











Popcorn For Our Troops

NEW NATIONAL REWARD!

Any Scout who sells
$100 in Military Donations
earns a patch from Trail's End

- off
$100

Miltcary Clulb
ey

3

X £ (Frai’s End!
CI011-2012




NEW $600 Club Reward

The Zyclone
Funded by Trail’s End
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2010 Scout Rewards

$240 per selling Scout avg. in Level 1 councils
VS.
$272 per selling Scout in Level 2 councils

When offered both gift cards and prizes in Levels
2 and 3, 70% of Scouts selected gift cards

87% of Scouts selected Wal-Mart over
Amazon.com gift cards
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150% Revenue Growth

2010 2009
Total Online Sales $5,878,558 $2,348,094
Total Return to Scouting $4,114,991 $1,643,666
Selling Scouts 55,831 19,636
Dollars per Scout $103.12 $103.44
RTS per Scout $72.18 $72.41

293 councils and 20,016 units had online sales in 2010.



Consumers Spend MORE Online

Avg. price of ITEM in shopping cart $36

Avg. consumer order $48
(excluding shipping/handling and taxes)

Avg. # of ITEMS per order 1.3

Top Three Selling Items Online
1. Military Donation  $30
2. Butter Light $39.95
3. Military Donation  $50




Top Online Selling Councils

2010 Sales 2009 Sales
1. Bethesda $243,963 $123,408
2. Houston $236,247 $49,987
3. Dallas $214 657 $6,182
4. Atlanta $147 811 $18,523
5. Denver $128,639 $68,622
6. Austin $100,275 $35,304
7. Raleigh $95.783 $24 808
8. Orlando $90,581 $23.320
9. Fort Worth $88,325 $61,009
10. St. Louis $83,252 $24,808



What Consumers Say

« Majority said they found out about Trails-End.com because a Scout
sent them an email

« 59% of those who made a purchase at the door also made a purchase
online

*  91% said they were a friend/family member of the Scout they supported

« 80% said they made the purchase online for themselves, NOT as a gift

« 83% said they did NOT encounter any problems on Trails-End.com

HIGH APPROVAL RATING: 80% ranked their trails-end.com
experience as very good or good

Top reasons why consumers purchased online:

1. Because 70% of my purchase goes to local Scouting
2. Because | live faraway from the Scout

December 2010, Trails-End.com Consumer Survey (495 respondents)



Growing Your Online Sale

Get as many Scouts as possible to create an account on Trails-End.com.

*  Promote online selling at EVERY W‘ﬂ occonglechee
] ' council >
council event H

et}
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[ Set u p Com puter Stations at Ia rge Scouts in the Occoneechae Council have gone nationwida with the 2010 Trail's End Popcomn Sale!

As of today customers from all 20 states in the country have purchased popcomn online
t supporting Scouts in the Occoneechee Council We are the first council ever to accomplish this!

Online Sale Blitz Opporiunity: The Occoneechee Council will select 10 states and every
Scout that has a sale within each of these states between TODAY, Oct. 13 and Saturday. Oct.
30 will be entered into a drawing for one of ten $100 gift certificatas for the ScoutShap in

° Ta ke adva ntage Of F R E E email Fayetteville or Raleigh * Let's see if we can have multiple online sales in every state and finish this

vears online sale with a bang!

m a rketi ng Ca m paig n S from Tra i I,S E n d Don't forget about Gat Online In October, too! Sell $500 or more online between Oct. 1 and

Oct. 31 and eam a BONUS $20 Amazon com Gift Card from Trail's End **

Click here to sign in or create an account. and sell online today Congratulations to everyone for

° G ive On I i ne Se”ing H EAVY em phaSiS taking our sale from sea to shinning seal

John W Phares

at kiCkOffS Director of Field Services

Occoneechee Council. BSA
PO Box 41229
Raleigh, WC 27629

« Provide additional Scout and leader
incentives for selling online ESA28I10

The average Scout sold $103 online in 2010.

Charlotte broke $50K with 454 Scouts making a sale online, or an average of $112
per Scout.



Viewing Your Online Sales

Welcome, Karal | My Account | Eontact Us | Logout

rais End, DUNCILS
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Council Sales & Cormmission Summary

ONLINE SALES REPORTS

Scout Rewards Report
Each Scout's online sales between August 1 and Nowember 4 count toward his Fall Sale Rewards, Leaders will enter these sale armounts for each Scout on the Unit
Ptize Order screen in the Popcorn Systern, Download this C5V repaort to view each Scout's online sales that count toward Fall Sale Rewards,

Download Report

Council Commission Report

Cownload this SV report to view the anline sales commission each unit has earned,
Frarm Date: * (MM/DD/ )

01/24/2011

Teo Date’ * (MM/DDAYTVY)
02/24/2011

l‘)om‘ﬂuad Report

ONLINE SALES HISTORY

orders will not appear in your online sales history until they have shipped, which can take up to two business days,
Select Fiscal Year: 2011 b

CROSSROADS OF AMERICA
¥iew By District | Unit | Scout

Onhne Sales from 01/01/2011 - today:

Online Sales Total $113.85
Number of Customers: 2
Total Earned for Units: $39.85
Total Earmed for Council: $34.16

Page: 1
+ L EARNED FOR COUNEIL t LEARNED FOR UNTTS
Jan. (171711 - 1/28/11) 473,90 2 $22.17 425,86
Feb. (1/29/11 - 2/25/11) 439,95 1 $11.98 $13.98

Improvements in 2011: Earlier Report Date / Orders Show Up WHEN Placed



Fall 2011 GSLAC Detalils
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GSLAC 2011 Plan Details

Need to Engage Scouts, Parents, and Units
* Promotional Letters targeted to Packs, Troops, and Crews.

* Promotional mailing to all LDS units about participation
« Add new Units to the Sale in 2011.

Best Trainings Ever in 2011
« Want to identify a few leaders who had successful sales to speak
* More of “How to Succeed” and less about program changes

* Review Job Description and critical dates

Target Unit Focus

« Set of Units in each District that need attention, to help them succeed,
meet their potential.



GSLAC 2011 Plan Details

Camp Incentive for Scouts in 2011

« Council will PAY for qualifying Scouts’ Camp Experience in 2012!

« Sell $750, receive FREE Dad & Lad & Day Camp Experience or
Webelos mini-camp

 Sell $1,500, receive FREE Week-long Camp Experience.

Distribution Sites

* Need to lock-in these here soon. Due by July 22, important production
piece for unit kernel training and orientation.

Council Communication Plan

« Unit Chairmen need to be communicated during both lead-up to, and
in-
sale timeframes — "Campaign Updates / Reminders”



District Exec. / Kernel Roles

PLAN Essentials
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Fall 2011 GSLAC Sale Plan
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For the District to reach its goal, there needs to be
as many Units participating as possible.

 How many Units did we have sell in 20107 How many non-
selling Units are there available to add in 20117

 How many Units do we need to gain commitments from?

 What plan do we need to set in order to reach our goal on Units
Selling commitments?
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Fall 2011 GSLAC Sale Plan |
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Program Plannin @2

Crucially important for a Unit to have a Successful
Sale. Scouting should be FUN and EXCITING,
with lots of activities, camp, etc.

* For the good of Scouting in your communities, encouraging real
program planning is a must. Did every Scout go to camp last
year, for instance? Encourage building in the Camp Incentive.

« A well-planned, year-round, FUN program is what parents want,
and what keeps boys in the program and parents find value

 Having a great program means the Unit needs a strong sale to
fund it



Fall 2011 GSLAC Sale Plan £
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Unit Kernel Recruitment =

The Unit's Popcorn Kernel is the Kingpin for the
sale. They will determine the success for the Unit
more than any other thing.

« Too many Units have Cubmasters / Scoutmasters serving as
the Unit's Popcorn Kernel

* A parent of a high-selling Scout is the ideal candidate to
suggest serve as the Unit's Kernel

« Co-Kernels or Assistants are great for new ideas, sharing the
load, and for a succession plan. One serious, organized,
another fun, energetic motivator
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Units Trained for Sale

Just like the Scouts, Unit Kernels who are trained always
do better than those who are not. We need ALL selling
Units to be trained

* Need to stay on top of the District’s Units to make sure they ALL attend
training.

« Even those who have served as the Unit Kernel before need to be trained.
There are new things in 2011, and important themes to continue to do
(Kickoffs, Goals, Unit Incentives, Blitz Day, etc.)

 What is your plan to ensure each Unit that doesn’t attend our training actually
DOES get trained later? There will likely be some of these.
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Unit Sales Goals

Units that set sales goals do better than those who
don't — it's that simple
« Units and their Kernels need to be encouraged to set a sales
goal for the Unit — preferably based off their ACTUAL Program

costs

« Per-Scout goals are essential, and the goals absolutely have to
be communicated to the parents and Scouts at Unit Kickoff

* Help the Units who don’t know how to set their goal
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Unit Popcorn Kickoffs ey

The most important act a Unit can do to ensure a
successful sale

Fall 2011 GSLAC Sale Plan

« Units will learn how to have a great kickoff at training, and from
free DVD

« Many Units need ideas, encouragement for their kickoff. Make
sure they tell you WHEN their Kickoff is, what they plan to do to
make it fun, etc. for accountability sake

« Again, stress this is the most important part of being a Unit
Kernel. They MUST take some time to plan it out in advance
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Unit Follow-up a2

Committed and trained is one thing... Follow-
through is important.

Fall 2011 GSLAC Sale Plan

 How do you know Units are going to do what's needed to be
successful?

« Which Units should you focus on? Units who did poorly in 2010
compared to 2009 need attention.

« Staying in touch through the sale is essential. Can't “let them
go” without knowing if they are engaged and ready to do well



GSLAC District Breakdowns

Assists Field Staff, Council and District Kernels to
understand at what level all their Units are selling.

Get them to SELL to these GOAL.S!

|Boone Trails District Potential Sheet -- 2011 FALL SALE

Traditional Sales

2011 Potential

District Unit 2009 2010 Inc./Dec. |Scouts| %/Boy | At $200/Boy |Additional
Boone Trails Pack 3030 Fairmount Scho £21,633 £28,200 £a6,567 111 £2E54,05 M/ M2
Boone Trails Pack 3674 United Methodi £0,717 £10,326 £1,609 43 £240,14 A N/,
Boone Trails Pack 3657 ©Q'Fallon Chris $£19,399 $25,458 6,059 123 £205,98 M A M A
Boone Trails Pack 3957  Calvary Church £12,973 £11,317 -t1,656 61 £185, 52 M A
Boone Trails Pack 3353 John Weldon El $£20,522 $22, 773 $2,251 129 £175.53 M/ A M A
Boone Trails Pack 3035 St Joachim & A £10,442 £12,404 £1,962 71 £174,70 M/ M/,

$93,686 %110,478 %16,792 538 |%$205.35
Traditional Sales 2011 Potential

District Unit 2009 2010 Inc./Dec. |Scouts| %/Boy | At $200/Boy |Additional
Boone Trails Pack 3857  Lewis & Clark £2,920 £2 444 -£476 100 £204, 44 £20,000 $17,556
Boone Trails Pack 3971 Harvest Ridge £6,456 $£4 459 -£1,987 102 £43.81 £20,400 $15,931
Boone Trails Pack 3966 Ostmann Elemen £12,509 +£6,359 -t6,150 111 £57.29 t22,200 $15,841
Boone Trails Pack 3969 Crossroads Ele £2,165 £1,626 -£5349 a2 £19.583 £16,400 $14,774
Boone Trails Pack 3376 Lions Club Of £2,219 +£2,605 £326 a5 £30.65 +£17,000 $14,395
Boone Trails Pack 3936 B P O Elks Lod £7, 746 £0, 025 £1,279 113 £70.87 £22 600 $13,575
Boone Trails Troop 0853 Wentzville Chr £8,677 t£4 702 -£3,975 a0 £52.24 £15,000 $13,298
Boone Trails Troop 0858 Progress South £1,797 £2. 110 £313 74 £28.51 £14,800 $12,690
Boone Trails Troop 0351 St Charles Bor £3,173 £3,105 -tG68 78 £39.81 £15,600 $12,495
Boone Trails Pack 3965  American Legio 5,359 f£4 302 -£957 24 £52.29 £16,800 %12,408




Assists Field Staff and District Kernels Understand
HOW Units Are Doing with Their Planning

GSLAC District Tracking Sheet

Trail's West ﬁistrict 2009 Popcofn Sale Unit Tracker '_

Unit Popcorn Kickoff

Unit 08 Sales |Boys (% / Boy | 09 Commit? | Kernel Name?| Co-Kernel? |Planned? | Kickoff Date | Unit Goal Set? | Unit Prizes? [ OP.com? | Scout Accounts?
its Alread ng at a Good Rate : ] ]
Troop 108 | $17,235 32 $£538.59
Pack 3084 | £14,607 37 | $394.78 Yes Linda Tavylor Mary Smith Yes 9/24/2009 Yes Yes Yas Yes
Troop 522 | $10,063 29 | $£347.00
Pack 3777 | 21,884 72 £303.94
Pack 3428 | $13,599 | 49 |$=277.53
Pack 3087 | £232,072 | 123 | $260.75
2ate Dppo 5 0 Do B OGS
Pack 3088 | £7,579 104 | £72.88
Troop 181 £2,812 a4 £432,94
Pack 3151 | $20,650 | 115 |$179.57
Pack 3136 | $13,158 76 | $173.13
Pack 3288 | 11,125 66 | $168.56
Troop 86 t2,759 39 £70.74
Troop 494 | $3,740 | 42 | $89.05
Troop 83 £2,035 26 £56,.53
Troop 82 t3,716 41 £90.53
Pack 3400 | £9,559 57 £167.70
Pack 3095 | $6,390 | 47 |$135.98
Pack 3387 | £20,174 90 | $224.16
Pack 3382 | £4,559 41 £111.20
Pack 31828 | £3,780 a7 £102.16
Troop 428 £1,703 29 £58.72
Pack 3245 | £25,641 | 102 | $251.38
Pack 3369 | £4,247 29 £146,45
Pack 3089 | $5,711 | 33 |$173.08
Pack 3487 | £1,150 16 £71.88
Pack 38828 | £1,245 15 £83.00
Pack 3802 | £8,903 35 £254,37




District Plan Summary

Review District Potential Sheets with your
District Chairman and build a plan

Get your Unit Commitment goal met

Encourage Units to have Unit Popcorn
Kernels who are NOT Cub/Scoutmasters

Get 100% Committed Unit Chairs to attend
training

Follow-up and communicate with Units on
the lead-up to sale

Focus on bringing Units back to 2009 level

Ensure follow-up with Units during sale



