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Executive summary

WAGGGS is currently reaching less than one per cent of girls worldwide. There are 900 million 
girls under 15 years old living in the world and our current membership is 6.5 million girls under 
15 years old (2013 Census data)1. Vision 2020 commits WAGGGS to finding ways to ensure that 
all girls and young women are valued and take action to change the world. This means we need 
to reach more girls and young women. One avenue to do this is through membership growth.

Individuals are members of Girl Guiding/Girl Scouting (GG/GS) through their national Member Organization (MO). MOs deliver GG/GS in two 
ways: as part of the school curriculum or via community-based delivery, which in some cases is in a faith-based environment. 

WAGGGS supports its MOs in a number of different ways, from providing global resources and international opportunities, to targeted 
support often delivered by partnership visits in country. Every three years WAGGGS conducts a Performance Assessment to assess the quality 
and quantity of GG/GS in MOs.

This Strategy proposes that WAGGGS focus on three strands of work to deliver membership growth:-

Building the capacity of Member Organizations (MOs) through the Regional structure, 
including the advancement of volunteerism, to ensure that we deliver a target of 12 million 
members by 2020.

Reviewing pathways to organizational membership to increase the number of Member 
Organizations from 145 to 157 (increasing our reach of countries recognised by the United 
Nations from 75 per cent to 81 per cent, based on the UN’s list of 193 countries) by 2020. 

Exploring new pathways of membership for girls and young women to understand if this 
would be of benefit to membership growth.

It is essential to recognize the interrelationship between each strand and various operational interdependencies. For example, strategies 
related to growth in girl members rely on robust volunteer recruitment and development strategies.

Vision 2020 seeks to reach all girls and young women. This does not mean that all girls and young women necessarily become members 
of GG/GS. For example, WAGGGS can reach girls and young women through global advocacy campaigns and World Centres, and have a 
positive impact on their lives and communities without them actually being members. However the focus of this Membership Development 
Strategy is growth in membership – in its existing Member Organizations, new countries and possible new forms – as opposed to looking at 
all wider influencing opportunities. 

1

2

3

1  Aruba, Cook Islands, Hong Kong, Taiwan and Curacao are WAGGGS MOs not included in the UN’s list of 193 ‘recognized countries’.  
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Introduction

There are 900 million girls aged under 15 years living in the world and with a current 
membership of 6.5 million girls under 15 years (2013 Census data)2, we have directly reached 
less than one per cent of these girls. Moreover, with a total of 3.4 billion women and girls3 and 
a total membership of 8.5 million (2013 census data), we are only reaching 0.25 per cent of our 
potential members.

Vision 2020 commits WAGGGS to finding ways to ensure that all girls and young women are valued and take action to change the world.
This means we need to reach more girls and young women. One avenue to do this is through membership growth.

The need for a Membership Development Strategy, to focus on driving both growth and quality of membership, was first identified by the 
World Board in 2010. The Membership Development Strategy Working Group (MDSWG) was formed in 2011 to create this long-term plan for 
the organization.

This Membership Development Strategy allows WAGGGS to achieve its:

This Strategy is a result of a number of discussions and meetings since the Membership Development Strategy Working Group (MDSWG) 
was created in 2011 (including face to face meetings in June and September 2012 and September 2013). It builds on the World Board paper 
of July 2011, and creates the framework to deliver growth in WAGGGS’ membership. 

2  All membership figures in this paper are based on total WAGGGS membership as per membership figures used to calculate quota, unless specified otherwise.

3  Source: The World’s Women and Girls 2011 data sheet, Population Reference Bureau.

VISION

all girls and young 
women are valued 
and take action to 
change the world

1

GOALS

to provide more opportunities 
for girls and young women to 
grow and lead and to empower 
young girls and women to be 
agents of change in the world

3

MISSION

to enable girls and young 
women to develop their 
fullest potential as responsible 
citizens of the world

2

GLOBAL OUTCOMES

of increased and diversified 
membership, improved image and 
visibility of Girl Guiding and Girl 
Scouting, influenced issues that affect 
girls and young women, strengthened 
the quality of the GG/GS experience, 
built leadership capacity at every level 
and increased funding

4
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Current membership structure

WAGGGS currently has  
145 Member Organizations 
(MOs). Operationally, this 
membership is structured into 
five regions: Africa, Arab, Asia 
Pacific, Europe and Western 
Hemisphere. These regions  
are shown on the map (right). 
A full summary of the 
membership statistics for each 
of the regions is shown in 
Appendices I, II and VI.

Africa Region 

can be described as a growing region, with consistent growth 
in recent years. Membership grew by more than 20 per cent 
between 2006 and 2009 and 16 per cent between 2009 and 
2012. From 2006 to 2009, three MOs more than doubled their 
membership: Tanzania (growth of 134 per cent), Malawi (349 
per cent) and the Democratic Republic of Congo (972 per cent). 
Only two MOs declined during this period Namibia (by six per 
cent) and Guinea (13 per cent). However, the membership base 
of these two countries is quite small with Namibia at 1,198 
(2009 census) and Guinea at 3,489 (2009 census), so this had 
a minor impact on the total regional status. The 2012 census 
figures report that Africa has continued to grow and has now 
reached a membership of 876, 129, with four MOs showing 
outstanding growth: Cameroon (418 per cent), Congo Brazaville 
(169 per cent) Liberia (266 per cent) and Senegal (147 per 
cent). Only six MOs out of 31 during this period declined. 
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609,038
754,908

876,129

Membership per Census

Arab Region 

is the newest and smallest region of WAGGGS with only 
125,716 members (2012 census)4. Between 2006 and 2009, 
membership grew in the region by approximately 10 per 
cent, however from 2009 to 2012 membership declined 
by 13 per cent. This decline is mainly due to reductions of 
membership in Egypt, Yemen and North Sudan. However, 
there are potential opportunities for growth, particularly 
within the school-based delivery, as demonstrated by 
countries such as Oman which grew by 17 per cent between 
2006 and 2009 and then had a further 95 per cent growth 
from 2009 to 2012, and Kuwait which experienced a 66 per 
cent growth between 2009 and 2012. 
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4  Please refer to page 15 for breakdown of Arab Region membership figures and explanation.
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Current membership structure

Asia Pacific 

(AP) has demonstrated growth in recent years. Between 
2006 and 2009 it grew by three per cent and between 
2009 and 2012 it has grown an additional 17 per cent - the 
highest growth rate of all regions in this period. In 2001 the 
region suffered a significant setback when Indonesia, one 
of its largest MOs, left WAGGGS to become a sole member 
of WOSM. AP’s current membership is 3,079,498 (2012 
census). Of its seven MOs with more than 50,000 members 
(in descending order of membership size: India, Philippines, 
Pakistan, Bangladesh, Hong Kong, Thailand and Malaysia), 
six out of seven have seen growth between 2009 and 2012 
(with the exception of Malaysia). With a geographically 
and politically diverse region, the membership growth 
story of AP is complex. There are some key opportunities 
for growth, particularly through MOs that wish to broaden 
delivery within the school system, such as Bangladesh. 

Europe Region 

grew just over one per cent between 2006 and 2009 but 
overall has shown a small decline from 2009 to 2012 of four 
per cent. However, three out of the five largest MOs (more 
than 50,000 members) have grown during 2009 to 2012 (UK, 
Netherlands and Italy), with Germany maintaining its 2009 
membership level and Belgium declining by seven per cent. 
Impressively the UK, Europe’s largest member, has shown 
an increase of seven per cent from 2009 to 2012. In total 
there are 1,103,986 members (2012 census) spread over 39 
Member Organizations.
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Western Hemisphere Region
(WH) is a region with perhaps the most extreme diversity 
in the size and infrastructure of its MOs, with 95 per cent 
of members belonging to Girl Scouts USA (GSUSA) and 22 
MOs having fewer than 2,000 members. It is a region with a 
declining membership, with a drop of seven per cent between 
2006 and 2009 and a further five per cent decline from 2009 
to 2012 which is largely a result of membership decline in 
GSUSA. In total there are 3,337,938 members (2012 census). 
Without GSUSA, this region would only number 162,775 
members, which would make it more similar in size to the 
Arab Region.   
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Current membership structure

A consistency across all regions is the diversity of membership. There is a mixture of Scout and Guide National Organizations (SAGNOs), 
girl-only provision, along with WAGGGS only admitting boys and MOs also display a variety of community, school and faith-based delivery 
models (this is illustrated in Appendix I).

We need to analyse and understand what leads to growth, so that we can focus our efforts on the areas which will deliver the greatest 
return on investment. There needs to be an understanding of which types of GG/GS delivery potentially lend themselves to the greatest 
growth and quality of membership.  

The overall trend in membership from 1992 to 2012 (taken from census figures) is shown in the graph below. The aim of this Strategy is 
to continue to accelerate the upward trend in membership first seen between 1992 and 1998 and again between 2001 and 2012. There 
is also a need to address any issues that might cause a dramatic decline in membership, such as the loss of a large MO (as with Indonesia 
in 2001). The main risks here would be losing one of our biggest MOs such as the USA or India which together account for just over 60 per 
cent of WAGGGS’ MOs’ total girl membership and the loss of SAGNOs which might have a major impact most specifically on a regional level 
in Europe. 

In order to understand WAGGGS’ current reach, analysis of WAGGGS’ market penetration around the world has also been conducted5, with a 
specific focus on the under 15 market, our biggest audience. Half of WAGGGS’ MOs (72) have a market reach of less than one per cent, with 
57 MOs reaching over one per cent but less than five per cent. Only 16 MOs have a market reach of over five per cent, with five of these 
MOs having a share of over 10 per cent. The top 10 MOs in terms of market reach of under 15 females are: the Maldives (the highest at 
16.7 per cent), Grenada, St Vincent & The Grenadines, Hong Kong, Dominica, Barbados, the UK, Kiribati, the US, and Liechtenstein. The  
10 MOs with the lowest market reach are: Russia, Mexico, Honduras, Uruguay, Venezuela, Ukraine, Paraguay, Bolivia, Colombia and Ecuador 
(the lowest, at 0.002 per cent). Notably, while 50 per cent of the top 10 markets are in Western Hemisphere and geographically mostly in 
the Caribbean, the majority of those with the lowest penetration are also in the Western Hemisphere, specifically in Latin America.  
This information is shown visually in the map overleaf. 
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8,600,000

8,500,000

8,400,000
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8,200,000

8,100,000

8,000,000
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8,251,387 8,226,120

8,184,529

8,523,267

Total Membership (1992-2012)

5  For more information, please refer to Appendix VI and map of market reach on page 08.
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Current membership structure
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Membership Development Strategy

Strand 1 
Building the capacity of existing MOs through the Regional structure,  
including the advancement of volunteerism

The Membership Development Strategy will focus on three strands as set out below:-

Building the capacity of existing Member Organizations (MOs) through the regional 
structure, including the advancement of volunteerism. 

Reviewing and improving pathways to organizational membership.

Exploring potential new pathways of membership for girls and young women.

These strands target the recruitment and retention of MOs and supports MOs to do the same for their membership. In addition, through 
these strands, WAGGGS targets growth through new MOs, while also supporting the development of new pathways for individuals to join 
GG/GS. For sustainability, this strategy must address retention as strongly as it addresses initial recruitment.

This document will focus on each strand of the Strategy in turn, setting out key aims before outlining specific objectives and then 
establishing the performance indicators that will be used to measure success. 

The key aims of this strand are to:

•	 Grow and sustain strong Member Organizations (MOs) that are focused to achieve WAGGGS’ 
mission, and offer relevant, flexible, and values-based programs run by high quality leaders.

•	 Ensure that WAGGGS is the organization of choice for girls and young women, supporters, 
volunteers, partners, and donors.

WAGGGS has an ambitious target to deliver 12 million members by 20206 by growing through its current structure. This is a growth of 29 
per cent from 2012 to 2020. 

Specific objectives

•	 Increasing the number of Member Organizations (MOs) through existing structures. The main focus will be on supporting countries to 
attain Full Membership from Associate Membership.

•	 Retention of existing MOs in all their diversity, with our main targets being healthy organizations that are well structured for growth.

•	 Increasing the number of members (girls and young women) within existing MOs.  Regions will target a number of MOs where they 
believe that there is the most opportunity to grow, develop innovative ideas, and deliver best practice.

•	 Supporting MOs to attract more volunteers and retain current volunteers so that GG/GS can be successfully delivered to more girls and 
young women.

 This strand of the Membership Development Strategy will work to achieve these objectives by focusing on:

•	 Ensuring that MOs have a sound structure and are well managed, and improving operational and support processes that will contribute 
to this to facilitate effective growth.

•	 Supporting MOs and WAGGGS to grow the breadth and depth of their volunteer pool so that organisations are well resourced and high 
quality Girl Guiding/Girl Scouting (GG/GS) experiences can be available to more girls and young women.

1

2

3

6  Page 4, WAGGGS’ Membership Strategy, Chairman’s Team Meeting, March 2012.
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Membership Development Strategy

Performance indicators 

•	 Focus/pilot MOs Performance Assessment (PA) 2015 and 2018 results improved from 2012 and 2015.  MO Performance Assessments 
will focus on the overall health of the organization, including the quality of GG/GS and the diversity of the membership. 

•	 Focus/pilot MOs increase their membership for the 2015 and 2018 censuses.

•	 All MOs, including new Members, have their training, learning and development schemes accredited by WAGGGS by 2020. 

•	 78 per cent of Associate Member Organizations (eleven out of the current 14) achieve Full Membership by 20207.

•	  WAGGGS establishes a ‘vision for volunteering’, making clear its commitment to supporting volunteers at MO and global level to 
present to the 2017 World Conference.

•	 WAGGGS defines its models of good practice on volunteer support and management, and models of participation for volunteers at a 
global level including clear volunteer role descriptions by the end of the 2012 – 2014 triennium.

Specific objectives  

•	 Understand what barriers exist to organizational membership, through research and analysis.

•	 Review and deliver a Membership Policy that facilitates innovation, diversity and growth. 

•	 Research and recommend a new organizational model that ensures the delivery of Vision 2020 and addresses methods of engagement 
of both Member Organizations and girls and young women in the 21st century.

•	 Review and revise related policies and procedures to make them clear, accessible and flexible for both current MOs and potential new 
organizational members.

Performance indicators  

•	 Recommend a new Organizational Membership Policy and deliver within the 2015 - 2017 triennium.

•	 Increase the number of MOs with membership of WAGGGS from 75 per cent in 2012 to 81 per cent by 2020.

7  As identified in the Regional Membership Development Strategies:  

Africa – Guinea and Cameroon; AP – Cook Islands, Tonga, Mongolia & Myanmar; Arab – Syria; Europe – Armenia; WH - Aruba, Suriname and Nicaragua.

8  As identified in the Regional Membership Development Strategies:  

Africa – South Sudan, Mozambique, Ethiopia and Gabon; AP – Tonga, Myanmar and an additional country to be confirmed; Arab – Palestine, Iraq and Saudi Arabia; Europe – three countries to be confirmed.  

Strand 2 
Reviewing and improving pathways to organizational membership  

The key aims of this strand are to:

•	 Review existing pathways to organizational membership in order to understand what barriers 
exist so that new organizational models can be explored that have the potential to grow 
membership.

•	 Increase the number of Associate or Full Member Organizations from 145 to 158 (increasing 
our reach of countries recognized by the UN from 75 per cent to 81 per cent) by 2020 through 
learning from the review of pathways to organizational membership8.

•	 Ensuring MOs have attractive, diverse and accessible educational programmes that develop life skills for members to have the character, 
confidence and courage to have a head start in life and make a difference in their world.

•	 Supporting MOs to have training, learning and development programmes that are of a consistently high standard.

•	 Further developing the image and reputation of WAGGGS as a high-performing, volunteer-led organisation, recognized for its gender 
expertise, such that it becomes the organisation of choice for girls and volunteers.
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Membership Development Strategy

Specific objectives  

•	 Research whether the current membership model is a reason that WAGGGS is reaching only one per cent of girls and young women.

•	 Develop and test other types of membership models that address these issues.  

•	 Support new pathways to membership within MOs by developing a best practice toolkit. 

Performance indicators  

•	 If the research suggests that WAGGGS is not reaching all girls and young women because of its current membership model:

	 1.  Introduce ideas for new pathways to membership at the 2014 World Conference, and

	 2.  Create a New Pathways to Membership Policy in the 2015 - 2017 triennium.

•	 Develop a new pathways to membership (within MOs) toolkit to roll out to MOs within the 2015-17 triennium.

Strand 3 

Conclusion 

Exploring potential new pathways of membership for girls and young women

The key aims of this strand are to:

•	 To explore whether new pathways to membership would bring WAGGGS closer to achieving 
its vision of reaching all girls and young women worldwide.

By delivering this Strategy, with the appropriate resources, WAGGGS aspires for membership of its MOs to reach 12 million by 2020. Even 
with 12 million members, WAGGGS will only be reaching 0.35 per cent of its potential members (up from the current reach of 0.25 per 
cent). To realise a major upward change in membership numbers and achieve Vision 2020, further research, analysis and exploration of the 
potential for new models of membership or engagement that could impact on WAGGGS’ reach of its target audience is needed. 

Through implementation of this Membership Development Strategy, WAGGGS will ensure that its resources are focused on supporting 
quality Girl Guiding and Girl Scouting and the ensuing growth in membership – both in terms of the number of MOs, and also the number 
of girls and young women who are members of Girl Guide / Girl Scout organizations.  Successful delivery of this Strategy will contribute 
significantly to the Movement achieving its vision and mission.  
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Membership Development Strategy

9  Membership data from 2012 census as agreed for quota calculations.

10  Note that some MOs have more than one type of delivery which accounts for the percentages adding up to more than 100 per cent.

11  Percentage of MOs within the region, not percentage of membership. 

12  List is subject to change

Region	 No. 	 Membership	 Percentage of MOs	 Girls-only, SAGNOs	 Target for	 Target 
	 of MOs	 2012	 within the region 	 and WAGGGS only	 introduction of	 membership 
		  from census9	 with school,  	 admitting boys	 new full Members	 by 2020 
			   community based 	 (WOAB)11	 by 202012 
			   or faith based  
			   GG/GS10 delivery	   

Africa 	 31	 876,129	 58% Community	 96% girls only	 Guinea	 2,000,000 
			   54% School	 4% SAGNOs	 and Cameroon 
			   33% Faith 	

Arab 	 14	 125,716	 78% Community	 50% SAGNOs	 Syria	 139,297		   
			   28% School	 50% girls only 
			   14% Faith	

Asia Pacific	 25	 3,079,498	 40% Community	 8% SAGNOs	 Cook Islands	 4,000,000 
			   68% School 	 92% girls only	 and Mongolia 
			   0% Faith	

Europe	 39	 1,103,986	 92% Community	 54% SAGNOs	 Armenia	 1,298,807 
			   10% School	 13% WOAB 
			   25% Faith	 33% girls only

Western 	 36	 3,337,938	 52% Community	 4% SAGNOs	 Suriname, Nicaragua	 To be 
Hemisphere			   72% School	 2% WOAB	 and Aruba	 confirmed 
			   25% Faith	 94% girls only

TOTAL	 145	 8,523,267	 			 

Appendix I:  Regional membership overview
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Membership Development Strategy

13  Membership data for all Regions from 2006, 2009 and 2012 census as agreed for quota calculations

	 Country	 Membership	 Membership	 Membership
	 per census 2006	 per census 2009	 per census 2012

BENIN 	 2,000	 2,000	 2,306

BOTSWANA	 9,825	 9,825	 9,825

BURKINA FASO 	 12,753	 12,753	 16,333

BURUNDI 	 11,034	 11,034	 12,929

CAMEROON 	 1,033	 1,033	 5,350

CENT AFR REP 	 8,879	 8,879	 7,125

CHAD	 6,450	 6,450	 7,112

CONGO BRAZZAVILLE	 1,413	 2,145	 5,770

COTE D’IVOIRE	 1,900	 1,900	 4,146

D R CONGO	 1,100	 11,797	 13,958

GAMBIA THE	 11,777	 17,104	 17,395

GHANA	 7,835	 13,467	 19,191

GUINEA	 4,000	 3,489	 4,880

KENYA	 158,810	 158,810	 159,399

LESOTHO	 1,783	 4,312	 6,172

LIBERIA	 1,180	 1,995	 7,297

MADAGASCAR	 25,152	 30,499	 44,048

MALAWI	 11,044	 49,538	 54,144

MAURITIUS	 776	 1,162	 935

NAMIBIA	 1,278	 1,198	 1,680

NIGERIA	 113,726	 133,326	 120,000

RWANDA 	 9,284	 11,140	 12,492

SENEGAL 	 2,071	 2,071	 5,121

SIERRA LEONE	 2,026	 2,026	 1,460

SOUTH AFRICA	 27,164	 28,139	 27,449

SOUTH SUDAN			   9,562

SWAZILAND	 2,100	 3,604	 3,558

TANZANIA	 30,376	 71,065	 71,236

TOGO 	 2,700	 3,080	 3,236

UGANDA	 112,371	 112,371	 174,219

ZAMBIA	 11,920	 23,418	 23,531

ZIMBABWE	 15,278	 15,278	 24,270

 			 

Total	 609,038	 754,908	 876,129

24 per cent growth between 2006 and 2009, and a 16 per cent growth from 2009 to 2012.

Appendix II:  Regional membership overview13

Africa Region
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	 Country	 Membership	 Membership	 Membership
	 per census 2006	 per census 2009	 per census 2012

AUSTRALIA	 29,811	 29,046	 25,077

BANGLADESH	 52,567	 58,535	 93,323

BRUNEI DARUSSALAM	 1,677	 1,677	 1,677

CAMBODIA	 1,425	 3,546	 4,551

COOK ISLANDS	 893	 611	 700

FIJI 	 2,081	 2,828	 5,531

HONG KONG	 55,145	 56,618	 59,030

INDIA	 1,305,028	 1,524,800	 1,780,545

JAPAN	 49,447	 42,742	 34,927

KIRIBATI 	 500	 690	 2,833

KOREA	 68,006	 55,466	 45,139

MALAYSIA	 73,915	 71,764	 52,858

MALDIVES	 7,307	 7,068	 9,474

MONGOLIA	 1,050	 921	 1,500

NEPAL	 15,740	 20,794	 22,061

NEW ZEALAND	 17,635	 13,220	 13,220

PAKISTAN	 48,253	 51,328	 110,826

PAPUA NEW GUINEA 	 1,224	 1,985	 3,410

PHILIPPINES	 713,777	 599,931	 692,629

SINGAPORE	 12,334	 11,494	 9,268

SOLOMON ISLANDS 	 697	 697	 697

SRI LANKA	 37,057	 22,381	 32,817

TAIWAN	 20,264	 20,260	 17,436

THAILAND	 28,911	 29,566	 57,731

TONGA 	 200	 260	 2,238

			 

Total	 2,544,944	 2,638,955	 3,079,498

AP Region

Appendix II:  continued

Three per cent growth from 2006 to 2009, and 16 per cent from 2009 to 2012.
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	 Country	 Membership	 Membership	 Membership
	 per census 2006	 per census 2009	 per census 2012

BAHRAIN	 1,556	 2,407	 2,647

EGYPT	 44,300	 39,995	 39,995

JORDAN	 9,080	 9,080	 9,080

KUWAIT	 9,025	 9,025	 15,000

LEBANON 	 6,615	 6,772	 6,772

LIBYA	 4,325	 4,325	 4,500

MAURITANIA14	 500	 500	 500

SUDAN15	 17,350	 34,000	 15,580

OMAN 	 6,831	 7,991	 2,600

QATAR	 2,368	 2,515	 3,480

SYRIAN ARAB REP	 1,020	 1,341	 1,341

TUNISIA	 7,298	 7,336	 7,336

UNIT ARAB EMIRATES	 2,124	 4,980	 5,120

YEMEN 	 18,649	 13,972	 11,765

Total	 131,041	 144,239	 125,716

Arab Region

Thus, a 10 per cent growth between 2006 and 2009 and a 13 per cent decline from 2009 to 2012

14  Mauritania membership figures are based on the minimum number of members as per the existing Membership Policy, as there has been no census return over last decade. 		

15 Sudan 2009 figure reflects their 2009 census figures, not the quota figures due to the change in membership from July 2011 when South Sudan became a separate country. 			 

Appendix II:  continued
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	 Country	 Membership	 Membership	 Membership
	 per census 2006	 per census 2009	 per census 2012

ARMENIA	 1,514	 1,240	 1,065

AUSTRIA	 10,301	 10,075	 9,983

BELARUS	 1,670	 1,425	 1,224

BELGIUM 	 59,268	 60,924	 56,879

CYPRUS	 2,763	 1,754	 1,754

CZECH REPUBLIC 	 19,948	 19,737	 19,143

DENMARK 	 18,893	 17,576	 17,403

ESTONIA	 776	 586	 639

FINLAND	 32,278	 26,994	 23,450

FRANCE 	 60,327	 71,601	 41,335

GEORGIA	 805	 69	 192

GERMANY 	 47,688	 51,719	 51,749

GREECE	 10,682	 8,756	 6,589

HUNGARY	 683	 685	 654

ICELAND	 1,582	 1,926	 2,048

IRELAND 	 13,837	 15,439	 15,935

ISRAEL	 11,268	 11,268	 11,268

ITALY 	 84,303	 85,052	 86,114

LATVIA	 293	 356	 371

LIECHTENSTEIN	 318	 342	 331

LITHUANIA	 1,370	 991	 652

LUXEMBOURG	 2,093	 1,869	 1,649

MALTA	 1,191	 1,139	 1,130

MONACO	 23	 22	 22

NETHERLANDS	 54,663	 53,308	 53,796

NORWAY 	 14,443	 12,968	 11,792

POLAND 	 76,718	 76,718	 49,304

PORTUGAL	 3,157	 3,011	 3,038

ROMANIA 	 1,000	 1,014	 1,195

RUSSIA	 2,175	 1,997	 1,997

SAN MARINO	 129	 127	 98

SLOVAK REPUBLIC	 3,210	 2,675	 2,621

SLOVENIA	 4,173	 4,234	 4,373

SPAIN 	 7,559	 6,785	 6,785

SWEDEN	 42,482	 39,166	 28,546

SWITZERLAND	 20,177	 19,338	 19,179

TURKEY	 2,883	 14,457	 14,457

UKRAINE	 728	 162	 287

UNITED KINGDOM	 552,603	 516,737	 554,939

Total	 1,169,974	 1,184,205	 1,103,986

Europe Region

One per cent growth between 2006 and 2009, and a four per cent decline from 2009 to 2012

Appendix II:  continued
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	 Country	 Membership	 Membership	 Membership
	 per census 2006	 per census 2009	 per census 2012

ANTIGUA & BARBUDA	 608	 689	 662

ARGENTINA	 3,251	 4,080	 4,826

ARUBA	 306	 309	 304

BAHAMAS	 2,732	 2,646	 2,351

BARBADOS	 3,290	 3,290	 2,668

BELIZE 	 412	 590	 532

BOLIVIA	 390	 255	 221

BRAZIL	 4,454	 9,899	 10,789

CANADA	 116,206	 90,052	 90,642

CHILE	 17,572	 17,289	 19,337

COLOMBIA	 706	 170	 291

COSTA RICA	 4,214	 5,503	 5,414

DOMINICA 	 533	 866	 962

DOMINICAN REP	 507	 358	 348

ECUADOR	 144	 179	 124

EL SALVADOR	 259	 804	 499

GRENADA 	 1,518	 1,518	 2,288

GUATEMALA	 998	 418	 418

GUYANA	 1,121	 1,121	 1,787

HAITI	 1,362	 1,701	 1,582

HONDURAS 	 5,484	 5,902	 142

JAMAICA	 5,903	 5,903	 6,427

MEXICO	 5,196	 6,926	 2,514

NETH ANTILLES	 344	 344	 255

NICARAGUA 	 707	 2,645	 2,213

PANAMA	 728	 956	 1,026

PARAGUAY	 329	 382	 178

PERU	 5,500	 2,989	 2,780

ST CHRIS & NEVIS	 290	 290	 158

ST LUCIA 	 2,100	 1,643	 961

ST VIN & GRENADINES	 1,456	 1,685	 2,066

SURINAME 	 472	 307	 323

TRINIDAD & TOBAGO	 2,545	 3,743	 2,886

URUGUAY 	 71	 71	 71

USA    	 3,578,760	 3,334,946	 3,169,371

VENEZUELA	 655	 626	 522

Total	 3,771,123	 3,511,095	 3,337,938

Western Hemisphere Region

Seven per cent decline between 2006 and 2009, and a five per cent decline from 2009 to 2012

Appendix II:  continued
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Appendix III:  Performance Assessment 2012 (PA12)

At national level:  

•	 To support the strategic planning process.

•	 To help review growth in the last three years. 

At regional level (Regional Committees):  

•	 To observe trends and implications for the Region.

•	 To identify and discuss strengths and weaknesses in the Region.

•	 To make strategic decisions that will move the region forward.

•	 As a tool to help Regional Committees make well informed decisions.

At global level (World Board):  

•	 To observe trends and implications for the world strategy.

•	 To make strategic decisions that will move Girl Guiding and Girl Scouting forward.

•	 As a tool to help the World Board make well informed decisions.

WAGGGS’ Performance Assessment is a self-evaluation tool which measures the performance of our Member Organizations and Component 
Associations (referred to as ‘MOs’ solely in the rest of this appendix). It allows MOs to reflect on the growth of their Organization, to provide 
an overview of the health of the membership at all levels, enable plans/resources/support to be made based on need, and supports 
WAGGGS to make decisions on the allocation of resources, and plan its strategic direction. 

This data is used in multiple ways:

The Performance Assessment is carried out every three years. 2012 was the sixth time we have asked MOs to self-evaluate. The 
Performance Assessment does not currently ask for census data used to capture quota information. However, it does record the total female 
membership as of the 31 December of the previous year (so, 31 December 2011, for PA12), as well as the number of female leaders and 
female members aged under 19 years. 

The results in 2012 are based on 118 responses from 145 Member Organizations and Component Associations. This is a response rate of 81 
per cent of all Members.  

Results can be shown both by individual score for a Member Organization and by core area. 
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16  Africa Region also working with South Sudan, who used to be part of Full Member Association Sudan (Arab Region).

Category	 Definition	 Africa16	 Arab	 Asia Pacific	 Europe 	 Western  
						      Hemisphere  

Current 	 An MO currently	 Botswana		  Kiribati  		  St Kitts and Nevis 
Suspension	 suspended by 					     Uruguay -  
	 WAGGGS for 					     recommendation 
	 performance of 					     for cancellation 
	 non-payment 					     to go to 
	 of quota					     World Conference  
						      in 2014

MOs which 	 WAGGGS has			   Samoa (2008),  
WAGGGS 	 cancelled			   Tuvalu (2005), 
has cancelled 	 membership			   Vanuatu (2008) – 
				    inactive MOs that  
				    did not meet the  
				    minimum criteria  
				    under the 6 core  
				    areas, cancelled  
				    after WAGGGS  
				    worked for  
				    10 years  
				    to revive guiding		

MOs which 	 The MO			   Indonesia – left  
have left 	 voluntarily			   WAGGGS and 
WAGGGS 	 opted to leave			   moved to single 
without being 	 WAGGGS			   membership 
cancelled 				    with WOSM only 
(since 2000)	 			   (17 February  
				    2001)

Associate 	 A country working	 Cameroon (1972)	 Mauritiana (1996)	 Cook Islands	 Armenia (2002),	 Suriname (1972), 
Membership 	 towards	 & Guinea (1999)	 and Syria 	 (1993), 	 Georgia (1999),	 Aruba (1993)  
status	 Full Membership	  	 (2008 – not yet 	 Mongolia (2005),	 Lithuania (2008- 
                                                                                                                                                not yet due fot	 and Nicaragua 
			   due for full)	 Solomon Islands	 full) and Ukraine	 (1981)   
				    (1987) and Tonga	 (1999) 	  
						    

Country, State 	 A country officially		  Palestinian	 Myanmar 
or Territory 	 working towards		  territories 
working towards 	 Associate 
Associate 	 Membership 
Membership

Appendix IV:  Current membership scope

This table subdivides the remaining countries where we do not have full membership, into eight different categories.



WORLD ASSOCIATION OF GIRL GUIDES & GIRL SCOUTS 20

Membership Development Strategy

17  List subject to change.

18  List subject to change.

Category	 Definition	 Africa16	 Arab	 Asia Pacific	 Europe 	 Western  
						      Hemisphere  

Potential 	 Countries where	 Ethiopia, Mali,	 Iraq and 
Member 	 WAGGGS is	 and Niger	 Saudi Arabia 
Countries 	 working to  
	 formally establish  
	 or re-establish  
	 Guiding 
		      		
Countries where 	 Countries where	 Gabon and		  China, 	 Azerbaijan, 
we have 	 there is some	 Mozambique		  Afghanistan,	 Albania 
some contact17	 exchange, but no			   Laos,	 and Kosovo 
	 formal agreement			   Federated States 
	  			   Of Micronesia,  
				    Macau, Vietnam  
				    and Kazakhstan
	
Countries where 	 Any other country	 Angola, Gabon,	 Algeria and	 Bhutan,	 Bulgaria, Moldova,	 Cuba 
we have 	 where we have	 Guinea Bissau,	 Morocco	 East Timor, Iran,	 Macedonia  
no contact18 	 no contact	 Cape Verde,		  Kyrgyzstan,	 (former Yugoslav 
	  	 Sao Tome and		  Tajikistan,	 Republic of 
		  Principe and 		  Turkmenistan	 Macedonia - 
		  the Seychelles		  Uzbekistan, 	 FYROM), Serbia, 
				    North Korea, Iran,  	Montenegro, 
				    Timor-Leste,  	 Bosnia and 
				    Marshall Islands, 	 Herzegovina 
				    Nauru, and Palau	 and Croatia	

Appendix IV:  Continued
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Appendix V:  WAGGGS’ Support to MOs in the six core areas

This table documents current ways WAGGGS supports Member Organizations19.

19  Table documents a number of larger examples of how WAGGGS supports its MOs but list is not exhaustive.
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Appendix VI:  Market reach - Female population figures compared with   
                        WAGGGS membership 
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20  Source: The World’s Women and Girls 2011 data sheet, Population Reference Bureau.

21  Source: The World’s Women and Girls 2011 data sheet, Population Reference Bureau.
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WAGGGS terms	 Definition

MO (Member Organization)	 A National Organization that has been recognized as a Member of the World Association of Girl 
Guides and Girl Scouts.

SAGA	 A Scout and Guide Association

SAGNO	 Scout and Guide National Organizations, National Organizations in which males are members of 
WOSM and females are members of WAGGGS.

Federation	 A National Organization comprised of two or more Component Associations.

Co-education	 The system of delivery in which both girls/women and boys/men attend the same units. 

Girls only	 The system of delivery in which girls/women attend separate units to boys/men’s units.

WAGGGS only admitting boys	 WAGGGS’ World Board recognizes that boys and men are involved in some Member Organizations 
and that this involvement takes various forms.  The World Board accepts the frameworks in place as 
of January 1, 2010, specifically,

	 •	 All Member Organizations who have been accepted into Membership of WAGGGS with boys 
within their membership will continue to hold Membership of WAGGGS.  They may continue to 
count boys as members if they wish to do so.  This includes any SAGNO Member Organization 
whose male membership has been accepted as WAGGGS’ members prior to January 2010.  

	 •	 Any Associate Member Organization meeting the preceding condition will be allowed to obtain 
Full Membership. 

	 •	 Member Organizations may have adult males as members.

	 WAGGGS’ World Board confirms it will continue to allow boys and men who are members of 
WAGGGS Member Organizations to participate fully in Conferences and in events as appropriate, but 
only women may hold positions of elected leadership within WAGGGS.

Community based	 Girl Guiding/Girl Scouting run by volunteers at a local community level in community facilities.

School based	 Girl Guiding/Girl Scouting run through units in based in schools by teachers and educators.

Faith based	 Girl Guiding/Girl Scouting run through units in faith based institutions (churches, etc.).

Census	 WAGGGS’ collection of membership figures from across Member Organizations organised every 
three years during the year preceding the World Conference.

Performance assessment	 Every three years Member Organizations complete a self-assessment, indicating their progress 
against the six key areas of the development of high quality Girl Guiding/Girl Scouting. These are; 
Educational Programme, Adult training, Membership, Structure and Management, Relationship to 
Society and Finance.

Quota	 The membership fee which Member Organizations are required to pay annually to WAGGGS. The 
amount for each year is agreed in advance by the World Conference.

Appendix VII:  Glossary of Terminology 
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WAGGGS terms	 Definition

Country working towards	 National Organizations Working Towards Membership receive help from WAGGGS through the 
membership (CWTM) 	 World Bureau, or the Regional Committees, thus enabling them to progress and fulfil the 

requirements of Membership as soon as possible.

Associate membership	 A National Organization must have a Constitution approved by the World Board; adopt the Method 
of the Girl Guide/Girl Scout Movement; incorporate the Trefoil in its badge and develop training 
programmes for leaders, as well as programmes suited to the needs of the girls and young women 
in its country. It must have sound finances, and a structure which can support further development. 
Applications for Associate Membership are considered by the World Board once a year, to be ratified 
at the following World Conference.

Full membership	 A National Organization must have a Constitution approved by the World Board; adopt the Method 
of the Girl Guide/Girl Scout Movement; incorporate the Trefoil in its badge and develop training 
programmes for leaders, as well as programmes suited to the needs of the girls and young women 
in its country. It must have sound finances, and a structure which can support further development. 
It must also have a well-developed organization at national level, good training programmes, and 
sufficient resources to enable it to support the work of WAGGGS. Applications for full Membership of 
WAGGGS are considered every three years at the World Conference.

Mission 	 WAGGGS’ Mission is: to enable girls and young women to develop their fullest potential as 
responsible citizens of the world.

Vision	 All girls and young women are valued and take action to change the world. Together the Vision and 
the Mission uphold and strengthen the inherent principles of Girl Guiding and Girl Scouting. Olave 
Baden-Powell urged the Movement to ‘create a better world and brighter future for the youth of 
tomorrow’; an aspiration as relevant today as it was one hundred years ago.

Volunteer	 A person who works for an organization without being paid.

	 A person appointed by the World Board to act on its behalf in the administration of funds 
or property. The trustee may be given discretion as to how the funds or property are to be 
administered, or may be a custodial trustee, holding legal title to the funds or property but acting 
only on the instructions of the World Association. 

WOSM	 World Organization of the Scout Movement

WAGGGS	 World Association of Girl Guides and Girl Scouts

Regions 	 A geographical area defined by the World Board. WAGGGS five regions are:

	 •   Africa

	 •   Arab

	 •   Asia Pacific

	 •   Europe

	 •   Western Hemisphere
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SUPPORTING OUR WORK WORLDWIDE…

Help transform the lives of girls and young women today

Empowering girls and young women is the key to real change. Help enable millions 
of girls and young women to become agents of change themselves: impacting their 
homes, their communities, their countries and our world.

By supporting The Global Girls Fund you will help provide girls and young women 
worldwide with programmes that equip them with self-confidence, leadership and 
advocacy skills and opportunities.

CHANGE HER FUTURE. CHANGE OUR WORLD.
Pledge your support today at www.theglobalgirlsfund.com or email us 
on enquiries@theglobalgirlsfund.com to find out how you can get 
involved.

Registered Charity No.306125 in England and Wales

Send us your comments
If you would like to write to the editor, please email 
ourworld@wagggs.org or write to:  
Communications team, World Bureau, Olave Centre, 
12c Lyndhurst Road, London NW3 5PQ. 

WORLD ASSOCIATION OF GIRL GUIDES AND GIRL SCOUTS
World Bureau, Olave Centre
12c Lyndhurst Road, London NW3 5PQ, England

telephone:+44 (0)20 7794 1181
facsimile: +44 (0)20 7431 3764
e-mail: ourworld@wagggs.org
www.wagggs.org


