matching Gifts should be listed in the Employer Match Column only, and must be listed on a separate line from the pledge gift.  There must be a separate pledge card filled out only when the Matching Gift form is included with the pledge.  List in Employer Match column on separate line and do not fill out pledge card or include in totals.



Bundle together cards that include payments from those that have pledges only.



Enclose this form, all cards, and payments in the FOS Report Envelope and turn it in to the FOS Secretary. Please make the necessary photocopies to manage your campaign.































For Office Use Only



Date Rec’d. ____/____/____



Date Processed ____/____/____



Processor Initials _________












  



2010



   

Friends of Scouting


Community Campaign Kick-Off


November 28, 2009

I.
Welcome & Introductions






          Mike Steinmetz

        Council Campaign Chair



Campaign Cabinet


· Self/Manpower /Council Campaign Chairperson and Council Vice-President of Finance

· Todd Teske/Briggs & Stratton/Community Campaign Chair


· Lindsay Hammerer/KPMG/ Family Campaign Chairperson


· Sal LoCoco/Manpower/Gift-In-Kind Chairperson


· Sharon Moulds/Council Scout Executive


· Larry Crouch/Council Director of Finance & Marketing

II.
Inspiration:  What Scouting means to me




             
 Scout

III.      Why We are Here


Overview









     Todd Teske

· Thank for agreeing to help





Community Campaign Chair

· Your efforts directly affect the quality of program that is delivered to nearly 21,000 young people in __________.

· Our efforts support our Campership program – providing African-American and Hispanic youth the opportunity for a week-long camp experience.

· Enable about 2,000 MPS students the opportunity to attend Learning for Life Field Days at one of our camps.

· Your efforts allow us to initiate Scouting programs at schools, churches, and other community institutions, serving 11,000 youth in __________’s central city.


Scouting Today: __________ Council




 
David Loosen

· Nearly 21,000 youth members throughout __________

· Nearly 11,000 youth served in non-traditional programs like Learning for Life and After-School Scouting.  These programs are on the cutting edge of programs serving central-city, low-income, minority youth.


· __________ Council has served 250,000 youth since its beginning in 1914.


· These youth are why we are here today.  Friends of Scouting will allow us to bring more Scouting programs to more youth in __________ in 2007.


· Your comments.


What is a Friends of Scouting Campaign





     Todd Teske









Community Campaign Chairperson

· Part of overall Fund-raising component of the __________ Council


· The overall Friends Of Scouting Campaign is chaired by Mike Steinmetz and will raise $875,000


· It includes four components:


· The Leadership Breakfast is held February 16 and will raise $535,000


· It is the council’s Major Gifts Campaign.


· It is the Campaign Reports Celebration for the Community, Family and Gift-In-Kind Campaigns.  Each Community Campaign may have a table to fill with donors.


· All campaign personnel are invited to attend


· February 16, 2009, from 7 a.m. – 9 a.m./Pfister Hotel

· The Family Campaign is chaired by Lindsay Hammerer and will raise $197,000.

· Solicitations to parents of youth members at a Pack or Troop meeting


· Gifts will range from $5 to $1,500.

· The Gift-In-Kind Campaign is chaired by Sal LoCoco and will raise $86,000.



· Includes Cash Sponsorships of Scouting programs as well as


· Gifts-in-kind of supplies, materials, product, or services the council has need of in 2010

· Occurs through vendor and customer solicitation


· Gifts range from $50 to $10,000


· The Community Campaign is chaired by Todd Teske and will raise $207,000.    


· Six divisions with at least one Scouting professional serving as Campaign Director for each division


· Seven to 10 teams in each division


· Team Leader and four Team Members on each Team


· Solicit small to medium-sized businesses as well as individuals


· Gifts range from $100 to $5,000 (average gift $248)


· Each team calls on 25-50 prospects (5-10 each) minimum and as many additional to achieve goal


· Community is one of the reasons we are here today


IV.
Contents of Packet – How to……





         
  Larry Crouch










   
   Director of Finance Service


· Identify New Prospects 
(Donor Prospect Worksheet, New Prospect List)


· Select Prospects

(We will select historical prospects in moment)




· Solicitation Methods
(Letters, objections/responses)


· Card Tracking Sheets


· Fill out card


· Make Checks payable


· Your commitment: Work your Prospects, make your goal, make a gift yourself; be prepared to make one when we reconvene 


V.
Recruiting – Fill your Teams






            Mike Steimetz

· Crucial to fill all teams ASAP (if not filled)


· Steering Committee can help


· MUST complete if we are going to be successful


VI.
Communications






      
                 Todd Teske

· I will try to make contact weekly to let you know what is important


· As well as find out if we can help you in any way


· Next Report Meeting to be scheduled by your district Campaign Manager

· Turn it in to your Campaign Manager as soon as worked

· Other Report meetings to be scheduled in March and April

· Try to get as much as possible done by Leadership Breakfast

VII.
Challenge and Enrollment






                Todd Teske


· Your comments – “Go get ‘em”


· Before we ask for the support of other people, it is important that we show support ourselves


· Enrollment: Locate the pledge card that is in your packet


· Everyone fill out card now, place in envelope


· If you have already made a gift, fill out your card and write “DUPLICATE” across the front


· Hold up your card when completed


· Here is my card to get things started 


· Make Corporate and personal gift (if appropriate)


VIII.
Card Assignment/Selection







  Larry Crouch

--------------SPLIT SESSIONS--------------


Districts have split sessions with their workers to assign/select cards, go over the timetable, schedule district Report Meetings

IX. Close







                           Todd Teske 


· Announce Total


· “Thanks for coming”














2010 Friends of Scouting


Family Campaign Orientation


Thursday, October 29, 2009

5 min
I.  
Welcome & Introductions




Council Family Chairperson

· Introduce yourself.

· Please make sure you have signed in on one of the registration sheets and have filled out a Save-A-Date for your presentation

7 min
II.  
Why We Are Here





Scout Executive

Scouting Today: Solana Council


(
Over 20,000 youth members throughout Solana

(
Nearly 12,000 youth served in non-traditional programs like Learning for Life and Scoutreach/Multicultural Markets.  These programs are on the cutting edge of programs serving central-city, low-income, and minority youth.


(
Solana Council has served over 250,000 youth since its beginning (53%).

(
These youth are why we are here today.  Friends of Scouting will allow us to bring more Scouting programs to more youth in Solana in 2009.


10 min
III.  
What is a Friends of Scouting Campaign?


 Staff Adviser

(
Part of overall fund-raising component of the Solana Council


(
The overall Friends of Scouting Campaign is chaired by Mike Steinmetz and will raise nearly $800,000.


(
It includes four components:


(
The Leadership Breakfast will raise $600,000


· It is the council’s Major Gifts Campaign: sale of Corporate Tables in addition to major gifts

· We would like it to be the end – point of the Family Campaign.

· All campaign personnel are invited to attend

· Thursday, February 5, 2009 from 7:30 a.m. – 9 a.m./The Pfister Hotel.

(
Chaired by Don Layden, Metavante Corporation

· The Family Campaign 



Council Family Chairperson

Co-chaired by Council Family Chairperson and will raise nearly $200,000.

(
Solicitations to parents of youth members at a Pack or Troop meeting.

(
Gifts will range from $5 to $1,500


(
Two purposes-tell the story of Scouting and to give parents the opportunity to give.


· The Gifts-In-Kind Campaign 



Staff Adviser

Chaired by Sal LoCoco, Manpower and will raise $87,000.


(
Includes cash sponsorships of Scouting programs as well as 


(
Gifts-In-Kind supplies, materials, product or services the council has a need of in 2010.

(
Occurs through vendor and customer solicitation


(
Gifts range from $50 to $10,000


· The Community Campaign 



Staff Adviser

is chaired by Todd Teske, and Briggs & Stratton will raise about $180,000.

(
48 Solicitation Teams of one Team Leader and four Team Members solicit small to medium-sized businesses as well as individuals.

(
Gifts range from $100 to $5,000 (average gift $248).

10 min.
IV.
Objectives of Family Campaign



Council Family Chairperson

· Raise $200,000 to support the budget and overall FOS goal.


· Achieve a Pathfinder Goal of $100,000 by December 31, 2009.


· Achieve a Base Goal of $175,000 by the Leadership Breakfast (February 22, 2010).


· Achieve a Growth Goal of $200,000 by April 30, 2010.


· Secure all Family Chairs by August 31 for Training on September 28, 2009.


· Secure all Family Presentation dates by October 28, 2009.


· Structure




· Five divisions with at least one Scouting professional serving as Campaign Manager for each division


· Area Chairperson for each 25 units


· Presenter for each 5 units

· FFOS Council Chairperson: Council Family Chairperson

· Campaign Manager (District Executive)

· FFOS District Chairpersons


· FFOS Area Leader


· FFOS Unit Presenter


· Unit Coordinator


· Informing The Volunteers

· WHAT IS FAMILY FRIENDS OF SCOUTING?


· An annual, council-wide campaign conducted in every pack, troop, crew, and ship.


· Campaign timeline: November thru February.


· To support the program in an effort to offset the cost of providing Scouting to their child.


· Opportunity, if possible, to help another child experience Scouting.


· WHY IS FAMILY FOS IMPORTANT?


· The true cost of Scouting is much greater than the $10 registration fee, unit dues, and fees charged for camp.


· Family FOS ensures that quality Scouting can occur by helping to support all the costs of operation.

· SHOULD EVERY UNIT HAVE A FAMILY PRESENTATION?


· Two purposes:  Inform about Scouting and provide with the opportunity to give.


· Every family should be given the opportunity to learn more about the ways that FOS supports the program their child enjoys.


· The true cost of providing the Scouting program to each child is approximately $165.

· I’M A LEADER AND GIVE MY TIME!


· Dedicated leaders give of their time and energy to make a positive impact on young people.


· They also have benefited first-hand from some of the things that FOS makes possible.


· Participation by unit leaders in the Family FOS program is crucial for its success.

V.
Benefits







                           Staff Adviser

· These services to each unit are outlined in the brochure “What the Council Does for the Unit”


· Free cloth Rank Advancement, including merit badges, if a unit reaches base goal.


· Additional recognition for units that reach their growth goals.


· Goal 

· For 2010, the cost to provide services supporting One Scout will be $165.

· That is why what you have agreed to do in the Family Campaign as District Family Chairman, Area Leader, Presenter, or Unit Coordinator is so important


· You are going to help us reach each unit to explain the need and give every parent the opportunity to support Scouting.


· In comparison, the Girl Scouts asked for $190 in 2002 to support one Scout.


· HOW IS OUR GOAL DETERMINED?


· The following factors are taken into consideration when determining preliminary goals:

· What was raised in 2009

· The number of families in each unit

· Extenuating circumstances

· Goal Setting


· 2010 SUGGESTED GOAL

· Numbers from Unit Membership as of June 30, 2008 are used in the following equation:

(# of Families [Membership X 80%] X 60% X One Scout Support [$165]) 


OR 


(110% of Amount Raised in 2008)


· The Formula is not perfect - just a starting point.

· All Units to have a Base Goal and a Growth Goal.

· Units with membership exceeding 10 families must achieve a minimum of $300 to be eligible for Goal Card.

· Growth Goal is achieved by increasing percentage of families supporting by 10% to 70%.

3 min.      VI.
Times for report meetings





Council Family Chairperson

(
Solicit input, report: Morning, Lunch, evening


(
For District Family Chairs & Team Leaders.  Unit Coordinators are 




invited as well.


10 min.   VII.
Timetable/Communications/Recognitions




           Staff Adviser

(
Assign units and start calling ASAP.

· Your comments on weekly communications:


            Phone Call or FAX (MCC) (After 11/15)


· Goal Card

· Campaign Materials


· Changes in presentation, brochures, materials, cards

· Packet


· Handouts


20 min.  VIII.
Presenter - Unit Coordinator Approach/Presentation Packet/Presentation     Adviser/Chair

 IX. 
Recognition







  Staff Adviser

· Unit Participation Ribbon


· Included in Unit Packet


·  Rockwell “Scout Law” patch

· To be given to every person who returns a pledge card


· The goal is to get every card back – even if the family cannot give.


· Donor Recognitions (Card will go out with Thank-You for Payment: Pick up at Service Center)


· Leadership Recognition


· Rockwell “Scout Law” Bronze, Silver, Silver/Gold Coins


· “Please use the full amount of my contribution to provide programs for youth in Solana.”

· One-Scout Recognition


·  Rockwell “Scout Law” CSP

· Two Scout Recognition

· Rockwell “Scout Law” Copper Coin

· Presenter Recognition

·  Rockwell “Scout Law” CSP

  X. 
Tools to the Finish Line





Staff Adviser

· Determine gap to goal.

· Review historical un-renewed.

· Schedule Phone-A-Thons regularly.

· Backdating a Phone-A-Thon.

·  - 21 Set date, Time, Location, recruit callers.

·  - 14 Determine units/donors to be called.

·  -  5  Remind all callers of date, time, location, request prospect lists


·  -  1  Gather Phone Pledge forms, scripts, “Overcoming Objections,”  


·          and any needed campaign materials.

·  -  0  Make calls and secure pledges.

· + 1  Reconcile call sheets and pledge forms.

·  + 1  Turn in all pledge forms.

·  + 1  Send donors any information they requested.

·  + 1  Write thank-you notes to all callers.

·  + 2  Determine need for additional call nights.

14 min.    XI.
Challenge 


   



Council Family Chairperson

· Shoot for 100% Traditional Units to hold presentations, 


with as many as possible by 12/31


(
Team Leaders get appointments for presentations


(
Chairmen recruit your teams so they can help call Unit coordinators


· Cub Scouts pick up cards


· Family Campaign Kick-off is Tuesday, November 29, 2007.


7:30 a.m. at the Wisconsin Club.

· Goal is to have 100% of your units with a presentation date set.
                


6 min.      XII.
Close & Thank You





Council Family Chairperson

· Drawings


 XIII. 
Questions

 XIV.
District Breakouts

· Number of Presenters needed / recruited


· Assignments of Units

Stress by 12/31. Presentations held in November & December have better results than at Blue & Gold.












2010 Friends of Scouting

Family Campaign Orientation

Thursday, October 29, 2009







5 min	I.  	Welcome & Introductions					Council Family Chairperson

· Introduce yourself.

· Please make sure you have signed in on one of the registration sheets and have filled out a Save-A-Date for your presentation



7 min	II.  	Why We Are Here						Scout Executive

Scouting Today: Solana Council

	Over 20,000 youth members throughout Solana

	Nearly 12,000 youth served in non-traditional programs like Learning for Life and Scoutreach/Multicultural Markets.  These programs are on the cutting edge of programs serving central-city, low-income, and minority youth.

	Solana Council has served over 250,000 youth since its beginning (53%).

	These youth are why we are here today.  Friends of Scouting will allow us to bring more Scouting programs to more youth in Solana in 2009.



10 min	III.  	What is a Friends of Scouting Campaign?			 Staff Adviser

	Part of overall fund-raising component of the Solana Council

	The overall Friends of Scouting Campaign is chaired by Mike Steinmetz and will raise nearly $800,000.

	It includes four components:

	The Leadership Breakfast will raise $600,000

· It is the council’s Major Gifts Campaign: sale of Corporate Tables in addition to major gifts

· We would like it to be the end – point of the Family Campaign.

· All campaign personnel are invited to attend

· Thursday, February 5, 2009 from 7:30 a.m. – 9 a.m./The Pfister Hotel.

	Chaired by Don Layden, Metavante Corporation

· The Family Campaign 				Council Family Chairperson

Co-chaired by Council Family Chairperson and will raise nearly $200,000.

	Solicitations to parents of youth members at a Pack or Troop meeting.

	Gifts will range from $5 to $1,500

	Two purposes-tell the story of Scouting and to give parents the opportunity to give.

· The Gifts-In-Kind Campaign 				Staff Adviser

Chaired by Sal LoCoco, Manpower and will raise $87,000.

	Includes cash sponsorships of Scouting programs as well as 

	Gifts-In-Kind supplies, materials, product or services the council has a need of in 2010.

	Occurs through vendor and customer solicitation

	Gifts range from $50 to $10,000

· The Community Campaign 				Staff Adviser

is chaired by Todd Teske, and Briggs & Stratton will raise about $180,000.

	48 Solicitation Teams of one Team Leader and four Team Members solicit small to medium-sized businesses as well as individuals.

	Gifts range from $100 to $5,000 (average gift $248).






10 min.	IV.	Objectives of Family Campaign				Council Family Chairperson

· Raise $200,000 to support the budget and overall FOS goal.

· Achieve a Pathfinder Goal of $100,000 by December 31, 2009.

· Achieve a Base Goal of $175,000 by the Leadership Breakfast (February 22, 2010).

· Achieve a Growth Goal of $200,000 by April 30, 2010.

· Secure all Family Chairs by August 31 for Training on September 28, 2009.

· Secure all Family Presentation dates by October 28, 2009.

			

· Structure			

· Five divisions with at least one Scouting professional serving as Campaign Manager for each division

· Area Chairperson for each 25 units

· Presenter for each 5 units

· FFOS Council Chairperson: Council Family Chairperson

· Campaign Manager (District Executive)

· FFOS District Chairpersons

· FFOS Area Leader

· FFOS Unit Presenter

· Unit Coordinator



· Informing The Volunteers

· WHAT IS FAMILY FRIENDS OF SCOUTING?

· An annual, council-wide campaign conducted in every pack, troop, crew, and ship.

· Campaign timeline: November thru February.

· To support the program in an effort to offset the cost of providing Scouting to their child.

· Opportunity, if possible, to help another child experience Scouting.



· WHY IS FAMILY FOS IMPORTANT?

· The true cost of Scouting is much greater than the $10 registration fee, unit dues, and fees charged for camp.

· Family FOS ensures that quality Scouting can occur by helping to support all the costs of operation.



· SHOULD EVERY UNIT HAVE A FAMILY PRESENTATION?

· Two purposes:  Inform about Scouting and provide with the opportunity to give.

· Every family should be given the opportunity to learn more about the ways that FOS supports the program their child enjoys.

· The true cost of providing the Scouting program to each child is approximately $165.



· I’M A LEADER AND GIVE MY TIME!

· Dedicated leaders give of their time and energy to make a positive impact on young people.

· They also have benefited first-hand from some of the things that FOS makes possible.

· Participation by unit leaders in the Family FOS program is crucial for its success.



V.	Benefits								                           Staff Adviser

· These services to each unit are outlined in the brochure “What the Council Does for the Unit”

· Free cloth Rank Advancement, including merit badges, if a unit reaches base goal.

· Additional recognition for units that reach their growth goals.



· Goal 

· For 2010, the cost to provide services supporting One Scout will be $165.

· That is why what you have agreed to do in the Family Campaign as District Family Chairman, Area Leader, Presenter, or Unit Coordinator is so important

· You are going to help us reach each unit to explain the need and give every parent the opportunity to support Scouting.

· In comparison, the Girl Scouts asked for $190 in 2002 to support one Scout.

· HOW IS OUR GOAL DETERMINED?

· The following factors are taken into consideration when determining preliminary goals:

· What was raised in 2009

· The number of families in each unit

· Extenuating circumstances

· Goal Setting

· 2010 SUGGESTED GOAL

· Numbers from Unit Membership as of June 30, 2008 are used in the following equation:

(# of Families [Membership X 80%] X 60% X One Scout Support [$165]) 

OR 

(110% of Amount Raised in 2008)

· The Formula is not perfect - just a starting point.

· All Units to have a Base Goal and a Growth Goal.

· Units with membership exceeding 10 families must achieve a minimum of $300 to be eligible for Goal Card.

· Growth Goal is achieved by increasing percentage of families supporting by 10% to 70%.





3 min.      VI.	Times for report meetings						Council Family Chairperson

	Solicit input, report: Morning, Lunch, evening

	For District Family Chairs & Team Leaders.  Unit Coordinators are 

		invited as well.



10 min.   VII.	Timetable/Communications/Recognitions					           Staff Adviser

	Assign units and start calling ASAP.

· Your comments on weekly communications:

            Phone Call or FAX (MCC) (After 11/15)

· Goal Card

· Campaign Materials

· Changes in presentation, brochures, materials, cards

· Packet

· Handouts



20 min.  VIII.	Presenter - Unit Coordinator Approach/Presentation Packet/Presentation     Adviser/Chair





 IX. 	Recognition								  Staff Adviser

· Unit Participation Ribbon

· Included in Unit Packet

·  Rockwell “Scout Law” patch

· To be given to every person who returns a pledge card

· The goal is to get every card back – even if the family cannot give.

· Donor Recognitions (Card will go out with Thank-You for Payment: Pick up at Service Center)

· Leadership Recognition

· Rockwell “Scout Law” Bronze, Silver, Silver/Gold Coins

· “Please use the full amount of my contribution to provide programs for youth in Solana.”

· One-Scout Recognition

·  Rockwell “Scout Law” CSP

· Two Scout Recognition

· Rockwell “Scout Law” Copper Coin

· Presenter Recognition

·  Rockwell “Scout Law” CSP

							           

  X. 	Tools to the Finish Line						Staff Adviser

· Determine gap to goal.

· Review historical un-renewed.

· Schedule Phone-A-Thons regularly.

· Backdating a Phone-A-Thon.

·  - 21 Set date, Time, Location, recruit callers.

·  - 14 Determine units/donors to be called.

·  -  5  Remind all callers of date, time, location, request prospect lists

·  -  1  Gather Phone Pledge forms, scripts, “Overcoming Objections,”  

·          and any needed campaign materials.

·  -  0  Make calls and secure pledges.

· + 1  Reconcile call sheets and pledge forms.

·  + 1  Turn in all pledge forms.

·  + 1  Send donors any information they requested.

·  + 1  Write thank-you notes to all callers.

·  + 2  Determine need for additional call nights.



14 min.    XI.	Challenge 			   				Council Family Chairperson

·  (
Stress by 12/31. Presentations held in November & December have better results than at Blue & Gold.
)Shoot for 100% Traditional Units to hold presentations, 

with as many as possible by 12/31

	Team Leaders get appointments for presentations

	Chairmen recruit your teams so they can help call Unit coordinators

· Cub Scouts pick up cards

· Family Campaign Kick-off is Tuesday, November 29, 2007.	

7:30 a.m. at the Wisconsin Club.

· Goal is to have 100% of your units with a presentation date set.	                



6 min.      XII.	Close & Thank You						Council Family Chairperson



· Drawings	



 XIII. 	Questions



 XIV.	District Breakouts

· Number of Presenters needed / recruited

· Assignments of Units


__________ COUNCIL                   



                   BOY SCOUTS OF AMERICA


Friends of Scouting Report Meeting

[Month][Day], 2009 – 4:30 p.m.


[Location]

4:30 p.m.
I.
Social Time
[Appetizers/Drinks]


4:45 p.m.
II.
Announcement



     
     

Chairman

[We will begin our program in 10 minutes]


4:55 p.m.
III.
Welcome and Introductions

     


Chairman

· Thanks to all for helping with the campaign and joining us this evening


· Introduce yourself, members of Cabinet

5:00 p.m.
IV.
Opening Comments



      

Scout Executive

· Thanks again to all for helping with the campaign and being here this evening.

· Perhaps you think that Fund-raising is just something that “has to be done” and is just an unpleasant task in our organization.

· It is something that “has to be done,” but let’s try to think of Fund-raising in another way.

· Whenever some one talks about raising money, I want you to think of something else.

· When someone says “raising money,” you think “raising boys, raising young men, raising young women”, because that’s what your “raising money” really is.

· Each dollar you raise for the __________ Council for Friends of Scouting or other Fund-raising effort WILL provide values education, character development and leadership training to almost ______ young people in __________.

· Thank you for your efforts on behalf of young people.

· Your comments


· Introduce Family Friends of Scouting Chairperson, and ask him/her to come forward.


5:10 p.m.
V.
Family Campaign 

       
    

      Family Chairman

· Your comments on your previous involvement with FOS.

· Congratulations to all working on the Family Campaign.

· Family Campaign running $7,000 ahead of last year.

· Ask each District Chairperson to stand.

· Recognize any volunteers that may be in attendance.

· Report where they are in the Family Campaign.

· Make a projection for where they will be by the Leadership Breakfast (February 22)

· District 1 _____________________         

Chairman

· District 2___________________________
   
Chairman

· District 3____________________________          Chairman

· District 4
 ____________________________
Chairman


· District 5 ________________________________  Chairman


· Announce totals for the day and projected totals for next meeting (Flip Chart).

· Thank you for your efforts on behalf of young people. 

· Introduce Chairman.

5:20 p.m.
VI.
Community Campaign 

       
    

   Community Chairman

· Your comments on your previous involvement with FOS.

· Congratulations to all working on the Community Campaign.

· Community Campaign running almost even with last year and hopefully ahead by the time everyone has reported.

· Ask each District Chairperson to stand.

· Recognize any volunteers they may have in attendance.

· Report where they are in the Family Campaign.

* Make a projection for where they will be by the Leadership Breakfast District


* District 1 _____________________         

Chairman


* District 2___________________________
   
Chairman


* District 3____________________________          Chairman


* District 4
 ____________________________
Chairman


* District 5 ________________________________  Chairman]


* Announce totals for the day and projected totals for next meeting (Flip Chart).

* Thank you for your efforts on behalf of young people.

* Introduce GIK Chair

5:30 p.m.
VII.
GIFTS IN KIND




 

GIK Chairman

* Your comments on your previous involvement with FOS.

* Congratulations to all working on the Gift-In-KInd Campaign.

* Council Gift-In-Kind running nearly $15,000 ahead of last year.

* Ask each someone from each district to stand.

* Recognize any volunteers that may be in attendance

* Report where they are in the GIK Campaign

* Make a projection for where they will be by the Leadership Breakfast (February __)

* District 1 __________________________              Chairman


* District 2___________________________
   
 Chairman


* District 3___________________________             Chairman


* District 4
 __________________________

 Chairman


* District 5 ___________________________

 Chairman

* Announce totals for the day and projected totals for next meeting (Flip Chart).

* Thank you for your efforts on behalf of young people. 

* Introduce Chairman.

5:40 p.m.
VIII.
CONCLUSION


* Thanks very much to all of our 2010 Friends of Scouting leadership.

* Round of applause.

* Your hard work and follow-up is truly needed and appreciated.


* Let’s do all we can to make our projections for the Breakfast become a reality.

* Thanks for your efforts to raise the funds necessary to support this great Scouting program in __________.  



__________ COUNCIL                   







                   BOY SCOUTS OF AMERICA


Friends of Scouting Victory Celebration


April 31, 2010 - 5:30 p.m.


ABC Corporation 

2055 West Main Street

5:30 p.m.
I.
Social Time
[Hors d’ oeuvres/Drinks]


5:45 p.m.
II.
ABC Corporation Bluesbusters

6:20 p.m.
III.
Announcement
     
     




John Q. Scout 


· We will begin our program in 10 minutes


· Grab another helping of food/drinks


6:30 p.m.
IV.
Welcome and Introductions

     


     Jeff Jones

· Introduce yourself.

· Thanks to all for helping with the campaign and joining us this evening.

· Introduce:  
Lindsay Martin, KPMG, Family Chairperson





Sam Lewis, Manpower, Gift-In-Kind Chairman





John Collier, Godfrey & Kahn, Council VP Administration

· Your comments on Leadership Breakfast.

· Many board members are at the Boy Scout National Meeting in Atlanta and our next speaker is leaving for the National Meeting as soon as we are done here.


· Will all council board members who are here please [stand/raise your hands/wave].

· Please welcome Don Davis, council board member for opening comments.

6:35 p.m.
V.
Opening Comments



      


Don Davis

· Thanks again to all for helping with the campaign and being here this evening.

· Perhaps you think that Fund-raising is just something that “has to be done,” and is just an unpleasant task in our organization.

· It is something that “has to be done,” but let’s try to think of Fund-raising in another way.

· Whenever some one talks about raising money, I want you to think of something else.

· When someone says “raising money,” you think “raising boys, raising young men, and raising young women” because that’s what your “raising money” really is doing.

· Each dollar you raise for the Solana Council for Friends Of Scouting or other Fund-raising effort WILL provide values education, character development and leadership training to almost 21,000 young people in ___________.

· Thank you for your efforts on behalf of young people.

· Your comments.

· Re-introduce John Q. Scout, and ask him to come forward.


6:40 p.m.
VI.
Reports




     


John Q. Scout

John asks Lindsay Martin and Sam Lewis to join him up front. 


· Ask each district to stand, introduce Community, Family, and Gift-In-Kind (where applicable) chairpersons.


· Ask each chairperson to introduce volunteers from their campaign (Community/Family/GIK) who are in attendance.


· Ask all to refer to insert sheet in program.  It shows where we were yesterday at noon.


· Ask district chairperson (Community/Family/GIK) to announce (by campaign) what they have brought in commitments/pledges today.


· Ask them to report (by campaign) what gift will come in before the end of June (by dollar amount).

· [Irene will list amounts on laptop and come up with grand total to be listed later in program.]

Lindsay Martin

Call on:



Heart of Texas




    

[Have Chairpersons stand, recognizes their volunteers by name [ask them to stand at their tables], and announce new $ brought in since yesterday, New $ committed to bring in by 6/30/10. Keep things moving rapidly – have lots of fun.  


· Family 


· Community 


· Gift-In-Kind 


Iron Horse




    

· Family 


· Community 


· Gift-In-Kind 


Polaris




    

· Family 


· Community 


· Gift-In-Kind 



                          Sam Lewis: 



                        Call on:


Root River




    

· Family 


· Community 


· Gift-In-Kind 


Southshore




    

· Family 


· Community 


· Gift-In-Kind 


Learning for Life




    

· Family 


· Community 


· Gift-In-Kind 


Council Campaign


· Lindsay Martin:  The Council Campaign will raise an additional $19,000 by June 30, totaling $432,750 which is 106% of goal!


· Sam Lewis:  The Council Gift-In-Kind Campaign will raise an additional $1,500 by June 30, totaling $74,057, which is %106 of goal!


6:50 p.m.
VI.
Recognition Presentations 

       
    

John Q. Scout

· Your comments on FOS:

· Many of the Campaign Leadership are at the BSA National Meeting.

· Four of six districts are ahead of last year at this time, either in Family, Community or Overall.

· District Campaigns are running nearly $20,000 ahead of last year while the Council Campaign is running almost $135,000 ahead of last year.

· Overall, we are running $155,000 ahead of last year.

· The Council has raised more money in five months this year than in all of last year.

· Present Lindsay Martin and Sam Lewis with their recognition pieces in thanks for their leadership and involvement in the Family Campaign and the Gift-In-Kind Campaign.

· Present Jeff Jones with his recognition piece for chairing the best Leadership Breakfast ever.


7:00 p.m.
Announcement of Totals





Don Davis

Thank you, congratulations. Irene has been calculating our new numbers and I believe that we have new totals. When we total up the amounts for the Family Campaign, the Community Campaign, the District Gifts-In-Kind Campaign, the Council Gifts-In-Kind Campaign and the Council Campaign, our grand total is:

[Grand Total on screen]

(Applause)


7:12 p.m.
Closing Comments







Don Davis


Thanks to all of you. Some of us are at goal and we thank you for your service. Others of us have a little ways left to go and we thank you for your follow-up efforts. We thank all of you for your volunteer leadership service to Scouting. It is needed, now more than ever.  Don’t quit now – if you have reached your goal, perhaps you can make a few more contacts to clean-up…LET’S DO IT in the next two weeks.  Make sure that everyone who has supported Scouting in the past has the opportunity to do so in 2007!  Your leadership truly makes a difference.  Thank you and good night.



__________ Council


Boy Scouts of America




HOW TO


Collect – Organize – Report


Milwaukee County Council Professional Staff members are required to do the following upon receiving Friends of Scouting campaign monies:


I. COLLECTION


a. All cash monies and pledges must be received in the Friends Of Scouting Report Envelopes.  Cards must be completely filled out, including Parent Name, Address, Phone, Check Number, Credit Card Number with Expiration Date.


b. Verify envelope contents, complete audit sheet, being sure to date, number consecutively to the previous sheet, and compute the new cumulative Campaign Total based on the previous audit.  Run two copies of the audit.


c. Be sure to use Community Audits for the Community Campaign and Family Audits for the Family Campaign.  Do not combine campaigns on one audit sheet.


d. Give the first copy of the audit sheet to the campaign volunteer submitting the envelope. 


e. Turn in all Friends of Scouting monies and pledges in the envelope to the Finance Secretary with the original copy of audit sheet.


II. ORGANIZATION


a. Keep the second copy of the audit sheet in your Friends of Scouting Campaign Book.  


b. Compare and make sure all audit sheets are consecutive and there are no audits missing.  File in your campaign book.


c. File all audit sheets from monies mailed or brought into our Scout Center.  Include them in your campaign book.


d. Keep a separate section in your campaign book for each campaign (family, community). 


III. REPORTING


a. Periodically, you will receive a detailed campaign report for each of your campaigns.  Compare this report with your audit sheets.


b. As your receipts match the detailed campaign report, clip them together and note that they account for report No.1.  The addition of audit sheet #1 and future audit sheets should total to report No.2 figures.  Follow this process throughout your campaigns.


c. Address any deviations with the Finance Secretary immediately.


d. Save all your reports until the final campaign report at the end of the campaign.  You may use them to research and develop your next campaign.  Once the next campaign has begun, these records may be destroyed.



__________ Council

Boy Scouts of America




How To
Control The Campaign

The degree of an enrollment’s success can be determined by effective campaign controls.  It is imperative that tight controls be maintained from start to finish.


The best available leadership must be recruited at all levels.  Community leaders with proven and successful leadership experience need to be involved in the campaign.  An ideal time to start is at the orientation for the council and/or district nominating committee.


Outstanding involvement of the campaign’s top volunteer leadership starts with the steering committee.  The committee should meet frequently to review campaign status and to determine specific needs (such as personnel, recruiting, and prospecting) for successful on-time completion.  The fall planning meeting can assist in setting the tone for tight controls by emphasizing effective campaign discipline.


Prospect and evaluation committees should meet in the fall or early winter giving close attention to upgrading levels of giving.  Developing levels of giving raises sights to staff and volunteers.   Careful attention must be given to the right person making the solicitation.


Frequent (weekly or biweekly) campaign reports highlighting progress and identifying priorities should be given to all enrollment personnel.  Effective communications are a must throughout the campaign.  Status meetings are equally important prior to the kickoff, as well as during the solicitation phase.





The Family & Community FOS Path


Reports to District    Executives, District  Directors, Field Service and Fund-raising      provides information to volunteer Fundraisers.
Thank-you note or letter to    donor for receipt of payments on         donations of $25 or greater.  
Appropriate recognition to     donor after pledge is paid in full.
Matching Gifts processed after pledge is paid in full.  
Fund-raising copies of all audits.
Goal Cards issued.
Processing of all pledges and payments.
Billing of pledges
Checks & credit cards to accounting for deposit.
Fund-raising
Entry of information into ScoutNET.

Please make sure that fund-raising envelopes are given to A PERSON. Do not leave on a chair 
or in an inbox.
District Executive Verification

Completeness is KEY
 
Cards with demographic information, credit card information, amount donated, worker, check attached, billing information, etc. 
Keep a copy of audit for your records. Original is turned in. 
IMPORTANT!!
If Campaign Manager (District Executive) is not present, do not leave on the desk.
Bring to Finance for 
secure storage.
Campaign Manager  receives Audits, cards of donors and non-donors, cash, 
matching -gift forms, Goal Card      applications, credit card info.

Unit receives
 copy of audit

Unit Coordinator or
 Community Worker
audits
the presentation or gift

The Friends of 
Scouting  Dollar
Missing  Info.
__________ Council					   					Boy Scouts of America
        



__________ Council

                                                              Boy Scouts of America




How To
Clear Prospects & Get Credit Towards FOS Goal

In raising funds for Scouting in Milwaukee County, our aim is to secure the most funds from the most donors.  It is also important that our organization be perceived as a professional one.  To this end, we don’t want donors to be contacted more than one time in a year.  Remember that the first rule of Fund-raising is that people give to people.  Therefore, it is important to find the person who has the most influence over the donor to make “the ask.”

The process will be managed by the Director of Fund-raising.  He will decide any conflicts or gray areas in conjunction with the Director of Field Service.  


Steps to follow:  The following steps must be followed in the prospecting and evaluating phase of your campaign:


1. Develop your “suspect list” of potential new prospects to your campaign—companies or individuals.  (Prospects in your campaign’s history need not be cleared.)  Do not assume that someone is cleared just because he or she is a worker in your campaign.  Put them on the list.


2. Based on research and using your steering committee, determine which person you have access to would have the most influence to secure the gift and give the prospect a dollar rating.  Put all of the ones that have met these criteria on your prospect clearance form.


3. Submit the prospect clearance form to the Director of Fund-raising for approval.  No worker may clear more than 20 prospects at a time. 


4. Prospect clearance will happen within 48 hours of submission.  Do not contact until cleared.

5. Prospects will be entered into ScoutNET and cards produced.


6. Assign the prospect to the campaign worker with the influence over him or her and proceed to secure the gift.


Important rules to remember:


· Raiding prospects:  Any gift which was an approved prospect in a given campaign is credited to that campaign—regardless of who secures the gift.  In other words, if District B secures $250 from a person on District A’s approved prospect list or history— District A gets the credit.


· Uncleared Prospects:  Gifts which come into the council office through mail or walk-in which are not pre-approved in any campaigns will be credited to the Council Campaign.  Upon appeal to the Director of Finance Service and appropriate documentation, the gift may be credited to another campaign at the discretion of the Director of Finance Service.


· Moving Prospects:  If, through the prospect and evaluation process, it is determined that a worker in Campaign B has the potential to secure a larger gift from a prospect in Campaign A, first, the professional manager of Campaign A must agree, after consultation with key volunteers, to give the prospect up.  Second, the appropriate staff leaders (if different) must agree.  Third, the Director of Finance Service must approve and cause the prospect to be moved in ScoutNET.  Credit for the gift will be as follows:  If there is an increase, the gift amount from Campaign A will be credited to Campaign A, and any excess will go to Campaign B.  The following year the prospect and credit for the gift will be moved to Campaign B. If there is not an increase, the prospect will revert to Campaign A. 


· Prospects in multiple campaigns:  Some individuals or companies have given in more than one campaign division or to a special event, in addition to FOS.  History will be taken into account as conflicts occur.  If a prospect with a multiple campaign history gives in one campaign and not the other, the campaign that does not receive a gift does not have the right to claim credit from the one that does.

· Gifts by Council Board Members:  The regular members of the council executive board, advisory board, and honorary board are listed in the board directory.  These individuals’ gifts may only be solicited by the executive board campaign division.  Current District or Exploring Section chairs are not regular members and are therefore solicited by their respective district or section.  Even if a board member has history in another campaign, his or her gift counts in the executive board campaign, once he or she joins the board.


· No double credit:  We can’t pay more than one bill with the same dollar, so we can’t give more than one campaign credit for the same gift.  Sometimes the credit on a gift will be spilt, but two campaigns will not get credit.
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		Unit		6/30 Mbr.		1 Sct.Family		Raised in 2009		Donors		2009 Avg Gift		2010 Goal		Adjusted		Silver		Gold		Adjusted Goal

		C0221		6		5		$-				$0		$475		$-		$554		$634		$300

		C0340		43		34		$-										$3,973		$4,541		$-

		C0501		13		10		$-				$0				$-		$1,201		$1,373		$-

		C0530		5		4		$-				$0				$-		$462		$528		$-

		C0565		7		6		$-										$647		$739		$-

		C0599		16		13		$-				$0		$1,267		$-		$1,478		$1,690		$500

		C0693		6		5		$-				$0		$475		$-		$554		$634		$300

		C5716		0		0		$-				$0				$-		$0		$0		$-

		P0160		0		0		$370		3		$123		$-		$407		$0		$0		Drop

		P0218		42		34		$1,380		14		$99		$3,326		$3,326		$3,881		$4,435		$1,750

		P0221		37		30		$1,501		21		$71		$2,930		$2,930		$3,419		$3,907		$2,000

		P0251		13		10		$910		13		$70		$1,030		$1,030		$1,201		$1,373		$1,030

		P0316		25		20		$315		4		$79		$1,980		$1,980		$2,310		$2,640		$1,200

		P0321		31		25		$350		4		$88		$2,455		$2,455		$2,864		$3,274		$1,200

		P0330		28		22		$1,210		9		$134		$2,218		$2,218		$2,587		$2,957		$1,500

		P0501		29		23		$50		1		$50		$2,297		$2,297		$2,680		$3,062		$1,000

		P0504		25		20		$75		2		$38		$1,980		$1,980		$2,310		$2,640		$1,000

		P0505		47		38		$3,330		30		$111		$3,722		$3,722		$4,343		$4,963		$3,500

		P0506		38		30		$105		3		$35		$3,010		$3,010		$3,511		$4,013		$1,000

		P0507		31		25		$1,168		29		$40		$2,455		$2,455		$2,864		$3,274		$1,750

		P0509		24		19		$-				$0		$1,901		$-		$2,218		$2,534		$750

		P0511		0		0		$-				$0		$-		$-		$0		$0		$-

		P0512		9		7		$-						$713		$-		$832		$950		$700

		P0530		53		42		$2,405		42		$57		$4,198		$4,198		$4,897		$5,597		$3,000

		P0531		25		20		$1,165		17		$69		$1,980		$1,980		$2,310		$2,640		$1,500

		P0532		43		34		$380		3		$127		$3,406		$3,406		$3,973		$4,541		$2,500

		P0534		24		19		$420		3		$140		$1,901		$1,901		$2,218		$2,534		$1,000

		P0538		40		32		$1,188		11		$108		$3,168		$3,168		$3,696		$4,224		$1,500

		P0540		33		26		$525		11		$48		$2,614		$2,614		$3,049		$3,485		$1,000

		P0544		21		17		$380		9		$42		$1,663		$1,663		$1,940		$2,218		$1,200

		P0545		7		6		$-				$0		$554		$-		$647		$739		$500

		P0565		6		5		$-				$0		$475		$-		$554		$634		$500

		P0574		28		22		$40		1		$40		$2,218		$2,218		$2,587		$2,957		$1,000

		P0579		52		42		$1,850		41		$45		$4,118		$4,118		$4,805		$5,491		$2,225

		P0582		55		44		$1,032		12		$86		$4,356		$4,356		$5,082		$5,808		$2,000

		P0585		8		6		$-				$0		$634		$-		$739		$845		$500

		P0596		58		46		$2,320		30		$77		$4,594		$4,594		$5,359		$6,125		$2,500

		P0598		40		32		$1,485		14		$106		$3,168		$3,168		$3,696		$4,224		$2,250

		P0599		54		43		$2,691		24		$112		$4,277		$4,277		$4,990		$5,702		$3,000

		T0218		22		18		$2,330		16		$146		$1,742		$2,563		$2,033		$2,323		$2,200

		T0221		21		17		$-				$0		$1,663		$-		$1,940		$2,218		$1,000

		T0251		0		0		$-				$0		$-		$-		$0		$0		$-

		T0314		16		13		$775		8		$97		$1,267		$1,267		$1,478		$1,690		$900

		T0316		8		6		$185		2		$93		$634		$634		$739		$845		$300

		T0501		20		16		$1,010		10		$101		$1,584		$1,584		$1,848		$2,112		$1,300

		T0505		13		10		$35		2		$18		$1,030		$1,030		$1,201		$1,373		$500

		T0506		40		32		$3,200		18		$178		$3,168		$3,520		$3,696		$4,224		$3,200

		T0530		41		33		$3,795		17		$223		$3,247		$4,175		$3,788		$4,330		$3,500

		T0531		31		25		$995		11		$90		$2,455		$2,455		$2,864		$3,274		$1,500

		T0532		21		17		$1,655		13		$127		$1,663		$1,663		$1,940		$2,218		$1,650

		T0539		22		18		$2,675		15		$178		$1,742		$2,943		$2,033		$2,323		$700

		T0540		19		15		$1,495		12		$125		$1,505		$1,505		$1,756		$2,006		$1,500

		T0565		14		11		$165		1		$165		$1,109		$1,109		$1,294		$1,478		$500

		T0574		16		13		$380		3		$127		$1,267		$1,267		$1,478		$1,690		$900

		T0585		22		18		$50		1		$50		$1,742		$1,742		$2,033		$2,323		$900

		T0596		29		23		$3,145		26		$121		$2,297		$3,460		$2,680		$3,062		$2,100

		T0598		30		24		$2,265		21		$108		$2,376		$2,376		$2,772		$3,168		$2,400

		T0599		44		35		$3,695		27		$137		$3,485		$4,065		$4,066		$4,646		$3,000

		T0601		11		9		$903		8		$113		$871		$993		$1,016		$1,162		$1,000

		T0612		24		19		$725		9		$81		$1,901		$1,901		$2,218		$2,534		$1,000

		Totals				860		$56,123		571		$4,271		$112,306		$109,723		$137,306		$156,922		$75,705
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Sheet1

		DISTRICT		Campaign		January
2008		January 
2009
Projection		January 2009 Actual		Actual Compared to Projection		February
2008		February
2009 Projection		February 2009 Actual		Actual Compared to Projection		March
2008		March 2009 Projection		April
2008		April 
2009 Projection		May
2008		May 
2009 Projection		June
2008		June 
2009 Projection

		1		Family		$   8,425		$   8,500		$   5,730		$   (2,770)		$   8,955		$   11,000		$   6,265		$   (4,735)		$   9,155		$   12,000		$   11,900		$   12,500		$   12,230		$   12,500		$   12,025		$   12,500

				Community		$   4,693		$   7,500		$   9,333		$   1,833		$   9,098		$   15,500		$   12,453		$   (3,047)		$   11,028		$   22,500		$   12,778		$   23,000		$   13,453		$   23,000		$   16,003		$   23,200

				Gift-In-Kind		$   - 0		$   - 0		$   - 0		$   - 0		$   - 0		$   - 0				$   - 0		$   - 0		$   - 0		$   - 0		$   500		$   - 0		$   1,000		$   - 0		$   1,000

				TOTAL		$   13,118		$   16,000		$   15,063		$   (937)		$   18,053		$   26,500		$   18,718		$   (7,782)		$   20,183		$   34,500		$   24,678		$   36,000		$   25,683		$   36,500		$   28,028		$   36,700

																				$   - 0

		2		Family		$   31,703		$   34,700		$   36,082		$   1,382		$   45,776		$   47,700		$   54,688		$   6,988		$   51,476		$   53,000		$   56,783		$   58,000		$   61,000		$   62,000		$   62,434		$   63,000

				Community		$   9,545		$   10,000		$   12,123		$   2,123		$   17,608		$   19,000		$   18,558		$   (442)		$   22,977		$   25,000		$   26,787		$   30,000		$   29,425		$   31,000		$   29,625		$   31,001

				Gift-In-Kind		$0		$   - 0		$   - 0		$   - 0		$0		$   500				$   (500)		$0		$   300		$0				$0				$800

				TOTAL		$   41,248		$   44,700		$   48,205		$   3,505		$   63,384		$   67,200		$   73,246		$   6,046		$   74,453		$   78,300		$   83,570		$   88,000		$   90,425		$   93,000		$   92,859		$   94,001

																				$   - 0

		3		Family		$   19,839		$   16,650		$   18,055		$   1,405		$   25,740		$   21,650		$   19,527		$   (2,123)		$   27,855		$   29,150		$   29,664		$   35,000		$   31,539		$   38,001		$   33,214		$   38,001

				Community		$   1,524		$   1,500		$   1,500		$   - 0		$   5,593		$   5,500		$   3,035		$   (2,465)		$   6,473		$   7,500		$   6,473		$   22,500		$   21,848		$   23,000		$   22,063		$   25,000

				Gift-In-Kind		$   -		$   1,000		$   7,000		$   6,000		$   4,400		$   4,000		$   7,000		$   3,000		$   4,400		$   4,000		$   5,984		$   6,000		$   5,984		$   8,500		$   6,984		$   7,500

				TOTAL		$   21,363		$   19,150		$   26,555		$   7,405		$   35,733		$   31,150		$   29,562		$   (1,588)		$   38,728		$   40,650		$   42,121		$   63,500		$   59,371		$   69,501		$   62,261		$   70,501

																				$   - 0

		4		Family		$   27,245		$   36,000		$   39,200		$   3,200		$   31,693		$   46,000		$   42,428		$   (3,572)		$   38,674		$   52,000		$   40,728		$   54,000		$   40,912		$   55,000		$   47,565		$   56,000

				Community		$   7,850		$   2,000		$   - 0		$   (2,000)		$   26,890		$   20,000		$   20,045		$   45		$   26,990		$   30,000		$   29,590		$   35,000		$   30,590		$   36,000		$   31,050		$   37,000

				Gift-In-Kind		$   - 0		$   900		$   - 0		$   (900)		$   - 0		$   1,200		$   - 0		$   (1,200)		$   - 0		$   1,200		$   - 0		$   1,300		$   248		$   1,400		$   248		$   1,500

				TOTAL		$   35,095		$   38,900		$   39,200		$   300		$   58,583		$   67,200		$   62,473		$   (4,727)		$   65,664		$   83,200		$   70,318		$   90,300		$   71,750		$   92,400		$   78,863		$   94,500

																				$   - 0

		5		Family		$   10,457		$   6,000		$   5,748		$   (252)		$   14,091		$   8,500		$   8,068		$   (432)		$   15,091		$   11,000		$   15,446		$   12,880		$   16,200		$   15,000		$   16,485		$   17,000

				Community		$   3,440		$   1,500		$   1,600		$   100		$   6,600		$   2,500		$   1,600		$   (900)		$   8,340		$   8,950		$   9,014		$   9,950		$   9,984		$   12,000		$   10,012		$   13,000

				Gift-In-Kind		$   - 0				$   - 0		$   - 0		$   - 0						$   - 0		$   - 0				$   - 0				$   - 0				$   - 0

				TOTAL		$   13,897		$   7,500		$   7,348		$   (152)		$   20,691		$   11,000		$   9,668		$   (1,332)		$   23,431		$   19,950		$   24,460		$   22,830		$   26,184		$   27,000		$   26,497		$   30,000

																				$   - 0

		Exp/LFL		Community		$   4,830		$   8,000		$   1,795		$   (6,205)		$   6,925		$   16,000		$   2,010		$   (13,990)		$   7,481		$   24,000		$   10,411		$   32,000		$   20,126		$   40,000		$   21,446		$   40,000

				Gift-In-Kind		$   3,140				$   - 0		$   - 0		$   7,140				$   2,670		$   2,670		$   7,290				$   7,490				$   8,515				$   9,780

				TOTAL		$   7,970		$   8,000		$   1,795		$   (6,205)		$   14,065		$   16,000		$   4,680		$   (11,320)		$   14,771		$   24,000		$   17,901		$   32,000		$   28,641		$   40,000		$   31,226		$   40,000

		DISTRICT TOTALS		Family		$   97,669		$   101,850		$   104,815		$   2,965		$   126,255		$   134,850		$   130,976		$   (3,874)		$   142,251		$   157,150		$   154,521		$   172,380		$   161,881		$   182,501		$   171,723		$   186,501

				Community		$   31,882		$   30,500		$   26,351		$   (4,149)		$   72,714		$   78,500		$   57,701		$   (20,799)		$   83,289		$   117,950		$   95,053		$   152,450		$   125,426		$   165,000		$   130,199		$   169,201

				Gift-In-Kind		$   3,140		$   1,900		$   7,000		$   5,100		$   11,540		$   5,700		$   9,670		$   3,970		$   11,690		$   5,500		$   13,474		$   7,800		$   14,747		$   10,900		$   17,812		$   10,000

				TOTAL		$   132,691		$   134,250		$   138,166		$   3,916		$   210,509		$   219,050		$   198,347		$   (20,703)		$   237,230		$   280,600		$   263,048		$   332,630		$   302,054		$   358,401		$   319,734		$   365,702
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		DISTRICT		Campaign		January		February		March		April		May		June

		1		Family		$   8,425		$   8,955		$   9,155		$   11,900		$   12,230		$   12,025

				Community		$   4,693		$   9,098		$   11,028		$   12,778		$   13,453		$   16,003

				Gift-In-Kind		$   - 0		$   - 0		$   - 0		$   - 0		$   - 0		$   - 0

				TOTAL		$   13,118		$   18,053		$   20,183		$   24,678		$   25,683		$   28,028

		2		Family		$   31,703		$   45,776		$   51,476		$   56,783		$   61,000		$   62,434

				Community		$   9,545		$   17,608		$   22,977		$   26,787		$   29,425		$   29,625

				Gift-In-Kind		$0		$0		$0		$0		$0		$800

				TOTAL		$   41,248		$   63,384		$   74,453		$   83,570		$   90,425		$   92,859

		3		Family		$   19,839		$   25,740		$   27,855		$   29,664		$   31,539		$   33,214

				Community		$   1,524		$   5,593		$   6,473		$   6,473		$   21,848		$   22,063

				Gift-In-Kind		$   -		$   4,400		$   4,400		$   5,984		$   5,984		$   6,984

				TOTAL		$   21,363		$   35,733		$   38,728		$   42,121		$   59,371		$   62,261

		4		Family		$   27,245		$   31,693		$   38,674		$   40,728		$   40,912		$   47,565

				Community		$   7,850		$   26,890		$   26,990		$   29,590		$   30,590		$   31,050

				Gift-In-Kind		$   - 0		$   - 0		$   - 0		$   - 0		$   248		$   248

				TOTAL		$   35,095		$   58,583		$   65,664		$   70,318		$   71,750		$   78,863

		5		Family		$   10,457		$   14,091		$   15,091		$   15,446		$   16,200		$   16,485

				Community		$   3,440		$   6,600		$   8,340		$   9,014		$   9,984		$   10,012

				Gift-In-Kind		$   - 0		$   - 0		$   - 0		$   - 0		$   - 0		$   - 0

				TOTAL		$   13,897		$   20,691		$   23,431		$   24,460		$   26,184		$   26,497

		Exp/LFL		Community		$   4,830		$   6,925		$   7,481		$   10,411		$   20,126		$   21,446

				Gift-In-Kind		$   3,140		$   7,140		$   7,290		$   7,490		$   8,515		$   9,780

				TOTAL		$   7,970		$   14,065		$   14,771		$   17,901		$   28,641		$   31,226

		DISTRICT TOTALS		Family		$   97,669		$   126,255		$   142,251		$   154,521		$   161,881		$   171,723

				Community		$   31,882		$   72,714		$   83,289		$   95,053		$   125,426		$   130,199

				Gift-In-Kind		$   3,140		$   11,540		$   11,690		$   13,474		$   14,747		$   17,812

				TOTAL		$   132,691		$   210,509		$   237,230		$   263,048		$   302,054		$   319,734

						$   - 0		$   - 0		$   - 0		$   - 0		$   - 0		$   - 0

		COUNCIL		Gift-In-Kind		$   53,721		$   68,857		$   68,857		$   71,557		$   72,557		$   72,557

				Council		$   316,029		$   412,388		$   393,896		$   411,974		$   414,104		$   419,220

				TOTAL		$   369,750		$   481,245		$   462,753		$   483,531		$   486,661		$   491,777

		OVERALL		TTL GIK		$   56,861		$   80,397		$   80,547		$   85,031		$   87,304		$   90,369

				TOTAL		$   502,441		$   691,754		$   699,983		$   746,579		$   788,715		$   811,511
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Sheet1

		DISTRICT		Campaign		January
2008		January 
2009
Projection		February
2008		February
2009 Projection		March
2008		March 2009 Projection		April
2008		April 
2009 Projection		May
2008		May 
2009 Projection		June
2008		June 
2009 Projection

		1		Family		$   8,425		$   8,500		$   8,955		$   11,000		$   9,155		$   12,000		$   11,900		$   12,500		$   12,230		$   12,500		$   12,025		$   12,500

				Community		$   4,693		$   7,500		$   9,098		$   15,500		$   11,028		$   22,500		$   12,778		$   23,000		$   13,453		$   23,000		$   16,003		$   23,200

				Gift-In-Kind		$   - 0		$   - 0		$   - 0		$   - 0		$   - 0		$   - 0		$   - 0		$   500		$   - 0		$   1,000		$   - 0		$   1,000

				TOTAL		$   13,118		$   16,000		$   18,053		$   26,500		$   20,183		$   34,500		$   24,678		$   36,000		$   25,683		$   36,500		$   28,028		$   36,700

		2		Family		$   31,703		$   34,700		$   45,776		$   47,700		$   51,476		$   53,000		$   56,783		$   58,000		$   61,000		$   62,000		$   62,434		$   63,000

				Community		$   9,545		$   10,000		$   17,608		$   19,000		$   22,977		$   25,000		$   26,787		$   30,000		$   29,425		$   31,000		$   29,625		$   31,001

				Gift-In-Kind		$0				$0		$   500		$0		$   300		$0				$0				$800

				TOTAL		$   41,248		$   44,700		$   63,384		$   67,200		$   74,453		$   78,300		$   83,570		$   88,000		$   90,425		$   93,000		$   92,859		$   94,001

		3		Family		$   19,839		$   16,650		$   25,740		$   21,650		$   27,855		$   29,150		$   29,664		$   35,000		$   31,539		$   38,001		$   33,214		$   38,001

				Community		$   1,524		$   1,500		$   5,593		$   5,500		$   6,473		$   7,500		$   6,473		$   22,500		$   21,848		$   23,000		$   22,063		$   25,000

				Gift-In-Kind		$   -		$   1,000		$   4,400		$   4,000		$   4,400		$   4,000		$   5,984		$   6,000		$   5,984		$   8,500		$   6,984		$   7,500

				TOTAL		$   21,363		$   19,150		$   35,733		$   31,150		$   38,728		$   40,650		$   42,121		$   63,500		$   59,371		$   69,501		$   62,261		$   70,501

		4		Family		$   27,245		$   36,000		$   31,693		$   46,000		$   38,674		$   52,000		$   40,728		$   54,000		$   40,912		$   55,000		$   47,565		$   56,000

				Community		$   7,850		$   2,000		$   26,890		$   20,000		$   26,990		$   30,000		$   29,590		$   35,000		$   30,590		$   36,000		$   31,050		$   37,000

				Gift-In-Kind		$   - 0		$   900		$   - 0		$   1,200		$   - 0		$   1,200		$   - 0		$   1,300		$   248		$   1,400		$   248		$   1,500

				TOTAL		$   35,095		$   38,900		$   58,583		$   67,200		$   65,664		$   83,200		$   70,318		$   90,300		$   71,750		$   92,400		$   78,863		$   94,500

		5		Family		$   10,457		$   6,000		$   14,091		$   8,500		$   15,091		$   11,000		$   15,446		$   12,880		$   16,200		$   15,000		$   16,485		$   17,000

				Community		$   3,440		$   1,500		$   6,600		$   2,500		$   8,340		$   8,950		$   9,014		$   9,950		$   9,984		$   12,000		$   10,012		$   13,000

				Gift-In-Kind		$   - 0				$   - 0				$   - 0				$   - 0				$   - 0				$   - 0

				TOTAL		$   13,897		$   7,500		$   20,691		$   11,000		$   23,431		$   19,950		$   24,460		$   22,830		$   26,184		$   27,000		$   26,497		$   30,000

		Exp/LFL		Community		$   4,830		$   8,000		$   6,925		$   16,000		$   7,481		$   24,000		$   10,411		$   32,000		$   20,126		$   40,000		$   21,446		$   40,000

				Gift-In-Kind		$   3,140				$   7,140				$   7,290				$   7,490				$   8,515				$   9,780

				TOTAL		$   7,970		$   8,000		$   14,065		$   16,000		$   14,771		$   24,000		$   17,901		$   32,000		$   28,641		$   40,000		$   31,226		$   40,000

		DISTRICT TOTALS		Family		$   97,669		$   101,850		$   126,255		$   134,850		$   142,251		$   157,150		$   154,521		$   172,380		$   161,881		$   182,501		$   171,723		$   186,501

				Community		$   31,882		$   30,500		$   72,714		$   78,500		$   83,289		$   117,950		$   95,053		$   152,450		$   125,426		$   165,000		$   130,199		$   169,201

				Gift-In-Kind		$   3,140		$   1,900		$   11,540		$   5,700		$   11,690		$   5,500		$   13,474		$   7,800		$   14,747		$   10,900		$   17,812		$   10,000

				TOTAL		$   132,691		$   134,250		$   210,509		$   219,050		$   237,230		$   280,600		$   263,048		$   332,630		$   302,054		$   358,401		$   319,734		$   365,702
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__________ Council

Boy Scouts of America


2010

Friends of Scouting 


Campaign Timetable




		Date

		Benchmark



		2009

		



		June 27

		FOS Steering Committee Prospect List due



		July 31

		FOS Steering Committee Recruited



		August 12

		FOS Steering Committee Meeting #1, XYZ Organization, 1100 First Street, 4:30-6:00 p.m.



		August 28

		FOS Steering Committee Meeting #1

ABC Club, 924 East Main Street, 7:30-9:00 a.m.



		August 28

		FOS Family Chairperson’s Planning Meeting


Luby’s, 100 West Street, 4:30-6:00 p.m.



		September 10

		FOS Steering Committee Meeting #2


Solana Club, 900 Plaza Street, 7:30-9:00 a.m.



		September 15

		FOS Family Chairman, District Finance Chair, Community/Gift-In-Kind Chairman Recruited



		September 25

		FOS Family Campaign Orientation


Dining Inn, 245 State Street, 7:00-8:30 p.m.



		October 15

		FOS Community Chairman and Majors Orientation


Texas Club, 70 5th Avenue, 7:30-9:00 a.m.



		November 3

		FOS Family Pacesetter Campaign begins



		November 4

		FOS Community Captains Orientation


Luby’s, 100 West Street, 4:30-6:00 p.m.



		November 25


		FOS Community Workers Orientation


FOS District Kickoff


FOS Family Pacesetter Campaign Report Meeting


Texas Club, 70 5th Avenue, 7:30-9:00 a.m.



		2010

		



		January 14

		FOS Report Meeting #1


Luby’s, 100 West Street, 4:30-6:00 p.m.



		February 5

		FOS Leadership Breakfast


Solana Marriott, Westlake, TX 7:00-9:00 a.m.



		March 4

		FOS Report Meeting #2



Longhorn Club, 100 W. Fourth Street, 4:30-6:00 p.m.



		April 1

		FOS Report Meeting #3, Texas Club, 70 5th Avenue, 4:30-6:00 p.m.



		April 30

		FOS Council Victory Celebration


Fairway Country Club 5:30-7:30 p.m.



		

		






__________ Council

Boy Scouts of America


2010




Friends of Scouting 


Staff Training and Report Dates




July 18


FOS Staff Training (Overview/Vision/Steering Committee/Family); 11:00 a.m. – 1:30 p.m. (PPLC)

August 12

Steering Committee Meeting #1, Sky-Hi Club, 4:30-6:00 p.m.


August 19
FOS Staff Training (Community/Gift-In-Kind Campaign); 11:00 a.m. - 1:30 p.m. (PPLC)

August 22

FOS Staff Report (Professional Staff Meeting)


August 28

Steering Committee Meeting #2, University Club, 7:30-9:00 a.m.


August 28

FOS Family Chairperson’s Planning Meeting, Restaurant, 4:30 - 6:00 p.m.


September 25

FOS Family Campaign Orientation, Miller Inn, 7:00 – 8:30 p.m.


September 26

FOS Staff Report (Professional Staff Meeting)


October 8

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


October 15

FOS Community Chairman & Majors Orientation, Exclusive Club, 7:30-9:00 a.m.

October 22

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


October 29

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


November 4

FOS Community Captains Orientation, Restaurant, 4:30-6:00 p.m.


November 5

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


November 12

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


November 19

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


November 25

FOS Community Workers Orientation/FOS District Kickoff, The Private Club, 7:30-9:00 a.m.


November 26
 
FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


December 3

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


December 10

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


December 17

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


January 7

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


January 14

FOS Report Meeting #1, Restaurant, 4:30-6:00 p.m.


January 21

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


January 28

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.



February 4

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


February 5

Leadership Breakfast, The Best Hotel, 7:00 - 9:00 a.m.


February 11

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


February 18

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


February 25

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


March 4


FOS Report Meeting #2, Exclusive Club, 4:30-6:30 p.m.

March 11

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.

March 18

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


March 25

FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


April 1


FOS Report Meeting #3, The Private Club, 4:30-6:00 p.m.


April 8


FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


April 15


FOS Staff Report (Room 204); 9:00 – 10:00 a.m.

April 22


FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


April 29


FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


April 30


FOS Council Victory Celebration, President’s Room, ABC Manufacturing, 5:30-7:30 p.m.


May 6


FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


May 13


FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


May 20


FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


May 27


FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


June 3


FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


June 10


FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


June 17


FOS Staff Report (Room 204); 9:00 – 10:00 a.m.

June 24


FOS Staff Report (Room 204); 9:00 – 10:00 a.m.


This schedule will not be included in the packet of materials for volunteers.




















Every week, millions of

Scouts raise their hands

and make a promise.

It’s more than just a pledge

to an organization.

It represents a

lifelong commitment

to themselves, each other, their families, 

and the community they share.

 

ACHIEVEMENT 

Fitness, either personal or physical, is a promise made to oneself. Scouts learn to be physically, morally, and mentally fit, which helps them to become healthy adults with integrity. Through a wide variety of activities, they develop a strong sense of well-being and the determination to achieve their goals.

 

LEADERSHIP 

In an age where young people are confronted with so many negative influences, Scouting provides guidance and role models built upon the timeless values of families, friends, and community. Scouts gain a solid foundation of values that helps them become productive citizens and effective leaders. As adults, many Scouts honor those traditions by returning to serve as adult leaders and positive role models for the next generation.

  

A PROMISE 

The success of Scouting depends upon those who support it. That includes the work of adult volunteers, the encouragement of parents, and the financial assistance of Friends of Scouting. After all, providing a quality program to a growing number of Scouts becomes more expensive each year. Your generous gift does more than simply cover our expenses; it serves as your personal promise to our Scouts today and our communities.


MISSION 

To be an integral part of our community while providing every kid in our service area an opportunity to be in a quality Scout program that builds character, citizenship, and personal fitness while teaching values and instilling character.

 

VISION 

To continue the legacy of Scouting by instilling the words to live by of the Scout Oath and Law in today’s diverse society and to be recognized as the leading youth service organization in ___Council Name___ while positively impacting our community, its families and children.

 

CONFIDENCE 

Through Scouting programs, young people are introduced to fun and exciting new experiences that help them learn about our world. Just as important, they are challenged to find new strengths within themselves. With each success, their confidence, self-reliance, and sense of worth become stronger. That strength helps them to make the right choices as they are confronted with difficult challenges.

 

TEAMWORK 

Scouts learn the value of teamwork through successful experiences that teach them to trust themselves and others. Through small groups, such as dens and patrols, Scouts develop interpersonal skills and gain self-confidence to achieve goals. Not only do they learn practical democratic citizenship, they also discover what it is like to work well with others and develop an appreciation and respect for our environment. Scouts learn lessons that last a lifetime.

 

COMMUNITY 

Community service programs such as Scouting for Food, Good Turn for America, conservation efforts, and individual Scout service projects are just some of the ways Scouts demonstrate their commitment to their community. Scout packs, troops, crews, and posts have provided thousands of hours of community service to benefit all of our neighborhoods.


 PRINCIPLES 

There is a sense of pride knowing that every week in every neighborhood, caring, dedicated volunteers gather to teach our youth the virtues of the Scout Law. Over 80% of men who were involved in Scouting agree that the values they learned as a youth continue to be an important part of their everyday lives. Every day, Scouts and their families learn by participating in activities centered on achieving three aims: character development, citizenship training, and personal fitness.
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__________ COUNCIL


BOY SCOUTS OF AMERICA




FRIENDS OF SCOUTING 


CAMPAIGN STRATEGY

This manual has been developed to make your job – the job of funding your council – easier.  While the materials in following chapters may not all be applicable to what your council has done in the past, much of it will help you become more successful in the future.


The chapters have been organized to help you, as staff leader or finance professional, provide better tools to staff in order to help them become more successful.  Each chapter is designed to either be used in a Staff Conference setting to help train staff in the basics of fund development or to be used as a stand-alone manual for separate campaigns (Family, Community and Gift-In-Kind) or for initiating Donor-Centered Development efforts within your council.


If there are documents or tools that you use in your local council that would make a useful addition to this manual or that might be of use to other councils, please forward them to:





Boy Scouts of America – S219







1325 West Walnut Hill Lane







Irving, TX 75015







larry.crouch@scouting.org




Chapter 1- Introduction:  You are here              X.  We are going to try to give you an overview of the materials offered and how to implement them.  You will be able to incorporate what is useful from this manual into your council plan.


Chapter 2:  Organization & Rationale:  These materials should be used to help with staff and/or volunteer orientation, to explain how your campaign is organized, and the necessity of Friends of Scouting in the overall council funding plan.  Materials should be used as part of a Staff Planning Conference or as part of a specific FOS Orientation conference.  Again, not all the materials may be specific to your council, or you may add pieces that you have developed locally to your own Campaign Manager’s Manual.

Chapter 3 – Campaign Structure:  This chapter will give you the tools needed to analyze how your campaign is organized and guide you toward the organization that will be most efficient for your campaign mix.


Chapter 4 – The Steering Committee:  This chapter explains proven processes which will facilitate the identification, qualification and cultivation of the top volunteers to lead your campaigns, focusing on volunteers in the Community Campaign.  There are also tools to help those top volunteers recruit adequate next-level volunteers and prospects to make your campaigns successful.  There are also detailed instructions on how to prepare for and conduct a Prospecting and Evaluation session.  This chapter will need to be used in conjunction with the tools in Chapter 5: Community Campaign.


Chapter 5 – Community Campaign: This chapter has many tools that you will have used in the Steering Committee process, such as job descriptions, identification of volunteers, and sample letters to recruit volunteers.  In addition, there are other critical tools that need to be implemented, such as campaign timetables, volunteer structure, recognition, etc.  Other tools critical for success will be found in Chapter 10: Campaign Discipline and include tools to conduct successful Campaign meetings such as a Kickoff, Report Meetings, and a Victory Celebration.


Chapter 6 – Family Campaign: Includes the materials needed to run a successful campaign, such as campaign organization, job descriptions, tracking sheets, presentation scripts, and phone-a-thon scripts.  Themed pledge cards, billing statements, contribution statements, brochures, and supporting materials are available at www.scoutprinting.com.  These supporting materials can be customized with your council’s copy as well as local photographs.


Chapter 7 – Gift-In-Kind:  The materials you need to conduct a successful Gift-In-Kind/Project Sale campaign.  Included are job descriptions, timetables, hints for writing proposal, proposal-writing worksheets, information on holding a vendor campaign, and a sample Gift-In-Kind list.


Chapter 8 – Leadership Breakfast:  Fact sheets, timetables, job descriptions, sample letters and other committee materials that can be used to initiate (or enhance your existing) Friends of Scouting Breakfast.


Chapter 9 – Donor-Centered Development:  An up-to-date overview of the top donor-centric practices in use today.  Includes ideas for cultivation activities, plans for identifying, rating, and tracking your top 30 donors, cultivation exercises and tracking forms, donor surveys, self-evaluation forms, plans for census-taking and focus groups, and ideas on how to move special-event donors to Friends of Scouting donors.


Chapter 10 – Campaign Discipline:  Materials for maintaining discipline – sample policy documents for card control, discipline, reporting, prospecting, and evaluation and tracking; agendas and talking points for conducting kickoffs, report meetings, and a Victory celebration; formulas for goal-setting; suggested timetables, audit forms, and a campaign self-evaluation.   
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__________ COUNCIL


BOY SCOUTS OF AMERICA




FRIENDS OF SCOUTING 


CAMPAIGN STRATEGY

CAMPAIGN PROFILE


Friends of Scouting is the _______________ Council's annual fund-raising campaign comprised of solicitation of Scouting families, local community businesses, and a Board of Directors campaign targeting major corporate gifts.  Annually, districts participate in the _______________ Council Friends of Scouting Campaign in two, three, or four separate efforts.  These are the District Community Campaign and the District Family Campaign.  Some districts choose to augment their campaign totals by means of a Gift-In-Kind Campaign as well.  These district campaigns comprise almost one half of council Friends of Scouting income. 


VOLUNTEER CAMPAIGN STRUCTURE


The District Campaigns are each led by a top-level community volunteer called the Campaign Chairman.  These Campaign Chairman may be recruited by the Steering Committee.  Campaign Chairman should have the standing in the community to know and understand its workings and have the ability to recruit and work with other top-level people.  The duties of each Campaign Chairman are detailed in the appropriate chapters elsewhere in this manual.


CAMPAIGN OBJECTIVES


· Utilize a Steering Committee or a nucleus of FOS Committee leaders


· Recruit top-level community volunteers.


· Identify new Prospects.


· Have, as needed, FOS Orientation Meetings.


· Have all Prospects solicited by the Leadership Breakfast.


· Increase the number of $250-and-above gifts in each campaign.


· End the campaign at 100% of goal by the February Leadership Breakfast.


ROLE OF THE CAMPAIGN DIRECTOR

A member of the _______________ Council professional staff is assigned as the Campaign Director. (The campaign Director provides technical assistance, materials, and information about people and the community.)

THE CAMPAIGN PROCESS


The preparation for the campaign is most important.  (The primary job of the Campaign Chairman is to manage the campaign, insuring its success.)

· The first step is for the Campaign Chairman to recruit adequate leadership for the campaign.  The duties of the Campaign leadership are outlined by the Chairman at an orientation.  A welcome letter (see sample letter) should be sent to the potential leaders prior to the orientation meeting.  Leadership for the Community Campaign is provided by Majors and Captains, while Team Leaders guide the Family Campaign. 


· The next step is to ensure the recruitment of Enrollers by the Leadership.  Enrollers are Workers in the Community Campaign and Presenters in the Family Campaign.


COUNCIL KICKOFF


The Campaign Kickoff Rally is held _____ [date] ___, and is designed to be a motivational meeting for all Friends of Scouting Campaign Workers.  (A spirit of competitiveness should be fostered between teams, as this can lead to earlier results and earlier campaign completions.  All campaign volunteers should understand the importance of concluding the campaign in a timely manner and working cards in person.) 


LEADERSHIP MEETINGS


Regular, scheduled Leadership Meetings are a key part of the Campaign.  Districts should schedule these every two weeks to keep track of their workers’ progress throughout the campaign.  Meetings should be planned preferably at the same time on the same day of the week.


COMMUNICATIONS


The Council Finance Department regularly communicates the progress of the campaign through the Campaign Managers and District Friends of Scouting Leadership by mail, phone, fax, E-mail and through Report Meetings. Districts will communicate with their FOS leadership in the same fashion.


CLEAN UP


During March, a concerted effort should be made, under the leadership of the Campaign Chairman and selected campaign volunteers, to ensure that all Prospects have been contacted and all pledge cards and monies are turned in.












2010 FOS


[These figures are to be changed to reflect the local council numbers]

Average Gift = $150

My Community FOS Goal = $30,000


$30,000 Divided by $150 = 200 Donors at the $150 Level


We need three times the number of Prospects in order to get the number of “actual” donors.  Therefore, we need 600 Prospects for our Community FOS Campaign.


600 Prospects divided by 5 (5 Prospects per worker) = 120 Workers.


120 Workers divided by 5 = 24 Captains


24 Captains divided by 5 = (4.8 or) 5 Majors


Summary, this campaign is guaranteed to succeed IF:  


1. The right chairman is recruited.

2. He/She recruits five (5) Majors.

3. The Majors recruit five (5) Captains for a total of 25 Captains.

4. The 25 Captains each recruit 5 Workers for a total of 125 workers who each “Work” five historical Prospects (or 15 new Prospects to secure five new gifts).

5. All Majors, Captains, and Workers help to identify Prospects. This campaign needs a total of 155 people.  The number of people needed will be affected by the average gift in your district.  What is your district’s Average Gift?


2010

Friends of Scouting 


Campaign Timetable


[Suggested]


		Date

		Benchmark






		2009

		



		September 1

		FOS Steering Committee Prospect List due



		Mid-September

		FOS Steering Committee Recruited



		September Week 3

		FOS Steering Committee Meeting #1 

[Location, Time]



		September Week 4

		FOS Steering Committee Meeting #2


[Location, Time]



		Early October

		FOS Family Chairman & District FOS Chairman Recruited


FOS Community/Gift-In-Kind Chairman Recruited



		Mid-October 

		FOS Family Campaign Orientation 

[Location, Time]



		Late October 

		FOS Community Chairman Orientation 

[Location, Time]



		November 1

		FOS Family Pacesetter Campaign begins



		Early November 

		FOS Community Majors Orientation 

[Location, Time]



		Mid-November 

		FOS Community Captains Orientation 

[Location, Time]



		Early December


		FOS Community Workers Orientation


FOS District Kickoff


FOS Family Pacesetter Campaign Report Meeting 


[Location, Time]



		2010

		



		Late January

		FOS Report Meeting #1


[Location, Time]



		Mid-February

		FOS Leadership Breakfast


[Location, Time]



		Mid-March 

		FOS Report Meeting #2



[Location, Time]



		Mid-April 

		FOS Report Meeting #3


[Location, Time]



		Late April 

		FOS Council Victory Celebration


[Location, Time]





RECENT HARRIS & ASSOCIATES SURVEY 

FINDS THAT OF PEOPLE WHO WERE SCOUTS:


98% graduate from high school compared to 83% of non-Scouts


40% graduate from college versus only 16% of non-Scouts


33% have $50,000-plus incomes, while it’s only 17% for non-Scouts

WHEN BOYS JOIN SCOUTING,


WHAT DO THEY BECOME?


For every 100 boys who join Scouting:


· 2 will become Eagle Scouts


· 17 will become future Scout volunteers


· 12 will have their first contact with a church


· 1 will enter the clergy


· 5 will earn their church award


· 18 will develop a lifelong hobby


· 8 will enter a vocation learned through the Merit Badge program


· 1 will use Scouting skills to save his own life


· 1 will use Scouting skills to save the life of another person


· RARELY will one be brought before the juvenile court system


Scouting’s alumni record is equally impressive.


· 85% of Student Council Presidents were Scouts


· 89% of Senior Class Presidents were Scouts


· 80% of Class Presidents were Scouts


· 71% of Football Captains were Scouts


Scouts also account for:


· 64% of Air Force Academy Graduates


· 68% of West Point (Army) Graduates


· 70% of Annapolis (Navy) Graduates


· 72% of Rhodes Scholars


· 85% of FBI Agents


· 26 of the first 29 Astronauts


FRIENDS OF SCOUTING CAMPAIGN


CONTRIBUTION RECOGNITIONS


The Recognition Plan for the Friends of Scouting will be as follows:


All contributors receive a "Thank You" note when payment of $25 or more has been received.


[This should be a paragraph describing the council’s recognition program.]

All District Enrollment gifts at a plaque level will be sent out at the request of the Donor or Campaign Director.

LEVELS OF GIVING:

		    $ Amounts

		Level 

		Recognition Item



		[   ]

		[   ]

		One Scout

		[   ]



		[   ]

		[   ]

		Two Scout 

		[   ]



		[   ]

		[   ]

		Leadership Member

		[   ]



		[   ]

		[   ]

		Guardian Member

		[   ]



		[   ]

		[   ]

		Eagle Patrol Member

		[   ]



		[   ]

		[   ]

		Golden Eagle Member

		[   ] 



		$5,000

		$9,999

		Benefactor Member

		Personalized Recognition Gift



		$10,000

		$24,999

		Distinguished Member

		Personalized Recognition Gift



		$25,000

		$49,999

		Pacesetter Member

		Personalized Recognition Gift



		$50,000

		+

		Founder Member

		Personalized Recognition Gift





[Corporate donors:  While more than 85% of all philanthropic gifts come from individuals, there is still potential for gifts from small businesses.  These should be worked as a result of an existing relationship (with a volunteer,) or a relationship should be developed.  To determine potential in your council or community, research Polk’s City Directories, Business Journal’s Book of Lists, Barron’s, Hoover’s, or Chamber of Commerce statistics to develop the following fact sheet]:

POTENTIAL


NEW DONORS


· In _______________ there are listed:


        (Resource)

· _______ businesses that have 5-10 employees


· _______ businesses that have from 10-20 employees


· _______ businesses that have from 20-250 employees

· Total of _______ potential donors.  


· Community Campaign reaches ____ donors.  

· Council Campaign reaches _____ donors.  


· There is great potential for growth in our campaigns.


* This information is provided by ___________ (resource).  This information pertains to [your location]. 
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__________ COUNCIL


BOY SCOUTS OF AMERICA




Campaign Organization Set-up

The Fund-raising software of the Boy Scouts of America is designed to support the Fund-raising activities of a local council by providing a consolidated database of donors, a systematic method of pledge/payment entry, standard reports for management, volunteers and donors, a communication tool for donors by serving as the institutional memory of the local council for donor cultivation and retention.


For the system to provide records and reports that accurately reflect the council Fund-raising activities, it is imperative that campaigns be properly formatted and maintained.


Before discussing how the system maintains campaign data, the council must first decide how the campaign is organized, managed, and what information will be expected to be reported and recorded.


Campaign Worker Position, BSA Structure and Donor Groups


The Fund-raising software used three primary functions to identify Fund-raising activity: Worker Positions, BSA Structure and Donor Groups (formerly called Giving Categories).

Worker Position identifies the campaign organization structure. Chairman, Major, Captain, Worker, Table Host, and Solicitor are all examples of Worker positions.  There is no need to create worker positions specific to a Campaign or District as there are other ways to accomplish this distinction.  Keeping the Worker Positions generic will be less confusing and will keep the Worker Position table smaller and easier to manage.


BSA structure is unique to each council but is the same structure that is used in all other reporting, such as membership.  All BSA structure configurations will include the Council and all districts.  This structure may also include Service Areas and Sub Districts if they are a part of your council structure.

Person identifies the Person Record of the individual who occupies the Worker Position for the current campaign.

Donor Groups (Giving Categories in PAS) have been largely misunderstood and miss-used.  Simply put, a Donor Group is the bridge between Fund-raising and General Ledger.   On the Fund-raising side, it serves to group together donors who behave in a similar way.  That is they are asked for a similar contribution amount and solicited in a similar manner.  On the General Ledger side, it lets Fund-raising tell GL which accounts to credit or debit as pledges and payments are made to the system. 


Donor Group Types


Donor Group types further define how the giving group will behave in the system.   Group types are as follows:


AGIV or Annual Giving - Requires accounts for Cash, Contribution, Pledges Receivable, and for both Allowance and Provision for Uncollectables for past, present, and future years.  This Donor Group type cannot span a calendar year.  Only allows for the selection of Fund 1 accounts.


SPEC or Special Event - Requires accounts for Cash, Contribution, Pledges Receivable, and for both Allowance and Provision for Uncollectables for past, present, and future years.  This Donor Group type cannot span a calendar year.  Only allows for the selection of Fund 1 accounts. It adds the capability to assign either a fixed amount or a percentage to each contribution as a benefit received.  This amount will be reflected on the contributions statement of the donor.


MYRC or Multi-year Capital - Requires accounts for Cash, Contribution, Pledges Receivable and for both Allowance and Provision for Uncollectables.  This group can span multiple calendar years.  Only allows for the selection of Fund 2 accounts.


MYRE or Multi-year Endowment - Requires accounts for Cash, Contribution, Pledges Receivable, and for both Allowance and Provision for Uncollectables.  This group can span multiple calendar years.  Only allows for the selection of Fund 3 accounts.


Keeping donor groups to a minimum will also aid in the creation of reports.  

Examples of donor groups in a typical FOS campaign would be:


Executive Board (AGIV type-non-benefited contributions)


Majors (AGIV type-non-benefited contributions)


District (AGIV type-non-benefited contributions)


Community (AGIV type-non-benefited contributions)


Family (AGIV type-non-benefited contributions)


LDS (in councils with large LDS populations) (AGIV type-non-benefited contributions)


In these cases, all of the contributions from all of the donor groups will flow to the same GL accounts. In this case, the donor group’s primary function is to group donors for analysis purposes in Fund-raising.


In a Special Event such as a Distinguished Citizen Dinner, examples of Donor Groups might be:


Event Sponsors (SPEC type-benefited contributions with benefit set to FMV of the sponsorship)


Table Sponsors (SPEC type-benefited contributions with benefit set to FMV of a table)


Individuals’ Tickets (SPEC type-benefited contributions with benefit set to FMV of a ticket)


Contributions (SPEC type-benefited contribution with benefit set to zero)


In this case, the donor group serves not only to group donors, but assigns either a dollar amount or a percentage to the direct benefit and differentiates the various GL accounts to which funds are directed.


Building the Campaign Structure


As a campaign is being built, four identifiers come into play:


1. Worker Position: The title of the position in a campaign

2. BSA Structure: The council structure to which the position is assigned

3. Person: The person who occupies the position for this particular campaign (if the parentheses are blank ( ), then no worker has been assigned to the Worker Position)

4. Donor Group: Defines donor behavior and destination in the General Ledger


Here is an example of an FOS Campaign Structure as it is shown in MyBSA Fund-raising:

Chairman – Takeany Council (John H. Smith) Executive Board

   Chairman – Bear Lake District (William Jones) District

       Chairman – Bear Lake District (Fred Olson) Community

           Worker – Bear Lake District (Julie Smith) Community

           Worker – Bear Lake District (Frank Schmidt) Community


       Chairman – Bear Lake District (Debbie Butler) Family


            Worker Pack 22 – Bear Lake District () Family


            Worker Troop 22 – Bear Lake District () Family


     Chairman –Tall Mountain District (Richard Walsh) District


       Chairman –Tall Mountain District (Charles Hopkins) Community

           Worker – Tall Mountain District (Tom Jenkins) Community

           Worker – Tall Mountain District (Tom Ramirez) Community


       Chairman – Tall Mountain District (Diane Fredericks) Family


            Worker Pack 22 –Tall Mountain District () Family


            Worker Troop 22 –Tall Mountain District () Family

In an organizational chart, this structure would be represented as follows:

[image: image2.jpg]Title
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Note: When prospects are loaded from membership to a unit in the family campaign, the Committee Chairman is loaded by default to the person occupying the worker position.


Whether you are creating a new campaign or restructuring an existing campaign, take time to determine how your campaign is actually organized and how you will expect the reporting to be illustrated.  The campaign structure is the single greatest factor in how reports will be formatted.

One of the best processes for determining campaign structure will be to begin with a blank sheet of paper or a white board and begin to draw out the desired organization chart.  Once you have determined the desired structure, and then use the tools in MyBSA Fund-raising or PAS to create the campaign structure.

There are tutorial videos in the Resource section of MyBSA Fund-raising for creating and copying Fund-raising campaigns.


TRUSTWORTHY      LOYAL     HELPFUL     FRIENDLY     COURTEOUS      KIND







words to live by



 



OBEDIENT       CHEERFUL       THRIFTY        BRAVE       CLEAN       REVERENT















Chapter 3 ~ Campaign Setup


Page 6




_______________ Council
          
        Boy Scouts of America




THE 


STEERING 


COMMITTEE


2010

[image: image1.png]HCO'S

Frlemnds off Scoutimg






__________ COUNCIL


BOY SCOUTS OF AMERICA


[image: image3.emf] 


Page 1 of    4  




THE STEERING COMMITTEE


The steering committee is vital to a successful enrollment. Its primary objective is to ensure successful, on-time completion of the campaign and select the campaign leadership. Qualifications of committee members include:


* Key council leaders/top business leaders


* Committed to Scouting


* Positive attitudes


Active participants could be the council president, vice president–finance, enrollment Chairman, and Scout executive. Other members could be active past presidents and upper-level contributors. But the key to a successful FOS campaign is broad-based, active volunteer involvement.


Positive leadership is an irreplaceable qualification for each member. The council enrollment Chairman should be selected before the committee’s first meeting. If the Chairman has not been recruited, a major function of the committee is selecting the Chairman. If the proper committee has been selected, the best candidate for Chairman is likely to be a member of the committee.


The first committee meeting should be held in July to September at a prestigious place. The committee should meet a minimum of once a month in the fall of the year and once a month from January until campaign completion. Committee meetings should be action-oriented with careful planning.


Purposes of the committee meetings are:


* Review status of the campaign


* Determine action items for the next meeting to ensure successful on-time completion


* Make assignments


The degree of any campaign’s success depends upon:


* Top leadership


* Prospecting and evaluation—determining who has ability an interest to give


* The right person making personal solicitation


* Campaign controls/executive direction


Every district/division should have a steering committee. Every steering committee member should receive a one-page job description when recruited. Starting with page 11 of this document, there are job description pages, a sample agenda, and other documents that can be personalized by the council to create materials for the campaign. 

VOLUNTEER RECRUITMENT


Recruiting the District/Division Campaign Chairman

The first and most important item is recruiting the district/division FOS Chairman. The district Chairman should personally participate in recruiting others as well.


District/Division Campaign Chairman and the district Chairman should agree upon the best person for each position and, as a team, recruit them. This dual approach provides a close working relationship between the council and district/division Chairman, yet it maintains district or division identity and uses the best people to recruit the best prospects.


When recruiting the campaign personnel, always plan the approach:


1. Discuss the campaign structure.

2. Briefly outline history and goals.

3. Explain how adequate financial support is essential to achieving our mission.

4. Explain district goal and how it is divided for dis​trict, community, and family enrollment.

5. Outline the time involved in each of the following:

a. Council-level meetings of district FOS Chairmen

b. District steering committee meetings

c. Recruiting personnel

d. Personal leadership to keep enrollment on schedule

6. Detail how the district professional (campaign manager) assumes major assignment in

recording personnel recruited, assisting with meeting preparation, and working with auditors to keep updated records and reports.

7. Prepare and present to him/her a one-page job description.

Recruiting Campaign Personnel (Recommendations for recruiting workers in this manual)

1. Before recruiting begins, know the approximate number of prospects you plan to solicit and the campaign dollar goals.


2. Review last year's campaign personnel to select the right people. Recruit individuals of stature, influence, and means. Are they dependable? Getting the right division Chairmen will determine your success or failure.


3. For every 100 to 150 prospects, you will need one major to recruit five captains. Each




      Captain will recruit five Campaigners who will enroll five prospects.


4. Recruit your campaign personnel using the proper approach by the proper person and record personnel recruiting on the "Personnel Enlistment Report" form.


5. When recruiting:


a. Outline the job to be done. Do not undersell the job.


b. Get acceptance of the program, the organization, the schedule, and goal commitment.


c. See that each person is trained in their responsibility and the steps they must take to do the job.


d. Make sure they are committed to seeing the job completed and every prospect worked.


Informing Top Volunteer Leadership


An important element of recruiting "top" campaign leaders is to clearly inform them of their responsibilities.


When a person is asked to serve in a key position, they should be given a written job description. The person is more likely to accept and perform better if, at the outset, they know what is expected and have pertinent information regarding the position.


Job description should include:


* Title


* Campaign Dollar Objective


* Specific Duties


* Key Dates


* Name of Adviser


Job description should be limited to one page. Be honest about what is involved, and use language volunteers can understand.


Key Points in Recruiting/Orienting a Friends of Scouting Chairman

· Steering committee identifies prospects.


· Steering committee identifies possible members of the recruiting team.


· Two volunteers and the district executive recruit–field director is included if the district executive is a new employee.


· Two volunteers should be people to whom prospects cannot say “no.”

· Provide both volunteers with written bio/background information on prospect.


· Script the recruiting plan–who says what.


· You have:


1. Job description and schedule


2. Suggested personnel to recruit


3. Overall organization chart


4. Other support information depending on experience of prospect:


a. Information on why BSA has Friends of Scouting


b. Job description of personnel to recruit


Friends of Scouting - Steps for Getting Enough of the Right People to Solicit Cards


1. The division Chairman, with the help of the district executive, needs a list of prospective majors. Call on the most capable people. First, in selecting prospective majors, look towards getting full coverage of the area served by the council, and Scout unit coverage of the entire community. Look at team captains who did a good job last year.

2. Then the division Chairman, with the help of the district executive, should compile a list of 

prospective captains. Begin with leftover names for majors. Every division in your district must hold a meeting of its majors to get them oriented and trained; then, they should choose the prospective captains they will invite to be on their team. Prospective captains list should come from last year's good sales representatives. Note: a major must be trained and a current donor before he/she starts recruiting his/her captains.

3. The Chairman, with the help of district executive and majors, will compile a list of prospective campaigners. Begin with leftover names from captains. Every division of your campaign should hold a meeting of its captains to get them oriented and trained. Those captains will then choose the prospective sales representatives they will invite to serve on their team. The list should come from last year's workers, parents, and Friends of Scouting. Note: A captain must be trained and a current donor before they start recruiting their campaigners.

4. Staff member and division Chairman will maintain a master list of prospective majors, captains, and campaigners and to whom they are assigned. If additional names are needed, the volunteer can contact either the staff member or Chairman for more prospects.


(Job Descriptions Appendix___)


Deadline--Deadline--Deadline!!

From the very beginning, every leader in a division must be responsible for every person he recruits, committing him to attend the orientation, kickoff, and report meetings. Study carefully all deadlines for recruiting the various groups of sales representatives. The recruiting schedule must be met.

Instructions for Recruiting Majors, Captains, and Campaigners


The following are the steps to be taken to make the most effective use of the prospective campaigners' list:


1. Carefully select the list of people who are potential campaigners from the prospect lists. Do a thorough job. These people should be prospects in their division. Make sure you include people who have a flair for salesmanship. We are looking for sales representatives or “storytellers” who can get their point across to other people about the Scouting mission.

2. Prepare an alphabetized numerical list of prospect campaigners. Include name, place of business, and phone number.

3. Run off 25 copies of this list.

4. The community campaign Chairman uses the list to select majors and captains.

5. Your next use of the list will be when the captains are called together to select their campaigners. 


Give all captains a copy of the list, and give them two or three minutes to read all the names. Then tell the captains something like this: "We’re doing this to save you a lot of time and trouble. First, we’ll go around the room five times, and each of you will select a total of five people you will commit to see and recruit as campaigners."

Then, start with the person on the left and have him/her call out a name he/she wants. Have the next person do the same, and so on, around the room five times. Then, go three more times, explaining that they may need spares.


6. Tell the captains, "Now, we want you to agree that in the next 48 hours you won’t ask any person on this list to be a campaigner unless he/she is one of the eight you picked today." (The people then agree to this plan.)

Then say to the captains, "Don’t forget that you have just 48 hours. When that 48 hours is over, the list is wide open and you can ask anyone you may want."


7. The captains will then leave this meeting with a self-imposed desire to see their people quickly. They know if they don’t see them within 48 hours, some other major will have a right to ask them. They also know that the people they plan to see haven’t been asked to be a captain, so there will be no duplication of effort.

8. You aren’t concerned about "who picked whom" because it is not important at this time. All you’re concerned about is that you’ve marked off your master list the names that have been selected by each one of the captains.

9. Occasionally, a captain will call you about two or three hours after the meeting and say, "I have lined up two campaigners, but four have said no, and I need some more names." Your response: "Look at your list and tell me which others you want." As he gives you these names, mark them off your master list, and he/she is then authorized to go ahead and contact these people.


PROSPECT AND EVALUATION


Prospecting for Donors

Good FOS campaign prospects must have an interest in or an affinity for Scouting. They must also have the financial ability to give if the right person makes the solicitation. Sources of good prospects include:


* Members of the executive board


* Council employees


* Council, district, and unit volunteers


* Families of youth members


* Former members


* People with a strong interest in Scouting


* Past givers


Sources of new prospects can also include:


Vendors–printing company, travel agency, accounting firm, law firm, advertising  agency, bank, long distance supplier, janitorial company, real estate firm, guard service, hotel, insurance company, airline, auto leasing company, temporary personal agency, courier service that a volunteer’s company uses.


Customer/Clients–These are companies with which a volunteer does business.

Friends/Business Associates–These people are in the volunteer’s neighborhood, church, service club, and country club.


Work Associates/Fellow Employees–The volunteer’s associates who have probably asked them to make a contribution to their favorite charity.  As the saying goes, "What goes around–comes around".

Tenant/Building Companies–You probably are well acquainted with people from other companies located in your building and they are a good source of prospects.

Prospect Research Process


Prospect research requires records available for immediate identification of all past donors.


People have knowledge of many friends and associates among their business and social contacts.  Corporate executives have knowledge of corporate boards of directors and top executives.  Professional people know those within their profession.  Bankers have knowledge of the financial community.  Therefore, as council and district leaders are called upon to identify prospects to support Scouting, reference materials must be available to expand prospect lists.


A flat list, alphabetically recording all donors and the amount for the past three years is essential.  

This flat list includes:

1. Name and address of individual

2. Name and address of corporation or foundation

3. Names of clubs and organizations

4. FOS division, phase, activity, event, project sale

5. Amount donated (three-year record)


6. Solicitor (optional)


Guides that should be secured and updated annually to prepare for prospect research and identification are:

· Corporate stockholders' reports listing officers, directors, and salaries


· Financial institution annual reports listing officers and board of directors


· Country Club memberships


· Business directories of corporate leaders


· Industry directories


· Who's Who directories


· Social Register


· Service club membership: local, district, state


· Women's club membership: local, district, state


· Professional athletes


· News media personnel: TV, radio, newspaper


· Personnel at research centers


· Military base personnel


· Government: national, state, local


· Telephone lists


· Labor union officers


· Capital campaign brochures–other institutions.  (Use brochures for reference.)

· Newspaper reports listing donors to special causes.  (Clip daily.)

· Radio and TV news accounts of donors and other prospects (make notes for reforms).


· News media reports of new executives, professionals, educators, etc., moving into area.

· Scouting records, including:


Capital campaign donors 

World Jamboree participants


National Jamboree participants

Philmont participants


Exploring high-adventure activity  participants

National Eagle Scout Association members


Eagle Scout Award recipients and their families


Silver Beaver recipients

Past Executive board and council membership rosters


Eagle recognition sponsor - current and previous years

Scouting membership applications

Prospect Cultivation

One survey shows that 75 percent of upper-level donors are likely to make a gift if they’re asked by a person they know well. These same donors have two primary reasons for giving: 1) The charity is a worthy cause; and 2) they feel a close involvement with the charity.


One of the most important ways to improve upper-level giving is to improve the cultivation process and make this cultivation ongoing. The goal is to:


* Increase giving levels of existing prospects


* Create desire and motivate new prospects to contribute


* Help prospects get to know the council better so they’re less inclined to say “no”


Learn as much as you can about potential prospects for gifts and leadership. Ask others if they know them. Use the Internet and find articles through search engines such as Google or Yahoo. 


The first step to better, more effective prospect cultivation is to identify 200 possible prospects. Collect information and articles about them, and place these 200 names into four categories:


		1.

		Class A  

		Best

		Top 10-15



		2.

		Class B

		Medium

		Next 20-30



		3.

		Class C

		Potential

		Next 20-30



		4.

		Class D

		Possible

		Remainder





Assign volunteers to make cultivation contacts on prospects in Class A. Examples of these contacts can include:

* “Soft-sell” conversations of Scouting values and progress in an informal setting


* Attendance by prospect and spouse at council, district, and unit activities, invited


    and accompanied by a volunteer and spouse who are close acquaintances


Develop a program of cultivation contacts for a 12-month period. Frequently review prospect classes and attempt to move people to a high class. A recommended number of contacts during the year for each class would be:  Class A – 10; Class B – 6; Class C – 4; Class D – 2.


The assigned staff member should record all contacts. Contacts for any category can include:


* Personal conversations


* Attendance at activities


* Birthday cards


* Anniversary cards


* Newspaper clippings of them, their family, or Scouting


* Telephone calls to congratulate personal or business achievements


* Personal letters highlighting council's progress

* Mailing postcards to them while you’re out of town on vacation or business


* Conducting a cultivation weekend for Class A at a relaxed, prestigious setting


* Cultivation dinners


Every person–regardless of prospect class–should receive at least the council newsletter and an annual report with a cover letter from the council president.


Recognition and ongoing cultivation of upper-level contributors should include:


* Upon receipt of gift, immediate telephone call from Scout executive


* Within a week, letter from president

* Within a month, recognition presented by key volunteer, staff, and a youth member


* Within three months, letter from Scout executive


* Within six months, letter from president


* Within nine months, letter from Scout executive, president, or an influential volunteer


* Attendance at recognition dinner


Prospect Selection and Evaluation

A large number of people on most prospect lists are not giving commensurate to their interest or ability to give.  Primarily, this is because the proper person has not asked for a specific amount.  This is the rationale for establishing levels of giving, i.e., "Leadership Membership," "Sponsor Membership," or "Benefactor Membership," etc.


Prospect lists are prepared for the Prospect and Evaluation Committee by the district executive.  The district executive will provide:

· Names of all past contributors


· All family enrollment members who are no longer active within a unit


· District committee roster, including merit badge counselors and any other committee


members


· Commissioner staff members


· Last year's enrollment personnel (to be used in selecting leadership)


· New prospects that have been identified by each Major, Captain and Worker

· The above lists will be compiled into one “master list” in the format of the flat list     mentioned earlier with donor history 

· Giving levels for the campaign


The district executive will also provide the Campaign Analysis Formula report, run through MyBSA/Scoutnet.  This report will provide an analysis of the previous year’s historical givers, their likelihood to give and at what level, and will help provide for the committee a projection of the number of new prospects necessary to achieve the goal.


It is important that the steering committee or prospect selection committee (individuals knowledgeable of the business and social structure of the community) review the prospect lists before each campaign kickoff.  The meeting should be held in quiet, comfortable surroundings, such as a bank boardroom or conference room.  A copy of the "master list" should be given to each member attending.  Each copy should be numbered and marked "PERSONAL & CONFIDENTIAL - FOR COMMITTEE USE ONLY." 

The meeting should be prefaced with a statement such as:


"We are gathered to review and evaluate the giving history of each of our contributors for the last four years.  What we discuss must remain confidential.  Giving is a personal matter, and each donor's gift depends on different circumstances, interests, or commitments.  It would be unethical to disclose confidential business matters, so we only ask you to review each prospect you know and suggest a giving level commensurate with the person's ability and interest, such as Patron, Guardian, Sponsor, and so forth.  It is also important to identify the person most likely to ask for that level of giving.  We will mark the master list with your recommendation."


"Based on the highest gift of each prospect over the last four years, the total number of prospects are________ and is $________.  The outcome of this meeting will be to upgrade the levels of giving, where you feel a larger gift is warranted.  I will keep a tally of the changes in levels of giving so we can quickly determine the upgraded value of our list at the end of the meeting."


The prospect selection and evaluation committee will determine a minimum level of asking. Prospects for less than $50 should be avoided as part of this process; it is unfair to ask an enroller to spend time calling on these prospects. (Historical prospects who cannot be upgraded should be solicited in a mail campaign.)  The committee then proceeds to review the list page by page.  As giving levels are suggested, be sure workers' names are also added.  Without linkage, it is unlikely that you will receive the gift.


· Delete all past contributors who have moved, are deceased, or for some other reason should not be listed as a prospect.


· Review district and community goals. Determine approximate number of prospects needed. Total dollar evaluation of these prospects should be three times the goal.


· When the list is completed, evaluate all prospects. Estimate their expected gift, if they are properly motivated and solicited by the right person. Use giving levels as a guide.


· Twenty-five percent of all prospects should be campaign workers. Since all enrollment personnel become contributors, enrollers should be on prospects list. Don’t consider people who were ineffective during the past year.


This process then helps you tailor the campaign structure to the number of prospects for each level.  It not only determines the number of workers needed at each level, but from the notes on the master list, prospective workers needed to provide linkage to each prospect.


2010

Friends of Scouting


Steering Committee 


 _______ District Chairman

Prepared for: ________________

Objective:
Assist in the attainment of the council’s Friends of Scouting goal.


Principal Responsibilities:

· If necessary, assist in the recruitment of the District Steering Committee Chairmen.


· Lead the Steering Committee to select key leadership for district campaigns (Friends of Scouting, Family Community, and Gift-In-Kind).


· If necessary, with the Steering Committee, assist District Community Campaign leadership in recruiting adequate Majors, Captains and Workers.


· Lead the Steering Committee in the prospect and evaluation process of current and potential contributors.


· Enroll yourself personally with an upper level contribution.


· Accept responsibility in enrolling other upper-level contributions.


Throughout the campaign:

Work with the professional campaign advisor to:

1. Analyze status of campaign progress.


2. Determine steps for successful campaign completion.


3. Take necessary action to see that steps are taken to ensure successful campaign completion.


Calendar:


September 
 
Chairman the first meeting of the Steering Committee.


September

Chairman the second meeting of the Steering Committee.


If necessary, assist in the recruitment of District Friends of Scouting Chairman, the Gifts-In-Kind Chairman, and Family and Community Campaign Chairmen.


December

Attend Council FOS Orientation/Kickoff.


February

Attend Leadership Breakfast.

April


Victory Celebration.

Staff Adviser: [Name]

Title: [District Name] District Executive

_________ Council, Boy Scouts of America [Street Address] [City/State/Zip]


Phone:  [123-456-7890] Fax: [123-456-7891]

E-mail:  contactme@scouting.org 


2010

​​​​​​________ District Friends of Scouting Chairman

Position Description


Prepared for:  _____________

Position starts:

Immediately


Position ends:

Completion of goal by April 30, 2010

Objective:
To recruit, guide and motivate, top-level volunteers needed to raise the Friends of Scouting goal for our district.                           


Responsibilities:


· Recruit a Community Campaign Chairman.


· Recruit a Family Campaign Chairman.

· Recruit a Gift-In-Kind Chairman.


· Keep the Campaign running on time and to completion.


· Assist in enrolling other upper-level givers.


· Personally enroll as an upper-level giver.


Key Deadline Dates:


September

Family Campaign Chairman recruited.




September 
Community Campaign and Gifts-In-Kind Chairmen recruited.


October 

Family Orientation

December 

Council, Community and Gifts-In Kind Orientation/Kickoff.

February 

Leadership Breakfast


April 

Victory Celebration


Staff Adviser: [Name]

Title: [District Name] District Executive

_________ Council, Boy Scouts of America [Street Address] [City/State/Zip]


Phone:  [123-456-7890] Fax: [123-456-7891]

E-mail:  contactme@scouting.org 


2010

Duties of the _______ District Friends of Scouting


Steering Committee


Prepared for:  ____________

Objective:



Assist in the attainment of the district’s Friends of Scouting goal, identify volunteer resources, and represent the District on the Council Steering Committee.


Principal Responsibilities:

· Identify key volunteer leadership prospects and assist in recruitment. 


· Enroll personally with an upper level contribution.


· Actively participate in the prospect and evaluation process of current and potential contributors.


Throughout the campaign:

· Analyze status of campaign progress.


· Determine steps for successful campaign completion.


· Take necessary action to see that steps are taken to ensure successful campaign completion.


Calendar:


September

Attend the first meeting of the Steering Committee.


September

Attend the second meeting of the Steering Committee.


Assist in the recruitment of District Friends of Scouting Chairman, the Gifts-In-Kind Chairman, and Family and Community Campaign Chairmen.


Staff Adviser: [Name]

Title: [District Name] District Executive

_________ Council, Boy Scouts of America [Street Address] [City/State/Zip]


Phone:  [123-456-7890] Fax: [123-456-7891]

E-mail:  contactme@scouting.org 


NEW PROSPECT DEVELOPMENT


FOR USE BY ALL CAMPAIGN VOLUNTEERS

I.
Clearing new prospects...it is the only way we will achieve our goal.  To properly clear a prospect, the Finance Department needs: 

A. Full name of the individual

B. Company name

C. Address

D. Phone number

E. Your intent to solicit a personal or a corporate gift.  

**Five working days should be allowed for clearing prospects**

Please limit the number of new prospects you identify to 10.


Sources of new prospects include:

Vendors–Printing company, travel agency, accounting firm, law firm, advertising agency,

bank, long-distance supplier, janitorial company, real estate firm, guard service, hotel, insurance company, airline, auto leasing company, temporary personal agency, courier service, or other vendor used by your company.


Customer/Clients - Those companies that you sell your product to–with whom you do 


business.

Friends/Business Associates - Those people who you are friends with.  These people 


           are in your neighborhood, church, service club, and country club.


Work Associates/Fellow Employees - The people you work with who have probably


asked you to make a contribution to their favorite charity.  As the saying goes.... "What goes around comes around."

Tenant/Building Companies - You probably are well-acquainted with people from 


          other companies located in your building, and they are a good source of prospects.


After your prospects have been cleared, your Campaign Director will return to you preprinted pledge cards for each prospect, an alphabetical computer listing of all prospects, and sufficient quantities of brochures and return envelopes.


II.
Ask for a specific amount of money from every prospect.  People like to know what to give. 
People often will give what they are asked to give.


Existing Prospects - If you feel that your past donors are already giving at a high level, ask for a 15 percent increase, the approximate percentage increase in the overall campaign goal.  If they are not giving at a high level, select a reasonable amount beyond 15 percent.


New Prospects - Select an amount that you are comfortable in soliciting, possibly at your own leadership level.


III.
Give two gifts...a personal gift and, where appropriate, a corporate gift.  Give from the heart.  Give more this year than last year and reach toward your full potential.


Multiply your gift via:

Matching gifts programs - If your company is a matching-gift company, please be sure Matching gifts applications are completed for you and anyone else from your company who is making a contribution.  If your company does not have a matching gifts program or does not match for the Boy Scouts, take action to implement such a program.


Volunteer involvement programs (VIP) - Many companies have established giving programs that award grants to organizations where their employees volunteer.  If your company has such a program, please submit a request on behalf of the Boy Scouts.  If they do not, take action to implement such a program.


Make an in-kind contribution to the campaign.  Examples of in-kind contributions that are needed include:  printing, sponsoring meetings where a meal is involved, office supplies, and camping supplies.


______________District Profile Worksheet
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Business Influentials:


		Major Employers

		Owner/President

		Scouting Background

		Knows/Known By



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		





Professionals (Attorneys, Doctors, Dentists, Insurance, Auto Dealers, etc.:

		Name

		Profession

		Scouting Background

		Knows/Known By



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		








Banks, Financial Institutions:


		Bank

		Owner/Board Chairman

		Scouting Background

		Knows/Known By



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		





Other Business Influentials (young emerging leaders, retired, other):

		Name

		Business

		Scouting Background

		Knows/Known By



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		





Miscellaneous Influentials (Newspaper/TV/Radio/Shopper/Magazine):

		Firm

		Name

		Scouting Background

		Knows/Known By



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		





Hospital (Administrator, Board President)




		Name

		Institution

		Scouting Background

		Knows/Known By



		

		

		

		



		

		

		

		



		

		

		

		








Education (Principals, superintendents, college officials, with respect & influence):

		Name

		Institution

		Scouting Background

		Knows/Known By



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		





Government
 (City Manager, Mayor, Council Members, State Senate, State House, US Congress


		Name

		Office

		Scouting Background

		Knows/Known By



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		





Service Clubs/Fraternal Organizations (Rotary/Lions/KC/ Kiwanis/Elks/JC/Shrine/ etc.):

		Club

		Influential Member/ Pres.

		Scouting Background

		Knows/Known By



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		





Chamber of Commerce (Director, President, Influential Member(s)):

		Name

		Office

		Scouting Background

		Knows/Known By



		

		

		

		



		

		

		

		



		

		

		

		








Scouting Influentials:

		Unit/Volunteer

		Position

		Influences/Influenced By

		Profession



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		





Influential Chartered Partners:


		Chartered Partner

		Head

		Profession

		Knows/Known By



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		



		

		

		

		





Other Information


Power structure meets informally at this restaurant/golf course ______________________

Meeting locations (restaurants, boardrooms, etc.) _________________________________

Most influential factor special to this community __________________________________

“Dream Team” (If you could have anyone involved in supporting Scouting financially, they would be) ________________________________________________________________




Friends of Scouting


Community Campaign Enrollers


Donor Profile

Upon completion, please fax this to your district professional at the Scout Service Center (fax 414-774-0342).  Thank you.


Enroller’s Name: ________________________________________________________

“Who do you know?”


		Accountant

		



		Attorney

		



		Banker

		



		Cleaning company

		



		Security firm

		



		Real estate agent

		



		Insurance agent

		



		Doctor

		



		Leasing agent

		



		Dentist

		



		Country club contacts

		



		The kid’s orthodontist

		



		Service club contacts

		



		

		



		

		



		

		



		Church contacts

		



		

		



		

		



		

		



		Neighbors

		



		

		



		

		



		

		



		

		



		“Who do you know?”


(continued)



		Office assistants

		



		

		



		

		



		

		



		

		



		Business competitors

		



		

		



		

		



		

		



		

		



		Friends

		



		

		



		

		



		

		



		

		



		

		



		

		



		Family members with Scouting background

		



		

		



		

		



		

		



		

		



		Prominent individuals 


you know

		



		

		



		

		



		

		



		

		



		

		



		

		



		

		



		

		





DISTRICT COMMUNITY

FRIENDS OF SCOUTING CHAIRMAN

Manpower Profile Prospect Form


[Due to supervisor/Finance Dept. by September __, 2009]


District:  



______

Prospect Rating:  
(1) _____


Prepared By:  



_




(2) _____



Date Submitted:  


_____





(3) _____













(4) _____













(5) _____ 


NAME: 













TITLE:  













COMPANY:  














CITY:  




STATE:  


ZIP:  




PHONE:  



FAX:  




E-MAIL:  



GIVING HISTORY:  (09) _____ (08) _____ (07) _____ (06) _____ (05) _____ (04) ______


Scouting affiliations/background:  



































Professional affiliations:  





































Community affiliations:  





































Which communities does this individual have influence in and why:  






























Who is the best person to recruit this individual and why:  

































DISTRICT FAMILY

FRIENDS OF SCOUTING CHAIRMAN

Manpower Profile Prospect Form


[Due to supervisor/Finance Dept. by September __, 2009]


District:  






Prospect Rating:
(1) _____


Prepared By:  








(2) _____



Date Submitted:  








(3) _____













(4) _____













(5) _____ 


NAME: 













TITLE:  













COMPANY:  














CITY:  




STATE:  


ZIP:  




PHONE:  



FAX:  




E-MAIL:  



CURRENT DISTRICT/COUNCIL POSITION:  









GIVING HISTORY:  (09) _____ (08) _____ (07) _____ (06) _____ (05) _____ (04) ______


Scouting affiliations/background:  



































Professional affiliations:  





































Community affiliations:  





































Who is the best person to recruit this individual and why:  

































DISTRICT


FRIENDS OF SCOUTING CHAIRMAN

Manpower Profile Prospect Form


[Due to supervisor/Finance Dept. by September __, 2009]


District:  






Prospect Rating: 
(1) _____


Prepared By:  







      
(2) _____



Date Submitted:  







      
(3) _____











  
      
(4) _____













(5) _____ 


-


NAME: 













TITLE:  













COMPANY:  














CITY:  




STATE:  


ZIP:  




PHONE:  



FAX:  




E-MAIL:  




GIVING HISTORY:  (09) _____ (08) _____ (07) _____ (06) _____ (05) _____ (04) ______


Occupational and Professional Skills Relevant to Volunteer Position:  






























Scouting Affiliations/Background:  



































Professional Affiliations:  





































Community Affiliations:  





































Who is the best person to recruit this individual and why:  

































DISTRICT STEERING


COMMITTEE CHAIRMAN

Manpower Profile Prospect Form


[Due to supervisor/Finance Dept. by September __, 2009]


District:  






Prospect Rating: 
(1) _____


Prepared By:  







      
(2) _____



Date Submitted:  







      
(3) _____











  
      
(4) _____













(5) _____ 


NAME: 













TITLE:  













COMPANY:  














CITY:  




STATE:  


ZIP:  




PHONE:  



FAX:  




E-MAIL:  




GIVING HISTORY:  (09) _____ (08) _____ (07) _____ (06) _____ (05) _____ (04) ______


Scouting Affiliations/Background:  



































Professional Affiliations:  





































Community Affiliations:  





































Which communities does this individual have influence in and why:  






























Who is the best person to recruit this individual and why:  
































DISTRICT STEERING 

COMMITTEE MEMBER


Manpower Profile Prospect Form


[Due to supervisor/Finance Dept. by September __, 2009]


District:  






Prospect Rating:  
(1) _____


Prepared By:  








(2) _____



Date Submitted:  








(3) _____













(4) _____













(5) _____ 


NAME: 













TITLE:  













COMPANY:  














CITY:  




STATE:  


ZIP:  




PHONE:  



FAX:  




E-MAIL:  



GIVING HISTORY:  (09) _____ (08) _____ (07) _____ (06) _____ (05) _____ (04) ______


Scouting Affiliations/Background:  



































Professional Affiliations:  





































Community Affiliations:  





































Which communities does this individual have influence in and why:  






























Who is the best person to recruit this individual and why:  

































TALKING POINTS


2010


Friends of Scouting


STEERING COMMITTEE MEETING

7:30 a.m.


Thursday, August 27, 2009


Exclusive Club


924 East Street


Your Town, USA

1.
Welcome and Introductions 
…………………………………... Community Chairman

· Introduce yourself


· Self-Introductions around the room


· Help yourself to breakfast items as we work


2.
Thanks for Being Here
………………… ………………………Staff Advisor

3.
Explanation of Friends of Scouting 
…………………………...Staff Advisor

· Council Campaign


· Leadership Breakfast


· Major Gifts and Foundations


· District Campaign


· Family Campaign


· Gift-In-Kind Campaign


· Community Campaign (why we’re here today)


· Chairman

· Majors (two or three per service area)


· Captains (five per major)


· Workers (five per Captain)


· Goal of this meeting


· Identify vacancies in 2009 campaign structure


· Develop lists of persons to fill those vacancies (from your net works and spheres of influence and from our executive’s “wish lists”


· Bring new people to the table to widen the approach to the community


· Create timetable (by next meeting – two and 1/2 weeks) to make appointments to go out and recruit to fill the first tier of leadership


4.
Purpose of Steering Committee 
………………………………Staff Advisor

· Leadership for six area campaigns


· Manpower for six area campaigns


5.
Review of the Campaign Structure 
……………………………Community Chairman

· Community Campaign Organization Chart*


·       Community Campaign 

· Chairman

· Majors (two or three per service area)


· Captains (five per major)


· Workers (five per Captain)


· Job Descriptions (go over and review each)


· Community Chairman*


· Major*


· Captain*


· Worker*

6.
Community Profile* 
………………………………………….   ….Staff Advisor


7.
Breakout Sessions


· Complete Community Profile


· For each Chairman vacancy:


· Review job description


· Who is the best person for the job


· Who will do the recruiting


· When will the recruiting be accomplished


8.
Next Steering Committee Meeting (September 10) ……….….
Community Chairman

· Have vacancies filled by next meeting (or appointments made)


· Recruit attendance to next meeting September 10, 7:30 a.m., Wisconsin Club


· Recruit attendance to appropriate key dates (below)

* Handouts


		KEY DEADLINE DATES



		September 10th

		Steering Committee Meeting #2,  University Club, 706 N. Jefferson, 7:30-8:30 a.m.



		September 15th

		District Finance, Community and Family Chairmen recruited



		October 15th

		Community Chairman/Majors Orientation,   University  Club, 706 N. Jefferson, 7:30-8:30 a.m.



		November 4th

		Community Captains Orientation,  Restaurant, 6732 W. Fairview, 4:30-6:00 p.m.



		November 25th

		Community Workers Orientation/FOS Kickoff, Exclusive Club, 900 West Street, 7:30-9:00 a.m.



		February 5th

		Leadership Breakfast, The Best Hotel, 7:00 a.m.



		April 30th

		FOS Victory Celebration, Location TBA, 5:30-7:30 p.m.
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The purpose of this worksheet is to identify people you know who could be recruited as Campaign volunteers and/or donors.







Community ________________



Completed By ______________



Date _____________________







�



�
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Use to help campaign workers identify people in their networks who can be potential donors















TRUSTWORTHY      LOYAL     HELPFUL     FRIENDLY     COURTEOUS      KIND







words to live by



 



OBEDIENT       CHEERFUL       THRIFTY        BRAVE       CLEAN       REVERENT
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__________ Council

    Boy Scouts of America



DEVELOPING A PROSPECT LIST


Essential to any recruiting program is a pool of available candidates for various volunteer positions.  Waiting until openings occur to start looking for replacements can result in frantic searches and poor selections.  Prospecting is a continuous process.  It never ends!

Every district Key 3 – every district executive – should have a “top 12 dream list” of volunteer prospects.  Use this list in developing your district “farm system,” your “succession planning,” and your “two-deep leadership.”


Develop alertness to information that points to key people in your area.  Know where to look.


Build information files of the major sources of people.  Talk to knowledgeable people who know other people.  This can be helpful in deciding who can best approach them, where they might be involved, and how to recruit them.  It involves research.  Once you have lists of key people in the area, build information about them.

Sources of Prospects

1) Current Scouters (but do not “pirate” unit leaders for the district).  Consider active Scouters in each program who have sons about to graduate into the next age group.  Chances are they will also be ready to move to a new Scouting assignment.  Don’t overlook volunteers with special interests, e.g., camping enthusiasts.

2) Scouting families (if not involved).  Parents of former Scouts, whether or not active as leaders during their son’s Scouting years.  Review parents of boys in transition from Cub Scouting to Boy Scouting.  It is a time when enthusiasm for Scouting is often very high, but also a time when it’s easy for them to “fall between the cracks.”

3) Former Scouters not now involved.  Reviewing rosters of past unit and district Scouters might reveal potential leaders.  Review past unit and district records.  Watch for former successful Cubmasters.  They often have good administrative skills, self-confidence, and a sense of charisma.

4) Friends of Scouting.  The local council service center maintains detailed records covering each Friend of Scouting.  A review of major contributors may reveal potential prospects for district volunteers.

5) The National Eagle Scout Association is an organization of current and past Eagle Scouts.  It offers members an opportunity to register with the national office of the Boy Scouts of America as a member.  A local chapter may exist in your area.  This group is an excellent source of prospects.  Your Scout executive can obtain the names of members from NESA.

6) The Order of the Arrow is Scouting’s national honor society, with local lodges in nearly every council.  Many adults maintain an ongoing affiliation with their OA lodge and are receptive to additional project work in their area.  Check the names of adult lodge members in your district.

7) Alpha Phi Omega is a national college service fraternity designed and operated to attract past and current Scouts and Venturers.  It enables them to maintain their Scouting interest while carrying out service projects and fraternity fellowship.  It is a good source of young men for special assignments.  Your Scout executive can advise about key persons to contact.

8) Community leaders should be cultivated and approached for volunteer Scouting service.  Those already active in community affairs may want to widen their scope and may be receptive to Boy Scouts of America service.  

Consider:

a. Past presidents of clubs, professional associations, chambers of commerce, civic groups, organized labor, etc.

b. Former Jaycees.  Secure a 2- or 3-year-old roster from the local chapter.  Determine the names of persons no longer eligible for regular Jaycees membership due to the 40-year-old age limit.

9) Leadership in other community service and charitable organizations.  Be specifically alert to those persons who have sons in Scouting.  They are aware of the volunteer concept and should be receptive to requests to serve. 

10) Retirees.  The mayor’s office in most communities can provide the name of a person to identify prominent senior citizens.  Contact such groups as the American Association of Retired Persons.

11) Newcomers to the community and persons recently promoted on their jobs are good prospects.  They can be identified in community newspapers.  Editors of community papers know key community leaders.

12) Employees.  Many companies survey employees to determine their interests.  Many labor unions can provide prospects.

13) Utility companies are a good source for new prospects.  They are among the first contacted by families moving into a community.

14) People in contact with new residents.  A regular call to realtors could easily result in the names of prospects for volunteer leadership.  Provide an adult survey questionnaire to enable newcomers to express their interest in Scouting.

15) Churches.  Contact with ministers might reveal prime prospects.  

16) Newspapers, appropriate newsletters, and Web sites.  Maintain a clipping file with names of volunteer leaders in the community.  Periodically summarize and determine the top five community leaders not now active in Scouting.

17) Service club rosters.  A discussion with club presidents and/or secretaries may reveal the names of good prospects who may respond to a volunteer Scouting request.  Get on the club program but don’t attempt to recruit during this meeting.  Pass out interest forms asking for hobbies, vocations, and special interests.  This is a good source of community leadership.

18) Fraternal orders.  A discussion of club membership with the secretary may result in the names of potential Scouters.  Past elected leaders are good prospects.

19) Banks.  Secure a state bank directory and review people listed as officers and members of boards of directors.  Generally, they are influential citizens in local leadership positions.

20) Neighborhood associations. The president is a good source of personal knowledge regarding residents with a potential for Scouting.

21) Company annual reports.  The officers and board of director members that have an interest in the community are a good source of leadership.

22) School principals are interested in the educational values of the Scouting program and knowledgeable about many parents who have leadership qualities.

23) Boy applications.  Review all applications for parents’ occupations, employers, and previous Scouting experience.  

24) Business and foundation directories.


25) Others.  The lists seem endless.  Try country club memberships, airplane and yacht owners, volunteer centers, real estate and rental agencies, and people who have a reputation for getting things done in the community.

26) Nominating committee recommendations.


27) Most important of all: a district chairman, district commissioner, and other key district leaders who have the respect and the ability to recruit quality people.

                 PROSPECT CARD FILE



PROSPECT CARD



Name ��������������___________________________________________________________



Address ___________________________________________________________



City, State, Zip ������������������______________________________________________________



Home Phone _______________________________________________________



Business Phone _____________________________________________________



E-mail ____________________________________________________________



Recommended by __________________________________________________



Occupation _______________________________________________________



Hobbies __________________________________________________________



Recommended for following volunteer Scouting position ___________________



_________________________________________________________________















          SAMPLE



Keep an active file of prospect cards
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IDENTIFYING POTENTIAL PROSPECTS (STUDY & CAMPAIGN)

Board

Civic & Community Leaders


Family 


Friends


Business Acquaintances


Current/Past FOS Donors


Staff


Volunteers


Circles of Influence


Neighbors


Membership Associations


Social Clubs/Service Clubs


Retiree Associations

LOCATING POTENTIAL PROSPECTS (STUDY & CAMPAIGN)

Scouting Database


Banks


Chamber(s) of Commerce


Fortune 500 List/Regional & Local Business Roundtable List


Membership Organizations

Second Cousin Associations

Library


Magazines/Periodicals


Newspapers


Property Rolls


Social Registers


Standard & Poor’s

Non–profit Annual Reports


Corporate/Foundation Research Directories


Open House/Camp Tour/Events List(s)


List(s) Rental



_______________ Council
          
        Boy Scouts of America



TALKING POINTS


2010


Friends of Scouting


STEERING COMMITTEE MEETING

7:30 a.m.


Thursday, August 27, 2009


Exclusive Club


924 East Street


Your Town, USA


1.
Welcome and Introductions 
…………………………………..Community Chairman

· Introduce yourself


· Self-Introductions around the room


· Help yourself to breakfast items as we work


2.
Thanks for Being Here
………………… ………………………Staff Advisor

3.
Explanation of Friends of Scouting 
…………………………...Staff Advisor

· Council Campaign


· Leadership Breakfast


· Major Gifts and Foundations


· District Campaign


· Family Campaign


· Gift-In-Kind Campaign


· Community Campaign (why we’re here today)


· Chairperson


· Majors (two or three per service area)


· Captains (five per major)


· Workers (five per Captain)


· Goal of this meeting


· Identify vacancies in 2009 campaign structure


· Develop lists of persons to fill those vacancies (from your net works and spheres of influence and from our executive’s “wish lists”


· Bring new people to the table to widen the approach to the community


· Create timetable (by next meeting – two and 1/2 weeks) to make appointments to go out and recruit to fill the first tier of leadership


4.
Purpose of Steering Committee 
………………………………Staff Advisor

· Leadership for six area campaigns


· Manpower for six area campaigns

5.
Review of the Campaign Structure 
……………………Community Chairman


· Community Campaign Organization Chart*


·       Community Campaign 


· Chairperson


· Majors (two or three per service area)


· Captains (five per major)


· Workers (five per Captain)


· Job Descriptions (go over and review each)


· Community Chair*


· Major*


· Captain*


· Worker*

6.
Community Profile* 
………………………………………….   ….Staff Advisor


7.
Breakout Sessions


· Complete Community Profile


· For each Chairperson vacancy:


· Review job description


· Who is the best person for the job


· Who will do the recruiting


· When will the recruiting be accomplished


8.
Next Steering Committee Meeting (September 10) ……….….
Community Chairman

· Have vacancies filled by next meeting (or appointments made)


· Recruit attendance to next meeting September 10, 7:30 a.m., Wisconsin Club


· Recruit attendance to appropriate key dates (below)

* Handouts


		KEY DEADLINE DATES



		September 10th

		Steering Committee Meeting #2,  University Club, 706 N. Jefferson, 7:30-8:30 a.m.



		September 15th

		District Finance, Community and Family Chairpersons recruited



		October 15th

		Community Chairperson/Majors Orientation,   University  Club, 706 N. Jefferson, 7:30-8:30 a.m.



		November 4th

		Community Captains Orientation,  Restaurant, 6732 W. Fairview, 4:30-6:00 p.m.



		November 25th

		Community Workers Orientation/FOS Kickoff, Exclusive Club, 900 West Street, 7:30-9:00 a.m.



		February 5th

		Leadership Breakfast, The Best Hotel, 7:00 a.m.



		April 30th

		FOS Victory Celebration, Location TBA, 5:30-7:30 p.m.






FRIENDS OF SCOUTING CAMPAIGN


New Prospect List


		Worker  ______________________________ 


Address  _____________________________


City  _________________ Zip  _____________


Phones:   Business  (    )____-_____________ 


                 Home:        (    )____-____________


                 Cell:            (    )____-____________


                  Fax:            (    )____-____________


E-Mail______________________________________

		Name/Title ___________________________________ 


Company ____________________________________


Address _____________________________________


City __________________State ___ Zip ___________


Phone_______________________________________


Rating: $5,000/$2,500/$1,500/$1,000/$750/$500/$250/$150


Circle One:          Personal Gift / Company Gift



		Name/Title ___________________________________ 


Company ____________________________________


Address _____________________________________


City __________________State ___ Zip ___________


Phone_______________________________________


Rating: $5,000/$2,500/$1,500/$1,000/$750/$500/$250/$150


Circle One:          Personal Gift / Company Gift

		Name/Title ___________________________________ 


Company ____________________________________


Address _____________________________________


City __________________State ___ Zip ___________


Phone_______________________________________


Rating: $5,000/$2,500/$1,500/$1,000/$750/$500/$250/$150


Circle One:          Personal Gift / Company Gift



		Name/Title ___________________________________ 


Company ____________________________________


Address _____________________________________


City __________________State ___ Zip ___________


Phone_______________________________________


Rating: $5,000/$2,500/$1,500/$1,000/$750/$500/$250/$150


Circle One:          Personal Gift / Company Gift

		Name/Title ___________________________________ 


Company ____________________________________


Address _____________________________________


City __________________State ___ Zip ___________


Phone_______________________________________


Rating: $5,000/$2,500/$1,500/$1,000/$750/$500/$250/$150


Circle One:          Personal Gift / Company Gift



		Name/Title ___________________________________ 


Company ____________________________________


Address _____________________________________


City __________________State ___ Zip ___________


Phone_______________________________________


Rating: $5,000/$2,500/$1,500/$1,000/$750/$500/$250/$150


Circle One:          Personal Gift / Company Gift

		Name/Title ___________________________________ 


Company ____________________________________


Address _____________________________________


City __________________State ___ Zip ___________


Phone_______________________________________


Rating: $5,000/$2,500/$1,500/$1,000/$750/$500/$250/$150


Circle One:          Personal Gift / Company Gift



		Name/Title ___________________________________ 


Company ____________________________________


Address _____________________________________


City __________________State ___ Zip ___________


Phone_______________________________________


Rating: $5,000/$2,500/$1,500/$1,000/$750/$500/$250/$150


Circle One:          Personal Gift / Company Gift

		Name/Title ___________________________________ 


Company ____________________________________


Address _____________________________________


City __________________State ___ Zip ___________


Phone_______________________________________


Rating: $5,000/$2,500/$1,500/$1,000/$750/$500/$250/$150


Circle One:          Personal Gift / Company Gift



		Name/Title ___________________________________ 


Company ____________________________________


Address _____________________________________


City __________________State ___ Zip ___________


Phone_______________________________________


Rating: $5,000/$2,500/$1,500/$1,000/$750/$500/$250/$150


Circle One:          Personal Gift / Company Gift

		Name/Title ___________________________________ 


Company ____________________________________


Address _____________________________________


City __________________State ___ Zip ___________


Phone_______________________________________


Rating: $5,000/$2,500/$1,500/$1,000/$750/$500/$250/$150


Circle One:          Personal Gift / Company Gift



		Name/Title ___________________________________ 


Company ____________________________________


Address _____________________________________


City __________________State ___ Zip ___________


Phone_______________________________________


Rating: $5,000/$2,500/$1,500/$1,000/$750/$500/$250/$150


Circle One:          Personal Gift / Company Gift

		Name/Title ___________________________________ 


Company ____________________________________


Address _____________________________________


City __________________State ___ Zip ___________


Phone_______________________________________


Rating: $5,000/$2,500/$1,500/$1,000/$750/$500/$250/$150


Circle One:          Personal Gift / Company Gift



		Name/Title ___________________________________ 


Company ____________________________________


Address _____________________________________


City __________________State ___ Zip ___________


Phone_______________________________________


Rating: $5,000/$2,500/$1,500/$1,000/$750/$500/$250/$150


Circle One:          Personal Gift / Company Gift

		Name/Title ___________________________________ 


Company ____________________________________


Address _____________________________________


City __________________State ___ Zip ___________


Phone_______________________________________


Rating: $5,000/$2,500/$1,500/$1,000/$750/$500/$250/$150


Circle One:          Personal Gift / Company Gift















Below, list no more than 15 prospects that you can solicit during the campaign.







District:















Submitted by:











_______________
















_______________ Council
        
                                         Boy Scouts of America


______________ Council
                                                                                Boy Scouts of America
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2010 FRIENDS OF SCOUTING


Community Campaign Strategy

Overview


The key to success to any community campaign is the recruitment of quality volunteers and using them effectively.  That is easier said than done.  This council’s community campaign plan is specifically designed to accomplish just that.  Recruit the right people, lead them well, use the power of influence, and give them a job they can be successful at, recognize them, keep them to the timeline, thank them, keep them focused, recognize them, thank them, recognize them, and thank them.


Strategy


1. Council Steering Committee: The Council Chairman for the Community Campaign will also chair the Steering committee.  Its membership will be 15-20 top-level volunteers representative of the entire council area including each district.  Each district’s Friend’s of Scouting Chairman will be a member of the Steering Committee.  The committee’s function is to improve the overall prospect list through addition of prospects, rating and evaluation of prospects, assignment of prospects to workers, and recruitment of Team Leaders and Campaign Workers.  The Council Chairman for Steering Committee will assist in recruiting this committee.  Each district will have a Steering Committee that will fulfill the same function as the overall Steering Committee, for each local campaign. 

2. District Organization: Each district is to recruit district Steering Committee members who will be part of the Council Steering Committee.  Their job is to recruit your Community Campaign Chairman and Gift-in-Kind Chairman, and to assist with recruitment of team leaders. The job of the Community Campaign Chairman is to recruit Team Leaders, to help them be successful, and ensure that the goal is attained.

3. Team Organization: Each district will have a Friends of Scouting Chairman and a Community Campaign Chairman.  These will recruit 3 or 4 Majors.  Each Major will recruit 5 Captains, and each Captain will recruit a team.  Teams consist of 1 Captain and 4 Campaign Workers.  The Captain’s job is to help recruit workers and to drive the team to success.  Each member of the team is asked to solicit 8-10 prospects.  The team’s challenge is to raise its goal by the Leadership Breakfast and is charged with filling one table of 10 at the Leadership Breakfast.


4. Volunteer Leadership: Your district will achieve its goal if the right volunteers are recruited who have and will use their business relationships to benefit Scouting.  The right volunteer will successfully recruit a great Community Campaign Chairman who, in turn, will recruit great Majors and so on.  Majors and Captains will be responsive to an influential campaign chairman—not the Scouting Professional.  Quality volunteer leadership from the top down is the key to success.

5. Scouting Professional Leadership: The Scouting Professional’s role is to work with her/his volunteers to identify the very best campaign leaders to recruit into the various positions.  The Scouting Professional must insist that the campaign plan be followed and that we only recruit the best volunteers.  The Scouting Professional then supports and manages each team to the successful completion of their goals.  The Scouting Professional keeps the campaign on track by following the plan, using volunteer influence to influence others, developing relationships with volunteers, keeping volunteers accountable through recognition and reports, and by constantly thanking and recognizing volunteers.


6. Campaign Kickoff and Campaign Leadership Meetings: Your District Finance Chairman, District Friends of Scouting Chairman, and your Community Campaign Chairman are expected to attend the Campaign Kickoff and the Leadership Breakfast.  Council FOS Leadership Meetings should be attended by your District Friends of Scouting Chairman.  If she/he cannot attend, your District Finance Chairman or Community Campaign Chairman should represent him/her.  VOLUNTEERS MUST DELIVER ALL REPORTS—SCOUTING PROFESSIONALS MAY NOT REPORT FOR A CAMPAIGN.  Your district Friends of Scouting Chairman should hold and host regular district FOS meetings to be attended by your Community, Family, and Gift-in-Kind Chairmen.  Ideally, these should be held over breakfast or lunch at his/her office.


7. Prospect Assignment: Prospects assigned to returning campaign workers will remain assigned to those workers if those prospects have a history of giving.  Prospects who did not contribute in 2009, but are currently assigned to a worker, may be reassigned by the Steering Committee if they feel the prospect can be worked more successfully by another worker.  Unassigned prospects will be available to any team from any district for selection.  New prospects must be cleared before they can be worked.  New prospects may be from anywhere without regard to district boundary.


8. Leadership Breakfast:  All of the district finance leadership, team leaders, and campaign workers should attend the Leadership Breakfast.  Each team is to fill a table of 10 at the Leadership Breakfast.  This should consist of team members and prospective donors (either historical donors or new prospects.)  ALL HISTORICAL DONORS ARE EXPECTED TO BE WORKED BY THE LEADERSHIP BREAKFAST.


Goal Setting


Each district will have a community campaign base goal founded on 2009 accomplishment, percent of goal attained, and historical trend by the council Fiscal Managers Committee.  The District Community Campaign Chairman and Scouting Professional advisor should then meet to set team base goals.  Each team will be asked to set its own stretch goal, which should be a minimum of a 15-20 percent increase over the base goal.


KEY STEPS TO OUTSTANDING SUCCESS

COMMUNITY CAMPAIGN

· Working with the Steering Committee, review the prospect list for additions, deletions, and changes.  Rate each prospect for an amount to ask for.


· Assist Steering Committee Members and Scouting Professionals in recruiting the necessary Team Leaders and Workers.


· Be sure that all prospects are assigned to Majors, Captains, and Workers.  Each person should work 8 to 10 prospects at one time.


· Set a schedule for regular campaign committee meetings during the height of the campaign (January through April).  We suggest holding meetings twice a month.  Many volunteers will make their calls right before and right after your committee meetings.  Of course, once you reach goal in February, you may not need further meetings.


· Promote the Patron level ($500), which is recognized with the donor's choice of one of five limited-edition wildlife prints, signed and numbered by the artist.


· Assign certain workers to work major-gift prospects–$1,000 and higher.  Make sure that the top few major-gift prospects are worked before December 31, 2009, and that all major-gift prospects are called on by January 31, 2010.  Promote the Eagle Patrol ($1,500), which is recognized with the "Flight of the Eagle" statue.


· Follow up with any prospects who attended the Leadership Breakfast but did not make their gift yet.


· Mail, fax, or e-mail weekly progress reports to all campaign volunteers detailing progress and recognizing accomplishments as a team and individually.


· Begin an intensive wrap-up of the campaign on February 22nd with the reassignment of all unworked prospects.


2010

Friends of Scouting 


Campaign Timetable


[Suggested]


		Date

		Benchmark






		2009

		



		September 1

		FOS Steering Committee Prospect List due



		Mid-September

		FOS Steering Committee Recruited



		September Week 3

		FOS Steering Committee Meeting #1 

[Location, Time]



		September Week 4

		FOS Steering Committee Meeting #2


[Location, Time]



		Early October

		FOS Family Chairman & District FOS Chairman Recruited


FOS Community/Gift-In-Kind Chairman Recruited



		Mid-October 

		FOS Family Campaign Orientation 

[Location, Time]



		Late October 

		FOS Community Chairman Orientation 

[Location, Time]



		November 1

		FOS Family Pacesetter Campaign begins



		Early November 

		FOS Community Majors Orientation 

[Location, Time]



		Mid-November 

		FOS Community Captains Orientation 

[Location, Time]



		Early December


		FOS Community Workers Orientation


FOS District Kickoff


FOS Family Pacesetter Campaign Report Meeting 


[Location, Time]



		2010

		



		Late January

		FOS Report Meeting #1


[Location, Time]



		Mid-February

		FOS Leadership Breakfast


[Location, Time]



		Mid-March 

		FOS Report Meeting #2



[Location, Time]



		Mid-April 

		FOS Report Meeting #3


[Location, Time]



		Late April 

		FOS Council Victory Celebration


[Location, Time]





2010 [Your Town] LEADERSHIP BREAKFAST


February __, 2010

FACT SHEET & TIMELINE


Overview


The [Your Town] Leadership Breakfast is the largest fundraising event of the year for the [Your Town] Boy Scouts.  It serves as the major rally point of the council’s annual Friends of Scouting campaign.  Proceeds of the event are used to support Scouting’s youth development programs that serve ______ youth members. The 2010 Breakfast Chairman is [Name].  Our keynote speaker is [Name/Accomplishments].  Individuals are invited to attend and are asked to contribute $330, although any size gift may be made.  Corporations are asked to make their annual Friends of Scouting gift and are recognized with a table(s) at the breakfast at an appropriate sponsorship level.  There is a group solicitation of all individuals during the breakfast.


Objective


Our objective is to have 52 corporate tables, 18 District tables, 700 in attendance, and to raise a total of $555,000.


Who attends


The audience of the [Your Town] Leadership Breakfast includes three groups: (1) Individual donors who attend and make their donation at the breakfast, (2) Corporations that purchase a table of 10 ($5,000 or $2,750) or 5 ($1,500) and whose guests are invited to make a personal donation, and (3) Friends of Scouting Campaign volunteers who attend the breakfast from their district.


Individuals and companies that cannot attend are asked to make their gift prior to the breakfast so that their gift may be included in our total report.


District Participation


The breakfast is an opportunity for districts to bring significant donors together to renew or solicit their gifts.  Each district community campaign team is asked to fill one table per each team Captain.  The Captain should fill the table seats with his/her own enrollers and with donors.  Additional table space is available if more than 10 donors attend.


Use the Leadership Breakfast as a focal point for the district’s community campaign.  Each campaign team should strive to renew all historical donors and solicit as many new donors as possible by the breakfast, even if those sponsors cannot attend the breakfast.


Timeline


Mid-November


Formal invitation mailed


November-February 1

Teams call prospects and invite to breakfast


Mid-February


Deadline for Breakfast reservations


February 22, 2010

Leadership Breakfast 7 a.m. [Location]

Breakfast Chairman:


[_____]

Date:



Friday, February __, 2010

Place:



[_____]

Time:
7 - 7:30 a.m. Fellowship period with coffee and Scouting displays.


7:30 - 8:45 a.m. 

Breakfast & Program


2008 Campaign Theme:  
“Words to Live By”

FRIENDS OF SCOUTING CAMPAIGN


CONTRIBUTION RECOGNITIONS

The Recognition Plan for the Friends of Scouting will be as follows:


All contributors receive a "Thank You" note when a payment of $25 or more has been received.


[This should be a paragraph describing the council’s recognition program.]


All District Enrollment gifts at a plaque level will be sent out at the request of the Donor or Campaign Director.


LEVELS OF GIVING:


		$ Amounts

		Level 

		Recognition Item



		[   ]

		[   ]

		One Scout

		[   ]



		[   ]

		[   ]

		Two Scout 

		[   ]



		[   ]

		[   ]

		Leadership Member

		[   ]



		[   ]

		[   ]

		Guardian Member

		[   ]



		[   ]

		[   ]

		Eagle Patrol Member

		[   ]



		[   ]

		[   ]

		Golden Eagle Member

		[   ] 



		$5,000

		$9,999

		Benefactor Member

		Personalized Recognition Gift



		$10,000

		$24,999

		Distinguished Member

		Personalized Recognition Gift



		$25,000

		$49,999

		Pacesetter Member

		Personalized Recognition Gift



		$50,000

		+

		Founder Member

		Personalized Recognition Gift





District Community Campaign Structure


Your community campaign structure is determined by the number of communities and prospects you have.  Below is a sample structure chart for a campaign with 50 prospects.  * If a campaign has more than 250 prospects, Community majors will be recruited, each responsible for up to 5 Community Captains.

























IDENTIFICATION OF SOURCES OF VOLUNTEERS 

Some of the sources of volunteers listed below may be appropriate for the Community Campaign.  The following list, while not inclusive, offers some beginning points:


· District Committee (Past and Present).


· Past year's high-giving individuals.


· Places of employment of Council and District leadership.


· _______________ Council Board of Directors (past and present).


· Adult Eagle Scouts and volunteers who have received high recognition at the Council or District level; for example, Silver Beavers, District Award of Merit, etc.


· Last year's volunteers who performed well.


· "Blocks" of volunteers from larger companies.


· Friends and associates of people who are already recruited.


· Employees of sales and service-oriented industries (banks, public accounting firms, etc.)


· New chief executive officers of companies within the Council.  They will probably desire to establish visibility in the community.


IDENTIFICATION AND RECRUITMENT OF VOLUNTEERS

GENERAL STATEMENT


The recruitment of sufficient, qualified volunteer leadership on or before predetermined deadline dates is the single most important element of the annual campaign process.


IDENTIFICATION OF NUMBER OF VOLUNTEERS NEEDED

Carefully identify the number of volunteers needed.  "Short-cutting" the number of volunteers to be recruited will minimize results.


Volunteers are to recruit and manage no more than five other volunteers.


Listed below is the number of Captains and Workers needed for each 125 prospects (as well as the impact they have on your campaign if a full team is not recruited).


		5

		Captains

		(

		5

		=

		1

		Major



		25

		Workers

		(

		5

		=

		5 

		Captains



		125

		Prospects

		(

		5

		=

		5 

		Captains



		

		

		

		

		

		125 

		Prospects



		

		

		

		

		

		156

		DONORS





156 Donors x $250* = $39,000


*Average Community Campaign Contribution

RECRUITMENT (KEY POINTS)

· Recruit on or before predetermined deadline dates.

· Recruit in person - a deeper commitment is usually secured.


· Recruit with the Campaign Director (if needed).  He/she can provide technical knowledge of the Council and the Campaign.


· Let the prospect know what will be expected - recruit using a job description.


CAMPAIGN POSITION PROFILE


Community Volunteers


1.
Ability to give a significant gift.


2.
Able to manage and lead people.


3.
Can accomplish tasks through people; completes projects on time.


4.
Successful recruiter and delegator.


5.
Believes in the Boy Scouts of America and the need to provide resources for growth.  Is able to articulate his or her beliefs.


6.
Active (but not overused) in the community, who knows its financial base and community leaders.


7.
Possesses the qualities (and having a successful campaign experience) to be a Community Steering Committee Member next year. 


2010

FRIENDS OF SCOUTING


COMMUNITY CAMPAIGN


DISTRICT CHAIRMAN

Objective:
Assist in the attainment of the district’s Friends of Scouting goal.

Principal Responsibilities:


· Using the council plan, recruit and manage adequate Majors to conduct the district Community Campaign


· Meet with Majors periodically throughout the campaign to evaluate progress.


· Meet with Council Community Chairman and other District Community Chairmen periodically throughout the campaign to evaluate progress.


· Enroll yourself personally with an upper level contribution.


Throughout the campaign:


Work with the professional campaign advisor:


1. Analyze status of campaign progress.


2. Follow steps for successful campaign completion.


Calendar:


		Chairman’s Orientation




		Late October



		Majors Orientation


Captains Orientation

		Early November

Mid-November



		                                                                                                                                                                                      Campaign Worker Kickoff


Report Meeting

		Late November


Late January



		Community Leadership Breakfast


Report Meeting


Report Meeting

		Mid-February – (for all Campaign volunteers)


Mid-March


Mid-April



		Campaign Victory Celebration 

		April 30, 5:30 –8:00 p.m. (for all campaign volunteers)





While this commitment does involve some of your time, we are more interested in your ability to use your contacts and network to solicit support for Scouting, much of which can be accomplished in the normal course of business.  Please attend the kickoff, Leadership Breakfast, and Victory Celebration if possible.

Staff Adviser: [Name]

Title: [District Name] District Executive

_________ Council, Boy Scouts of America [Street Address] [City/State/Zip]


Phone:  [123-456-7890] Fax: [123-456-7891]

E-mail:  contactme@scouting.org 


2010 FRIENDS OF SCOUTING

COMMUNITY CAMPAIGN


MAJOR


JOB DESCRIPTION


Campaign Description

Friends of Scouting is the _______________ Council’s annual fund-raising campaign that solicits Scouting families, local community businesses, and a Council Campaign targeting major corporate gifts.  The Community Campaign is the part of the overall Friends of Scouting drive which solicits individuals and small and mid-size businesses throughout the community.


The campaign is led by a Community Chairman and supported by the Boy Scouts of America professional staff.  Each team of 5 solicits approximately 35 prospects in a 12-week campaign.


Key Responsibilities

· Identify and help recruit 5 Campaign Captains 


· Attend Kickoff, Leadership Breakfast, and the Victory Celebration as your calendar allows.


· Solicit 5 new or existing prospects by the Leadership Breakfast on February 16.


· Help your team to successfully reach its goal by February 16, 2010.


· Work closely with your Campaign Chairman and Campaign Director.


Calendar:

		Majors Orientation


Captains Orientation

		Early November


Mid-November



		                                                                                                                                                                               Campaign Worker Kickoff


Report Meeting

		Late November


Late January



		Community Leadership Breakfast


Report Meeting


Report Meeting

		Mid-February – ( for all Campaign volunteers)


Mid-March


Mid-April



		Campaign Victory Celebration 

		April 30, 5:30 –8:00 p.m. (for all campaign volunteers)





While this commitment does involve some of your time, we are more interested in your ability to use your contacts and network to solicit support for Scouting, much of which can be accomplished in the normal course of business.  Please attend the kickoff, Leadership Breakfast, and Victory Celebration if possible.


Staff Adviser: [Name]

Title: [District Name] District Executive

_________ Council, Boy Scouts of America [Street Address] [City/State/Zip]


Phone:  [123-456-7890] Fax: [123-456-7891]

E-mail:  contactme@scouting.org 


2010 FRIENDS OF SCOUTING


COMMUNITY CAMPAIGN


CAPTAIN


JOB DESCRIPTION


Campaign Description:

Friends of Scouting is the _______________ Council’s annual fundraising campaign that solicits Scouting families, local community businesses, and a Council Campaign targeting major corporate gifts.  The Community Campaign is the part of the overall Friends of Scouting drive which solicits individuals and small and mid-size businesses throughout the community.


The campaign is led by a Community Chairman and supported by the Boy Scouts of America professional staff.  Each team of 5 solicits approximately 35 prospects in a 12-week campaign.


Key Responsibilities:


· Identify and help recruit 5 Campaign Workers 


· Attend Kickoff, Leadership Breakfast and the Victory Celebration as your calendar allows.


· Solicit 5 new or existing prospects by the Leadership Breakfast on February 16th.


· Help your team to successfully reach its goal by February 16, 2010.


· Work closely with your Major, Campaign Chairman and Campaign Director.


Calendar:

		Captains Orientation

		Mid-November



		                                                                                                                                                                                      Campaign Worker Kickoff

Report Meeting

		Late November


Late January



		Community Leadership Breakfast


Report Meeting


Report Meeting

		Mid-February – ( for all Campaign volunteers)


Mid-March


Mid-April



		Campaign Victory Celebration

		April 30, 5:30 – 8:00 p.m. (for all campaign volunteers)





While this commitment does involve some of your time, we are more interested in your ability to use your contacts and network to solicit support for Scouting, much of which can be accomplished in the normal course of business.  Please attend the kickoff, Leadership Breakfast and Victory Celebration if possible.


Staff Adviser: [Name]

Title: [District Name] District Executive

_________ Council, Boy Scouts of America [Street Address] [City/State/Zip]


Phone:  [123-456-7890] Fax: [123-456-7891]

E-mail:  contactme@scouting.org 


2010 FRIENDS OF SCOUTING

COMMUNITY CAMPAIGN

WORKER


JOB DESCRIPTION


Campaign Description

Friends of Scouting is the _______________ Council’s annual fund-raising campaign that solicits Scouting families, local community businesses, and a Council Campaign targeting major corporate gifts.  The Community Campaign is the part of the overall Friends of Scouting drive which solicits individuals and small and mid-size businesses throughout the community.


Key Responsibilities

· Attend Kickoff, Leadership Breakfast, and the Victory Celebration.


· Help your team to successfully reach its goal by February 16, 2010.


· Solicit 5 new or existing prospects by the Leadership Breakfast on February 16.


· Work closely with your Team Captain and Campaign Director.


Calendar

		                                                                                                                                                                                      Campaign Worker Kickoff


Report Meeting

		Late November


Late January



		Community Leadership Breakfast


Report Meeting


Report Meeting

		Mid-February – ( for all Campaign volunteers)


Mid-March


Mid-April



		Campaign Victory Celebration

		April 30, 5:30 – 8:00 p.m. (for all campaign volunteers)



		

		





While this commitment does involve some of your time, we are more interested in your ability to use your contacts and network to solicit support for Scouting, much of which can be accomplished in the normal course of business.  Please attend the kickoff, Leadership Breakfast, and Victory Celebration if possible.


Staff Adviser: [Name]

Title: [District Name] District Executive

_________ Council, Boy Scouts of America [Street Address] [City/State/Zip]


Phone:  [123-456-7890] Fax: [123-456-7891]

E-mail:  contactme@scouting.org 


WHAT THE TEAM CAN EARN


1 CAMPAIGN MANAGER

1 CHAIRMAN

4 MAJORS

20 CAPTAINS

100 WORKERS


500 GIVERS




626 X $125** = $78,250

WHAT THE TEAM CAN LOSE


1 WORKER


8 GIVERS*




9 X $125 = $1,125


		1 Captain

		

		1 Major



		5 Workers

		

		5 Captains



		40 Givers

		

		20 Workers



		

		

		160 Givers



		46 x $125=$5,750

		

		



		

		

		186 x $125=$23,250





* Number of givers is calculated in this exercise at 8/worker.


**Level of Giving is calculated at $125, half of the average community gift.


LETTER TO PRE-RECRUIT MAJORS


Dear             ;


This year, I will serve as Chairman in the Friends of Scouting Campaign of the _______________ Council, Boy Scouts of America.  I have accepted this responsibility because I believe the Scouting program continues to shape the youth of our growing community.


The $850,000 campaign, under the leadership of John Shiely, Chairman, President, and CEO of Briggs & Stratton, is an annual solicitation among those in the community who have a special interest in the success of the Scouting program.  It is conducted to supplement monies received from United Ways and program fees to fund the $2.8 million annual operating budget.


The involvement of business and community leaders like you is essential to the success of the campaign.  It is for this reason, and because of your past commitment and interest in Scouting and the community, that I am asking a small group of individuals to work with me in the Campaign.  You would be responsible for recruiting five people to serve as Captains in the campaign.


It's a good time to get involved.  New and exciting programs and activities are positioned to serve an all-time high membership enrollment.  Considerable time and effort have been spent by the _______________ Council, Boy Scouts of America to prepare materials and information to help us do the job and keep our time commitment to a minimum.


I wanted you to have all of this information prior to my call for your acceptance.  I appreciate your consideration of this request.  Let's help Scouting continue to grow and serve the youth of our community.


Sincerely,


Friends of Scouting


Community Campaign Chairman

Enclosures:
FOS brochure


Position description


LETTER OF INVITATION TO CAPTAIN ORIENTATION


Dear ___________:


Welcome to the Friends of Scouting team!  I wanted to take this opportunity to thank you for your willingness to help in this effort and let you know how important our job is.


The money we will be raising this spring will help provide a quality Scouting program in our area.  As you may know, Scouting's phenomenal growth in the past few years is greater than what the United Way can support.  The dollars we raise from our community make up that difference and ensure that the Boy Scouts of America can continue to serve our youth.


Your job as a Captain is a crucial one.  The people you get to help you will determine the success of our campaign.

As I explained when we talked, you will need to recruit five people to serve as workers to help you.  I'll explain all of this at our Orientation on (Date), at (Time) in (Place).  At that time, we'll give you some materials and ask you for your gift to the Friends of Scouting campaign.


Thanks again for your willingness to help in this very important effort.  I'll call on             _______   to confirm that you'll be at the orientation meeting.


Sincerely,


Friends of Scouting


Community Campaign Chairman

AGENDA


CAPTAIN ORIENTATION MEETING

1.
Welcome and Introduction



 Community Campaign Chairman

2.
Why we are here:

(
General information on 


_______________ Council
Campaign Director


(
Council Highlights



      
Campaign Director


(
What is a Friends of Scouting District 
   
Community Campaign Chairman

Campaign?


3.
Community Campaign:



        
Community Campaign Chairman

· Organizational Chart


    (
Volunteer Position Description for



Team Leader/Worker


· Campaign Calendar


    (
How to work a prospect


4.
Prospect Selection:




Captains

(
Existing Prospects


(
New Prospects


5.
Your commitment




        
Community Campaign Chairman

6.
What's next





        
Community Campaign Chairman











7.
Adjourn





      
Community Campaign Chairman

AGENDA


DISTRICT COMMUNITY CAMPAIGN TEAM LEADERSHIP MEETING


1. Welcome




Chairman

2. Success Stories



Selected Volunteers

3. Current Overall Status


Team Leaders

4. Reports

a. Number of Cards/Prospects

b. Number of Cards worked

c. Amount of money raised/pledged

d. Percent of goal

5. Closing Challenge



Chairman

         6.  Next report meeting 


Chairman
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__________ Council







                                Boy Scouts of America


2010

Friends of Scouting


Community Campaign Audit




		Name

		Pledge


Amount

		$ Paid

(cash or check)

		Employer


Match


(X = Yes)

		Check #


CC = charge


X = cash

		Campaign Manager


Comments



		1.

		

		

		

		

		



		2.

		

		

		

		

		



		3.

		

		

		

		

		



		4.

		

		

		

		

		



		5.

		

		

		

		

		



		6.

		

		

		

		

		



		7.

		

		

		

		

		



		8.

		

		

		

		

		



		9.

		

		

		

		

		



		10.

		

		

		

		

		



		11.

		

		

		

		

		



		12.

		

		

		

		

		



		13.

		

		

		

		

		



		14.

		

		

		

		

		



		15.

		

		

		

		

		



		16.

		

		

		

		

		



		17.

		

		

		

		

		



		18.

		

		

		

		

		



		19.

		

		

		

		

		



		20.

		

		

		

		

		



		 Total This Sheet


Cumulative Total Last Audit


Cumulative Total This Audit

		$__________

$__________

$__________




		$__________

$__________

$__________




		* Do not Include Matching Gifts in your total. The gift will count toward your district total upon receipt.





Campaign Manager Signature ____________________________

Instructions:



A separate pledge card must accompany each gift.



Complete each pledge card and attach cash or check (if any) with a paper clip. Do not staple. Each card should include donor name, mailing address, phone number, district, worker name, and signature of contributor and/or enroller.



Refusals, deceased, out-of-business, moved, “call next year” should be clearly noted on the card but need not be listed on the audit.



Matching Gifts should be listed in the Employer Match Column only, and must be listed on a separate line from the pledge gift.  There must be a separate pledge card filled out only when the Matching Gift form is included with the pledge.  List in Employer Match column on separate line and do not fill out pledge card or include in totals.



Bundle together cards that include payments from those that have pledges only.



Enclose this form, all cards, and payments in the FOS Report Envelope and turn it in to the FOS Secretary. Please make the necessary photocopies to manage your campaign.















Audit #_________







District: 



Please circle one







1



2



3



4



5



Exploring/LFL



Council











For Office Use Only



Date Rec’d. ____/____/____



Date Processed ____/____/____



Processor Initials _________
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FRIENDS OF SCOUTING CAMPAIGN PROFILE


General Information


Annually, [number of districts] Scout districts in the __________ Council conduct a Family Enrollment campaign among the parents of Scouts and volunteer leaders.  This campaign comprises approximately 20 percent of the total Friends of Scouting monies.  It is conducted by district and unit volunteers to give all Scout families the opportunity to support the Scouting program in which their children take part.


Role of the Campaign Director

A member of the ____________ Council professional staff is assigned as the adviser to the Family Campaign.  The staff adviser is there to provide technical assistance, materials and information on people and units in the district.  The professional staff is trained in fund-raising techniques and should be the primary source of information, advice, and help in the campaign.


Prospects

Prospects for gifts and volunteers in the Family FOS Campaign come from many sources:


· Families of Scouts registered in the District.


· Leaders within units who have no children in Scouting.


· Unit alumni.


· All District Scouters (Committee and Commissioners).


· Businesses associated with unit Scouters.


Volunteer Campaign Structure


The Family Campaign is led by a top level district volunteer called the District Family Campaign Chairman.  The Family Campaign Chairman is responsible for recruiting and organizing a full staff of Campaign volunteers.  The Family Campaign Chairman recruits an Area Director for every 25 units having a presentation.  There are then two levels of volunteers that need to be recruited:

Presenters: To make the council Family Campaign presentation to up to five units.

Unit Coordinator: To arrange the date for the presentation, coordinate with the presenter, assist with the presentation and follow up with parents not in attendance at the presentation.


The campaign is an altered I-C-5 structure in that the Area Directors work with no more than five Presenter and each Presenter works with no more than five Unit Coordinators.  Presenters may have a mix of units (packs, troops, crews) or may focus on one type of unit (all packs or all troops).

DISTRICT FAMILY CAMPAIGN

[image: image3.jpg]
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      DISTRICT FAMILY CAMPAIGN


VOLUNTEER POSITION DESCRIPTION

Volunteer Position Description


District Family Campaign Chairman

Responsible To

District Friends of Scouting Chairman

Definition/General Position Statement


The Chair is responsible for recruiting, training, and managing a full staff of campaign volunteers.


Key Responsibility Areas

· Manage the unit presentation schedule and encourage units to conduct their campaigns in November-January.


· Be personally involved in the District Family Campaign.


· Make a generous contribution to the Friends of Scouting campaign.


· Review Scouting units who have conducted a family solicitation in the past and identify additional units with the potential to conduct a successful family solicitation.


· Set appropriate objectives to achieve the Family goal.


· Implement the suggested District Family Campaign Plan in the District, tailored to fit specific District needs.


· Implement a Pathfinder Unit Plan in the district.  Assist in the identification of units and recruitment of volunteers in those units to affect a successful unit campaign.


· Establish the appropriate organization structure to best execute the plan and achieve goal.


· Recruit Area Leaders who are responsible for recruiting Presenters and scheduling presentations.


· Assist Area Leaders who are responsible for assisting Unit Campaign Coordinators.


· Provide information and orientation opportunities for Family Enrollment Presenters and Unit Coordinators.


· Review progress/results on a regular basis, conduct District report meetings, and complete the Family Campaign by April __, 2010.


· Attend the Family FOS Kickoff (October __, 2009)


Staff Adviser:      

Title:      

__________ Council, Boy Scouts of America [Address] [City] [State] [Zip]

Phone:         Fax:      

 E-mail:       

       DISTRICT FAMILY CAMPAIGN


VOLUNTEER POSITION DESCRIPTION


Volunteer Position Description

Area Leader


Responsible To

District Family Campaign Chairman

Definition/General Position Statement

A volunteer, recruited by a District Family Campaign Chairman, who is responsible for recruiting Presenters and scheduling unit presentations.

Key Responsibility Areas

· Manage the unit presentation schedule and encourage units to conduct their campaign in November-January.

· Be personally involved in the District Family Campaign.

· Make a generous contribution to the Friends of Scouting Campaign.

· Review Scouting units who have conducted a family solicitation in the past and identify additional units with the potential to conduct a successful family solicitation.

· Schedule presentation dates in assigned units.

· Recruit an adequate number of Presenters.

· Provide information and orientation opportunities for Family Enrollment Presenters.

· Communicate to Campaign volunteers the mission, plan, and methodology of the Family Campaign and give appropriate direction, support, and recognition.

· Review progress/results on a regular basis and attend District report meetings.

· Attend Family FOS Orientation (October __, 2009)

· Attend FOS Kickoff (November __, 2009) and Victory Celebration (April __, 2010).


Staff Adviser:      

Title:      

__________ Council, Boy Scouts of America [Address][City][State][Zip]


Phone:         Fax:      

E-mail:       

      DISTRICT FAMILY CAMPAIGN


VOLUNTEER POSITION DESCRIPTION

Volunteer Position Description

Presenter

Responsible To

District Family Campaign Chairman / Area Leader


Definition/General Position Statement

A volunteer, who is responsible for Unit Campaign Coordinators recruitment in their assigned zone, and follows the Family Enrollment Plan.


Key Responsibility Areas

· Manage the unit presentation schedule and encourage units to conduct their campaigns in November-January.

· Be personally involved in the District Family Campaign.

· Make a generous contribution to the Friends of Scouting Campaign.

· Attend an Orientation and Training Meeting.

· Identify new and existing Scouting Units with the potential to conduct a successful family solicitation.

· Follow the suggested District Family Campaign Plan, tailored to fit District needs.

· Help recruit Unit Campaign Coordinators.

· Make sure that Unit Campaign Coordinators are properly informed and oriented.

· Make sure that presentations are scheduled during January, February, and March.

· Review progress/results on a regular basis, attend District report meetings, and complete the Unit solicitations by April 1, 2010. 

· Attend FOS Kickoff (November __, 2009) and Victory Celebration (April __, 2010).


Staff Adviser:      

Title:      

__________ Council, Boy Scouts of America [Address][City][State][Zip]


Phone:         Fax:      

E-mail:       

      DISTRICT FAMILY CAMPAIGN


VOLUNTEER POSITION DESCRIPTION

Volunteer Position Description

Unit Campaign Coordinator


Responsible To

Presenter

Definition/General Position Statement

A volunteer of a Scouting Unit, recruited by the Unit Committee Chairman, who is responsible for soliciting families in their unit.


Key Responsibility Areas

· Manage the unit presentation schedule, encourage units to conduct their campaigns in October-January.

· Make a generous contribution to the Friends of Scouting Campaign.

· Attend the Unit Campaign Coordinator Information and Orientation Meeting.

· Follow the suggested Family Campaign Plan.

· Recruit help as needed to solicit parents of Scouts.

· Send a warm-up letter prior to presentation.

· Assist with your unit's presentation.  Follow up with parents and Scouters who do not attend your presentation meeting.

· Turn in results at the end of the solicitation and end the unit campaign within 2 weeks of presentation date.

· Attend the coordinated Friends of Scouting Victory Celebration on April __, 2010.


Staff Adviser:      

Title:      

__________ Council, Boy Scouts of America [Address][City][State][Zip]


Phone:         Fax:      

E-mail:       

2010

		Month

		Date

		Event



		

		

		



		July 

		

		



		

		31

		Family FOS Chairman prospect list due.



		August

		

		 



		 

		31

		District Family Chairmen Recruited



		 

		

		Initial promo of FOS at program kickoffs



		 

		

		Identification and Recruitment of District FOS Campaign workers



		September

		

		 



		 

		3

		Family Goals Complete



		 

		14

		Family Presenters Recruited



		 

		27

		Family Unit Coordinators Recruited



		

		

		Family Orientation/Kickoff



		

		

		25% of Family Presentation dates set



		

		

		Training for Family FOS Chairmen and Enrollers (7 p.m.)



		October

		

		 



		 

		12

		50% of Family Presentation dates set



		 

		26

		75% of Family Presentation dates set



		

		

		All family volunteers trained



		 

		29

		100% of Family Presentation dates set



		 

		As needed 

		District FOS Orientation (Unit leaders, Presenters, Coordinators, etc.)



		November

		

		 



		 

		1

		District Family Campaign Begins



		 

		5-9

		November FOS Warm-Up letters mailed by Unit Coordinator



		 

		15

		Family FOS Presentations begin



		 

		29

		Council Family FOS Report Meeting



		

		

		Family Kickoff and Report 



		December

		

		 



		 

		3

		100 % Unit Presentation dates secured



		 

		3-7

		December’s FOS Warm-Up letters mailed by Unit Coordinator



		January 

		

		 



		 

		7-11

		January’s FOS Warm-Up letters mailed by Unit Coordinator



		 

		15-25

		District Family FOS Report Meeting (January 30, 2010)



		

		

		Nov.-Dec. Presentation Phone-A-Thons



		February

		

		 



		 

		4-8

		February FOS Warm-Up letters mailed by Unit Coordinator



		 

		15-28

		January Presentation Phone-A-Thons



		 

		22

		Leadership Breakfast



		 

		

		Council Family FOS Report Meeting



		March

		

		 



		 

		3-7

		March FOS Warm-Up letters mailed by Unit Coordinator



		 

		

		February Presentation Phone-A-Thons



		 

		11

		Council Family FOS Report Meeting



		April

		

		 



		 

		17-28

		March Presentation Phone-A-Thons



		 

		15

		Council Family FOS Report Meeting 



		

		30

		Victory Celebration



		

		

		





 Family Friends of Scouting Volunteer Timetable [Sample]

2008 FAMILY FRIENDS OF SCOUTING 


Prepared for:      

Unit Coordinators/Presenters


Thank you for your willingness to serve as a Unit Coordinator or Unit Presenter.  Your involvement will make the difference for the programs Scouts in your unit enjoy.  This packet is designed to help you be successful!  You will find a list of items below that are included in this unit presentation packet.


Contents of Unit Presentation Packets


· Goal card sheet

· Family FOS Q&A sheet 


· Preparation for your Family FOS

· Turn-In envelope: Follow up Instructions


· Warm-up letter


· Follow-up letter


Support Materials 

· Unit roster (2 copies)


· Audit sheets


· Prospect list: list of previous donors


· Membership labels


· Donor labels


· Blank cards


· Brochures


· Temporary patch

· Script(s)




How is the goal determined for our unit?


The unit FOS goal is based on a simple formula:


Goal = 60% of one-Scout Families* X 1 Scout Support ($165) 


*Membership based on June 30 enrollment


Example:  20 boys in unit and 5 are brothers.  


Therefore there are 15 “one-Scout” families.


15 X .60 X $165 = $1,485 (9 X $165 = $1,485)


If number of brothers/one-Scout families is not known, use the following formula:

 .80 X June 30 member total = One-Scout families.


Example: For a 20-boy Troop:

.80 X 20 boys = 16 one-Scout families


16 X .60 = 9.6              


9.6 X 165 = $1,584 is goal card amount needed 


District Executives, Family Campaign volunteers, and/or Unit Commissioners should meet with unit representatives over the summer and evaluate their past campaign and discuss the unit goal for the upcoming year.  A spreadsheet has been developed (appendix) which will list amount raised during the past campaign, how many One-Scout families there are, how many families gave gifts in the past campaign, and what that average gift was.  The spread sheet will also calculate what the goal should be, according to the above formula.


The district representative and the unit contact should negotiate what the goal should be for the upcoming campaign, based on increasing the families’ giving, the average gift, and the overall amount raised.  The negotiation process will probably generate a number less than the formula calls for but greater than was raised in the previous year.


The negotiation process also allows for the district representative to make concession to ‘lower’ the formula goal to a goal that the unit accepts, agrees to, and will make an effort to achieve.


2010 FAMILY FRIENDS OF SCOUTING CAMPAIGN


“GOAL CARD” Program


3-Tiered Plan to Recognize Successful Units









If Your Unit Achieves Goal…. AND











2010 FAMILY FRIENDS OF SCOUTING


QUESTION & ANSWER SHEET


What is Family Friends of Scouting?

Family Friends of Scouting (FOS) is an annual, council-wide presentation conducted in every pack, troop, crew, team, or post between the months of November through February.  The Family FOS Campaign asks parents and families to consider financially supporting the Scouting program in an effort to offset the cost of providing Scouting to their child. 


Why is Family FOS so important?


The true cost of Scouting is greater than the $10 registration fee, greater than the dues that your pack, troop, crew, team, or post may require, and even greater than the fee charged for a week of camp.  Registration fees and camping costs, for instance, are kept low so that all youth can experience the fun and excitement of the Scouting program.  Family FOS support ensures that quality Scouting can happen by supporting the cost of camp upkeep and expansion, training of adult leaders, advancement record keeping, professional staff guidance and support and more!


Should every family in my pack, troop, or crew give to FOS?


Every family should be given the opportunity to experience an FOS presentation, learn more about the ways in which FOS benefits the program their child enjoys, and consider making a gift dependent on their giving ability.  The true cost of support the Council provides for each child is $165 annually.


But I’m a leader and give my time, why should I support FOS too?


As a leader, you’ve dedicated a lot of time and energy into the Scouting program that you believe can make a positive impact on young people.  You’ve probably also benefited first-hand from the many things that Family FOS helps to make possible: quality camping programs, training for leaders, monthly roundtables, professional support and guidance, and a service center with resources.  When compared with the cost of many other programs that young people join, Scouting is relatively inexpensive.  Your support of and participation in the Family FOS program in your unit are critical for its success.


What benefits does my unit receive?


Other than the benefits mentioned previously (low camping costs, quality camping facilities, etc.), your unit will receive free rank advancement badges (this does include advancement cards) for one year (Nov. 1 through Oct. 31) if you reach your FOS goal.


How do I motivate parents and other leaders to support Family FOS?


This packet is designed to provide the framework for a successful and informed presentation.  Remember these important points:


· Your enthusiastic, sincere support of Family FOS will speak volumes.


· Educate parents of the many benefits that FOS provides to the pack or troop (training, materials, and support).


· Educate parents of the many benefits that FOS provides for their son (low-cost camp fees and district programs).


How do we conduct a successful Family FOS program?


It’s really simple. 


1) Secure a date for your unit’s presentation during the months of November through February and share that information with your district’s Friends of Scouting Chair or District Executive as soon as you can.  


2) Recruit a leader from your unit to serve as the FOS chair and attend your district’s Friends of Scouting training.  


3) Conduct the presentation (well-attended unit meeting, preferably at a Blue and Gold, Court of Honor, or Recognition Dinner); inform parents and either schedule a district presenter or the unit FOS chair to make the presentation (usually eight – 10 minutes in length).  


4) Encourage everyone to turn in an FOS pledge card on the evening of the presentation (even if they are unable to donate) and follow up with those not in attendance.  


5) Return pledge cards/packet to your District FOS Chair or your District Executive within TWO DAYS.  


6) Please ensure that any donations you receive as a Unit Coordinator or Unit Presenter in 2009 are turned into the Scout office by December 17, 2009 to ensure proper donor receipts in the 2009 tax year!


How is the goal determined for our unit?


The unit FOS goal is a guide and based on a simple formula:


Goal = 60% of one-Scout Families* X 1 Scout Support  ($165) 


*Membership based on June 30 enrollment


Example:  20 boys in unit but 5 brothers  


Therefore there are 15 “one-Scout” families.


15 X .60 X $165 = $1,485  


Past giving history is also considered.

Preparation for
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____________ COUNCIL


BOY SCOUTS OF AMERICA



STEP 1 –  GETTING READY

1. Unit Coordinator Instructions

2. Presenter Instructions


THE UNIT COORDINATOR’S INSTRUCTIONS

A few simple preparations will make your Friends of Scouting presentation go smoothly and successfully.  Here are a few tips:


Three weeks in advance:

A. Inform the parents of the upcoming FOS program through the unit newsletter or a “warm-up” letter (sample enclosed).  Encourage parents to bring matching gift forms to the presentation.  (Utilize the current roster to inform: Mail a note or make a phone call.)  Make certain your Friends of Scouting presentation gets placed in your unit’s planning calendar.


B. Confirm with the unit leader and unit committee that the presentation is the first item on the agenda for the evening, after the flag ceremony and before any other program items.


C. Confirm with the Unit Leader how cards and brochures will be distributed.  They should be distributed by Den Leaders (Pack) or Patrol Leaders (Troop) at your direction just before the presentation begins.


D. Confirm with the unit leader in advance of the presentation date to ensure physical arrangements are adequate.


· P.A. system


· Electrical outlets


· Extension cord


· Video equipment


· Time to set up the equipment 


· Verify that equipment works


· Sound volume is appropriate



E. Be positive about the benefits the unit can receive – free rank advancement.  This is in recognition of your achievement and not a dollar-for-dollar payout.


F. Prepare the labels in your unit’s packet for the Presentation using the enclosed “How to Use the FOS Labels”

The Night of the presentation:

G. Arrive early to set up and greet people as they come in the door.

H. Confirm that the unit leader will give you a brief, positive, and enthusiastic introduction and close the presentation by saying: “This is a program I believe in wholeheartedly.  Here is my pledge for 2010.”

FAMILY PRESENTER INSTRUCTIONS


Packs, troops, and posts have been contacted and a date has been scheduled for you to make a presentation.  However, assume nothing!  You should call each unit for which you are scheduled about 10 days prior to the planned presentation.


With the Unit Coordinator, you should confirm the date, time, and place, as well as your spot on the program.  You should try to get on the program as early as possible (best time is immediately after the opening ceremony).  Verify that the Unit Coordinator attended the kickoff and is familiar with the Friends of Scouting procedure.


With the Coordinator, also affirm:

1. Your introduction by volunteer position


2. Envelope/card distribution process


-  By leaders


-  During the beginning of unit coordinator’s presentation


3. Coordinator’s card will be handed to you at the close of the Coordinator’s presentation


4. Coordinator has reviewed his/her script


5. Equipment and recognition for presentation


Checklist for each presentation:

(
Presentation Poster


(
Blank Cards


(
Pens and Pencils


(
Script


(
Brochures


· Recognition pieces


· Goal Card Application


The day before the presentation:

· Practice the presentation aloud.  Even if you are used to talking in front of large groups and can make the presentation with composure, it will make the flow much smoother if you practice several times.


· Read aloud to yourself until you are used to the script; then have someone you trust critique your delivery.


· Practice the presentation until you can almost deliver it without the script.


The day of the presentation

· Arrive 30 minutes early.

· Remind the unit coordinator of his/her part in the presentation.

· Recruit Eight Scouts from the audience to assist in the presentation and explain to them what they are to do.


· Stick to the script.

· Remain for the entire meeting.


Afterwards

· Turn in money, envelopes, and equipment to the appropriate person as arranged.  Pledge cards and checks need to be turned in the next day.  Leave a copy of the results with the unit coordinator for  follow-up.  Don’t forget the Goal Card application.


STEP 2 – THE PRESENTATION

Follow this simple script to give your Friends of Scouting presentation to the unit.  Remember, you only have eight to 10 minutes at most to do all of this!


A. Introduction – Have the unit leader introduce you and thank them for the invitation.  If not already done, ask youth to help distribute brochures and pledge cards.



i. Intro by unit coordinator



ii. Presentation



iii. Closing/Wrap-up by unit coordinator



B. Closing – Thank everyone for their support and time.



C. Try to use youth to collect and bring in pledge cards.   Cub Scouts can bring cards in, Boy Scouts should have patrol leaders collect the cards.  Distribute “Card Turn In” recognition pieces as cards are turned in.  




* Note – Unit Coordinator, if possible, should position himself/herself to one side to address any additional questions and to receive completed pledges.


STEP 3 – FOLLOW-UP


Check off the names of the parents who have contributed on the enclosed roster.  Using the labels provided, peel off and place a label in the label field of the completed pledge card.  The first labels to be used are “Previous Donor labels.”  If a “Previous Donor label” is used, draw a line through that person’s name on the Membership label sheet.  If the person is not listed as a previous donor, use the “Membership label.”  Leave one copy of audit and record results on the audit sheet found in the pocket with the unit leader.  Follow - up with families that did not return a card is the key function of the Unit Family Coordinator.  This person should personally follow-up with everyone who has not given by:


A. Utilize the list of last year’s donors (this list is confidential and should be used with guided discretion – contact them to renew their pledge).


B. Visiting with them (best), phone contact (second best).  Letters rarely produce results.

C. Have den leaders, assistant Scoutmasters, or committee members help in the follow-up.


D. Be sure to send thank-you letters to unit leadership.


Please ensure that donations from the initial presentation are turned into the District Family FOS Chair or the Scout office within two days…donors expect their checks to be cashed or their credit cards billed in a timely manner.


Emphasize that the unit FOS coordinator should be sure to follow up with everyone within two weeks of the presentation.  Subsequent donations can be turned in using an extra “FOS Follow-up Report Envelope” obtained from the Finance Department.


THE FASTER YOU DO IT,


THE MORE QUICKLY YOUR UNIT REACHES ITS GOAL!


See “How to Use the FOS Labels” on the front of the Turn-In Envelope.

Turn-In Envelope/How to Use the FOS Labels




District ______________   Pack/Troop/Crew #________


· After the presentation, stick the labels associated with each completed card (Previous Donor Label or Membership Label) on the back of the pledge card.


· Cross out the names of those who donated on both copies of the unit roster.


· Place one copy of the unit roster in the Turn-In Envelope.


· Complete the audit sheet and place in the Turn-In Envelope.


· Place all completed cards, checks, and cash in the Turn-In Envelope.


· Complete the Outside of the Turn-In Envelope.


· Turn in Pledge cards and checks the day after your presentation.  Keep a copy of the results for your follow-up.


· Use remaining Membership and Previous Donor labels (or your own labels) to send a follow-up Letter.



· Place labels for children no longer in the scout program on the back of a blank card or on the back of the Turn-in Envelope.


Please check to indicate how follow-up will take place: 


(   
Our Unit is following up with the donors on the enclosed list. 


Signature _____________________


( 
Presenter is following up with the donors on the enclosed list.   
Signature _____________________


FAMILY FOS CAMPAIGN


SAMPLE UNIT NEWSLETTER ARTICLE

Ever since our children were born, we've measured their personal growth.  It may have been their physical growth, by recording their weight or placing them against the door jam and measuring their height with little lines over time.  Have you kept their school report cards to possibly measure their mental growth?


But what do you have to measure their character development?


One way to observe your son's progress is through Scouting.  By his living the Cub Scout Law and Promise or the Boy Scout Oath and Law.  Another is his advancement through the ranks of Scouting.  How he learns leadership, service to others, and how to become a team contributor.


A quality program like this just doesn't happen.  It comes through the dedication of Scout leaders and parents like yourself with support.  Support from others with our local Scout council.


Our Scout unit benefits in many ways from the ___________ Council.  It helps make our unit a success.  The Council provides a dedicated professional staff, a Scout Service Center, offices, outstanding camps, program helps, activities, and training opportunities.


On   date  ,   name of unit FOS Coordinator   a parent from our unit and a council representative, will make a brief presentation at our (pack meeting/Blue and Gold Banquet/Troop meeting/Court of Honor) on becoming a Friend of Scouting.  Following that presentation, we will ask everyone to make an investment in their son's Scouting experience by making a contribution.


Our Scout leaders urge you to join us in this effort to keep the Scout program the dynamic, character-building experience it has been for your son and other youth.




Month/Day/Year


Dear Cub/Boy/Venture Scout Parent,



We hope that you and your family will be able to join us at our (Blue and Gold Banquet, Troop Court of Honor, etc.) scheduled for (Date, Time and Location).  We are very proud of all of the boys’ achievements and extremely appreciative of all the parental involvement.


During the (banquet, Court of Honor) a volunteer from (special guest) will briefly discuss the annual Friends of Scouting (FOS) campaign which helps underwrite the cost of Scouting for all involved.  Therefore, we thought it might be beneficial to send out this letter in advance for your information.


Each year, our Scout parents are asked to support some of the hidden costs of Scouting.  The __________ Council, which serves more than 21,000 youth, provides numerous benefits to all of our boys and adult volunteers.  A few of these benefits include:


Friends of Scouting provides these benefits to our Scouts as well as numerous at-risk youth throughout __________.  Our Pack/Troop goal for FOS this year is $_____.  If we achieve that goal through donations from parents like you, our Cub Scouts will continue to receive free rank advancement through Oct. 31, 2010.  In past years, parents have contributed gifts ranging from $10 to $1,000.  The Scouting organization annually spends in excess of $165 per boy, while the registration fee is only $10.  


I agreed to serve as our Unit Family FOS Chair and solicit contributions because I believe in the Scouting program and its positive impact on my family.  I urge you to join me in this effort to keep the Scout program the dynamic experience for youth that it has been in recent years.  Thank you for your support.

Sincerely,


Pack/Troop/Crew Committee





(date)




Dear Scout Parent:


At our (day, date) meeting, a volunteer Scout leader asked parents to financially support the __________ Council, Boy Scouts of America.


Our (unit and number), through the local council, receives many services that help insure the quality Scouting program that our Scouts enjoy.  Through the Scouting program, our sons learn lifetime values while having fun with family and friends.  Among services provided are:


· Training for all adult leaders.


· Liability and accident insurance coverage for all Scouts and adult leaders.


· Camping programs and facilities at Indian Mound Scout Reservation and


LeFeber Northwoods Camps.


· A trained professional staff to provide support to unit leaders and a Council Service Center to provide a “behind the scenes” support for advancement and record-keeping.


· And dozens of activities ranging from Day Camp, Safe Halloween, Zoo Show, Summer Camp, Merit Badge Clinics, First Aid sessions, and much more.


Enclosed is a Family Friends of Scouting brochure and pledge card that highlights the values and outcome areas for youth to grow into healthy adults.   The Scouting program helps our Scouts in all of these important areas of youth development.


The cost of delivering the Scouting program to more than 21,000 youths in the __________ Council is $165 per Scout.  I ask that you can make a contribution of $200, $165, $75, or what you feel is right to support your Scout’s program.  The families at the meeting contributed $______ towards our unit goal of $_______.  


Please complete your pledge and return it in the enclosed envelope by ____date)_____.  Your support will directly impact the lives of boys in our (Pack/Troop) and thousands of youth in our communities.


Sincerely,


(Unit Leader’s Name)




(date)

Dear Scout Parent (or personalized):


Several years ago, your son was involved in the Scouting Program.  We trust that he can look back with pleasure and you with pride on the experiences and values Scouting provided during that formative time in your son's life.


I am writing to you, as a volunteer Scout leader and on behalf of the Friends of Scouting Campaign.  The __________ Council depends on the Friends of Scouting Campaign for over a third of the funding needed to provide the values Scouting brings to young people throughout our county area.  In fact, Friends of Scouting is the largest source of funding for the Scouting Program.


We need your help.  In addition to the dues a Scout pays, it costs $165 to support each child in Scouting for a year.  You can make a contribution that will play an important part in helping us to continue Scouting for other young people.  While your son and mine may no longer directly benefit from Scouting, I hope that you can help us in this important work.  I've enclosed a Friends of Scouting card, and ask you to complete and return it for whatever amount you are able to pledge.


On behalf of the young citizens in the __________ Council, for whom the Scouting Program is so valuable in their formative years, I'd like to say - THANK YOU!


Sincerely,


Unit Campaign Coordinator


2010

Friends Of Scouting


Family Campaign Audit
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		Pledge 


Amount

		$ Paid


(cash or


 check)

		Employer 
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		19.

		

		

		

		

		



		20.

		

		

		

		

		



		TOTAL THIS SHEET


CUMULATIVE TOTAL LAST AUDIT

CUMULATIVE TOTAL THIS AUDIT

		$_______

$_______

$_______

		$_______

$_______

$_______

		* Do not Include Matching Gifts in your total. The gift will count toward your district total upon receipt.





Campaign 


Manager Signature ____________________________


FOS “FAMILY’ CAMPAIGN

OVERCOMING OBJECTIONS TO A UNIT PRESENTATION


· Be knowledgeable of previous-year Council highlights and the purpose for the “Family level” FOS. 

· First of all, ask for a 10 minute presentation – and keep your promise.

· Have the proper person ask a unit leader for his/her unit date. (What is meant by “proper person” is a friend or well respected Scouter.)

· Explain the need to tell the “council services” story to Scout families.

Objection:  
Our families can’t afford it or just aren’t interested.

Response:  
Every member deserves the opportunity to give.  The presentation is 


needed to tell the story and let them decide for themselves (yes or no).


Objection:  
We had a lousy presenter last year.

Response:  
Share with them the list of Presenters and let them select a Team 



Leader if they have a choice.  Note:  Assign the best, most effective 



presenters to highest level units.


Objection:  
The program is for the kids, we don’t have the time in our meeting.

Response:  
I understand that unit program time is important.  I’m involved or have 


been with a unit myself and am sensitive to that. The meeting is 



designed for the kids, and that’s why we keep the presentation short.  


Our presentation can involve the kids this year.

Objection:  
Council relies on Scout families too much for donations.

Response:  
The Council does rely on the participation of Scouts and their units in 


popcorn sales.  Yet, the Council continues, in return, to provide 



increased missions and incentives to the units and Scouts.


Objection: 
We don’t know when our next meeting will be.  We don’t know our 



meeting date in March.

Response:  
If Troop:   Every unit should have its program planned out in advance 


– even Troop Courts of Honor should be planned on a quarterly basis.  


Perhaps this is a good reason/excuse to schedule that court of honor.  


If pack:  Doesn’t your Pack meet on the third Saturday of each 



month?


Objection:  
Our unit is too new.

Response:  
All the more reason for a presentation, less for the money collected and 


more for the education of the council services to the new Scout 



families. 



PRIVATE 
FOS FAMILY PHONE-A-THON









FOS FAMILY PHONE-A-THON – Continued 






FOS FAMILY PHONE-A-THON – Continued 




Tools to the Finish Line


· Determine gap to goal

· Review historical un-renewed

· Schedule Phone-a-Thons regularly

· Back-Dating a Phone-a-Thon


· - 21 Set date, Time, Location; recruit callers


·  - 14 Determine units/donors to be called

·  -  5  Remind all callers of date, time, location; request prospect lists


·  -  1  Gather Phone Pledge forms, scripts, “Overcoming 



 Objections,” and any needed campaign materials


·  -  0  Make calls and secure pledges


·  + 1  Reconcile call sheets and pledge forms


·  + 1  Turn in all pledge forms


·  + 1  Send donors any information they requested


·  + 1  Write thank-you notes to all callers


·  + 2  Determine need for additional call nights


FFOS – District Tracking Sheet




Recognition item sheet here ( 




Troop Unit Presentation



Pack Unit Presentation 



Early Sign up Flyer





CAMPAIGN DIRECTOR







$100 will be added to your unit account if: 



FOS $ Raised = 70% of One-Scout Families X One-Scout level ($165). (Membership based on June 30th enrollment).







	GOAL CARD +



  Silver Recognition







UNIT



COORDINATOR



(Crew)











GOAL CARD Requirement:



Your unit raises its 2008 Friends of Scouting goal through a scheduled presentation.



Goal is based on a simple formula = 60% of one-Scout Families* X 1 Scout Support ($165) 



[Past giving history is taken into consideration]



*One-Scout Families is June 30 membership X 80%







UNIT



COORDINATOR



(Troop)











UNIT



COORDINATOR



(Troop)











UNIT



COORDINATOR



(Pack)











UNIT



COORDINATOR



(Pack)







PRESENTER







PRESENTER











PRESENTER











PRESENTER











PRESENTER











AREA



LEADER







AREA



LEADER











CAMPAIGN DIRECTOR







DISTRICT FAMILY



FRIENDS OF SCOUTING



CHAIRPERSON











DISTRICT 



FRIENDS OF SCOUTING CHAIRPERSON







GOAL CARD AMENITIES: *FREE Rank Advancements



For Cub Scout Packs-Tiger Cub, Bobcat, Wolf, Bear Webelos, Arrow Points, Compass Patch, Arrow of Light cloth patches & pocket certificates (does not include Arrow of Light medal).



(	For Boy Scout Troops-Scout, Tenderfoot, 2nd Class, 1st Class, Star, Life, Merit Badges, and pocket certificates.



For Venture Crews–since there are no cloth Rank Advancements, $100 will be placed in your unit account.



















Your unit presentation is scheduled and held before year-end.



A Unit Coordinator from the Unit Committee or a parent assists a Presenter in your presentation.



Your Unit FOS Coordinator agrees to follow-up with and give all parents the opportunity to contribute after the presentation.  This is accomplished through a telephone call or a letter.



Attend Training at the Scout Service Center or another district training date.















$200 will be added to your unit account if: 



FOS $ Raised = 80% of One-Scout Families X One-Scout level ($165). (Membership based on June 30th enrollment).







GOAL CARD +



Gold Recognition















Support of Friends of Scouting in your Unit Family Campaign will continue to add benefits in 2010.  The ____________ Council will provide, free of charge, all cloth rank advancements*, cloth merit badges, and pocket certificates* to units who raise their goal through an FOS presentation.











District______________________ 



Unit # _______ Pack/Troop/Crew 	



Date of Presentation ___/___/___ 



Membership ____ Unit Goal $____ Raised $ _____







GOAL CARD: we met our Goal through an FOS presentation.



GOAL CARD + Silver: achieve goal + 70% @ 1 Scout Support.



GOAL CARD + Gold: achieve goal + 80% @ 1 Scout Support.



















     ( Presentation completed by 12/31/02



     ( Training



     ( FOS Coordinator Appointed



     ( Follow-Up completed AND



       



I certify that we have completed the above requirements. _______________________________________________



(Signature)    				(date)







Free rank advancement is available from the completion of your 2010 FOS Campaign until October 31, 2010.



In order to take advantage of the Goal Card program, your unit must be registered and re-chartered. 







Please mail the appropriate 2010 recognition card to:







Name __________________________



Address _________________________



City _______________ Zip _________



Daytime phone   _____-____-________







�







Sample Family Friends of Scouting 2008     “Warm Up Letter”



To be sent out by a unit via USPS, E-mail, unit newsletter, hand deliver, etc.







Sample Family Friends of Scouting 2010



 Parent “Follow-up” Letter











Hi! May I speak with _________________ please?







Hi, [Mr. /Mrs. /Ms.] ________________, this is _________________.  I'm a volunteer for the ____________ Council, Boy Scouts of America, which serves _____ youth in __________.  I'm calling on behalf of our Friends of Scouting Campaign.















[At any time during the call]:	







THEY’VE ALREADY GIVEN: I'm sorry to have bothered you. We'll remove your name from our records. (Mark card zero and “Delete”.) 



Thank you very much for your support.  Have a good evening.







SON OUT OF SCOUTING: Recent studies show that a young person can benefit from as little as one year in Scouting.  Would you consider a gift to enable another young person to benefit from Scouting as your son did?		







No:	 Thank you for your time [Mr./Mrs./Ms.]_________.  Have a



good evening.



YES: 	[Go to No. 1]















I'm sorry we missed you at your son's unit meeting earlier this year.  We had a presentation on Scouting's values.  We asked every family to become a Friend Of Scouting by making a gift of $165.











Tonight we are calling to thank you for enrolling as a Friend of Scouting in (last year gave), and asking you to re-enroll in 2010.  Would you consider supported our quality Scouting program by:



(If gift more than $165) Increasing your gift to (20% increase)



(If gift less than $165) Supporting one Scout for $165.







No: 	Well Mr. /Mrs. _________we have a number of parents making a gift of $100.  Would you consider this amount?	







No:	Thank you for your time [Mr./Mrs./Ms.]________. Have a good evening.



YES: 	[Go to No. 1]











NEED TO THINK ABOUT OR TALK WITH SPOUSE







Well, [Mr./Mrs./Ms.]_____________, I realize you need to think about this or talk it over but I would like to put you down for some amount.  Can I put you down for $________, the same amount you gave in ________?  After you think about it, you can make an adjustment when you send in your gift.  Is this OK?







NO:	 Thank you for your time [Mr/Mrs/Ms] ________. Have a good evening.







YES: 	[Go to No. 1]











GIVE TO THE UNITED WAY







Well, [Mr./Mrs./Ms.]_____________, support from the United Way has been remaining flat for the last few years, while the cost to provide Scouting to a young person keeps increasing.  In fact, in 2010, it will cost our council $165 for each member over and above the support we receive from the United Way.  What’s even more frightening, the United Way has formed a Task Force to determine if it will even continue to fund Scouting at all.  Would you like to make a gift directly to the Friends of Scouting?







NO:     Thank you for your time [Mr./Mrs./Ms.]_________.  Have a good evening.







YES:    [Go to number 1]















1.	I would like to confirm this with you.  I have you down for a pledge of $_____, correct?







2.	Will you be paying by check, VISA, or MASTERCARD?







3.	I will record on your pledge card that you are paying by:







(CHECK)  When we mail you your pledge reminder, please submit your check in the provided return envelope along with the white copy of the statement.







(CREDIT CARD) May I have your credit card number and expiration date?







4.	I'd like to confirm your mailing address, we have............ (read address). Is this correct? 







5.	You may be able to double your pledge this evening!  A number of companies make matching and/or VIP gifts.  May I have your employer and your position within the company?







6.	Thank you for your pledge and investment to Scouting!  We will mail you confirmation of this pledge tonight.  Have a good evening.











UNIT



COORDINATOR



(Pack)











“River Scout”







“Time Flies”







“Moonlight Companions”







UNIT



COORDINATOR



(Pack)











UNIT



COORDINATOR



(Pack)











UNIT



COORDINATOR



(Pack)











UNIT



COORDINATOR



(Pack)







____________ Council										Boy Scouts of America







_________________ Council 									Boy Scouts of America 







UNIT



COORDINATOR



(Troop)











For Office Use Only



Date Rec’d. ____/____/____



Date Processed ____/____/____



Processor Initials _________







Instructions:



A separate pledge card must accompany each gift.



Complete each pledge card and attach cash or check (if any) with a paper clip. Do not staple. Each card should include donor name, mailing address, phone number, district, worker name, and signature of contributor and/or enroller.



Refusals, deceased, out-of-business, moved, “call next year” should be clearly noted on the card but need not be listed on the audit.



Matching Gifts should be listed in the Employer Match Column only, and must be listed on a separate line from the pledge gift.  There must be a separate pledge card filled out only when the Matching Gift form is included with the pledge.  List in Employer Match column on separate line and do not fill out pledge card or include in totals.



Bundle together cards that include payments from those that have pledges only.



Enclose this form, all cards, and payments in the FOS Report Envelope and turn it in to the FOS Secretary. Please make the necessary photocopies to manage your campaign.































Audit #_________







Unit Number: _________



Pack   Troop   Crew   Post



Presentation Date: 



District: please circle one







1	2	3



	



4	5



	



















Sample Family Friends of Scouting 2010 “Alumni Letter” to parents of Scouts previously registered.







UNIT



COORDINATOR



(Troop)











UNIT



COORDINATOR



(Troop)











UNIT



COORDINATOR



(Troop)











UNIT



COORDINATOR



(Troop)











TRUSTWORTHY      LOYAL     HELPFUL     FRIENDLY     COURTEOUS      KIND







words to live by



 



OBEDIENT       CHEERFUL       THRIFTY        BRAVE       CLEAN       REVERENT











TRUSTWORTHY      LOYAL     HELPFUL     FRIENDLY     COURTEOUS      KIND







words to live by



 



OBEDIENT       CHEERFUL       THRIFTY        BRAVE       CLEAN       REVERENT
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Friends of Scouting(FOS) is the __________ Council’s annual appeal to the community to support Scouting’s programs.  The families of our members are asked to join concerned businesses, organizations, and individuals in this support through our Family FOS Campaign.  Presentations are scheduled during November, December and January… and usually take no more than 10-12 minutes.
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Fill in your unit presentation date and attend training on [Date] at the [Location][Address][Time].  This is a non-uniform event.



FAMILY FOS PRESENTATION REQUEST


Pack    Troop   Crew   Unit #  ________    District __________________


Your Unit FOS Contact Person ________________________________________________________________


Address __________________________________________________________________________________


City _____________________________________   State ______    Zip Code ___________________________


Phone: Home _____________________  Work: ______________________ E-Mail_______________________


Presentation Date Preferred ________________________________________________



Location_________________________________  
Time______________


__________ Council

Boy Scouts of America


[Address]

[City][State][Zip]

SET A DATE NOW FOR YOUR UNIT’S



2010



FRIENDS OF SCOUTING 



PRESENTATION!







How Can I Help?







Recruit from your parents your FOS Unit Coordinator  



Have them attend the one-hour Unit Coordinator orientation at the [Location][Address][Time], [Date].  THIS IS A NON-UNIFORM EVENT FOR ADULTS!  There will be LOTS of door prizes!



Ensure that the “Family Warm-Up Letter” goes out to your families (your District Executive will provide a sample letter).



Assist in the FOS Presentation.



Follow up with families not in attendance either by telephone or by letter.
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Sheet1

														Calculated								Campaign Mgr.

		Unit		6/30 Mbr.		1 Sct.Family		Raised in 2009		Donors		2009 Avg Gift		2010 Goal		Adjusted		Silver		Gold		Adjusted Goal

		C0221		6		5		$-				$0		$475		$-		$554		$634		$300

		C0340		43		34		$-										$3,973		$4,541		$-

		C0501		13		10		$-				$0				$-		$1,201		$1,373		$-

		C0530		5		4		$-				$0				$-		$462		$528		$-

		C0565		7		6		$-										$647		$739		$-

		C0599		16		13		$-				$0		$1,267		$-		$1,478		$1,690		$500

		C0693		6		5		$-				$0		$475		$-		$554		$634		$300

		C5716		0		0		$-				$0				$-		$0		$0		$-

		P0160		0		0		$370		3		$123		$-		$407		$0		$0		Drop

		P0218		42		34		$1,380		14		$99		$3,326		$3,326		$3,881		$4,435		$1,750

		P0221		37		30		$1,501		21		$71		$2,930		$2,930		$3,419		$3,907		$2,000

		P0251		13		10		$910		13		$70		$1,030		$1,030		$1,201		$1,373		$1,030

		P0316		25		20		$315		4		$79		$1,980		$1,980		$2,310		$2,640		$1,200

		P0321		31		25		$350		4		$88		$2,455		$2,455		$2,864		$3,274		$1,200

		P0330		28		22		$1,210		9		$134		$2,218		$2,218		$2,587		$2,957		$1,500

		P0501		29		23		$50		1		$50		$2,297		$2,297		$2,680		$3,062		$1,000

		P0504		25		20		$75		2		$38		$1,980		$1,980		$2,310		$2,640		$1,000

		P0505		47		38		$3,330		30		$111		$3,722		$3,722		$4,343		$4,963		$3,500

		P0506		38		30		$105		3		$35		$3,010		$3,010		$3,511		$4,013		$1,000

		P0507		31		25		$1,168		29		$40		$2,455		$2,455		$2,864		$3,274		$1,750

		P0509		24		19		$-				$0		$1,901		$-		$2,218		$2,534		$750

		P0511		0		0		$-				$0		$-		$-		$0		$0		$-

		P0512		9		7		$-						$713		$-		$832		$950		$700

		P0530		53		42		$2,405		42		$57		$4,198		$4,198		$4,897		$5,597		$3,000

		P0531		25		20		$1,165		17		$69		$1,980		$1,980		$2,310		$2,640		$1,500

		P0532		43		34		$380		3		$127		$3,406		$3,406		$3,973		$4,541		$2,500

		P0534		24		19		$420		3		$140		$1,901		$1,901		$2,218		$2,534		$1,000

		P0538		40		32		$1,188		11		$108		$3,168		$3,168		$3,696		$4,224		$1,500

		P0540		33		26		$525		11		$48		$2,614		$2,614		$3,049		$3,485		$1,000

		P0544		21		17		$380		9		$42		$1,663		$1,663		$1,940		$2,218		$1,200

		P0545		7		6		$-				$0		$554		$-		$647		$739		$500

		P0565		6		5		$-				$0		$475		$-		$554		$634		$500

		P0574		28		22		$40		1		$40		$2,218		$2,218		$2,587		$2,957		$1,000

		P0579		52		42		$1,850		41		$45		$4,118		$4,118		$4,805		$5,491		$2,225

		P0582		55		44		$1,032		12		$86		$4,356		$4,356		$5,082		$5,808		$2,000

		P0585		8		6		$-				$0		$634		$-		$739		$845		$500

		P0596		58		46		$2,320		30		$77		$4,594		$4,594		$5,359		$6,125		$2,500

		P0598		40		32		$1,485		14		$106		$3,168		$3,168		$3,696		$4,224		$2,250

		P0599		54		43		$2,691		24		$112		$4,277		$4,277		$4,990		$5,702		$3,000

		T0218		22		18		$2,330		16		$146		$1,742		$2,563		$2,033		$2,323		$2,200

		T0221		21		17		$-				$0		$1,663		$-		$1,940		$2,218		$1,000

		T0251		0		0		$-				$0		$-		$-		$0		$0		$-

		T0314		16		13		$775		8		$97		$1,267		$1,267		$1,478		$1,690		$900

		T0316		8		6		$185		2		$93		$634		$634		$739		$845		$300

		T0501		20		16		$1,010		10		$101		$1,584		$1,584		$1,848		$2,112		$1,300

		T0505		13		10		$35		2		$18		$1,030		$1,030		$1,201		$1,373		$500

		T0506		40		32		$3,200		18		$178		$3,168		$3,520		$3,696		$4,224		$3,200

		T0530		41		33		$3,795		17		$223		$3,247		$4,175		$3,788		$4,330		$3,500

		T0531		31		25		$995		11		$90		$2,455		$2,455		$2,864		$3,274		$1,500

		T0532		21		17		$1,655		13		$127		$1,663		$1,663		$1,940		$2,218		$1,650

		T0539		22		18		$2,675		15		$178		$1,742		$2,943		$2,033		$2,323		$700

		T0540		19		15		$1,495		12		$125		$1,505		$1,505		$1,756		$2,006		$1,500

		T0565		14		11		$165		1		$165		$1,109		$1,109		$1,294		$1,478		$500

		T0574		16		13		$380		3		$127		$1,267		$1,267		$1,478		$1,690		$900

		T0585		22		18		$50		1		$50		$1,742		$1,742		$2,033		$2,323		$900

		T0596		29		23		$3,145		26		$121		$2,297		$3,460		$2,680		$3,062		$2,100

		T0598		30		24		$2,265		21		$108		$2,376		$2,376		$2,772		$3,168		$2,400

		T0599		44		35		$3,695		27		$137		$3,485		$4,065		$4,066		$4,646		$3,000

		T0601		11		9		$903		8		$113		$871		$993		$1,016		$1,162		$1,000

		T0612		24		19		$725		9		$81		$1,901		$1,901		$2,218		$2,534		$1,000

		Totals				860		$56,123		571		$4,271		$112,306		$109,723		$137,306		$156,922		$75,705
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