Scouting . . . Vale la Pena (It’s Worth the Effort)

For Hispanic American Families

Marketing to the Hispanic American community is quickly being recognized as the “right thing to do” by America’s top companies and civic organizations. The U.S. Hispanic Chamber of Commerce reports that there are nearly 1.3 million Hispanic-owned businesses in the United States, generating well more than $200 billion in annual gross receipts. The Chamber further asserts that Hispanic buying power has increased 56 percent in the past nine years, and the consumer base is expected to control a purchasing power of $477 billion by the end of the millennium. 

Demographically, the U.S. Bureau of the Census has predicted that by 2004 Hispanic Americans will outnumber African Americans, becoming the largest minority ethnic group in the nation, and by 2050, one in four people residing in the United States will be of Hispanic descent. According to Strategy Research Corporation, the median age among the 32.4 million U.S. Hispanics is 24.8 years, and 34.4 percent of U.S. Hispanics, roughly a third of the population, are younger than 18.

These compelling statistics have motivated the Boy Scouts of America to market its character-building programs in a way that’s culturally sensitive to Hispanic American families. Put quite simply, Scouting cannot afford to lag behind and miss this opportunity for serving America’s fastest-growing minority group. For this reason, the BSA’s Scoutreach Division has produced a wealth of Spanish language resource materials that include training videos, pamphlets, fliers, and public service announcements. All are designed to make it easier for first generation Hispanic American parents to understand the Scouting program and its benefits for families, and many are available in a bilingual format—an added benefit for parents interested in learning English.

In the wake of the Boy Scouts of America’s 90th Anniversary, several nationally recognized Hispanic organizations have endorsed the Scouting program in an effort to support local councils. They include

· Hispanic Association on Corporate Responsibility

· Mexican American Legal Defense and Educational Fund

· National Association of Hispanic Publications 

· Society of Hispanic Professional Engineers, Inc.

· Univision Communications Inc.

Antonia Hernández, president and general counsel for the Mexican American Legal Defense and Educational Fund, had this to share in her endorsement letter:

“ . . . As a mother of two sons, I am proud to have had both of them in the Boy Scouts. My oldest son achieved Eagle Scout status and is now enjoying a productive first year in college. I am aware of the positive benefits which come from membership in the Boy Scouts of America and am pleased to support this worthy organization.”  

(Enter local success story w/quote from parent.)

The Most Reverend Patrick F. Flores, archbishop of San Antonio and a board member of the Alamo Area Council, summarizes the spirit of the BSA’s marketing efforts in the Hispanic American community:

“The Hispanic community in the United States is not a problem to be solved, but a people to be loved and a market to be tapped.”

