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Programme and Expectations

Objectives

. Introduce the programme of the regional communication forum

. Discover the message of the World Scout Committee and of the Secretary General
. Get the expectations of the participants

. Take time for questions

Methods & Tools

. Audio-visual presentation
. Individual thinking time
. Wrap up in plenary
Trainer

> Richard

Duration

. 90 minutes
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Expectations

Write your expectation
About you. Express yourself.
About your NSO.

About World Scouting

One idea by stickers
Write one idea by sticker, not two.
Write as many ideas as you want, use several sticker.

Be clear

Write in CAPITAL letters.
Be precise.

Be short and focused.

World Scout Bureau Services and Support

After the forum

Our fields of expertise

¢ Analyse the image of the Scout Movement.

e Improve your corporate identity.

e Reaching out? How to present to a new audience.
e Working with the media.

e Create and improve Scout magazines and electronic publications.
e Create and use partnerships for Scouting.

¢ Create a fundraising strategy for Scouting.

e Communicate your Scout event.

¢ Design your merchandising.

Get to know more about our services and support team
e scout.org/media
e scout.org/brand

Contact us
e brand@scout.org

Tell us
e write your story to media@scout.org



mailto:brand@scout.org
mailto:media@scout.org

Message from World Scout Committee

‘The World Scout Committee Members have chosen three actions to shape the dynamics of the
2008-2011 mandate. One of these actions is "Tell the story". This invites us all to leave our
isolation to make communication a priority action, both within the Movement as well as outside of it.
We must integrate training modules within the curriculum of scout leaders that teach how to tell the
story of what Scouting does. This training and support programme were created to help you become
the best promoters of an education product in which we all believe: the famous Scout Method!"

Therese Bermingham
Chairman
Scouting’s Profile Committee

Message from the Secretary General

“We will definitively have to invent new operational ways of working - thinking “out of the box”. My
ambition is that every actor in Scouting at every level becomes a giver and a receiver, a contributor
and a beneficiary. We shall assist our NSOs to identify their needs and mobilise appropriate
knowledge, expertise and resources to respond to these needs. We need to encourage growth in our
NSOs and better communicate our success stories inside and outside the Movement to further build
the visibility and credibility of Scouting. All together we can portray Scouting as being relevant to
the issues facing young people in today’s world and a reliable partner to attract further support.”

Luc Panissod
Secretary General
World Scout Bureau



Aims of the Forum

Promoting the Cause

e What is Scouting’s Cause?

e How to promote and defend it?

e How to define a marketing strategy to make our cause known and to share it with others?
Creating a Better Image

¢ How to transform the caricature of Scouting into a positive image?

e How to attract the attention of the media?

e How to define a communication strategy for Scouting?

Stimulating Growth

e How to offer better Scouting to more young people?

e How to adapt the marketing strategy and the growth strategy?
e How to grow without losing out on quality?

Objectives of the Forum
Main objective

Support National Scout Organisations in establishing and implementing communication strategies
and, in this way, contribute to the growth of the Movement.

Secondary objectives

¢ Train the national leaders responsible for Communication, Public Relations and Marketing.
e Consult NSOs on the way to adapt the worldwide communication strategy.

e Implement WOSM’s communication strategy at international level.

e Create a network between the actors of Communication in Scouting.




Our ways of working

Get the key

Communication has a code.

We will try to get it.

We will know how to unlock the doors.

Open the doors

We need to open the doors and look wide.

No taboos. We will address all issues, even the difficult ones.
Open minds. Open hearts. Open eyes.

Reach out

Scouting is open to all. Really?

There is no growth without a clear will to reach out to new people.
Our communication shall reflect openness and the will to reach out.

Our training method

Building collective mind

e Scouting is about team spirit.

¢ Collective action needs collective mind.

e Social and cultural innovation need a clear vision of the future.

Building individual capacities

e Scouting needs innovative leaders.

e Each one can be an agent of change.
¢ Learning is a longlife process.

... Our training method

First Day Second Day i Third Day
i Individual
; Progression
Collective = i
Progression i
Focus |
Groups T ]
. | | Work

Collective
Progression

]
Which language do we speak?

Language is a code

Language is essential to communicate.
Verbal language.

Body language too!

English is our working language

Most of us are not English mother tongue.

We do our best to be understood.

Perhaps we need time to translate our thoughts.
How do we speak and listen?

Slowly.

Loudly.

We carefully listen to the ones who are not fluent.



























Section 3: Designing an Image Concept

Our goal is to improve the quality of the message communicated with the Scout Movement'’s
imagery. The Image Concept is easy to understand to help young people and leaders to produce
photos themselves. There is simple rules for the creation and the use of images.

We need balance and diversity:
e Gender

e Age

e Cultures

e Activities

e Environment

14



The Challenge of Growth in Scouting

Objectives

¢ Get to know the concept of growth for Scouting
e Better market Scouting's product

Methods & Tools

e Audio-visual presentation

¢ Theoretical inputs from the trainer

e Group Discussion and debate in plenary
Trainer

>[IRichard

Duration

¢ 90 minutes

A Strategy for Growth

Accomplish the cause of Scouting

To ac/hieve the Mpvement's M\ission
"Educate young people tc play a constructive role in saciety"

Launch a Movement's Growth Stategy Add a priority for
% the Organisation

Priority1 Priority 2 Priority 3
- — e —]
Clients Product Sales Force Structure I
- — —
"Respond to "Revitalize "Support the "an erganization to
the needs of the Scout Adults we support the
young people” Method" need" Movement

What does Growth mean for Scouting... ?
What Economics say about Growth?
Definition 1

An investment style that looks for stocks with strong earnings and/or revenue growth or growth
potential.

15



Definition 2
Economic expansion as measured by any number of indicators such as GDP.

WOSM Constitution, Chap II, Art IV-2-b : "The purpose of WOSM is to foster the Scout Movement
throughout the world by... facilitating its expansion and development”

Quality In Scouting

e Better programme focused to youth needs
e Personal progression

¢ Youth involvement

e Challenging opportunities

¢ Social relevance

¢ Leadership

Quantity and Membership
How do we base the membership?

e Scout Promise?

e Membership fee?

e An activity during the year?

¢ A specific number of activities during the year?
e Number of people registered in a local group?

How to we get quantitative information?

e Through a census?
e Through a registration system?

Demographic Trends

e Age ranges

e Characteristics of youth
e Adult volunteers

¢ Age of joining

e Age of leaving

16



Measurement of the variation of the membership

e Particular age range in a certain geographical area

e Youth membership since last youth programme review

e Female or male membership

¢ Recruitment after a change of image, a media campaign, a large event

Other factors affecting the demography:

e External changes: Migration, perception of Scouting’s action, government’s national educational or
youth policies
e Internal changes: Structure of the association, governance, management style

Market Share and Penetration Rate

Scouting Membership

Available Youth Population

Penetration Rate
The penetration rate is conditioned by some questions

¢ Is Scouting activity planning convenient for the families and their children?
e Is the youth programme relevant to the children and families’ expectations?
¢ Are the volunteers offering all guarantees for child protection and safety?

Trends affecting the Image of Scouting

External situation affecting the image
e Political

e Cultural

e Economical

¢ Social

e Technological

The image of the competitors
e Sport clubs

¢ Youth Clubs

e Cultural activities, ...

Trend affecting young people

¢ Political: Democratical conditions for youth participation. National youth policy.

e Economical: Youth unemployment, child labour, social exclusion

e Social: Youth involvement, HIV/AIDS, housing, rural population moving to urban areas, migration
e Cultural: Living conditions of ethnic, religious, social minorities

e Technological: Use of the information and communication technologies

e Environmental: social environment risks, urban violence

Trends affecting adults
e Political: State policies fostering volunteering and supporting civil society engagement

e Economical: Financial capacity to dedicate time to voluntary activities vs. adult unemployment
e Social: Recognition and promotion of volunteering
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Action for Growth

Growth starts at the local level

e Supported at national, regional and international levels

e Connected with the strategy of the national scout organisation

e Related to the quality of the youth programme, the membership quantity and the image of the
Movement (brand equity)

Strategy for Growth

Quantity

Quality

L

Growth

Design your strategy at national level

Starting from the analysis of the situation

Objectives

e To demonstrate the importance of the analysis as starting point of the strategy planning

¢ To equip the participants with some tools of analysis

e Acquire the capacity to analyse the situation of your NSO in terms of communication, image,
partnerships and resources

Methods & Tools

¢ Theoretical inputs from the trainer / PP

¢ Individual working time “Make your own analysis”
e Debate in group
Trainers
>[Richard

Duration
* 45 minutes
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Start a process of change
Identification of the challenges
Acceptation of the need to change
Collective Consciousness

Identification of facts
Analysis of the situation

The strategical process for initiating the change

— Values and goals

Situation analysis

[

Global strategic objectives

Communication objectives

Shared with

Communication streams

-

Communication means,
tools and resources

Audience

external

Using the situation analysis as starting point
e A global approach

While covering the totality of the organisation’s operations, this global analysis should:
o not go into details
o drown the main trends, strengths and weaknesses

e An analysis of the organisation’s current situation

The question "How does our image reflect our Mission through our actions?” now takes on its
full meaning.

membership variations

youth programme, including activities
facts concerning Adult Resources
professional services

structure management

public relations

internal communication

partnerships

budget structure and financial resources

O O O O O O O O O
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e External trends
The organisation does not live in a world of its own.

Scouting aims to contribute to the personal development of young people as members of a
community.

Understanding of the society <-> future direction of work
o Demography

Economic factors

Political situation

Social issues

Formal and non-formal systems

Values and their evolution

O O O O O

¢ Measuring the image

Image is at the of an organisation’s communication system.
It represents the organisation’s identity;

The analysis should take into consideration everything that concerns the organisation’s culture, in
particular its history.

What does “good” image mean?

Is there mismatch between the image and activities?

How well known is the organisation?

What kind of public recognition does it enjoy?

How are its members represented (gender)?

Are members proud to wear uniform?

O O O O O O O

¢ Measuring the competition sector

It is important to note the enormous differences in the images of different organisations working in
the same field.

To know weather Scouting has competitors or not, and in which field:
o Education

Recreation

Youth clubs

Sports clubs

O O O O

To recognize competition’s geographic and demographic span

20



The Tactic of Story Telling
How to better attract the media

Objectives

e Pitch a story

e Describe an efficient methods of communicating a story to a journalist
¢ Practice methods of communicating story to a journalist

Methods & Tools

¢ Theoretical inputs from the trainer

e Brain storming

e Group Discussion and debate in plenary
Trainer

>[Richard

Duration
¢ 90 minutes

Working with the media

Plan your Media Strategy

1. 2. 3. 4.

Get to know Understand Tell Attract
the media the media the media the media

g and i

Media Strategy Define the Find & build Package
for Scouting Media Strategy the stories your stories
21



The tactic of story telling

Finding a story Scouting

Ingredients of a successful story

e Scouting “Brand”

¢ News Hooks

e Key Messages

¢ Proof Points (evidences of what is stated)
¢ Personal Stories

e Capacity of overcome difficult Questions

Working with media

e Decide on where you want to shine the spotlight
e Use the “Scouting Brand”

e Work with the “Researchers”

e Find out and work with their “agenda”

¢ Decide what you want to say

¢ Be “nice and helpful”

22



Story Telling and Key Messages
Put together your media package

Objectives

¢ Give and receive an on brand brief using key messages
e Put together a media package for different media outlets
¢ Prepare a online media-mix package

e Write a press release

Methods & Tools
e Theoretical inputs from the trainer
e Working groups and debate in plenary

Trainer
>[Richard and Thierry

Duration
¢ 90 minutes

The Press Release

Why bother a press release?

e A “good discipline”

¢ Focuses the mind

¢ Gives a journalist something to copy/work with

e Gives you something to send out quickly and easily

Features of a good press release

eGrabs the journalist straight away

e A4 Max + Editors Notes

e What, Why, Where, When, Who

e Make sure it’s real news (biggest, first, unexpected etc)
e Quotes

e How to get more info and images (Video)
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The structure of a press release

The hook
+

The 5W's

Secondary information
+

Quote

Note to the editors:
General and related
information regarding the
Movement

24

Title (reflects the hook)

Bloc 1

Bloc 2

Bloc 3

Contact details




Acting as a spokesperson
Be prepared to represent the Movement

Objectives

e Be prepared to act as a spokesperson
¢ Be prepared to manage and support spokespersons

Methods & Tools

¢ Quick inputs from the trainer
e Working groups preparation
Trainer

>[Richard

Duration

¢ 60 minutes

The role of the spokesperson

e Become the representative of the Movement in front of the media

e Accept to appear in public

e Work hard to acquire a scout culture and get to know about most of the issues related to the life of
the Movement

¢ Be ready to respond to difficult questions

e "Smile and wistle in all circumstances” (at least publically)

e Remember that improvisation is possible with preparation only
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Planning a Communication Strategy
Conceiving the Strategic Plan

Objectives

¢ Elaborate the backbone of the future communication strategy for the NSOs
Methods & Tools

e Quick inputs from the trainer

e Working groups

Trainer

>[Richard

Duration

e 90 minutes

Why a strategy?

Values and goals
~ .
(

Situation analysis

Global strategic objectives

Communications objectives

Shared with

Communications axes

Communications means,
tools and resources

Audience @
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The cycle of your strategy

I Conception K1 Preparation
L1Planning
Kl Audit
[ Evaluation K Implementation

Step 1 - The analysis of the situation

Step 2 - The vision of the organization

Step 3 - Identify the priorities

Step 4 - Determining the targets

Step 5 - Formulating communication objectives
Step 6 - Examining strength and weaknesses
Step 7 - Communication axes

Step 8 - Creating messages

Step 9 - Planning

Step 10 - Choosing the means and action




The Programme

Wednesday | Thursday Friday Saturday
09:00 / 10:30 S1: Opening, S5: The challenge  59: Acting as a
programme, of growth spokeperson {2/2)

Expectations

11.00 f 13.00 S2: Cause, Image  S6&: The tactic of S10:
and Brand story telling Communication
Strategy Planing

14:30 / 16:00 53: Target 57: Story telling 510:
audiences & Media and key messages Communication
Strategy Planing -

16:30/ 18:00 Arrival of S4: Define key SE: Acting as a S11: Open debate,
participants messages spokeperson {1/2) Wrap up and
evaluation

20:30 N50s presentation  Social Evening Cpen debate: Social Evening :
The Founder's "Celebrating”
vision

28



Opening Ceremony

29 September 2010

Lamp Lighting Ceremony

Welcome Remarks

Introduction of Participants

and Remarks

Introduction on the Workshop

Speech of Special Guest

Led by Chencho Dorji
Chief Commissioner

Karma Tenzin
International Commissioner

Abdullah Rasheed
Regional Director

Richard Amalvy
Workshop Director

Chencho Dorji
Chief Commissioner
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List of staff

No. Name Country Email ID

1 Abdullah Rasheed WSB/ APR rasheed@scout.org

2 Richard Amalvy WSB/ CO ramalvy@scout.org

3 Paolo Fiora WSB/ CO pfiora@scout.org

4 Luz Taray WSB/ APR luz@scout.org

5 Karma Tenzin Bhutan karmabidung@yahoo.com
6 Norbu Dhendup Bhutan dhendunorbu@yahoo.com
7 Pema Wangchuk Bhutan wangchukpema@ymail.com
8 Kinley Dorji Bhutan dkinley96@yahoo.com

9 Dorji Wangmo Bhutan dorjeomu@gmail.com

10 | Chhoki Wangmo Bhutan chukiwangmo@gmail.com
List of Participants

No. Name Country Email ID

1 Md Arifuzzaman Bangladesh arif_prs@yahoo.com

2 Mahfujul Islam Bangladesh mahfuj_rover@yahoo.com
3 Aliyous Jeram Besi Brunei iﬁsioluosa@er;%n;r?ielifgsm/

4 Sabtu Bin Timbang Brunei mayamo@brunet.bn

5 Raymond Yip Hung Leung Hong Kong leungyh@yahoo.com

6 Kwok Hei Dicky Lam Hong Kong Dickylam20032003@yahoo.com.hk
7 Arup Sarkar India aroopism@gmail.com

8 Vivek Kumar Khichr India teacher786@teacher.com

9 Shinya Mizuta Japan smizuta@microsoft.com

10 | Satoshi Yoshimura Japan yoshimura@scout.or.jp

11 Jamal Harim Bin Abdullah Malaysia klinikaidura@yahoo.com

12 | Rajalingam Ramasamy Malaysia rajascout23@yahoo.com

13 Ramakrishnan Ramasamy Malaysia roverrescue@gmail.com

14 Mariyam Laiza Maldives laiza@mail.org

15 | Sudip Aryal Nepal sudiparyal@gmail.com

16 | M Rizwan Jaffar Pakistan rizwanjaffar@live.com

17 | Abdullah Zeb Khan Pakistan abdullah_seb@live.com

18 | J Rizal C. Pangilinan Philippines Jrephsp@scouts.org.ph /

jrcp0724@yahoo.com
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No. Name Country Email ID

19 | Wendel E. Avisado Philippines weavisado@yahoo.com

20 | Justin Edward T. Asiaten Philippines justin_asiaten22@yahoo.com
21 Chaminda Wariyapperuma Sri Lanka wariyapperuma@gmail.com
22 Dilupa Sampath Batawalage Sri Lanka dilupabatawalega@rocketmail.com
23 | Netsai Khaimarn Thailand _q—bmgdﬁzgsazia; ml';iol’fgarng.com /
24 | Jate Sopitpongstorn Thailand jatesopit@gmail.com

25 Kinzang Wangchuk Bhutan appy201081@yahoo.com

26 Ugyen Lhendup Bhutan ugyen_|hendup@rim.edu.bt
27 Sonam Yangden Bhutan yangden-ei@yahoo.com

28 | Lhagey Tshering Bhutan Ihageytshering@yahoo.com
29 Lhawang Norbu Bhutan

30 | Phurba Wangdi Bhutan phurba@yahoo.com

31 Sangla Bhutan sangla36@yahoo.co.in

32 | Chimi Yuden Bhutan chimi50550@hotmail.com

33 | Tenzin Namgyel Bhutan tennzin255@gmail.com
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Regional Communication Forum
29 September to 02 October 2010
Thimpu, Bhutan

Evaluation Summary

20 people from 9 Asia Pacific countries (Bhutan/7; Brunel/2; India/1; Japan/2; Malaysia/2;
Pakistan/2; Philipines/2; Sri Lanka/1; Thailand/1) evaluated the event.

40% of the participants were Communication Managers and Public Relations people and 20%

were young spoke persons. 45% of the participants held other roles ( Regional Scouting
profile chairman, Assistant Community Scouts Leader, Assistant District Commissioner, Risk
Management, NSO Secretary General, NSO Senior Vice President )

70% of the participants rated their overall satisfaction with the forum between 9 and 10
(from a 1 to 10 scale where 1 meant Highly Unsatisfied and 10 meant Highly Satisfied)

25% of the participants rated their overall satisfaction with the forum between 7 and 8.
Only 1 participant rated his/her overall satisfaction under 5.

The Net Promoter Score (NPS) for this Forum was 70%. Meaning that there are 70% of
participants that are active promoters of the forum. And there are no detractors (cero) of
the Forum. (NSPS is calculated with answers to the question. On a scale from 1 to 10, how
likely is it that you will recommend this Regional Communication Forum to another colleague
or friend in Scouting? where 1 meant Very Unlikely and 10 meant very likely)





