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In 2015, Professional Scout Leaders attended area-wide 

Popcorn Summits to “brainstorm” ways to improve the 
sale. 

 
Each Summit had small groups that rotated through 

three breakouts, each discussing 1 of 3 issues pertaining to 
improving the sale. The suggestions were recorded and 
have been synthesized here. 

 
The Three Topics: 

1. How to entice non-selling units to participate (or restart) in the Popcorn 
Fundraiser? 

2. In selling units, how to increase the number of Scouts / Families selling? 
3. How to improve the District Kernel / Council Professional team? 

This intended audience for this document is Professional staff and 
Council/District Kernels and can be used for training, recruiting and motivation. 
 
 
 
 
 
 
 
 
 
Participating Councils 
 

 AL: Greater Alabama 
 AR: Quapaw Area, Westark 
 FL: Central Florida, Gulf Ridge, North Florida, South Florida, 

West Central Florida 
 GA: Atlanta Area, Northeast Georgia, Northwest Georgia, South Georgia 
  

Popcorn Summit - 2015 
Leaders from 12 Councils, in 4 States brainstormed solutions to 3 issues to increase the popcorn sale. 
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Before District Kernels and Professionals approach non-selling units, it’s beneficial to understand some 

common objections and be ready with a helpful and thoughtful response. 
Since units are not required to participate in any fundraiser, we must demonstrate the advantages of the 

Popcorn Sale either in conjunction with their current revenue stream or instead of it. 
Be cognizant that every unit has different personalities with a wide array of attitudes about fundraising. 

The best advice is to listen thoughtfully and address each reason in turn. 
 

 
Your unit contact may be the “gatekeeper” and 

believe they are protecting their unit from some real 
or perceived issue. This could as varied 
as a bad experience, it’s “not worth our 
time”, Council gets too much, etc. 

If the unit refuses to even consider 
the popcorn sale, all other issues below 
are moot. 

 

POSSIBLE SOLUTION 
If the gatekeeper has a specific issue with selling, 

see if it can be reasonably addressed in this 
document. 

If the gatekeeper is the unit leader (Cubmaster or 
Scoutmaster), have a discussion with the Committee 
Chair. The CC and Committee decide unit policy and 
fundraising sources. The financial portion of the unit 
is under their control (or should be.) 

If the gatekeeper is the Committee Chair, do the 
reverse and meet with the CM or SM to see if they 
have any influence. The Unit Commissioner and/or 
COR may be helpful and/or sympathetic to the sale. 
The CC might be swayed from internal discussions 
on the sale’s merits. 

Do not handle this issue via phone or email. 
Friendly, non-confrontational, face-to-face talks 
usually have better results which also, more 
importantly, fosters a relationship. If possible, bring 
a leader or parent from outside the unit to share 
their personal success stories. 

 

 
Admittedly, this is a good argument. This objection 

is typically found in Troops which are more organized 
and have the “man-power” to deliver pine straw, 
mulch, pick-up Christmas trees, etc. 

The core issue is the unit believes it would be a 
“waste of time” or “inconvenient” to have other 
fundraisers since they don’t need it. 

 

POSSIBLE SOLUTION 
A possible approach is to get the unit to at least 

offer it. Unlike a Pack, Troops typically have “Scout 
Accounts” where the Scouts raise their own money to 
be used for their Scouting activities. Where one Scout 
may attend only a few camping trips and therefore 
need few funds, another may travel to more distant 
locations such as Sea Base, Philmont or the World 
Jamboree. The latter Scout will need to raise much 
more money. 

In at least offering it, Scouts are given the option to 
choose which fundraisers they can do. Present the 
sale as a low time-consuming offer where the unit 
doesn’t have to do a lot of work. 

Other points: 
• Cub Scouts that just joined a Troop may have 

been really good at selling. They should still have 
their customer database which increases their 
selling potential. 

• A Scout may have earned the Scholarship 
commission and wants to continue to earn for 
college. 

Main Issue #1: The “Gatekeeper” 

Issue #1: How to entice non-selling units to participate (or restart) in 
the Popcorn Fundraiser? 

Main Issue #2: Unit already has a great 
fundraiser or other means of revenue. 
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Brief Answer: Since this is a fundraiser, it’s actually a 

great value. 80% of the sale is composed of the 
mid-to-high dollar items ($20-$60). 

Extended Answer: Remind leaders this is a 
fundraiser, not a business; and a 

fundraiser for ALL of Scouting, not just 
their unit. As for all fundraiser 
products, the price is increased to 

enhance the profit margin for Scouting. 
We are “selling Scouting, not popcorn” and it 

should be approached this way to the 1) scouts, 2) 
parents, 3) leaders, and, most importantly, 4) to the 
customers. 

Microwave popcorn: the price per pouch is 
comparable to store brands. At $20, this is slightly 
over $1 per pouch. A 3-pack store brand is roughly 
the same price at $3-4. 
 

 
Brief Answer: Yes, but how much more will you have 

to sell to make up the difference? 
Extended Answer: A $1 item sells easier than a $10 
item. The question is then, how long will it take to 
sell an equivalent amount? 

Disregarding commission for a moment, let’s say a 
Scout’s goal is $100. If 50% of his customers purchase 
2 x $1 items, he must approach 100 people to get 50 
people to buy: 50 x $2 = $100. 

For popcorn, let’s assume it’s more difficult and 
only 25% of customers buy a $10 item. The Scout 
only has to approach 40 people: 10 x $10 items = 
$100. And since some buy the $20, $40 and $50 
products, even fewer people need to be asked. So 
you might get more “no’s” for popcorn, but that 
doesn’t mean less profit. 

The national door-to-door average is about 
$175/hour. Scout popcorn is a known Scouting 
fundraiser so people know it is more expensive and 
usually know if they are going to buy even before 
being asked. 

 
Brief Answer: Scouting goes beyond the unit. Council 

expenses are just as real and important as unit 
expenses. Will you sell enough of your other item 
compared to a known fundraiser like Scouting’s 
Popcorn? 

Extended Answer: Number 4 above addresses having 
to sell more of an inexpensive item. 

70% of the sale goes to ALL of Scouting: units split 
the sale with Council, each earning roughly 35%. Two 
notes about the Council’s portion: 

i. The Council supplements and covers the expense 
of the sale which include prizes, delivery costs, 
order forms, kickoff materials, sample product, 
and product storage. The Council takes on the 
risk of the sale such as over purchasing and units 
who don’t pay. Units never see these expenses. 

ii. After expenses, the remainder goes in the 
operating budget which supports items like 
camp property maintenance and utilities, 
program materials, training materials, and many 
other benefits to the unit. 

The American Camping Association posts that the 
average cost of a weeklong camp in 2014 was $600 
nationwide. The average Boy Scout Camp is only half 
that amount. Scout camps are subsidized through 
fundraisers like popcorn, Friends of Scouting, and 
others throughout the year. Participation in the 
popcorn sale helps lower the cost of Scouting for 
everyone. 

3. “Popcorn is too expensive.” 
“Popcorn price is not a good value.” 

4. “It is easier to sell a $1-2 item instead 
of a $10 
    

5. “We get a higher percentage selling ____ 
on our own then selling popcorn.” 

 “We get 50% back selling ___. It’s only 35% 
with popcorn.” 
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Brief Answer: With a good unit team, it can run 

smoothly and easily. 
Extended Answer: A common reason the sale is 

difficult is the unit doesn’t 
understand or follow the steps of a 
successful sale, probably due to poor 
training or unit support. 

Also, many units put all of the 
sale onto one person. For a good experience, sale 
duties should are shared among at least 3 adults if 
not more. For example, one person could be 
responsible for managing Show-N-Sell locations while 
another handles pick-up and distribution of the corn 
to those locations. Each Den or Patrol could have a 
parent Kernel to tally sales, pass on communication 
and collect money. Another leader could plan and run 
the Kick Off, another on communications, another 
picking up the popcorn on Distribution days. 

All popcorn positions, including the Kernel, can be 
led by any parent, whether they are a registered 
leader or not. The popcorn sale is an excellent way 
for parents to help in the unit either for a few hours 
(kick-off, distribution pickup, etc.) or ongoing 
(communications, Den Kernel, etc.) 

Items that make the sale easy: no upfront money, 
product easily ordered on-line, shipping costs are 
covered and prizes are shipped direct to the Kernel’s 
home. 

 

 
Brief Answer: How about asking parents? 
Extended Answer: Again, how about asking parents? 

Leaders can broach the subject by pointing out 
THEY have volunteered their time to lead everyone’s 
children in the Scouting program. All they are asking 
is for 2-4 parents to lead the fundraiser TO PUT ON 
that program ... and therefore make it a great 
Scouting year because of it!

 
Brief Answer: Just because Scouts seem like they’re 

everywhere, doesn’t mean everyone has been 
asked. 

Extended Answer: Trail’s End annual research and 
surveys show less than 20% of households are 
approached by a Scout to purchase popcorn. 

Canvas neighborhoods in “Blitz Days” or 
neighborhood “Show-N-Deliver” on a late Saturday 
morning. You’ll probably find that few people have 
been asked. 
 

 
Brief Answer: The popcorn sale 

is MUCH more than raising 
money. It works wonderfully 
with Scouting’s Aims and 
Methods. 

Extended Answer: Part of the Aims of Scouting is to 
“instill within youth desirable qualities of character, 
[and] to train them in the responsibilities of 
participating citizenship …” 

If parents just write a check, Scout-based, 
character building qualities are missed. These include 
being able to approach and speak with adults, 
presenting a request to support Scouting, learning 
the financial costs of scouting’s programs, pride in 
earning a “first” dollar, being rewarded for work, 
learning to hear “no”, the setting and reaching goals, 
and much more. 

More importantly, selling popcorn teaches Scouts 
the value of earning their own way. Every time a big 
event happens in the unit, leaders should remind the 
Scouts that they funded it. 

6. “The popcorn sale is too hard to manage.” 
 “Parent’s don’t have the time.” 

7. “We don’t have anyone to lead the sale.” 

8. “Our area is over-saturated with Scouts 
selling popcorn.” 

 “The Pack takes all of the Troop’s business.” 

9. “It is easier to just pay for Scouting items 
than go around with my son and sell 
popcorn.” 
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Brief Answer: A proven fund raiser is the best 

fundraiser. Top sellers across the nation have both 
Cubs and Boy Scouts 

Extended Answer: Boy Scout activities cost 
substantially more compared to the Cub program, so 
Boy Scouts should take advantage of fundraising 
opportunities that work and get the most buck for 
time spent. 

It’s a myth that Boy Scouts can’t sell. The top 10 
Scouts and Units have Boy Scouts and Troops. 

Where Cub Scouts can show a pretty smile, Boy 
Scouts learn how to ... 
 ● compose and present themselves 
 ● speak confidently with adults 
 ● express their reasons and need for this 
   fundraiser. 

Also, if a Scout has been selling for several years, 
they should have retained a client list to return to 
loyal customers. This reduces time spent selling and 
improves their sale. 
 

 
Brief Answer: One fundraiser, once a year. 
Extended Answer: This is 
understandable. Repeated buying 
requests from family, friends and 
coworkers is difficult. For this 
reason, units should put as much 
effort in to as few (or one) 
fundraisers as possible. 

Since Scouting is competing with PTA, sports, Girl 
Scouts (and their delicious cookies! ), etc. there 
seems little room for a popcorn sale. This is why units 
should focus on a fundraiser that garners the 
maximum dollars for time spent. Many Units net over 
$5000 from popcorn. Could a unit sell this many $1 
candy bars? 

If a Pack could have each Scout sell $400, they 
could run a very nice Cub Scout Program. 
($140/Scout profit at 35% commission). And the 
Scout could earn that in about 8 selling hours: two or 
three evenings selling door-to-door (~$150/hour), 1 
or 2 times selling Show-N-Sell and online selling to 
extended family and friends. 

Units can (and have!) funded their entire year via 
the popcorn sale if they following time-proven, 
successful steps. 
 

 
Brief Answer: A unit that follows the Steps to Success 

can fund their entire program with one sale. Many 
units across the nation do. Setting goals is key. 

Extended Answer: In 2014, Scouting families that had 
a goal earned 2.6 times more than families with no 
goals. Units who set a goal sold $11,470 on average 
compared to $5,710 for those that didn’t. 

As with any aspect of Scouting, we get out of it 
what we put into it. Units with quality programs and 
activities, put time and resources into what they do. 
The same goes with fundraising. 

Admittedly, popcorn sales do take effort. There 
are practical steps that make it successful. You can 
learn these from Council training and by talking with 
other units. 
 

10. “The Cubs sell popcorn; it’s not a Boy Scout 
thing.” 

 “Older boys can’t sell like the Cub Scouts.” 
 “Kids aren’t “cute” any more.” 

11. “We can only ask our family and friends so 
many times to help our son.” 

 “It feels like we’re selling all the time.” 

12. “Our unit did not make enough money in 
the last sale.” 
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Brief Answer: Your Council may allow ordering of 

individual bags or tins instead of entire cases for 
your Take Order order. 

Extended Answer: If your unit does Show-N-Sell and 
you have left over popcorn every year, then you will 
first fold leftover Show-N-Sell corn into what you 
need for your Take Order. Then purchase exactly how 
much individual product you need if your Council 
allows that. 

If you still have too much left over, then cut back 
on your Show-N-Sell order. If you need more for SnS, 
see if Council has extra. 

Also, keep records of 
your annual sale to know 
what flavors do and don’t 
sell well. Focus Show-N-
Sells on just a few favorite 
flavors (5 max). 

If your District is organized, suggest they set up a 
swap day to “sell” at wholesale cost to units who 
need corn. 

If you do end up with extra, some options are to 
continue selling, give some to your Charter Org staff 
(School, Church, Business, etc.), raffle it off, sell it at 
wholesale cost, or donate it to the local fire or police 
department.

 
Unfortunately, we don’t live in the Star Trek 

utopia (yet) where everyone works for free. Any 
worthwhile program has costs. 

Scouting affords our Scouts the opportunity to go 
places and do things they might not do through their 
home, school or religious institution. 

Addressing this issue with parents or a unit takes 
face-to-face discussions of the Scouting Program’s 
Aims. See #9 above, too. 

13. “We had too much leftover popcorn that 
we couldn’t get rid of.” 

14. “Our parents aren’t convinced we should 
sell.” 
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Other discussion points: 
 
RELATIONSHIPS: Do not attempt in-depth 
conversations via phone or email. Phone/Email may 
be your introduction for a first impression of their 
reasons for not selling. But if their objections can’t be 
addressed quickly, set up an informal face-to-face 
meeting over coffee or before/after/during a 
Committee meeting. Bring at least one other person 
they know who understands and appreciates selling 
popcorn such as a commissioner, other Scoutmaster, 
District Executive, etc. 
 
LISTEN: The unit probably has valid reasons and 
concerns for not selling: something didn’t go well, 
communication problems, troubles inside the unit, 
logistics, under selling. If their complaint is valid, 
discuss how the District or Council can or has 
addressed it. The issue may be old and they don’t 
know the solution has already been set in motion. 
 
PLANNING & BEING OVERWHELMED: The biggest 
issue for some can is how intricate and overwhelming 
the sale can be for an individual Unit Kernel. Help the 
unit understand successful sales steps, have training 
(and New Kernel Training) each year to bring leaders 
up to speed. If you have the personnel, provide them 
with a mentor for their first year. Explain the Ideal 
Year of Scouting, help them imagine great program 
elements, and then show how popcorn sales will fund 
it. 
 
DO THE MATH: Popcorn can and will fund a unit’s 
entire program: in 2014, 47% of units nationwide 
solely used popcorn. Work with their budget and 
Ideal Year of Scouting to determine how much each 
Scout has to sell to put that program on. If everyone 
sells, everyone benefits. 
 
THERE’S NO “I” (OR HEADACHES) IN TEAM: Unless 
the pack or troop is very small, units should have at 
least 2 or 3 people working on the Popcorn Sale. 
Work with the unit to find other adults to assist. 

COMMUNICATION IS MOMENTUM’S FUEL: Keep the 
info and excitement flowing. Unit Kernels can lose 
focus and energy if the sale goes silent for 2 months 
after the kick-off. “District-to-Unit” and “Unit-to-
Scout Family” communications should be regular (but 
not a nuisance), interesting, and relevant. Council 
could provide regular emails to forward to units 
and/or parents. This keeps the Unit Kernels 
momentum going which will then keep the unit’s 
momentum going. 
 
“IF IT’S NOT FUN, IT’S NOT SCOUTING”: When selling 
popcorn becomes a chore, no one wants to do it. 
Scouts should have fun selling. Make Show-N-Sells 
interesting. Neighborhood Canvassing could be made 
interesting with Secret Customers who have a gift 
card for the Scout who knocks on their door. Kick-offs 
should be a “you-don’t-want-to-miss” show stopper. 
Remind the Scouts what fun things they will do this 
year because of their sales efforts. 
Parents and Leaders should have fun. We work for 
smiles and a great program. If our scouts are having 
fun and growing, we are too. Make it a game. Make it 
Scouting! 
Unit Kernels should have fun. Adults don’t like 
chores, either. So working with a team, quickly 
solving problems, and seeing immediate benefits to 
the scouts and the program are why parents do it. 
And let’s make it fun for District Kernels, too. Keep 
them energized and excited. How? Good question, 
Councils. What are you willing to do for them? 
 
FINALLY, PICK YOUR BATTLES: You’ve tried and tried, 
but the unit won’t sell. So this next sentence is key: 
“That’s okay.” BSA is a volunteer and units are 
chartered and we can’t impose the sale on them. 
 So with a smile, thank them for their time serving 
as a leader in the Scouting program. Wish them an 
awesome Scouting year and then move on. Don’t 
burn bridges. Don’t hold a grudge. Just politely return 
next year and try again.
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• Focus on Parents: 

o Discuss advantages to Scout’s development and setting goals 
o Discuss benefits of Scout’s funding their own program 
o Discuss the reduction of the family’s costs 

• Help Packs (or more specifically units that don’t have “Scout accounts”) provide an incentive structure 
to fully pay for Scout’s year. This addresses the family’s pocketbook. For example: 
 If a Scout sells $400: His unit dues are refunded. 
 If a Scout sells $600: Dues are refunded and annual unit trip is paid for 
 If a Scout sells $1000: Dues, registration, and all unit camping trips are paid for. 

NOTE: These would be in addition to regular unit incentives (ex: Top Den Award, etc.) and all 
Trail’s End/Council incentives 

• District has its own Unit incentives for units with XX% family participation 
o Suggested: Lower cost of Day Camp, Local business prizes, Etc. 

• Work with units who have no or poor Kick-Offs. Ensure the kick-offs are motivating to the scouts and 
families. Find a leader in a unit with a good kick-off to mentor under-performing or new units. 

• Reward units with good scout-to-sale ratio, i.e. divide total sales by membership numbers and reward 
based on $xxx/scout. 

• Communicate regularly and directly to families: Council brochures, emails, etc. 
• Promote aspects of the sale that are “easy” 

o Door-to-Door sales are the most profitable with practice 
o Show N Sales are easy to set up 
o Show-N-Deliver means not having to return to the customer. 
o Neighborhood Blitz Days focus entire den/patrol or unit in one or 2 locations and ensure 

reaching every home. 
o Show examples of what they need to sell to reach, say, $500, et. al. 

• District/Council Incentive Suggestions: 
o Top Seller in Every Unit 
o Units find gifts from businesses to motivate parents (parents win awards when their Scouts do) 
o If a unit grows its sale, get a higher commission %. (for example, Atlanta Area Council offers 

extra 3% commission if sale exceeds 10% from previous year.) 
• Promote the retention of Take Order forms for customer base next year. 

  

Issue #2: Typically, 25% to 50% of the families in a selling unit DON’T sell for 
one reason or another. 
How do we increase the percentage of families selling in a unit? 
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Other ways the District and Council can assist units: 
• Provide units with Show N Sale locations and contact information to easily set up and confirm dates. 

• Select a Secret Customer (or 2 or 3) that has a gift card reward to give a Scout who knocks on their 
door. Change location weekly. 

• Promote and train units on the Ideal Year of Scouting concept to set Unit and Scout goals 

• Provide “Go-Over-Everything” training for new Kernels, (also called New Kernel Training) 

• Keep the commission structure simple and straightforward. 

• Find ways to simplify the sale. Frustrated units and Kernels are not apt to sell the following year. 

• Provide under-performing units with a Mentor (District Kernel, top selling unit 
Kernel, etc.) to work with them during the sale. They then can... 

o Discusses Ideal Year of Scouting and Goal Setting 
o Help plan kickoff 
o Help plan regular unit sales check ups 
o Help set up Show N Sales, Neighborhood Blitz days, etc. 

 
• Provide units with previous year’s sales data so they can plan their sale better. 

• Find “Success” and “Overcoming Problems” stories from current BSA parents and Scouts. 
Have them speak during training and Council Kick-Offs 

• Bypass underperforming or non-selling units with direct mailers to Scout homes. 

• Provide handouts explaining the sale to new families at School Recruitment nights or for units to hand 
out during New Parent Orientation 

• Talk more about the Scholarship opportunity  
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A. MEET REGULARLY 

1. When & How often? Attempt in person meetings as much as possible. They are more productive and 
motivating. Suggested times ... 
a. Late the spring/summer: minimum of 1/month, better if every 1 or 2 weeks 
b. Once sale begins less often 
c. Regularly keep updates via email or phone as needed 

 
2. To Discuss? 

a. Initially, build the team with clear and defined expectations,  goals, and deadlines  
Ideally, the team consists of a minimum of 3 members: Lead Kernel, Assistant Kernel and 
Distribution Kernel. As the team grows, below are possible positions and brief responsibilities (see 
the document “District Leader Popcorn Descriptions”): 

i. Assistant Kernel: backup, succession 
ii. Warehouse / Distribution: plans, organizes, and leads sorting and pickup schedule 

iii. Sales / Promotion / Marketing / PR: interfaces with all outlets to promote the sale 
iv. Communications: creates emails, fliers, infographics, etc. 
v. Show-N-Sell Locations: approaches district businesses and their contact info to create a 

database of potential Show-N-Sell locations for units to sell at 
vi. Prize Procurement: solicits “prizes” from local business to award Units or Unit Kernels for 

various goals. 
vii. Logistics / Administration / Website: Organize the sale if needed 
viii. New Kernel Mentor and/or New Selling Unit Mentor: stays in regular contact with new 

Kernels or Units to guide them through the successful sale steps. 
b. DK leadership should be handpicked and vetted as to their interest and talents. 

This is NOT a role given to the first “yes” person. 
Some qualities in a good DK: 

i.  Successful sales history: has good experience at the unit level 
ii.  Follows through: says what s/he does and does what s/he says 

iii.  Good communicator: regular, useful emails and phone calling when needed 
iv.  Excited about popcorn: or at least understands its usefulness in the Scouting program 
v.  Not overly busy: able to attend meetings, get the job done, etc. 

vi.  Likeable: able to approach and talk with other kernels, not shy 
vii.  Innovator: finds solutions to problems, open to new ideas 

viii.  Recognizes unit kernels: finds ways to motivate the units, i.e. prize drawings, etc. 
ix.  Visible in the district: District and Unit leaders know him/her, i.e. already working with 

District events. 
 

3. Visit non-selling units: to persuade to sell. See Issue #1 at the beginning of this document 
 

Issue #3: How to improve the District Kernel(s) and Council 
Professional Team? 
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4. Phone or in-person contacting high performing units to see if they are on track or need anything. 
(Don’t let the good ones slide.) 
 

5. Work with low performing units to help with kick-off, questions, updates during the sale. 
(Help the mediocre ones improve.) 
 

B. DISCUSS UNIT DIFFICULTIES AND SOLUTIONS 
Every unit will have different problems: could be due to a new kernel, a frustrated kernel, or the unit’s 
operations. 
a. District Kernels and Professionals should be the first ones a unit calls to resolve issues. 

If the issue can’t be resolved, then it’s escalated to the Council or Council Kernel 
b. Distribution sorting and pick-up should be well planned and communicated to the units. 
c. When possible, think through the sell and head off potential problems. For example ... 

i. Distribution day is on a holiday weekend. What problems will this cause? 
ii. A Unit Kernel (also the Committee Chair) had to quickly move. How will the unit fill the void? 

iii. A unit ordered way too much Show-N-Sell. Is it possible to unload the extra to a nearby unit that 
needs popcorn? 

A NOTE ON COUNCIL KERNELS 
A Council Kernel’s role is to organize and train the District Kernels, solve major popcorn selling issues, 

advises the Professionals as needed as to what works and doesn’t work, provides feedback on prizes, and is 
generally the volunteer with experience. 

 
A Council Kernel (CK) should have both experience with the unit sale and as a District Kernel. 
Some advantages of having a Council Kernel are: 

• Has experience in the unit operations (most professionals do not) 
• Has experience with the popcorn sale in the unit (most professionals do not) 
• Should already have a good rapport with Council volunteers and with their District leaders.  

Qualities of an effective Council Kernel: 
• Understands the entire popcorn fundraising process chiefly from having worked with the sale for 

several years. 
• Communicates well both in discussing the program and in regular correspondence to the units 
• Understands the benefits of the sale both from a Council and Unit financial standpoint, but also as 

a character and advancement developing tool as it relates the Scouting program 
• Able to motivate and excite District and Unit Kernels to keep momentum throughout the sale. 
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Responsibilities of a Council Kernel can include ... 
• Consulting the CK during the planning stages ... 

o Dates / Schedules 
o Selecting popcorn flavors, prices, tin/bag, etc. 
o Changes in the commission structure 
o Changes to the prize structure 
o Issues that units had last year that can be improved at the Council level 
o Publications / Family packets 
o Have transparency from Trail’s End 

• Train and mentor the District Kernels 
• Provide regular and timely communications to DKs to pass on to units 
• Addresses unit issues that DKs cannot answer. Escalates issues to Council that s/he cannot answer 
• Provide New Kernel Training 

Councils can support their Council Kernels by ... 
• Providing a way for regular emails to be sent from the Council Kernel 
• Providing equipment and $$ for training kernels 
• Find ways to simplify the sale for the units 

The Council Keren’s Team should consist of 
• All District Kernels and Assistant District Kernels 
• Assistant Council Kernels 
• Assigned Professionals to the Popcorn Fundraiser 
• Top Selling and/or Effective Unit Kernel

 


