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Using	DVDs		
DVDs are an excellent audiovisual medium. Using DVDs in any program is designed to  
do three things:  

 Increase knowledge  
 Develop skills  
 Improve attitude  

 

An experienced commissioner can use DVDs effectively to increase knowledge and to develop 
skills. However, viewing DVDs cannot create the extremely positive attitude of an enthusiastic 
commissioner. Viewing is a passive activity. Molding attitude is active and the role of the  
commissioner, not the media.  

 

Tips	on	Using	DVDs	in	Presentations		
Be thoroughly familiar with the content of the video. View it several times. Take notes.  

It is difficult to jump around from topic to topic with a DVD. The positive aspect here is that 
learners get a consistent message. The negative aspect is that you cannot easily locate the 
precise portion of video that contains the message you want to emphasize to participants.  
You cannot keep a visual frame in front of the group for an extended time. You can summarize 
important points on charts or handouts.  

When you have more than 10 participants, use a projector or more monitors.  

Arrive at the site in plenty of time to check your equipment.  

 

Things	to	Avoid		
Most DVD players are highly reliable. They are, however, technically complicated. Do not try to 
fix the machine if it is not operating properly. Revert to plan B (flip charts, whiteboard, etc.).  

Do not play one DVD segment immediately after another. The maximum viewing time for a 
segment should be no longer than 20 minutes. Then it is important for you to have an activity 
that permits participants to exercise their eyes. Viewing at a fixed depth for too long causes 
eye fatigue.  

Avoid exposing the DVD player to dust. Store DVDs and the player in dustproof boxes.  
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Making	Computer	Presentations		
	

Presentation	Software		
A computer presentation combines the advantages of the overhead projector, the slide  
projector, the flip chart, and the whiteboard/chalkboard.  

A presentation can be made to audiences as small as five (using only a monitor) or as large  
as a full auditorium.  

Projection is best viewed in a semi dark room.  

The commissioner faces the audience. By keeping eye contact with the participants,  
the commissioner is able to maintain control of the group while at the same time controlling  
the presentation.  

Presentation software has a number of special effects available. Use them with care so they 
enhance the presentation and not distract from it.  

Computer presentations are easy to prepare and transport, but beware of  
“Death by Power point”—having too many computer presentations.  

 

Clip	Art		
Clip art dresses up your presentation considerably and is available from a number of sources, 
including many Internet sites. (Observe copyright ownership: Be sure the site includes  
a statement granting permission to use the material.)  

Additionally, the local council service center should have Scouting clip art.  

 

Color	on	Color	(Use	with	Caution)		
Ranked from most visible to least visible:  

 

1. Black on yellow    7.   White on red 

2. Green on white    8.   White on orange 

3. Blue on white    9.   White on black 

4. White on blue   10.   Red on yellow 

5. Black on white   11.   Green on red 

6. Yellow on black   12.   Red on green 
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Talent Release Form 

I hereby assign and grant to the Boy Scouts of America the right and permission to use 
and publish the photographs/film/videotapes/electronic representations and/or sound 
recordings made of me this date by the Boy Scouts of America, and I hereby release 
the Boy Scouts of America from any and all liability from such use and publication. 

I hereby authorize the reproduction, sale, copyright, exhibit, broadcast, electronic stor-
age and/or distribution of said photographs/film/videotapes/electronic representations 
and/or sound recordings without limitation at the discretion of the Boy Scouts of Ameri-
ca and I specifically waive any right to any compensation I may have for any of the 
foregoing. 

 

PLEASE PRINT CLEARLY 
Name:  ______________________________________________________________ 

 

Address:  _____________________________________________________________ 

 

City:  ___________________________     State:  ____________     Zip:  __________ 

 

Phone Number:  _______________________________________________________ 

 

Troop #:  ___________________      Troop City:_____________________________ 

 

Signed:  ______________________________________________________________ 

 

Guardian:  ____________________________________________________________ 
(if under the age of 18) 

Witness:  _____________________________________________________________ 

 

Session Date:  ___________________ 
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Resources	
 AlphabeƟcal LisƟng of Terms and Style 

 NaƟonal and Local Council Professional  
(and Some Paraprofessional) PosiƟons 

 AbbreviaƟons and Acronyms Commonly Used in ScouƟng 

 State AbbreviaƟons 

Language of Scouting 
 

This reference is the Boy Scouts of America’s definitive resource on terms and style specific to Scouting 

and this organization. The Language of Scouting encompasses style, usage, grammar, and spelling 

norms observed by the Boy Scouts of America and used by the Marketing Group and Communication 

Services Department at the national office. These standards have been developed so that the BSA  

can disseminate resources and other information in the most professional, consistent, coherent, and 

uniform manner for all forms of communication—printed, electronic, and so forth. 

Scouting terms are based in part on the Charter and Bylaws and Rules and Regulations of the Boy 

Scouts of America. Grammar, spelling, style, and usage decisions are based on the latest editions of the 

following references, in order of preference: Merriam Webster’s Collegiate Dictionary, The Associated 

Press Stylebook, and The Chicago Manual of Style. Turn to these references (in the given order) for  

further reference. However, the Language of Scouting always takes precedence. 

For questions about style, usage, grammar, and spelling, feel free to call the Grammar and Writing Style 

Hot Line at 972.580.2334. 
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Language	of	Scouting	Quick	Quiz	
	

Aims of Scouting       aims of Scouting 

assistant Cubmaster      Assistant Cubmaster 

Blue and Gold Banquet     blue and gold banquet 

Boy Scout Troop       Boy Scout troop 

Boy’s Life Magazine      Boys’ Life magazine 

BSA Centennial       BSA centennial 

camp-o-ree        camporee 

charter partner       charter organization 

council office        council service center 

District        district 

Executive        executive 

First Class Scout       First Class rank 

fund-raising       fund raising 

grubmaster        Grubmaster 

homepage        home page 

local council       local Council  

methods of Scouting      Methods of Scouting 

OK, OK'd, OK'ing, OKs      okay 

on-line        online 

Pinewood Derby       pinewood derby 

Roundtable        roundtable 

Roundup        Round-up 

Scouting magazine      Scouting Magazine 

Scouting program      Scouting Program 

Scout Sign        Scout sign 

Troop Open House      troop open house 

Troop Guide       troop guide 

Venture Crew       venture crew 

Web Site        web site 

Wolf badge        Wolf Badge 

Wood badge       Wood Badge 
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Social	Media	Guidelines	
	

 

 

Local	Council	Website	Guidelines		
As long as they observe the Rules and RegulaƟons of the Boy Scouts of America, local councils are free to develop 

their own  applicaƟons of  Internet  and web  technology. Over  Ɵme, many  local  councils will decide  to publish  

under  the  NaƟonal  Council  umbrella  for  hosƟng,  content,  and  technical  support.  For  those  that  conƟnue  

to  publish  independently, we  have  set  up  guidelines  to  help  councils  build  the  ScouƟng  brand  and  protect  

employees, volunteers, and members. 

 

Unit	Website	Guidelines	
We've long recognized that unit sites created by individuals at the unit level of ScouƟng are essenƟally personal, 

and  therefore beyond  the NaƟonal Council’s control or  liability. We do offer advisory guidelines  to  those who 

publish ScouƟng‐related sites on their own responsibility, and we urge local councils to take the same approach. 

These guidelines are established to help avoid several common mistakes. 

 

Social	Media	Guidelines	
IniƟally considered simply a way to socialize with friends, “social media” plaƞorms, such as MySpace, Facebook, 

TwiƩer, and YouTube, are now established as major media channels. These sites let individuals build and uƟlize 

personal  social  networks  among  friends,  family,  and  colleagues.  Both  for‐profit  and  nonprofit  organizaƟons  

are using social media as well to build and support their brands, drive engagement, support products,  increase 

sales, and more. 

BSA Social Media Link 
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Local Council Website Guidelines 
 

As long as they observe the Rules and Regulations of the Boy Scouts of America, local councils are free 

to develop their own applications of Internet and Web technology. Over time, many local councils will 

decide to publish under the National Council umbrella for hosting, content, and technical support.  

For those that continue to publish independently, we have set up guidelines to help councils build the 

Scouting brand and protect employees, volunteers, and members. 

 

While local councils may establish their own policies concerning their use of the Internet, the National 

Council will only recognize as “official” those sites that have followed the numbered guidelines below. 

The National Council will not acknowledge or provide links to any council site that does not meet these 

guidelines. The guidelines may be altered or amended to provide updated information, and councils will 

be notified when that happens. 

 

 Council Web sites must be hosted off-site at a hosting facility and may not be connected  

in any way to the local council’s internal network. 

 The council must have direct control over the content of its official Web site. 

 The content of the council site must be appropriate to the Scouting movement. 

 The council site cannot contain links to any sites that contain material that is not appropriate 

to the Scouting movement. 

 The council site cannot contain any advertisements or commercial endorsements. 

 The council site cannot engage in the electronic sale of BSA Supply Division merchandise 

or competing products. 

 The council site cannot replicate any BSA publication currently for sale through the  

Supply Division. 

 Council sites must abide by all laws regarding copyrights, trademarks, and other  

intellectual property, and by those pertaining to the Internet. 

 

Council sites must consider the safety and privacy of their members and participants by obtaining  

the necessary permissions to release information about or images of any individual. 
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Unit Website Guidelines 
 

We've long recognized that unit sites created by individuals at the unit level of Scouting are essentially 
personal, and therefore beyond the National Council’s control or liability. We do offer advisory guidelines 
to those who publish Scouting-related sites on their own responsibility, and we urge local councils  
to take the same approach. These guidelines are established to help avoid several common mistakes. 

Protection of personal information pertaining to our youth members and volunteers should be our 
greatest concern. This organization has used COPPA, the Children's Online Privacy Protection Act, as 
its standard in this area. You can read the details on compliance at www.coppa.org/comply.htm. It would 
be a good practice to share them with unit-level publishers in your council. 

A second concern about individual unit sites is copyright infringement. Sadly, photos, music, and  
video are commonly reused on the Web without permission. Plagiarism is also common. Such practices 
violate the ethics of Scouting. They are also violations of law, and could expose the publishers legally. 

Our third concern is commercialism. We don't allow ads on council sites. We recognize that "free" Web 
services often used to create unit-level sites may contain advertising. This practice may reflect poorly on 
the Scouting brand, and should be avoided. A more serious concern would be sites that engage in any 
fund-raising activities not previously approved by their local council. Any independent sales, solicitation, 
OR collection of donations is prohibited by our bylaws and charter agreements. 

1. The content of the unit site must be appropriate to the Scouting movement. 

2. The unit site cannot link to any sites that contain material that is not appropriate to the Scouting 

movement. 

3. The unit site should not contain any advertisements or commercial endorsements. 

4. The unit site cannot engage in the electronic sale of BSA Supply Division merchandise or competing 

products. 

5. The unit site cannot replicate any BSA publication currently for sale through the Supply Division. 

6. Unit sites must abide by all laws regarding copyrights, trademarks, and other intellectual property, 

and by those pertaining to the Internet. 

7. Unit sites must consider the safety and privacy of their members and participants by obtaining the 

necessary permissions to release information about or images of any individual. 

8. Unit sites cannot engage in fund-raising except as directly approved by, and under the supervision 

of, the local council. 
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Boy Scouts of America Social Media Guidelines 
 

[Note: It is not the goal of this document to provide a step-by-step “how to” on creating and using the 

specific features of social media channels. Such guides already exist and can be found elsewhere.  

Additionally, social media changes regularly, so this document reflects the current guidelines as deter-

mined by the BSA and is subject to modifications and amendments from time to time as required.] 

INTRODUCTION	
It’s an exciting time to be part of the BSA for many reasons. One of those is that new communication 

vehicles now enable current and past Scouts and Scouters, as well those who are interested in  

participating or are just interested in Scouting in general, to communicate directly with each other about 

Scouting. Online social media tools such as Facebook, Twitter, and YouTube have made it possible for 

virtually anyone with an Internet connection to create and be part of online communities where people 

can discuss Scouting and share stories, photos, videos, and other types of media. 

Although using social media is not a Scouting activity, their use to connect with others interested in 

Scouting can be a very positive experience. But the creation and maintenance of these channels  

requires forethought, care, and responsibility. For that reason, the Boy Scouts of America has  

developed the following guidelines to help you navigate the use of social media channels. These  

guidelines are a complement to the BSA’s existing Youth Protection policies and training. 

SOCIAL	MEDIA	AND	YOUTH	PROTECTION	
First, everyone should review and strictly adhere to the terms of service and existing guidelines outlined 

by each individual social media channel (e.g., Facebook, Twitter, YouTube, etc.). As is true for  

participation in Scouting activities, all Scouts and adult leaders should abide by the guidelines outlined in 

the Scout Oath and Law when participating in social networking. As with a Scouting activity, safety and 

Youth Protection should be a key focus. Staying true to the commitment of the BSA to be an advocate 

for youth and to keep children and their privacy safe, both online and off, should always be at the  

forefront of any considerations where social media usage is concerned. 

To help ensure that all communication on social media channels remains positive and safe, these  

channels must be public, and all communication on or through them must be public. This enables  

administrators to monitor all communication and help ensure there is no inappropriate communication 

between adult leaders and Scouts or between Scouts themselves. Therefore, no private channels  

(e.g., private Facebook groups or invite-only YouTube channels) are acceptable in helping to administer 

the Scouting program. Private channels and private communication put both the youth and you at risk.  

If you feel the information you seek to share via social media channels should not be shared in public, 

you should not share that information via social media. 

Abiding by the “two deep” leadership policy that governs all Scouting activities also applies to use of  

social media. Two-deep leadership means two registered adult leaders, or one registered leader and a 

parent of a participating Scout or other adult, one of whom must be 21 years of age or older, are  

required for all trips and outings. 
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As it relates to social media, two-deep leadership means there should be no private messages and no 

one-on-one direct contact through email, Facebook messages, Twitter direct messaging, chats, instant 

messaging (Google Messenger, AIM, etc.), or other similar messaging features provided through social 

media sites. All communication between adults and youth should take place in a public forum (e.g. the 

Facebook wall), or at a bare minimum, electronic communication between adults and youth should  

always include one or more authorized adults openly “copied” (included) on the message or message 

thread. 

While all communication should be public and leaders should follow the two-deep rule while  

communicating via social media channels, it is recommended that as you and members of your group 

create personal social media profiles, the personal information on these profiles should be kept private  

(e.g., do not display your phone number, address, or personal email address on these profiles).  

It is recommended that any Scouts with personal profiles for social media make those profiles private so 

the Scout’s personal information is not accessible by the public. In creating personal profiles, everyone 

should familiarize themselves with and abide by the terms of service of the sites where they create and 

maintain personal profiles. 

 

INTERNET	SAFETY	GUIDELINES	
Any Scout units that plan to use social media should share the following Internet safety guidelines with 

Scouts, parents, and leaders, and all Scouts should abide by the following Internet safety guidelines and 

personal protection rules: 

 Keep online conversations with everyone in public places, not in email. 

 Do not give anyone online your real last name, phone numbers at home or school, your parents’ 
workplaces, or the name or location of your school or home address unless you have your parents’ 
permission first. Never give your password to anyone but a parent or other adult in your family. 

 If someone sends or shows you email or any type of direct message/wall post with sayings that 
make you feel uncomfortable, trust your instincts. You are probably right to be wary.  
Do not respond. Tell a parent or trusted adult what happened. 

 If somebody tells you to keep what’s going on between the two of you secret, tell a parent or  
guardian. 

 Be careful to whom you talk. Anyone who starts talking about subjects that make you feel  
uncomfortable is probably an adult posing as a kid. 

 Pay attention if someone tells you things that don’t fit together. If one time an online “friend” says he 
or she is 12, and another time says he or she is 14. That is a warning that this person is lying and 
may be an adult posing as a kid. 

 Unless you talk to a parent about it first, never talk to anybody by phone if you know that person 
only online. If someone asks you to call—even if it’s collect or a toll-free, 800 number—that’s a 
warning. That person can get your phone number this way, either from a phone bill or from caller ID. 

 Never agree to meet someone you have met only online at any place off-line, in the real world. 

 Watch out if someone online starts talking about hacking, or breaking into other people’s or  
companies’ computer systems; phreaking (the “ph” sounds like an “f”), the illegal use of long-
distance services or cellular phones; or viruses (online programs that destroy or damage data when 
other people download these onto their computers). 

 Promise your parent or an adult family member and yourself that you will honor any rules about how 
much time you are allowed to spend online and what you do and where you go while you are online. 
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GENERAL	CONSIDERATIONS	FOR	SOCIAL	MEDIA	USE	
For practical considerations, the BSA expects adults intending to use social media on behalf of Scouting 
to follow the following: 

 Social media must be monitored. A qualified staff member or volunteer should have the  
responsibility of monitoring social media channels daily, and backup administrators/monitors should 
be designated so there is no gap in the monitoring. 

 Integrate your communications. Create a strategy to surround your intended audience with your key 
message(s) through print, the Web, email, radio, TV, word of mouth, and social media. 

 Talk to your audiences and let them talk to and about you. By posting content on a consistent  
schedule, you can tell your story and encourage conversations in the community. 

 Social media takes a thick skin. Negative conversations are happening already, but now you have a 
voice in the conversation. Don’t delete negative comments unless they violate the terms laid out in 
the BSA Social Media Digital Contract. 

 Be prepared to respond to negative or inaccurate posts if response is warranted. Some negative 
comments do not require a response, while others should be taken seriously and addressed.  
Factors such as the number of followers and the severity of the conversations should temper if and 
how you respond. 

 Direct media inquiries to the appropriate person. Media inquiries coming through social media 
should be referred to the Scout executive or a designee for an official response. 

 Be Scout-like. When disagreeing with others’ opinions, remain appropriate and polite. If you find 
yourself in a situation online that looks as if it’s becoming antagonistic, do not get overly defensive 
and do not disengage from the conversation abruptly. Ask your Scout executive or the designee for 
advice on how to disengage from the dialogue in a polite manner that reflects well on the BSA. 

 Build trust by being open and transparent. Share information and what the challenges and  
opportunities are for Scouting in your community. 

 

KEY	SOCIAL	MEDIA	CHANNELS	AND	CONSIDERATIONS	FOR	USE	
There are many social media channels available to users, and new channels are being introduced  
frequently. As such, it would be impossible to provide information on all of them. We will focus on three 
of the most popular and most applicable to Scouting. Those channels are Facebook, Twitter, and 
YouTube. 

Facebook	
Facebook is a wonderful way to form online communities where groups of people can gather to have 
conversations and share information. Indeed, the BSA National Council as well as many local councils 
and even some units are already using Facebook to communicate about Scouting. Of course, creating 
and maintaining a Facebook page for your council or unit is a big responsibility and should not be  
entered into lightly. 

 

It may be valuable to think of a Facebook page as a little like a troop meeting that is always open,  
always going on, and where members of the public may drop by and watch or participate at any time of 
day or night. That means Scouts and Scouters can be even more involved in sharing the fun and  
excitement of Scouting and be a more active part of the group discussion—even when they’re at home. 
But it’s also easy to see how, if left unstructured or unattended by Scout leaders, this never-ending 
meeting could easily become a problem. 
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When considering whether or not Facebook might be a good option for your council or unit, it is im-
portant to remember that Facebook requires all users to be at least 13 years of age. Before creating a 
Facebook page, you should educate yourself about what Facebook is and how it is used, and familiarize 
yourself with its terms of service. This will help you navigate carefully in your development of a fan page. 

 

When creating a Facebook page, you should make it a public fan page. In addition, you should  
designate at least two administrators who have access to the login, password, and page management/
monitoring information. This conforms to the two-deep leadership policies of the BSA. At least one of 
these page administrators should be a BSA employee, a local council employee, or registered volunteer 
who has taken Youth Protection training. All Youth Protection policies that govern the use of email  
are applicable to the use of the messaging capabilities of Facebook. 

 

Perhaps the biggest strength of Facebook is also its biggest weakness: Facebook fan pages are open to 
the public, which means any information shared on that fan page can be viewed by essentially anyone. 
As such, you should make sure that any information shared on that page by you or by your fans is  
information that is appropriate to share with the public. This is especially true regarding the level of detail 
you provide regarding Scouts and their activities. 

 

For the Info Tab of your Facebook page, you should use the guidelines set forth on the  
BSA National Council Facebook Info Tab in its Digital Contract, found here: 
www.facebook.com/BoyScoutsofAmerica#!/BoyScoutsofAmerica?sk=info  

 

Once you have created a Facebook fan page, invited people to “like” your page and started gathering 
“fans,” it is important for you to post good and appropriate content and monitor the content that is posted 
to your wall. Unfortunately, not all the content posted to the wall by your fans may be appropriate.  
All content posted by you or by fans on the Facebook wall should conform to the precepts of the Scout 
Oath and Law. Content that does not meet that standard should be removed immediately. 

 

If a user posts highly offensive content, the content should be removed immediately, and you may need 
to block or ban the user who posted it. Such an action should not be used liberally but only when content 
is truly objectionable. 

 

This type of careful monitoring requires vigilance. Before creating a Facebook page, you should consider 
whether you or someone else who will administer the page will be able to monitor that page and post 
content consistently to help ensure that only appropriate content is posted. Pages with inconsistent and 
infrequent updates can cause your fans to become disinterested, and your page can become a target for 
spammers or other predatory parties who recognize that you appear not to be actively involved on your 
page. 

 

As with any online site, it is highly important that you do not give out personal information about Scouts 
or Scouters to anyone on Facebook. Every effort should be made to help ensure that your fans and 
those Scouts and Scouters that use the Facebook page are protected. Keeping Scouts safe and keeping 
their private information safe should be the primary concern in any endeavor involving them—whether 
that’s keeping them safe on a camping trip or keeping them safe on the unit Facebook fan page. 
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Twitter	
Because of its 140-character-per-post limit and relative lack of multimedia capabilities, 
Twitter is designed for quick, simple updates and also can be used like instant messag-
ing or email to have conversations with one or more people in a mostly public forum. 

 

Twitter can be a great place to share quick observations, provide updates about programs, share  
training deadlines, link to other websites with event details, share great Scouting stories, and have  
an informal conversation with followers. In general, Twitter has a more personal voice, meaning posts 
on Twitter are expected to be relatively informal and friendly. It is also important to remember that  
Twitter is a public forum and is viewable by virtually anyone. That means content placed on Twitter 
should be acceptable to your specific intended audience of followers as well as a wider audience. 

 

Some direct-messaging capabilities exist with Twitter; however, adults should not use these  
direct-messaging capabilities when dealing with Scouts. All Youth Protection policies that govern the 
use of email are applicable to the messaging capabilities of Twitter. Before starting a Twitter account for 
your council or unit, familiarize yourself with Twitter’s terms of service and adhere to those guidelines. 

 

When creating a Twitter account for your unit or council, you should designate at least two administra-
tors who have access to the login, password, and page management/monitoring information. This  
conforms to the two-deep leadership policies of the BSA. At least one of these page administrators 
should be a BSA employee, a local council employee, or registered volunteer who has taken Youth  
Protection training. 

 

In addition, all content posted on your Twitter account should be in line with the Scout Oath and Law. 
That includes never “tweeting” (posting) content that is un-Scout-like or responding to a tweet in  
an un-Scout-like manner to anyone interacting with you through your Twitter account. 

 

Twitter should be updated regularly and watched closely so responses can be provided to people  
requesting information or trying to start a conversation. 

 

YouTube	
YouTube is primarily a video-hosting and -viewing platform. It lets you upload videos to 
a channel you manage. Once on your YouTube channel, each video has an individual 
URL and can be viewed on YouTube or shared as a link or embedded (by you, your 
fans, and members of the public) via other social media outlets and on websites. Before 
starting a YouTube channel for your council or unit, familiarize yourself with the site’s 
terms of service and adhere to those guidelines. 

 

When creating a YouTube channel, your channel must be public. There should be no private groups.  
In addition, you should designate at least two administrators who have access to the login, password, 
and page management/monitoring information. This conforms to the two-deep leadership policies of the 
BSA. At least one of these page administrators should be a BSA employee, a local council employee,  
or registered volunteer who has taken Youth Protection training. 

 

Like the other social media channels, the public at large has access to your videos and may view and 
comment on them unless you set viewing restrictions in your settings. If you enable comments, you 
should monitor those comments regularly to be sure they are appropriate. YouTube also has messaging 
features (similar to email). All Youth Protection policies that govern the use of email are applicable to the 
messaging capabilities of YouTube. 

Having a YouTube channel is a great way to share videos of events, how-to videos, awards ceremony 
videos, and other videos that would be good to share with members of the group as well as the public. 
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An important consideration for YouTube or any similar site that features videos and/or images of Scouts 
is that all videos/images should adhere to recommended Youth Protection policies and should protect 
the privacy of individual Scouts. Additionally, all videos should show Scouts and leaders following desig-
nated appropriate guidelines and wearing proper attire for whatever activity is being undertaken in the 
video. All safety and Youth Protection policies must be followed for any Scouting activities, including 
those being captured on video. 

 

 

Final	Thoughts	
It is important to remember that all social media channels are, by nature, designed to be social, that is, 
shared with members of the public. As such, whatever social media activities you engage in should be 
completed with the understanding that the public will see them and may engage in an online dialogue 
with you as a result. You should not do anything on a social media channel that reflects poorly on you, 
other individuals in your council or unit, the Boy Scouts of America, or anyone else. Before posting any 
content on any social media channel, you should first ask yourself if that content is in keeping with the 
precepts of the Scout Oath and Law. 

 

As an additional consideration, once created, social media channels and the content on them “live forev-
er” on the Internet, sometimes even if the accounts have been deleted. That means social media chan-
nels created today may still exist five, 10, or 15 years from now, in some cases long after those who 
started them are no longer involved directly with Scouting. As such, considerations should be made re-
garding the transitioning of administration rights and duties if and when the initial administrators end 
their direct involvement in Scouting. 

 

Also, organizations wishing to use social media must accept the fact that listening is just as important as 
speaking in these channels, and those wishing to participate in this space should be prepared to listen if 
they are to reap any value. 

 

Social media can be a powerful tool for sharing the joys and triumphs of Scouting, but if not executed 
properly, it can be a detriment to everything Scouting represents. As such, engage in social media  
activities wisely. Also realize that social media is a new and evolving form of communication that re-
quires flexibility, patience, and commitment, but the rewards of increased connection with, and under-
standing of, your target audience can be great. 

 

In your social media communications, you should be clear that it is not an official BSA social media 
channel but is instead your own personal channel. You can use the following template as an example: 

 

“This site is the personal [reference your specific social media channel] 
of [your name or organization] and is reflective only of my personal 
views, thoughts, and opinions. This site does not have the endorsement 
of the Boy Scouts of America, and it is not an official communication 
channel of the Boy Scouts of America.” 

 

Should you have questions regarding any of the guidelines and/or  
recommendations or concerning the use of a specific social media  
channel not covered here, please feel free to contact the BSA National 
Council social media team at social.media@scouting.org for further 
guidance. 

 



16 

Boy Scouts Of America Joins With the National Center for Missing &  

Exploited Children to Teach Scouts Internet Safety  

Free Online Educational Resource, NetSmartz ®, Made Available to Scout Leaders 

ALEXANDRIA, VA—June 1, 2011—The National Center for Missing & Exploited Children® (NCMEC) 

today announced it is making available its Internet safety program, NetSmartz®, to the Boy Scouts of 

America (BSA) to teach Scouts and their families how to make responsible decisions both online and  

in real life. The BSA is asking all Scout leaders to incorporate the NetSmartz materials into their  

programs and to distribute information directly to parents. 

While the Internet provides vast educational and informational resources, it has also given predators  

a new opportunity to prey on children—even in their own homes. Talking to children so they understand 

the dangers is vital to their safety. Prevention is key. NCMEC offers a free Internet safety program called 

NetSmartz at www.netsmartz.org . It uses interactive resources such as animated characters, games, 

and videos to empower children of all ages to make responsible decisions both online and  

in real life. 

“Today children have more access to the Internet than ever before in history,” said Ernie Allen, president 

and CEO of NCMEC. “The majority of all households today have at least one computer, and we know 

that most teens access the Internet from multiple locations. Kids already know that the Internet is  

a wonderful resource. They also need to understand the potential risks and the simple things that they 

can do that will help them stay safe. We applaud the BSA for making this resource available to members 

and its focus on adapting to the evolving dangers facing children today.”   

With a click of the mouse, parents can also get answers to their questions at www.netsmartz411.org 

about the Internet, computers, and emerging technology. Among the most frequently asked: What is a 

mash-up? How do I find my child’s MySpace URL? What do online abbreviations mean? Not only  

can they review answers already provided, but they can call 1-888-NETS411 and talk to an expert. 

“Continuing to educate Scouts and their parents about Internet safety is an important component of 

Scouting’s long-standing commitment to the continuous enhancement of our youth protection program,” 

said Bob Mazzuca, Chief Scout Executive of the Boy Scouts of America. “Today’s youth are spending 
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more time than ever online—gaming and communicating with social networks. We believe NetSmartz is 

an important program to make available to Scouts and their parents to help them use the Internet in a 

safe, responsible manner. 

The NetSmartz Workshop is a free online educational resource. It is a program that is widely used and 

enjoyed by children and teens, parents, educators, and law enforcement. Using age-appropriate  

activities, NetSmartz provides children with the information they need to make smarter and safer online 

choices. The animated spokesperson, Clicky, has been enormously popular in teaching Internet safety 

to youth participants. The program uses videos, games, and activity cards to educate children on how to 

recognize potential Internet risks and to empower children to help prevent them from being exploited. 

NetSmartz has been implemented in schools and school districts in all 50 U.S. states.   

### 

About the National Center for Missing & Exploited Children The National Center for Missing &  

Exploited Children is a 501(c)(3) nonprofit organization. Since it was established by Congress in 1984, 

the organization has operated the toll-free 24-hour national missing children’s hotline, which has  

handled more than 3.3 million calls. It has assisted law enforcement in the recovery of more than 

163,330 children. The organization’s CyberTipline has handled more than one million reports of child 

sexual exploitation, and its Child Victim Identification Program has reviewed and analyzed more than 

49.6 million pornography images and videos. The organization works in cooperation with the U.S.  

Department of Justice’s office of Juvenile Justice and Delinquency Prevention. To learn more about 

NCMEC, call its toll-free, 24-hour hotline at 1-800-THE-LOST or visit its website at 

www.missingkids.com . 

About the Boy Scouts of America  

The Boy Scouts of America prepares young people for life by providing the nation’s foremost youth  

program of character development and values-based leadership training. The Scouting organization is 

composed of 2.7 million youth members between the ages of 7 and 21 and more than a million  

volunteers in nearly 300 local councils throughout the United States and its territories. For more  

information, please visit www.scouting.org. 
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