
Generating Revenue Through 

New Methods & TechnologyNew Methods & Technology



Fund Development Resources & 

Support from the National Council

• Office of Development

- Development & Corporate Alliances

- BSA Foundation- BSA Foundation

- Office of Philanthropy

• Finance Impact



Your Instructors

• Craig H. Shelley- Director, Development & 

Corporate Alliances

• Stephen Emerick- Team Leader, Corporate 

AlliancesAlliances

• Don Day- Development Applications Specialist

• Matt Dukeman- Development Specialist



Corporate Philosophy

1. Mission Directed Funds (sponsorship fees, donations).

2. In-Kind Resources.

Five Ways Companies Work With BSA

2. In-Kind Resources.

3. Marketing and Advertising Support.

4. Employee Activation (giving, alumni, volunteerism).

5. Networking (suppliers, vendors, merchants).
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Sponsorship Strategies
Local Approach (typically)
� A-la-Cart (traditional; most common)

� Events / Campaigns / Programs 

� Limited Time

� Limited Revenue

� Work Harder, Not Smarter

National Approach (typically)
� Packages (potentially more value)

� Comprehensive

� Year –Round

� Maximize Revenues

� Work Smarter, Not Harder
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Key Objectives

Corporate Sponsors:

� Connect with key council demographics:

� 6- to 10-yr-old boys and siblings (###); 

� 11- to 17-yr-old boys and siblings (###); 

6

� 25- to 45-yr-old parents (### involved); 

� 25- to 65-yr-old volunteers (### registered); 

� 18- to 80-yr-old alumni (nearly 50 million living).

� Provide a lift in brand awareness for Company and its 

products/services to local BSA audiences.

� Increase brand loyalty throughout local council communities around a 

customized program.



Key Objectives (Cont.) 

Boy Scouts of America:
� Tap Vast Corporate Resources:

� Increase Membership
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� Increase Membership

� Marketing and Promotional Reach

� Mission-Critical Financial Resources

� Provide lift in brand awareness and brand loyalty for Scouting 

through corporate audiences.



Local Council Support

�Bass Pro Shops

� INDYCAR / Dale Coyne Racing

� IAA – One Car One Difference

� Lowe’s Eagle Project Grants� Lowe’s Eagle Project Grants

�BSA Discover Cards

�NASCAR / Team SLR

�…more to come!
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Development Enhancements

• Constituent 360-degree view

• Moves management

• Fundraising event management

• Donor research• Donor research













Skilled tradesSkilled trades

Highest rank in Scouting

Volunteer awards

Eagle Scout status

Honor camping program level







Wealth & Ratings

• Target Analytics and ResearchPoint

• Integrated research tools

• Availability of mass screening*

• Integrates with constituent record• Integrates with constituent record

















A Place to Give

Site Address:  aplacetogive.scouting.org

• Opportunities to give to local council 

initiatives and to help build The Summit.

• Checks come once a month with a donor • Checks come once a month with a donor 

report.

• Council receives all funds except for 3% credit 

card processing fee.



Features

• Visually Appealing

• Customizable

– Add as many products as you like

– Change them often– Change them often

• Councils can link directly to their custom 

products and pages

• Banners and email templates













Council Toolkit

Can be found at:  scouting.org/financeimpact

Includes:

• Banners

• Email Templates HTML and Outlook Based• Email Templates HTML and Outlook Based

• Customization request form

• List of Council URL’s



Getting Started

• Your council’s product page and web address

• Using e-mail and Web banners to drive traffic

• Every council has three “products” for starters

• Add web banners to your council and local • Add web banners to your council and local 

websites

• Do e-mail one-offs or campaigns and plug in 

newsletters

• Incorporate A Place to Give into existing campaigns



E-Mail

Easy-to-use 

template for 

targeted contact 

to potential and to potential and 

current supporters



It Starts with an Idea!

• For Example…

– Camp Hiawatha Roof Project

• Get the form from your kit

• Fill it out in Excel and send to 
Matt Dukeman

• Matt and team will review

• We will alert you when the 
product is live online

• Joins your 3 standard products 
on page

• Promotes to select audiences: 
web, email, banners  

• Support rolls in! 
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A Place to Give Facts

• Over $310,000 since inception

• 80% to local councils

• 181 councils had online donations

• Over 2,178 donors• Over 2,178 donors

• Average gift $143

• More than $300,000 cash received through 

planned giving

• 23 planned giving gift leads



What to do now…

• Bring this program to your marketing and 

finance committees

• Place banners on your council site pointing to 

your page and itemsyour page and items

• Send templated emails promoting your page

• Think about products you can add! 


