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= Executive Summary

.~ The Girl Scouts of NYPenn Pathways is a non-profit organization that builds
the courage, confidence and character of girls through regular meetings,
volunteerism and outdoor activities, specifically camping. Re t
organization has been forced to close a number of its camp les and
~ will be forced to close more if it can’t increase attendance b bers of the
Girl Scouts organization.

Auri Communications proposes a campaign that wil the Girl Scouts
-~ of NYPenn Pathways camps in operation by informi rl Scouts and their
~ parents of the NYPenn Pathways camps and the%nngs and promoting
. engagement between Girl Scout camps and the giffs that they serve.,

| Auri seeks to achieve its campaign goals beginning of the 2016

. summer season by hosting open hous ch of the four camp locations,

+  incentivizing cookie sales by rewardi highest-earning troop with a free

. ' weekend stay at one of the camps trategically distributing promotional
. materials to the parents of Girl%@. Upon a successful proposal, Auri will

immediately begin producin tional materials, engaging parents via
~ social media and planning t rémentioned events.

A successful campaignm
the camps and their ..%
Scout activities, an increase in attendance at the

comparison to ot '
camps, an incr%*’ the number parent volunteers and an increase in the
number of its of the camp.

&

0e exhibited by an increase in awareness of
ities, an increased preference of camping in




B Situational Analysis
" Problem Statement

The primary problem that the Girl Scouts of NYPenn faces, is a)la
-1 awareness of and interest in its four summer camps. As a reé endance

“ at these camps suffers. Exposing the girls to the prospect o ping in
In advance of the summer season gets them excited and in their
1 - interest in returning. In addition, spring and fall weeker@ing allows
f parents to feel more comfortable about letting their gi to camp for the
. extended summer programs. Without awareness ofamps and their

programs—as well as parent volunteers to take
cannot operate.

- these camps

fq Opportunity Stateme

. Our campaign provides the unique op’mty to touch both parents and
- their children with the idea that the sites are just like the fairy tales

1| they read growing up. By creatiﬁ ea that girls can make their own

'~ adventures at these camps, secome involved in helping their girls
| be creative, having fun in th doors and “finding their wow” within the Girl

.| Scouts like never before. pon a Weekend...” and the tagline “Putting
;:f . the magic back into cam " will be used on all promotional materials,

1 email blasts and so la posts thus increasing awareness of the four

camps to the par% nce, as well as increasing their attendance and

willingness to ve in the future.

State of Harm

- Ifthe Girl ts of NYPenn Pathways continue to see a drop in camp
atte&athe organization will suffer gravely. As a result of the decrease
f

inr from camp goers, the final four camps will be sold and the Girl
NYPenn Pathways will not have the opportunity to provide its
o ith the outdoor experiences that it promises. Camping helps teach
| & \girls the core values that the organization was founded upon. Without this
' ndamental activity, the Girl Scouts of NYPenn Pathways risk a decrease in
membership and losing its foothold in the community.



Strengths

Size

History (Established)

Digital Cookie

Leadership development (communication, team building, ¢ unity,
loyalty) @
Community service opportunities

Strong alumni network

Weaknesses

More charitable organizations/foundations 2
Diversity of troops/scouting
Lack of funding c’

Lack of parent volunteers
Camp closings
Outdated Website

Troop leader time constraints 0
Perception (Cookies) o
Stigma of being a girl scou
Regulations (CPR Trainin@mBoys aren’t allowed, etc.) High turnover rate
(40% of scouts leave I

Opportum i

women i

Untappe %

Healt
Usin@ ial Media to their advantage
Expe increase in disposable income in the economy Expected

Increased ex§ of the feminist movement More leadership roles for

I network

inCredse in corporate profit
tial non-member participation in camping

&eats

Changing tastes in girls

More programs/opportunities for young girls/over saturation
Volunteer time constraints

Overuse of technology

Increased transparency

Decrease in revenue in youth organization industry

4



According to previously conducted research there are numeraous Barfiers
that dissuade participation by both girls and volunteers. Thes lers

include a lack of training for volunteers in CPR as well as fir training,
which hinders the ability of girl scout troops to safely go ing trips
- (O’Donnell, 2014). In addition, parents generally do no eer because

Girl Scouts of
distance of

of the time and financial commitments that are requi

. America volunteers (Knowledge Research Inc, 201

~ campsites also contributes to the time commitm r volunteers and

. further deters parents participation. This distance is"also greater when not
| all Girl Scouts of America campsites are o g during the wintertime,

| creating very long drives for some.

_ Interms of scout participation, previ Qearch has found that driving

~  factors in the decline of numbers in s changing interests of girls as well
| as perceptions of the organizatiohs Being uncool. Recent attempts to revamp

| the Girl Scout curriculum haVe een very successful in efforts to attract

~ more girls to scouting, with t Q Is'that are currently enrolled in the program

' 6‘._ (O’Donnell, 2014). In addition, previous

sifedor better amenities at campsites including;

ctricity.




Parents
Demographics

Psychographics

*Research from Fall 2014 Graduate Adve

Women, 35-55 years old

7,512 adults (as of 2012) in NYPenn Pathways

All have daughters @
Full-time job holders \
Live in the suburbs and the city

Are relatively affluent ($58,800/year)

Have a college degree

A regular participant in religious services

Established members of the community with @rage length of

residence of 6 to 9 years
56% Caucasian, 38% African American, 3 ispanic, 27% Asian

lass with Carla Lloyd

“financial expense (that includes:
r activities, gas, and food expense

Attitudes about the problem a
drivers’ fee, event planning, o

not reimbursed most tim 4
They would appreciat entives: a free night of troop camping,
reimbursement of me ip fee even though camping and these

expenses are a pa @ heir membership fee that they pay annually
Thought that Ga “ dover is only open during the winter instead of

the other three Camps, and that the camps are also closed during the
summer Qe%t ey are reserved (limited resources)

to be outdoors in the winter because it's too cold; they

lack of resources at the camps: restrooms, electricity,

néing 1020 hours planning these events over a period of weeks
s taking time off work to do GS work, and it takes 1.55 hours to

&drve to a camp



Influentials

Celebrity mothers

Social media

Mothers in their reference groups

Moms are motivated with the need for love and respect from_ their
children, but are also concerned with the safety aspects4as thei

children are the ones going into these possibly dangero ituations
and the availability of resources to maintain their basis (food,

shelter, water)
Parents want to see their girls succeeding and h a good time

Media Habits (b
Social media and Internet savvy want bran ey can trust
Very active on email and online platfor
Consume traditional media but blen ith technology (magazines on
the go)

a day

72% have a Facebook page;
platform for mothers %
High awareness of othéci media sites (Pinterest, Instagram,

Tumblr) o
N
&

90% have access to Internet; SE ore than 2 hours on the Internet
L 2

book is the most widely used

&



Daughters

Demographics
e @irls, 5-11 years old

e 17,535 girls as Girl Scouts (as of 2012) in NYPenn Pathways
e White/Non-Hispanic Q
e Live in the suburbs and the city \S
e “The State of Girls: Unfinished Business,” a report by irl"'Scout
Research Institute, shows that almost half of girls a 17 in the
U.S. belong to minorities, up from 38 percent in 2 ey will be
in the majority, at 54 percent, by 2030. Latina girlSiwho made up 16
percent of girls in 2000 are projected to be al third by 2030.
Psychographics :b
e Not enough time to go camping girl ther commitments
e Friends aren’t doing it, friends aren'tGirl"Scouts (peer pressure)
e Camps are too far and they don’@ 0 be in the car for more than an
hour
¢ Not interested in camping bet& they have other competing interests
4
Influentials
e Dominance (prefer control, giving orders, winning, doing better

than others)
e Decision Avoi%(pushing decisions off to someone else,
preference f one else to take on leadership roles, reliance on

others to cisions and solve problems)
e Positi oblem-Solving (taking initiative to solve problems, optimism,
cons uilding, making decisions)

e Chureh,Sports, Dance/Athletics occupy their time

e Girls want to be accepted by their friends, sometimes in more of a

% pressure way than anything else, but also want to increase their
ndship base to add to their need of belonging.

dia Habits

e One-third of all kids age 7-13 own their own cell phone

e Half of 10- to 13-year-olds have their own cell phone

e 28 percent of all tweens own a tablet, up from 5 percent two years ago,
per The Intelligence Group’s Cassandra Report (Winter/Spring 2013)

e 53% of tweens indicated YouTube as their favorite website, 24%
indicated Facebook as their favorite website

e Shopping sites are also popular with tweens

8




# Recommendations
% Goals & Objectives

- Goal 1: Inform Girl Scouts and their parents&
# NYPenn Pathways camps and their offerinQ

Objective #1: To increase awareness of the camps a menities by
10 percent by the beginning of the 2016 summer c g season.

Objective #2: To increase preference of camp er than other
activities among the girls by 25 percent by théj of the year.

camps and the girls they@ ice
_ Objective #1: To increase a@mce at the camps by 10 percent by the

+, r | Goal 2: Promote engagemﬁ: tween Girl Scout

by the end of th mping season.

end of the camping seas§
Objective #2: To@t e number of parent volunteers by 10 percent

Objective #3: @ease the number of repeat camp visits among Girl

Scouts. |\



Strategies & Tactics

Strategy 1: Create special events to showcase the
camps and their amenities

1. Tactic 1: Open House for the Camps (special event)
a. Written: invitation, schedule \

b. Picking one camp with the most amenities; ide ur camps
I. Pick a camp, all parents and girls were ipwi 0 meet a
camp leader
ii. Showed them around camp, broke e week’s events

iii. Showcase each of the amenities

2. Tactic 2: Winning Troop Camp 2Night Stay%jience participation)

a. Written: Congratulations letter, s ule
b. One of the prizes for top coo les

I. A trip to the camp, tro ed competition
ii. 2 night stay for free F@e troop that sells the most in the

2015 season

all the things one do at camp
1. Tactic 1: Em

2. Tactic 2,3@mure Card

3. Tacti |a| media revamping
Twitter handle for the camps
I. Tweets

@bﬂ:acebook posts for camp amenities
$ actic 4: Creation of videos promoting camps

Strategy 2: Sendlr? formatlon to parents about

10



Strategy Justification

1. Create special events to showcase the camps and amenities

a. Justification: We believe that creating special events focused on
showcasing the camps and their amenities will help persuade
parents and their girls that NYPenn Pathways camps are le
option for weekends and extended summer stays. Sp@ts
allow for direct communication between the target au s and the
Girl Scouts of the USA and those target audiences Qerience the
camps first hand.

2. Sending out information to parents about all the t ne could do
at camp

a. Justification: We believe that creating ne@orthy content targeted

towards parents of the Girl Scouts willshelp increase awareness and
promote the engagement with the fagilities that NYPenn Pathways
has to offer. Through this created nt, parents can learn more
information about the camps a persuaded to volunteer their
time as well as comforted | g their daughters.

S
S

W+
&E’
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Key Messages

Message 1: Comfort/Safety @
1. We know you’re worried about being away from your d@er because

2. you and your daughters have never visited our cam
3. What if there is a way to ease the transition? &
4

. Our camp has CPR certified volunteers, consta ervision,
and first aid training.
5. You can even volunteer your time to be sur st adventure is
a safe one.

6. You're daughter is a Girl Scout for a re . the sisterhood protects
its own.
e,

7. We have the resources to keep th
8. Let the adventures begin! 6

the parents the Leadershi Igpment/Comfort & Safety message
questionnaire at five troo S.

Pretest: While the girls are an e%the Amenities questionnaire, give
tng

Message 2: C enities
1. Camps are k marshmallows and spooky stories around
campfires, o
2. butourc re more than s’'mores.
3.0nec S it's own island, with a cave and hieroglyphics from
cave n long ago.
4.You c limb a 100 foot tall fire tower at Camp Amahami and see
réas 50 miles.

an see waterfalls and master ropes courses, go horse riding,
ike trails, and paddle in canoes.
Just think of all the adventures you can have if you go to camp.
7. Don'’t let Rapunzel and Tiana, Pocahontas or Merida have all the fun.
8. Be adventurous. Be exciting. Be courageous.
9. Go to camp and start your own adventure.

Pretest: Ask Girl Scouts questions about this message at five different
troop meetings with a paper questionnaire.

12



Message 3: Leadership Development

1. Certain things can't be taught in school,

2. such as leadership, teamwork, and individuality.

3. These qualities are taught with experience.

4. Camp allows girls to grow in a safe and welcoming environm

5. There is a dedicated staff ready to help your daughter bego rong
and empowered.

6. Camp can help Girl Scouts find their wow.

7 ve herself

. She is her own hero. You don'’t need to save her, she
8. The independence she will find will help her in all s of life,
beyond the camping experience.
9. Let your daughter experience the adventure o@p herself.
Pretest: While the girls are answering the Ame@s questionnaire, give

the parents the Leadership Developmen ort & Safety message
qguestionnaire at those five troop meetings.

S
N

W+
&E’
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July 2015 \Q

e Get girls/parent video release permissions
e Qutsourcing the videography of promotional video mps
0

¢ Hire photographer to accompany video productio y for camp
photos
e Send out Messaging Surveys @
gs

- Moms & Daughters at 5 different troopqe

X
‘<« | || December 2015
Eee ¥, l?] ¢ Create Camps Social Media accou
1 it e Send out Pre-Campaign Surveysge
g ° - Moms & Daughters for SS
¢ Finalize promotional video Wimsic and text
e Contact hiring company foRopen houses
e Hire social media inte onth duration

" January 2016 Q

'~ .1 e Sendout ema@ﬁ or #OUAW with Photo #1
BT * Announce tr petition
> e Print copi %Chure/handouts/visuals for open houses and
2-night sta
e Make edia accounts for NYPENN_Camps live
- Setup Owly account to make links shorter for social media blasts
- cebook posts per week
I Tweets per day
Release 2 promotional videos this month on YouTube accounts

ebruary 2016

e Send out email blast for #OUAW with Photo #2
e Announce open house events
e Maintain Social Media accounts
- 4 Facebook posts per week
- 2 Tweets per day
¢ Release 2 promotional videos this month on YouTube accounts
e (Contact catering for open houses

14



March 2016

e Determine winning troop

e Email Blast about winning troop

e Send out email blast for #OUAW with Photo #3
e Maintain Social Media accounts

- 4 Facebook posts per week \Q

- 2 Tweets per day
e Buying arts and crafts supplies for open houses

e Contact van rental company to reserve two 15868&%

April 2016 m
e Send out email blast for #O0UAW with Phot%

e Host open houses

e Maintain Social Media accounts
- 4 Facebook posts per week
- 2 Tweets per day

August 2016 0

e Send out Post-Campaig

n Surveys
- Moms & Daughtersio areness
e Evaluate Social Media @ iC

ouTube

15



Labor S960

&

. Day’s Activities @.500
S

S

¥ Promotio?
L J
o Video Pro:&; on $3,200
ography $250

16

Hiri ople to
staff tps at $8/

. fofythe duration

[Ne open house
events
$4,000 @@ Providing lunch for

200 girls, maximum
capacity, and their
parents at $10/person

Purchasing supplies
for arts and crafts
and outdoor sports
activities

Hiring an independent
contractor to produce
4 camp promotional
videos

Hiring an independent
contractor to

take promotional
photographs of the
camps



Free Troop Camp $1,250

Promotional S840
Materials

9

Digital/Social $1
Media Manager

&
Vans 0 $507

Eva on
S S $2,500
Total $29,407

17

Sponsoring a troop
of 25 girls for a 2-day
troop camp at the
established rate of
$50 per girl

%,

ucing 500
tcard-sized
chures and

purchasing 500

tamps to send out
@ to girls & parents;

producing invitations,
congratulations and
programs

Staffing for Facebook,
Twitter and other
platform management
- 1 person at $15 an
hour for 6 months

Purchasing two
15-seater vans to
provide two-way
transportation for the
winning troop and
leaders to camp

Creating and
distributing surveys
using the Qualtrics
web platform



3% Evaluation Plan
: Goal 1: Inform Girl Scouts and their parents
- of the NYPenn Pathways camps an\@bir
a

» amenities g
- _ Objective 1: To increase awareness o mps
- and their amenities by 10 percent e beginning
of the 2016 summer camping se

Evaluation 1: Surveys will be distriuted prior to the
campaign and after (See A ix13)

Evaluation 2: Twitter, F @)ok, YouTube Scorecards

e Twitter: o book: e YouTube:

# of Tweets # of Likes # of Views

# of Re-tweets # of Shares # of Comments

# of Mentions/ b # of Comments/ # of Subscribers
Replies O Replies

# of Fayosi # of Ow.ly Clicks

# of neg )
Fo

# y Clicks

Ob'eg'ﬂe 2: Toincrease preference of camping
r ¥ than other activities among the girls by 25
ent by the end of the year

e
$ Evaluation 1: Surveys will be distributed prior to the
start of the campaign and after (See Appendix 13)

18



Goal 2: Promote engagement between Girl
Scout camps and the girls they serve

Objective 1: To increase attendance at the camps
by 10 percent by the end of the camping
Evaluation: Compare attendance betwee and

2016 camping seasons
Objective 2: To increase the numb @rent
volunteers by 10 percent by the @f the 2016
camping season

Evaluation: Compare then of volunteers
between 2015 and 2016 ¢ JNg seasons

Objective 3: To increas(vte number of repeat camp

visits among Girl f%‘s
Evaluation: Com e number of repeat camp visits

between the 2@ and 2016 camping seasons

&
&
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& auri Consultants
* % AJ.Allen

| A.J. Allen, 21, is a senior at Syracuse
University, where he is majoring in public
relations and entrepreneurship. He has
worked as a design editor for his school’s
daily newspaper, The Daily Orange, and
1 maintained a monthly blog for The Wall Street
- Journal’s Classroom Edition. Last summer, he
interned at Burson-Marsteller in its consumer
~and brand marketing practice, where he
conducted research and planned events for
-/| ahost of clients. In addition to listening to
- music, Allen enjoys playing basketball yvith
" his friends, watching Syracuse basketball
~ and cheering on his local football teamfthe
~ | Pittsburgh Steelers.

e S

Christian Unkenholz

1 Christian Unkenholzp,200is Currently a
. student at Syracusg,University majoring in
| public relations,and pélitical science. His
.4 previous work inBludes working at the White
| House Officenof*Management and Budget
~ & Communig&tiornOffice leading up to the
N release,of thef2015-2016 fiscal year budget.
B In additien;*he has worked as an intern for the
~ Glopaltlealth Network of Uganda teaching
health education initiatives to local children
as.well as organizing financial donations to
the organization as the Financial director of
Nourish International. He has also worked for
| the Mayor of the city of Syracuse, Stephanie
Miner, where he worked on projects aimed to
improve the transparency of the liquor and
lottery license process, and city budgetary
| process.

W

’{ "';' o
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Chelsea Rakonza

Chelsea Rakonza, 21, is a senior public
relations major, sociology minor, at Syracuse
University. As a brother of the community
service fraternity on campus, Alpha Phi
Omega, she is heavily involved with
community service both on and off campus.
Her desire to stay active with the community
stems from her thirteen years of experience
as a Girl Scout. Currently she is focusing on
her studies while keeping busy as a sales
associate at her local Eddie Bauer store. She
has gained great retail, customer service, and
communications experience from her job that
she can apply towards her work in her future
endeavors.

Courtney Inbody

Courtney Inbody, 21, is a sepigr. public
relations major, marketing ang anthropology
minor at Syracuse UniversityaShe is
currently an Account, Stpefvisor at Hill
Communications, the ‘student-run public
relations firm throaghS.[. Newhouse School
of Public Communications. She has worked
on the Institttel efweteran and Military
Families ap@ Startup Insider Initiative
accounts. She'is also a Leadership Intern
at the,Mary®Ann Shaw Center for Public and
Community Service, where she has been a
tutonfor 3 years in the Syracuse City School
Ristrict. As an intern, she spearheaded the
ie-branding efforts for the Center and is the
Public Relations Manager for Corps Council,
the leadership team of the Literacy Corps.
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Brainstorming
Research
Meeting
Writing

Total

O
&
&

auri Consultant Budget

120 minutes S400

140 minutes ?0
370 minutes 25
1100 minutes 1,375

28.8 hours (b. $3,500

&0

22



2% References
% El Nasser, Haya. “Girl Scouts Confront Shifting US Demographics | Al

Jazeera America.” Aljazeera America.Aljazeera, 5 Dec. 2013. 11
Feb. 2015. <http://america.aljazeera.com/articles/2013/12/4/gi uts

confrontshiftingusdemograp hics.html>.

= Girl Scouts Alumnae (2015). Homepage.< http://www.girlsc rg/for_
adults/alumnae/>

- Girl Scout NY Penn 2012 Annual Report (2012). Annua@ort Membership

as of September 30, 2012Web. <https://www.gsn org/whoweare/

Documents/Annual%20Report%202012.pdf>.

~ Girl Scouts of the USA. “Change It Up! What Gir About Redefining
- Leadership.” Girl Scouts Research Institute, 2008. Web. 10 Feb. 2015.

<http://www.girlscouts.org/research/pdf/ e_it_up_executive_

summary_english.pdf>.

.~ Girl Scouting Works: The Alumnae Im
: 11, 2015, from <http://www.girlsc

= works_the_alumnae_impact_stu f>.

- | Isakowitz, L. (2014). IBISWorld Ifdustry Report 81341. Civic, Social and
Youth Organizations in thé detrieved February 4, 2015 from IBISWorld
B3 database.
| Knowledge Research Ing
: Moms and Media 201

from <http://www.¢

dy. (2012). Retrieved February
/research/pdf/girl_scouting_

/ . Girl Scout Volunteer Focus Group Report.

2043, January 1). Retrieved February 11, 2015,

@ research.com/wpcontent/uploads/2013/05/Moms
andMedia2013yEdisonResearch.pdf>.

Moses, Lucia. ids Have the Same Media Habits as You Do.” Data
Points. 229 May 2013. Web. 11 Feb. 2015. <http://www.adweek.
com/ne hnology/yourkidshavesamemediahabitsyoudo1497 87>.

O’Donnel, 014). Factors Influencing Growing Declines in Camping

Actisieg mong Active Girl Scout Troops.

23



History \@
,', e Juliette “Daisy” Gordon Low assembled 18 girls from Sav ; Georgia,
on March 12, 1912, for the first Girl Scout meeting. Q
- e With the goal of bringing girls out of isolated home enwiro ts and into
community service and the open air, Girl Scouts hi yed basketball,
went on camping trips, learned how to tell time % tars, and studied
first aid.

; e Juliette Gordon Low moved the national head ers to New York City in
1915.
e The sale of cookies as a way to finance ctivities began as early as
1917 when the Mistletoe Troop in Mu , Oklahoma, baked cookies

4| size

: ; e Today, there are 2.8 milliop'Gir
o 2 million girl members ,000 adult members working primarily as

volunteers.

e More than 59 milli en in the U.S. today are Girl Scout alumnae

| * Girls at home a d participate in troops and groups in more than
92 countries,

e [n NYPenn s there were 17,535 girls and 7,512 adults in 2012

Missio ement

Girl Scdouting builds girls of courage, confidence, and character who make

the better place.

Scout Promise

on my honor, | will try:
To serve God and my country, To help people at all times, And to live by the
| Girl Scout Law.

24



Girl Scout Law

| will do my best to be honest and fair, friendly and helpful, considerate and
caring, courageous and strong, and responsible for what | say and do, and
to respect myself and others, respect authority, use resources wisely, make
the world a better place, and be a sister to every Girl Scout.

Budget \Q

e Girl Scouts of America: 2013 Operating Revenues: $11 00,
- Operating Expenses: $131,752,000
- Operating Deficit: $12,184,000

e GSNYPENN: 2012 Operating Revenues: $7,566,®
- Operating Expenses: $7,867,333 @

Peers
Boy Scouts
Boys & Girls Clubs

Big Brother, Big Sister oo

RS
=
\p
&
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Linkages Chart
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Appendix 3: Linkages Chart Expanded

Organizational Linkages

D= Public is directly affected by the problem/opportunity
|= Public is indirectly affected by the problem/opportunity

Enabling Linkages \Q

e Service Unit Managers: Oversee the operations of troops% area (D)

e Regional & National Board of Directors: Sets operation ards and
determines the organization’s core values (D

e Parent Donors: Donate locally to their daughters to help with
programming (D) @

e Corporate Donors: Donate large sums of mo
continue their pursuit of core values (

e Alumni Donors: Donate to the Girl SCO@‘WGFIC&I (1
Input Linkages

e Parent Volunteers: Contribute ti Qesources to their daughters’
troops and local camps (D) mG
e Troop Leaders: Lead troops and arganize regular activities (D)

e organization to

e Older Girl Scouts: Organi ities for the younger members of other
troops (D)
e Cookie Vendors: Prod Irl Scout Cookies (1)
Output Linka
* Younger Girl, Seguts: Participate in the programming that the Girl Scouts of
America pr D)
e Cookie rs: Buy cookies from local girl scout troops (1)
e [ocal nities: Benefit from community service activities (1)
e Charita rganizations: Benefit from fundraising activities (l)
* .
d Linkages

dia: Covers relevant activities of the organization (1)
nvironmentalists: Debates the organizations operations as they affect the
environment (1)
e Social Activists: Discuss the organization’s corporate and nonprofit
associations (1)

Normative Linkages

e Other Civic, Youth and Social Organizations Engage potential/current
members with other time-consuming activities (I)
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Appendix 4: Invitation for Open House Text

Ready for adventure? The Girl Scouts of NYPenn Pathways welcomes you
and your daughter to open lodge days at our camps Comstock, Treefoil,
Hoover, and Amahami. You'll be able to tour our beautiful facilities, meet our
friendly staff members, and connect with other parents and their mters
throughout a fun filled day of activities and the great outdoors! il be

provided. You can find the full schedule of open lodge days d with
this invitation. What adventures are you going to have this d? Start
yours. Hope to see you soon!

Appendix 5: Schedule for 0% ouse Text

10:00a.m. Arrival and Check-In

10:30 Welcome and Introductions &
11:00

Camp Tours 0
12:00p.m. Lunch o

4
1:00 Break into group@sions

Parents:

“Her Fi venture:” Q&A Session with Camp Senior Staff
¢ e Listserv:” Easy ways to get more involved with
t couts

o “Her©wn Hero:” How the Girl Scouts is guiding girls to

V me leaders of today
t Daughters:

Arts and Crafts
4 Field Games
Boating on the waterfront
@ Team Building Activity for Parents and Daughters

:00 Closing Campfire: Songs, Skits, and S’'mores

5:00 Farewell for Now!
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Appendix 6: Congratulations to the
Winning Troop Text

Dear Troop :

Congratulations! Your troops’ fantastic performance during co@son
has earned a free 2Night Stay at one of our four beautiful CEQ I Your

troop can choose to spend a weekend adventure at either Comstock,
Treefoil, Hoover, or Amahami. Once there our enthusiast;
guide your troop on a weekend adventure that they wi
Between nature hikes, ropes courses, swimming, bo&fi
and so much s’'more there’ll never be a dull mom

about themselves, each other, and the great out%

arts and crafts,
e girls learn more

We are so excited to be able to offer this
who has truly earned it through its exem
for the weekend is included with this |
would like to come visit simply call
put you on the schedule. Again con

ul experience to your troop
erformance. A full schedule
nce you find a weekend that you
e at (315) 698-9400 so we can
lations, and let the adventure begin!

L 4

Regards, %
Girl Scouts of NYPenn Path

0\< .
K\}
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Appendix 7: Schedule for the 2-Night Stay

Saturday

10:00a.m.

10:30

11:30

12:00p.m.

1:00
3:30
5:30
6:30
7:30
9:00
10:00

Sunday
8:00a.m.

9:3

at a Camp Text

Arrival and Check-In

Y

Unpack Overnight Gear &2
Lunch @
Ropes Course @

Waterfront Fun! Swimming an@g
Arts and Crafts Activity

00

Nature Hike

Dinner

4
Campfire: S’'mor ies, and Songs
Night Hike

Bedt.riéo

@p and Pack Up

akfast
Team Building Activity

Farewell for Now!
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Appendix 8: Email Blast Text

Have you or your girls ever wanted to experience the adventures of our
camps without making a full commitment? Now you can!

The Girl Scouts of NYPenn Pathways will be hosting an open hou each
of our four camps: Comstock, Trefoil, Hoover and Amahami. ' ch of

the open houses, you and your girls will have an opportunity icipate in
a variety of activities that will familiarize you with the camps’ ngs as well
as the Girl Scouts organization. &

Follow the link for more information on how you cou% your girls a once
in a lifetime experience that will stay with them fo;v

Appendix 9: Brochure T

Lead your girls on new adventures!

At the four Girl Scouts of NYPenn P ;s camps, the possibilities are
endless. Whether they're kayakis 0 aca’s Lake Cayuga, navigating

one of the many ropes cour Iﬁying in a tee-pee, your girls will make
new discoveries and exerci%ir agination. Our supportive parents and

eager Qirls are just a cou e many reasons we're putting the adventure
back into camping.

0\< >
\Y¥
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Appendix 10: Twitter Handle & Tweets

@GSNYPENN_Camps GSNYPENN Pathways Camps

Tweets
e Don't be nervous to let your girls go to camp! Our Campshave@
certification, first aid training, and constant supervision

e You can volunteer to make sure your daughter’s first ti Q}ing IS a
safe and adventurous one! &

e Your daughter is a #GirlScout for a reason! The C% rhood takes care
of its own, especially at one of our 4 camps q

e We have the resources to keep your #GirlSeout safe. She will be looked
after by moms, sisters and aunts just li

e Qur camps are more than s’'mores. Qu w #OnceUponAWeekend to get
updated on the latest and greate§t adventures at our 4 @GSNYPENN

campsites
4
o #CampTrefoil has its own@ at your daughter can row to, with a cave

and hieroglyphics fro go #OnceUponAWeekend

e #CampAmahami e tower! Fire towers are used to spot dangerous
wildfires from o iles away #OnceUponAWeekend

L 4
e \olunteer a pAmahami to help your daughter climb the fire tower,

and to h st potential

e Your dager can ride horses and hike beautiful trails at #CampHoover to
le g6ut nature, leadership and fearlessness #OnceUponAWeekend

o r daughter can master ropes courses in the midst of trees and
onderful waterfalls at #CampComstock. Watch her succeed!
#0OnceUponAWeekend

e Help your daughter be just as adventurous and brave as Rapunzel,
Pocahontas, Merida or Tiana #OnceUponAWeekend

e Tell your daughter to be adventurous, exciting and courageous. Take her
to camp and start her own adventures #OnceUponAWeekend
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Leadership, teamwork, courage and individuality can’t be
taught in school. Let the outdoors be your daughter’s mentor
#0OnceUponAWeekend

Camp allows our #GirlScouts to grow in a safe, fun and welcoming
environment #OnceUponAWeekend

Our dedicated camp staff is ready to help make your dau@tronger

and more empowered than ever before #0OnceUponA
Camp can help your daughter find her WOW! #0Onc AWeekend
Volunteer at our camps to help your daughter@ r WOW!

Your daughter is her own hero. You dont d to save her, she can save
herself. Camp can let her confidence s nceUponAWeekend

Camping helps our #GirlScouts be independent and
confident. These qualities go be e camp, into everyday life

#0OnceUponAWeekend .
Let your daughter experiﬁth adventure of camping for herself
#0OnceUponAWeeken

Our camp’s amefi 0 beyond canoeing, hiking and rope climbing.
These adventur our girls become daring, hopeful and
accomplish
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Appendix 11: Facebook Posts

e \Want your daughter to experience fun and adventure? We have four
camps that can provide just that. She can start her own adventure on our
beaches, riding in canoes and learning archery, and make new friends!

e Here at our camps, we make sure the girls have a fun and N@e
finding their WOW! Our campshave CPR certification, firs ining,
and constant supervision. Volunteer to make sure your Qer’s first
time camping is a safe and adventurous one!

e Our camps help reveal the heroine in your daug r dedicated camp
staff is ready to help make your daughter stro d more empowered
than ever before. Let our camping experienc% your daughter’s
confidence shine!

e Qur camps are more than s’'mores. T
WOW adventures to be had! Your d
beautiful trails at #CampHoover
fearlessness.

place for girls to find their
ter can ride horses and hike
about nature, leadership and

L 4
e *Meet Sophie! She just swe weekend at #CampTrefoil climbing rock
h

walls, canoeing, and | about the exotic wildlife in the area. Next on
her list is #CampHoo e would love to share the adventure with your
daughter.

e Of our four @amips, wWhich has been your daughter’s favorite? Share

with us in t ents below! #CampHoover, #CampTrefall,
#CampA I, #CampComstock.

e Hey a&! This is *Lisa! She is the camp director at #CampAmahami
an dd love to meet you. She’s the one who makes sure your
ers have a safe and life changing experience at camp. Feel free to
p by and say hello to her during your daughter’s next adventure!

Want to be there when your daughter finds her WOW? Our camps are
always looking for volunteers just like you to help the girls’ experience be
the best it can be!

e Our camps are all about creating everlasting memories and lifelong skills.

What adventure did your daughter have this weekend? Help spark some
ideas and share below! #OnceUponAWeekend
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Appendix 12: Script/Scene Description

FADE IN:
EXT. HIKING TRAIL - DAY

A group of girls have formed a circle around their ar@
counselor, all looking down at something in her han

SOPHIE, the youngest and smallest of the group,
her perspective.

SOPHIE
(standing at the outside of
the group, she stands on h
toes, trying to see)
What is it guys? I can’'t see

GIRL
(opens up to let So 1nto
the circle, and g r in)
Come here, Sophie! Yo o see
this.
Sophie finds her way to the and is startled at the
sight of a salamander in t unselor’s hand. She slowly
backs away in fright.
U‘NSELOR
(cro wn to Sophie’s
heig
Oh no, ' ay Sophie. He’s not
mean. want to hold him?
OPHIE
akes her head no, continues
P o shy away)

\ CAMP COUNSELOR
e you sure?
(she slowly closes the gap

between them)
I'll be right here next to you the
'S whole time.

GIRLS
(sharing various words of
encouragement)
You can do it Sophie! It’s so cool!
You’ll love it!

Sophie looks around at all the girls smiling and cheering
her on, she turns back to the camp counselor, cups her hands

together and slowly gestures them toward her. The counselor
gently places the salamander into Sophie’s hands, keeping

(CONTINUED)
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one hand underneath Sophie’s for support. Sophie flinches at
the creature’s touch.

SOPHIE
(peers down at the salamander
and then back up at the

counselor) \Q

CAMP COUNSELOR
So what do you think?

SOPHIE

(she looks back down again at
the creature and starts to

giggle) @
CAMP COUNSELOR
Pretty cool, huh?

SOPHIE
(nodding in agreem
gigglingly)

He feels funny. 0
o DISSOLVE TO:
GRAPHIC SCREEN

Graphic includes a ba d with text that reads, "What
adventures are you g toJhave this weekend?"

S (0.S5.)
(co ed giggling and
ing about the

ander)

. Q DISSOLVE TO:
M

Next ic states the campaign’s title, "Once Upon a
Weekend") with a website linked to the camps’ information.

L 4
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Appendix 13: Pre & Post Campaign Surveys

Pre-Campaign Awareness/Preferences Survey
for Parents
1. | am aware of the Girl Scouts of NYPENN Pathways camp pro@s.

camps. (Likert Scale)
3. | am aware of the amenities offered by the Girl Scout
Pathways camps. (Listing + Likert)
| feel comfortable sending my daughter to camp% Scale)
| find camping to be a worthwhile experience% aughter.
E

(Listing + Likert Scale) x
2. | am aware of the cost of camping atGirl Scouts of NYPEQ ways

NN

ok

(Likert Scale)
Have you ever visited any Girl Scouts of Pathways camps? (Y/N)
Have you volunteered at any of the ca before? (Y/N)

N o

Pre-Campaign Awareneﬂrreferences Survey

for Girls %}0
1. I've attended a Girl Scou ENN Pathways camp. (Y/N)

2. Camp activities soundg ting and fun. (Likert Scale)
3. I would like to camp y troop. (Likert Scale)
4. | would like to ca h my family. (Likert Scale)

\iSQ
&
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Post-Campaign Awareness/Preferences Survey
for Parents

1. | am aware of the Girl Scouts of NYPENN Pathways camp programs.
(Listing + Likert Scale)
2. | am aware of the cost of camping at Girl Scouts of NYP NI@hways
camps. (Likert Scale)
NN

3. | am aware of the amenities offered by the Girl Scouts
Pathways camps. (Listing + Likert)
4, | feel comfortable sending my daughter to camp. ertpScale)
5. | find camping to be a worthwhile experience for ughter.
(Likert Scale)
6.  Would you return to use our camping faciliti in in the future? (Y/N)

a. Why or why not? (Open-ended)
7.  Were there any difficulties with transp jon to the camps? (Y/N)
8. Do you plan on volunteering for our in the future? (Y/N)
a. If not, why? (Open-ende
9.  What can we do to make our Car@wore accessible to your family?

(Open-ended) Q
10.  On the following1-5 scale, Ste r overall experience with our camps:

(Rating) i ¢

Post-Campai Qreness/Preferences Survey
for Girls

1 I've attenﬂx irl Scouts of NYPENN Pathways camp. (Y/N)

2 Camp,adtivities sound interesting and fun. (Likert Scale)

3 | wouldYike to camp with my troop. (Likert Scale)

4. | would fike to camp with my family. (Likert Scale)

5. at’ s your favorite part about camp? (Open-ended)

o. §ou plan on attending another one of our camps? (Y/N)

a. If not, why? (Open-ended)

&What fun activities would you like to see added to our camp”?
(Open-ended)
What's something you learned from your camping adventure?
(Open-ended)

9. On the following 1-5 scale, rate your overall camping experience:
(Rating)
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Appendix 14: Messaging Questionnaires

Safety/Leadership Development Questionnaire
for Parents for “Once Upon A Weekend”
1. Tell us about your safety concerns when it comes to your daug@at

camp”?
3. What safety precaution do you think our camps shou
feel more comfortable to let your daughter be there*
4. Does our message about safety resonate with y
a. Why? What specific aspects did you like2Di
b. Did it touch upon the safety concerns y
i. If not, what safety concerns should be touched upon?
5. What qualities do you believe your dau rembodies by being a Girl
Scout?
a. What qualities would you like Q ave from this experience?
6. Does our message about Ieader@ velopment resonate with you?
(Y/N)
a. Why? What specifioE tgddid you like? Dislike?

camp. \
2. What would make you feel more comfortable to let your dQ} goto
S

make you

7. What qualities would you usto add that were not mentioned?

Amenities Qu naire for Girls for “Once Upon
A Weekend”
1. Whatdoy about when you hear the word ‘camp’?
a Do t to go to camp? (Y/N)
hmgs do you want to do at camp?
2. Who ar r 3 favorite Disney Princesses? Why?
~Dowyou think they are exciting, courageous and adventurous? (Y/N)
3. Di like all of the fun activities listed that you could do at camp? Such

the fire tower, the island, horseback riding, and others? (Y/N)
a. Which ones did you like the most?
b. Which ones did you like the least?
. Do you like Tiana, Merida, Pocahontas and Rapunzel?
a. What adventures do you remember them having in Princess and
the Frog, Brave, Pocahontas, and Tangled?
i. Do you think you could do those things at camp? (Y/N)
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Appendix 15: OUAW Graphics
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COMMUNICATIONS
Agency Rate ‘b’&

Brainstorming 120 minute $400

at $50 per hour per person

Research 140 mi@s $100
at $50 per hour

Meeting mutes $1,625
at $75 per hour per person

Writing 60 minutes $1,375
at $75 per hour

Total o\Q

&

28.8 hours S3,500
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