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Outline

• Who, what, when, where, how and why of social and earned media 

• Provide examples, templates and resources for immediate use

• Questions?
• Contact: Crater Lake Council office 

• Contact: Jennifer@SagebrushCommunication.com

mailto:Jennifer@Sagebrushcommunication.com


WHY
“People don’t ‘buy’ what you do, they ‘buy’ why you do it.” 
– Simon Sinek

• Build positive awareness about Scouting

• Visual storytelling as a recruitment tool 

• Frequency and consistency for memorable messaging 

social media 



Example

social media 



WHO 
• Two people within each unit

• Primary and backup poster

• Assign specific roles 
• Example: one person news clips and BSA brand vs. other event photos 

• Interest, active personally in social media
• Receive comment and direct message notifications 

• Ability to post 
• Technology 

• Time 

social media 
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WHAT 

• Visually compelling content
• Photos, videos w/ short description or call to action

• News stories about unit or neighboring

• BSA brand center materials

• Testimonials 
• Volunteer and Eagle template

Question:  

What are the most effective ways to recruit and stay recruiting after fall push?

• Keep promoting

• Keep inviting

• www.craterlakecouncil.org/leader-resources/recruitment/social media 



BSA Brand 
Center 

social media 
www.scouting.webdamdb.com

Google: BSA Brand Center

http://www.scouting.webdamdb.com/
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WHEN
• Make a plan with attainable goals 

• Quality over quantity with consistency

• 1-2 posts week

• Review content calendar at committee meetings
• Reminder for everyone to collect photos and videos 

social media 
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WHERE

• Post on unit page

• Share unit post on your personal page

• Share unit post into local community groups

Question: 

What is the difference between a page and a group?

• Unit page is a public profile with followers

• Unit/district/community group is a discussion forum 

Tip: 

Leaders invite people to like the unit page

Encourage engagement with unit page to boost performance
social media 
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HOW

• Written content
• Short description, purpose

• Long description, hook

• Call to action 

• Link, if applicable 

• Visual content
• Photo

• Video 

• Logo or branded material

www.craterlakecouncil.org/leader-resources/marketing-tools/social media 
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WHY
“People don’t ‘buy’ what you do, they ‘buy’ why you do it.” 
– Simon Sinek

• Build positive awareness about Scouting

• Visual storytelling as a recruitment tool 

• Frequency and consistency for memorable messaging 
social media
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WHO • Identify a unit volunteer media person
• Send press releases

• Respond to media inquires

• Coordinate interviews

• Identify a Scout media person 
• Willing and able to give interviews with media

• Comfortable with photos and video publicly shared

earned media 
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WHAT 
• TV, newspaper, radio story

• Live interview

• Community calendar listing

earned media 
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WHEN • Public service projects or events
• Scouting for Food

• Christmas tree recycling

• Eagle projects

• Achievements

• Resiliency stories
• Scouting through COVID

earned media 
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WHERE
• Refer to Council media contacts list

• Add your local community contacts
• Local news 

• Chamber of Commerce

• Community ‘bulletin board’ outlets

earned media 
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HOW

• Press release, template available
• Send two weeks out from event for community calendars

• Send one week out for stories that may run prior to event

• Media advisory, template available
• Send media advisory two days before event

• Follow-up early morning of event

Question:

What is the difference between press release and media advisory?

• Press release is longer, more informative

• Media advisory signals sense of urgency, action for photo/videoearned media 
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CLOSING TIPS

social media
&

earned media 

• Follow neighboring unit pages
• Like, share, engage

• Follow Crater Lake Council pages
• Facebook: @CraterLakeCouncil

• Instagram: @bsacraterlakecouncil 

• Contact Crater Lake Council for advertising, general assistance
• Reference www.craterlakecouncil.org/leader-resources/marketing-tools/

• Contact other unit leaders
• Video and graphic design help

• Brainstorm ideas, process 

• Keep Be A Scout current
• Contact information

• Timely follow-up on leads

• Sign-up for Council-wide online application training on February 2!



Examples
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