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1.

2.

RATIONALE

The 37" World Scout Conference adopted in September 2005 a Communication Strategy
for World Scouting!. This strategy had the ambition of launching a new plan of great
scope, which aimed at maximising the opportunity of the Centenary of Scouting, in
2007, to “create a better image” of the Movement at a national and world level.

This Strategy included a plan to reinforce skills at national level, through a series of
Regional Communication Forums. The Forums took place from November 2006 to April
2008 in every region of WOSM and enabled 200 people in 87 countries:

To be trained in Communication techniques (training of Media Managers and
spokespeople).

To develop national Communication Strategy plans.

To contribute to the reflection on the situation of Scouting’s Image.

To debate over the Scout Brand Strategy.

The outcomes of these Forums were enriched by the contributions of the workshops
organised in the Regional Conferences?®. It was more than three hundred people, from
the entire scout planet, who enabled all of the ideas and suggestions contained in this
document to be tested and improved.

The recommendations which are marked by an asterisk (*) in the framed boxes further
below, have already been put into practice.

THE CHALLENGES WE FACE, THE STRENGTHS TO DRAW FROM

2.1 The challenges

The Forum participants identified the following challenges :

Increasing the membership of the Movement

Retaining the existing members (youth and adults).

Increasing the Resource Mobilisation of all kinds (financial, human, in kind
donations).

Identifying competitors and launching a Global Marketing Plan.

Focusing the messages of the Movement on the cause that it promotes.
Reinforcing the professional skills in the sector of Scouting’s Profile.

2.2 Behaviour

The Forums brought a priceless reflection on the relations between the image reflected
by Scouting, the messages conveyed to present its cause, and the behaviour of the
members and of the whole Movement. The following diagram displays the necessity of
making these three elements consistent with each other, in order to reinforce the health
of the Scout Brand.

=)

The participants identified a series of problems which create a disruption in the
relationship between the Image, the Messages and Behaviour and suggested some
solutions. Some of which included:

- Solving the issues of governance, which affect the questions of image at all
levels.

- Reaffirming the non-military nature of the Scout Movement®, especially by not
wearing uniforms and organising public displays that are paramilitary in nature.

! Document n° 13, 37" World Scout Conference, September 2005.

2 Except Eurasia Region.
3 Already addressed by conference resolutions 16/24 and 15/37.
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- Reducing the risks of the Scout Movement being exploited to nurture
nationalistic aims, which would alienate it from its mission of patriotic education,
and education to international cooperation®.

- Poor conception and comprehension of the nature of Scouting.

2.3 The strengths of the Movement

3.

4.

The Forums also sought to find the strengths on which the Scout Movement can base its
Brand Strategy:

- Capacity for innovation, vision and mission.

- Feeling of responsibility.

- The universal values expressed by the Law and Promise.

- The size of the network, which the Movement forms, and its global nature.

- Uniqueness and relevance of the educational system in response to social needs.

- Sense of organisation (Scout Method).

FROM SCOUTING'S PROFILE TO THE BRAND STRATEGY

The adoption of the Communication Strategy by the World Scout Conference, in
September 2005, allowed new projects to be started in order to systemise the approach
defined by the Priority n® 7 of “Scouting’s Profile”. As you can see in the following
diagram, we have added the concept of Brand as the interrelated element between the
three areas of Priority n°7.

Commumca‘nons

'y
Partnersh|ps/

Resources

This exercise has allowed us to launch and implement the important guidelines, which
were announced through:

- A Brand Communication Strategy

- A Brand Management Strategy

- A Resource Mobilisation Strategy

- A Partnership and External Relations Strategy’.

COMMUNICATION

4.1 Communication Strategy

There was an effort to seek consistency in regards to internal communications, in order
to balance the risks of top-down method to communications by implementing a more
bottom-up (NSOs to WOSM), and horizontal approach.

Internal communication
Recommendations from the Regional Communication Forums

Make tools available which are adaptable to the working languages and Regions of
WOSM *,

Improve audio-visual resources*.

Create a system allowing images and stories to be shared and accessible to all NSOs (in
progress).

Create a newsletter for people in charge of the Communications sector’.

The Forums, in particular in Africa, in Spanish-speaking countries, in the Asia-Pacific and
in the Arab countries, insisted on the need to make documents and training tools
available in hard copy or in easily printable formats, and not only in English and on
electronic formats. An effort is also requested from WOSM to make the original
document available in order to have them translated and adapted into the NSO
languages.

! Question was also addressed by conference resolution 15/37.
2 See the conference document n® 14 : “ Partnerships and External Relations in WOSM”.
3 See the Media Managers section on scout.org/media.




External Communication
Recommendations from the Regional Communication Forums

Synchronise the Regional and Global Communication plans*.

Support the National Scout Organizations to create and implement their Communication
Strategy*.

Communicate the messages of WOSM in relation to the Brand Platform*.

4.2

The impact created by the Centenary in local, national and global media, has sparked
the request for greater support and synchronisation of the messages of Scouting. The
three Communication themes proposed in 2005 were largely reused.

For the triennial 2008-2011, it is suggested that the new themes focus on:
- Peace
- Environment
- Education for life

These themes were refocused on the mission of peace of the Movement, given by the
Founder and promoted with success during the whole Centenary year. Then, on the
relationship to the environment, in a way that not only contains the relation to a natural
environment, but also to all kinds of environments (human, rural, urban, ...) paired with
notions of peace and sustainable development. Lastly, the concept of education for life,
which gives the idea of knowledge for life, of personal qualities acquired through the
Scout Method and Scout life (responsibility, autonomy, leadership, team spirit,
involvement, sharing,...).

These themes will be synchronised within the Global Marketing Plan and will inspire
themselves from the “educational products” carried by the Youth Programmes (Scouts of
the World, World Scout Environment Programme, Scout Method).

E-Communication

The Communication Strategy unveiled in 2005 proposed to unite the different websites
of WOSM®. This is now completed. After the first phase of integration followed a phase of
capitalisation which will have to be followed by a phase of participation.

E-Communication
Recommendations from the Regional Communication Forums

Take into account the technological divide in all the global communication activities*.
Put Forums and networks into place, allowing Scouts to be connected*.

Even though improvements are still possible in the integration phase, such as offering

better visibility to actions undertaken at national and regional levels, the capitalisation
and participation phases, approved by the World Scout Committee in September 2006,
must definitely be accelerated.

The capitalisation phase runs through the structuring of the potential of e-commerce in
relation to Scout Resource International (SCORE), the company which operates the
World Scout Shop. The improvements are underway. This phase will accompany the
strategy of Resource Mobilisation to promote Scouting’s projects and seek financing. The
participation phase will include new social networking tools. This follows a policy
concerning social networking and virtual communities which was produced?.

The World Scout Bureau and SCORE are working together to set up a tool which will at
the same time allow:

- The creation of interest groups.

- Reinforce the feeling of belonging to World Scouting.

- Share values and practices.

- Find partnerships.

- Generate revenue to support the actions of the Movement.

- Position the World Scout Shop.

! paragraph 3.5 of document n°13, 37" World Scout Conference.
2 Available on request. brand@scout.org
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4.3

Global Media Plan

One of the aims of the Forums concerned the setting into place of National Media Plans
and the training of Media Managers, as well as young spokespeople. The NSOs who have
put these three devices into place have been able to measure the positive impact on
their relations with the media.

Relations with Media
Recommendations from the Regional Communication Forums

Develop a Media plan and use the contacts with the media to present the international
nature of the Scout Movement*.

Develop a group of spokespeople representing Scouting to media, and put them into
contact with each other*.

Develop National Media Plans.

5.1

The World Scout Bureau has restructured its Communication and Media Unit in order to:
- Better coordinate its network of Media Managers and spokespeople
- Better answer requests from the Media
- Be pro-active in response to media and communications, by developing an
Online Media Center, which is constantly updated and reflecting the life of the
Movement, through stories sent by NSOs.

BRAND

Brand Identity

The Communication Strategy 2005-2008 planned an overhaul of the institutional identity
of WOSM for Spring 2006. The new Brand was launched in October 2006 on the new
global web-site, and disseminated amongst the Regions and all of the WOSM organs.

Based upon the World Scout Emblem, as it is defined in Conference Resolution 05/69,
the new Brand Logo also contains the word “"SCOUTS” and the claim of WOSM “Creating
a Better World”. The graphical use of this new logo is defined in the Brand Manual
published in September 2007.

Creating a Better World

Respecting the Brand identity is a new challenge to WOSM and its members. This is the
reason why information concerning the brand and its graphic and legal protection was
emphasised.

Brand Identity
Recommendations from the Regional Communication Forums

Use the Global Brand Identity at national level, or adapt it (* in progress in some
countries?).

Ensure strict respect of the identity guidelines*.

Take into account the national realities in the definition of the Brand Identity*?.

Put an identification system into place for the Movement at national and global levels*.
Maintain the relationship with WAGGGS in regards to the questions of Brand, in
particular on everything that concerns SAGNOS*.

5.2

Intellectual Property

The issues of Intellectual Property are not new for World Scouting. They were addressed
for the first time during the World Scout Conference which took place in 19243, A legal
study was presented in September 2006 to the World Scout Committee, and its
recommendations were presented for consultation in the Regional Communication

! South Africa, Australia, Belgium (FCS), Kenya, Nicaragua, New Zealand, Sudan, Venezuela, Zambia.
2 See Brand Manual, page 27, September 2007.
3 Resolutions 10/24 (publications, reproduction rights) and 12/24 (legal protection of the uniform).



Forums in order to measure the feasibility or not of the better protection of Intellectual
Property of Scouting at Global Level'.

Intellectual Property
Recommendations from the Regional Communication Forums

Ensure the strict respect of the Identity Guidelines at national level, in order to avoid
reducing the impact of the Brand at global level.

5.3

The conditions of use of the World Scouting's Brand and its trademarks were published?.
All of the resolutions, decisions and circulars related to the World Scouting Brand and its
trademarks were assembled into one single document?.

The policy regarding royalties and copyright remains unchanged since 1974. However,
the World Scout Bureau has put into place a Brand Legal Management unit, which
enables it to better support NSOs and offer them new services.

Part of the revenue of the Brand will be dedicated to:
- Reinforcing the protection.
- Improving the Brand health, and consequently the capacity for Scouting to
associate itself with other brands.
- Fighting abuse concerning intellectual property within World Scouting.

This policy has already been successful against a pornographic production and brand
pirates.

The suggestion of including the World Scout Emblem into the Constitution of WOSM
should help to reinforce its protection.

This subject has also been included as a recommendation from the Governance Review
Task Force (Recommendation n°1).

Brand Management

The Forums also were consulted on the implementation of a new method of Brand
Management, which should reinforce the potential of Scouting in regards to Resource
Mobilisation, to co-branding with private and public partners and to marketing.

These consultations have resulted in a better understanding of the method of Brand
Management, put into place since the launch of the new identity.

Brand Management
Recommendations from the Regional Communication Forums

Put into place a system of Brand control which is progressive and fair*.

6.

6.1

RESOURCE MOBILISATION

The last point of the Brand Strategy presented during the Forums concerned Resource
Mobilisation. This subject has also been the object of a recommendation by the
Governance Review Task Force (Recommendation n°3).

Resource Mobilisation Strategy
This Strategy is being implemented. It rests on a series of prerequisites, which have
been the focus of a meticulous review at the central level.
- Establish priorities: How does a National Scout Organization improve in matters
of identifying budgetary and investment priorities?
- Develop a budget: How does one establish a budget? Is it a series of numbers or
the financial expression of political and strategic choices?
- The financial system: Does the chosen financial system allow greater
transparency in the accounts, their legibility and the report to the donors?
- The public image: How does an organisation progress, when it must create a
positive public image of Scouting? The health of the Brand depends on it.

! Available in English, in the booklet “Guidelines for the protection of intellectual property”.
2 Annex 1 to the Circular 05/07 of the World Scout Bureau.
3 Annex 2 to the Circular 05/07 of the World Scout Bureau.
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- The marketing: Does the organisation have the means to put into place a
Marketing plan which will allow it to attract future donors and partners?

- The clarification of values: Why is it so important to clarify the values of
Scouting before developing a Resource Mobilisation Strategy?

- The cause promoted by Scouting: Have we clarified the cause for which Scouting
exists, in order to share it with the donors and partners?

Resource Mobilisation
Recommendations from the Regional Communication Forums
-  Create a Resource Mobilisation Strategy*.

6.2 Global Marketing Plan

Why do donors finance the Scout Movement? One can imagine that instead of promoting the
Scout Movement (its structure, its members), it is its cause that we must put forward:
Scouting, what is it for? Be prepared, yes, but for what? The Forum participants also
explored these questions.

Marketing

Recommendations from the Regional Communication Forums

- Conduct a study on Scouting's values*!,

- Support the efforts of the Movement in terms of development of its membership and
growth*.

- Work on the social positioning of the Scout Movement*2,

The Global Marketing Plan and the marketing opportunities catalogue depend on:
- The relation between the Communication and Marketing themes, as well as the
actions carried out by the Movement in this respect.
- Good Brand Management.

7. REINFORCING SKILLS

The Forums revealed the important need for training, reinforcing skills and
professionalism.

Training

Recommendations from the Regional Communication Forums

-  Create training tools*.

- Create training content, and enrich them with the successful experiences from National
Scout Organizations.

- Organise every year, and for each Region, training in the field of Communications.

- Develop a network of Media Managers and spokespeople to support the leaders of
National Scout Organizations*.

- At national level, reinforce the training of spokespeople, by extending it to young
representatives.

- Incorporate Communications training in national training plans.

-  Develop specific communications profiles in order to recruit people with the necessary
skills to the position.

-  Support the National Scout Organizations by providing both electronic and also printed
tools*.

Developed for the first time, the implementation of a global programme, which was
adapted to the needs of each Region was a success. This has identified the need for
regular events of the same nature.

! The values of Scouts today, survey carried out with the input of young participants and adults of the
World Scout Jamboree, July 2007, with the support of DOXA, member of the Gallup group.

2 The publication of the First World Scout Report, in October 2006, was aimed at establishing the
positioning of the Movement.




Annex 1

REGIONAL COMMUNICATION FORUMS
The series of Regional Communication Forums was part of the action plan 2005-2008,
adopted in September 2005 in order to implement the Communication Strategy.

The aims of the Forums were to:

- Present the new World Scouting Brand.

- Implement the Communication Strategy at a global and national level.

- Establish a Global Media Plan for the Centenary Year.

- Establish a network of Media Managers and spokespeople.

- Consult the NSOs on the development and the implementation of the Brand
Communication Strategy.

Place and dates Region Country |NP° of participants
Macau Asia-Pacific 19 35
November 2006
Egypt, Cairo Arab 15 35
December 2006
Chile, Picarquin Interamerica, 18 35
January 2007 Spanish-Speaking

countries
Spain, Palencia Europe 14 44
January 2007 Eurasia 1 1
South Africa, Pretoria Africa 15 35
May 2007 English-Speaking

Countries
Burkina Faso, Africa 5 15
Ouagadougou French-Speaking
April 2008 Countries

TOTAL 87 200
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Annex 2
TO DEVELOP AND DISCUSS DURING THE 38TH WORLD SCOUT CONFERENCE

Tuesday, 8 July 2008
For the participants of the 10" World Scout Youth Forum, there will be two workshops:
- The World Scouting Communication Themes.
- Scouting's Image.

Sunday, 13 July 2008
Optional workshop on Scouting's Profile, from 14h00 to 17h00
- Explore the equation of Scouting's Image.
- The potential of the World Scouting Brand.
- A few ideas for the Resource Mobilisation Strategy.

Wednesday, 16 July 2008
Workshop on the Strategy for Scouting, from 09h45 to 12h15.

The three areas of Strategic Priority n°7 “Scouting's Profile” will be the topic of separate
workshops.

Thursday, 17 July 2008
Workshop on the programme “sharing and learning”, from 11h30 to 12h30 and from
14h00 to 16h00.

Some NSOs will present their accomplishments in areas related to the Strategic
Priorities.



Annex 3

THE AVAILABLE TOOLS

Here is the list of the tools to be used for promotion and training, created by the World
Scout Bureau. Most of these resources are available on scout.org/brand or

scout.org/media

@ scou

WORLD SCOUTING'S BRAND
AND ITS TRADEMARKS

#SCouTs

[T
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The Brand Manual in its promotional version. This
manual will allow your National Scout Organizations to
better adopt and use the World Scouting Brand
elements and its trademarks.

Downloadable on scout.org/brand

Scout.Boom.Comm is a training manual and presents
all of the steps to implement a Brand Strategy for the
Scout Movement. Presenting the essential concepts to
comprehend the Identity of Scouting and the image
that it reflects, this book endeavours to understand the
links between image, key-messages, practices and the
individual and collective behaviours of the Movement.
An updated 2™ edition will be available in October
2008.

Downloadable on scout.org/media

A CD-ROM containing Pack 1 of the Brand: This
pack is aimed at encouraging the use of the World
Scout Emblem for non-commercial purposes, to show
your belonging to the Movement. The use of this
pack is free for members of WOSM.

Conditions of use and commercialisation of World
Scouting's Brand and Its Trademarks. This
document clarifies the conditions of use and
commercialisation of the World Scout Emblem and the
Brand Logo launched in October 2006.

Downloadable on scout.org/brand

Summary of resolutions, decisions and Circulars
related to the World Scouting Brand and its
trademarks. This document gathers all of the internal
policies of the Scout Movement approved by the World
Conference and World Committee.

Downloadable on scout.org/brand
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The leaflet Representing the Scout Movement, was
created to help spokespeople and Media Managers.

Downloadable on scout.org/media
THE SCOUT MOVEMENT

The leaflet One World, One Image, which
summarises all of the key-messages and is a useful
tool to promote Scouting for spokespeople.

e
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The video clip One World, One Image, which
summarises all of the key-messages useful to
spokespeople.

Downloadable on scout.org/media

The sheet How to design an Official International
Scout Event Logo.

Downloadable on scout.org/media
The sheet Scouts of the World Identity Guidelines
Downloadable on scout.org/media

The booklet Guidelines for the protection of
intellectual property (only available in English).

The poster Creating a Better World



