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CED 723

Reaching the Next Multicultural Generation

Course Outline

Introduction:  Reaching the Next Multicultural Generation is most important to carry on the BSA movement.  The main objective of the study was to gain a better understanding of the needs and desires of African American, Hispanic/Latino American, and Asian American populations in relation to their participation in youth organizations in general and the Boy Scouts of America in particular.
Many Objectives are the Same
Parents in all three ethnic groups have some common things they look for when selecting activities for their children.  They look for activities that they believe are safe.  This safety concern includes the adults who will be interacting with their children and the safety of the activity itself.  
All parents also look for activities that will help their child be successful in life; however, how they define success is slightly different.  African American parents define success as their child being an upstanding citizen and a contributing member of the community.  Hispanic/Latino parents define success as their child being respectful, responsible and having strong family bonds.  Asian parents define success in terms of academic and future career success. 
Going along with their definition of success, African American parents also look for activities that develop character, improve academic success, build discipline, teach leadership skills, teamwork, and physical fitness and provide service in the community.
Parents also look for activities that reinforce the values they are teaching their children and activities that help their child build self-esteem and self-confidence.


There Some Differences However
There were also some differences particular to each ethnicity:
· Hispanic/Latino parents look for activities that preserve their cultural heritage, teach responsibility, and include the entire family.
· Asian Americans look for activities that improve academic success, build independence, improve physical fitness, build leadership skills, provide service to the community, and preserve their cultural heritage.
Youth really just want to have fun when they participate in after-school activities.  They also want activities that allow them to be with their friends.  However, they also mentioned some other goals that differed by ethnic group:
· African American youth also look for activities where they can gain individual and group recognition.  They also want to participate in activities that allow them to compete with others as a part of a team.  And, like their parents, they look for activities that allow them to serve the community.
· Hispanic/Latino youth want to participate in programs that provide a variety of activities from which to choose.  They also look for organizations that allow them to try new and different things that they would otherwise never have the chance to do, such as travel or high-adventure activities.
· Asian American youth join activities where they can meet new people and enlarge their circle of friends.  They also want activities that allow them to try new things.  They are also looking for activities that teach leadership skills and prepare them for academic success.
African American parents and Hispanic/Latino American parents with Mexican, Central, and South American roots are highly involved and want to participate in activities with their children.  These parents say they volunteer to be coaches, team parents, fund-raisers, provide refreshments, attend events, and help in any way they are asked.
Asian American parents and Hispanic/Latino parents with Caribbean roots describe themselves as less involved in their children’s activities.  They generally provide transportation, refreshments, and financial resources but do not attend their children’s activities because of other time commitments.
What About the Boy Scouts?
When asked what they thought about the Boy Scouts of America, parents generally had a positive perception.  Most parents used words such as honest, responsible, disciplined, trustworthy, and good citizens to describe Scouts.


Parents have a general awareness that Cub Scouts exists; however, they are unfamiliar with what boys do in the program.  New immigrants generally are unaware of Cub Scouts.
Boy Scout-age boys have a general awareness that the program exists, but beyond camping, they are unsure what Boy Scouts do.
No Venturing-age youth had ever heard of the Venturing program.  However, when they were read a description of the program it had high appeal, especially among Hispanic/Latino and Asian youth.
Their Knowledge of Scouting
Although parents have an overall positive view of Scouting they do have some concerns about, and disconnects with, the program.  Parents in all three ethnicities describe a Scout as being a white or Anglo boy.  They also do not see a Scout as someone who is comfortable being with someone from their race or ethnicity.  
Parents also say they lack knowledge and information about the Scouting program.  They do not see Scouts in their community and they lack an emotional connection to Scouting.  They have never been a Scout and do not know anyone who is in Scouting; therefore, they have no feeling of legacy to pass along to their son.  As previously stated, these parents are also concerned about their child's safety and would need to know the adult in charge and in what activities their child would be taking part.  Associated with child safety is concern about their child sleeping away from home.  African American and Asian parents allow their children to sleep away from home only with other adults they trust.  Most Hispanic/Latino parents will not allow their children to stay away from home, even with extended family members, because “they have a perfectly good bed at home.”  
Parents also did not know how much Scouting costs; however, they have a perception that it is expensive because of the equipment and uniforms that are required.  They also mentioned that they did not think their son would like the Boy Scout uniform, especially as they get older, because it looks outdated.
Parents also mentioned that they and their children lead busy lives and therefore they did not have time to take on an activity that would take a lot of time.
To Reach the Parents and the Youth
To reach people like themselves, parents and youth suggest that BSA marketing be relevant for their age, gender, and cultural background.  They also suggested promoting the fun activities that match their culture and the market where they live.  
Parents would like to see marketing messages that focus on success and provide information about the long-term benefits of Scouting.  Emphasize the safety elements of the program.  Let parents know about the youth protection training and the rules Scouting has set up to provide youth with a safe environment.  Also, emphasize that parents are encouraged to participate with their child so they can see firsthand what is happening in the den, troop, or crew and can meet the leaders and other parents.
Because youth have a diversity of friends, they would like to see a variety of ethnicities on any marketing so that they can envision themselves and their friends in the activity.
In addition, African American parents suggest changing the uniform so that it is up-to-date so that their children will like wearing it.  
They also suggested using sports figures like Michael Jordan, politicians like Barack Obama, actors like Denzel Washington, and stalwarts in their local community as spokespeople.
Scouting can also be culturally relevant by using patrol names that have significance and meaning in the community, such as the Martin Luther King, Malcolm X, or Zulu Warrior patrols.
Hispanic/Latino parents suggest using employers, clergy, community leaders, and other parents as spokespeople.
Increase the visibility of Scouting in the community by having Scouts help at festivals and community events.
Advertise in Hispanic/Latino community publications.  Target these advertisements to parents and community leaders to promote Scouting.
Focus advertising and messaging on the family values taught through Scouting.
Hispanic/Latino youth suggest promoting extreme sports to teens in their community.  They like and trust their coaches and suggest using them to promote Scouting.  They also say that advertising in places they hang out, such as malls and schools, would get their attention.  They also spend time on the Internet searching for information about cool things to do and suggested this as another place to advertise.
Since Asian American parents’ primary concern is future success, they suggest highlighting successful CEOs who were Scouts and show how Scouting contributed to their success.  One Asian parent remembered reading a Wall street Journal article about CEOs who were Scouts and said it made him view Scouting very positively as an organization his child should get involved with.
Asian parents also suggested telling parents how much of their time would be required to be a Scout as well as how much of their child’s time it would take.  They had an overall impression that Scouting was very time consuming and therefore they and their child could not take part.
They also suggested having opinion-leaders in the community, teachers, and people who worked at the Asian cultural centers as spokespeople.

Like Hispanic youth, Asian youth are attracted to extreme sports and recommend showing these sports in advertising for the organization.  They also liked funny characters, teachers, and people like themselves as spokespeople for Scouting.
To help them overcome some of their parents’ objection due to time constraints, they suggest scheduling meeting and activities so that they do not conflict with school or other after-school cultural programs that their parents require them to attend.
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