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VIR EXECUTION OF SOUND
PusLic Rerations

A.K.A.—PUBLIC IMAGE

PLANS, PROGRAMS
ACTIVITIES & ACTION

At all levels of Rotary (Zone, District, Club & Rotarian: Z-D-C-R)




PREVIEW SHOTS

OF COMING ATTRACTIONS!

1-Develop a District & Club PR structure

. PR Chair and Committee and District and Club levels
. News Bureau

. Club and District Spokesperson

. Crisis management planning

2-Get a handle on exactly who or what you are promoting

. Rotary as an organization

. Our theme

. Our programs

. QOur members, clubs and projects

3-Deve|op your key messages

Rotary as a global organization, and network of leaders

An organization working for world peace; and committed to polio eradication
Improving literacy and education; helping at-risk youth

Bringing clean water, improving health and hunger situations around the world
Doing great community service at home
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PREVIEW SHOTS

OF COMING ATTRACTIONS!

4.Learn the art of story telling

. Where and how to share those stories
. Sharing stories can lead to great PR results
. Sharing stories can lead to improved internal indicators: i.e. participation and giving

5.Use those valuable Rotary PR Resources

. Humanity In Motion

. How-to PR Guides and other tools
. The PR Section of the Rl Web site
. District PR Grants

6-Put those PR tools into action

. Traditional and non-traditional
. Create the hook—set the bait—and reel them in!
. Target younger audiences and non-Rotary business and professional leaders

. Use PR to achieve membership growth




WHAT DEFINES OUR HOTARY IMAGE?

Projects *Politics *Leadership * TV * Newspaper coverage * Magazine articles
Radio * PSAs * Digital (Web, E- & Social Media) * Partners * Contributors *
Signs on highways * Beneficiaries * Other nations * Word of mouth * Movies.

*

\ [

remember the fiim:“BODY GUARD”

Starring Whitney Houston & Kevin Costner
Is this an appropriate image for today’s Rotary?
Is Rotary more inclusive than this image intimates?




THE GROWING IMPACT OF PR
ON THE ROTARY LANDSGAPE

* PR now an integral Long Range Plan component
* PR supports community service projects
* PR supports international service projects
* PR supports membership retention
* PR supports membership acquisition
* PR supports Rotary presence at home

PR is a growing Rl initiative

PR is one of the current LR Plan elements
PR supports community service projects
PR supports international service projects
PR supports membership retention

PR supports membership acquisition

PR supports Rotary presence at home
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FIRST: THE CHALLENGES!

CURVE IN

FACING DISTRICT, CLUBS &

CLOSED DOORS: _ *
FEW RELATIONSHIPS: @
LACK OF SHARING:

COMPLIANCE ISSUES: n.-
LACK OF AWARENESS

IS RI BEHIND THE ﬁ?

* ARE CLUBS BEHIND THE CURVE?

ROTARIANS

o0
SU

PR?

CLOSED DOORS: Clubs continually complain that they routinely submit Rotary
related articles to their local newspaper, but these articles rarely get printed!

FEW RELATIONSHIPS:

Clubs rarely focus on developing relationships with

members and potential members who are professionals in the media, in PR and

marketing.

LACK OF SHARING:
tw aadzZ00Saa
COMPLIANCE ISSUES:

For some reason, most clubs are hesitant in sharing their
aAauzZNASae gAUK Z2Z0KSNJ Of dzoaz
Most clubs are not aware of the importance of the RI

emblem and the guidelines that clubs are required to follow when using the Rotary
wheel and other Rotary program logos.
LACK OF INTERNAL AWARENESS:
Did you know that Rotary International
has its own YouTube Channel?
IS RI REALLY BEHIND THE

CURVE IN

PR? RIlis using the Internet to reach out

to wider audiences and encourages clubs to do the same.
ARE CLUBS BEHIND THE CURVE? What online

activities has your club successfully

used to create awareness about Rotary?

2
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UNDERSTANDING OUR KEY MESSAGES?

FINDING STORIES TO SHARE?

UNDERSTANDING AVAILABLE PR RESOURCES AND TOOLS?
ARE YOU PREPARED FOR A CRISIS?

ARE YOU READY TO FACE THE MEDIA?

ALUMNI—WHO ARE THEY?
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KEY MESSAGES? Do clubs and districts understand the key Rl and local PR
messages that should be conveyed?
FINDING STORIES TO SHARE? Do clubs and districts understand how to
find the stories that should be promoted and shared via PR execution tools?
UNDERSTANDING PR RESOURCES AND TOOLS? Do clubs and
dri]stric’:)ts know what resources and tools are available to theand how to execute
them?
ARE YOU PREPARED FOR A CRISIS? As a District Governor or club
president, you must be prepared with a plan of action in the event that your district
or club experiences a crisis situation requiring your immediate attention.
ARE YOU READY TO FACE THE MEDIA? If your club has been

faced with such a situation, what

immediate steps were

planned to handle inquiries by

the media?
ALUMNI i WHO ARE THEY?

RI makes big investments in Peace

Scholars, Ambassadorial Scholars,

GSE members and others.

What efforts are made to

promote as well as invite Alumni

to speak to your

members and invite them to join?
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AND NOW, THE RESPONSE!

ROTARY’S

PUBLIC IMAGE RESOURCE GROUP

&

RESULTING IN ZONE, DISTRICT & CLUB

PR BEST PRACTICES
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WHEN DID THIS ALL START?

FRANK DEVLYN, RI PRESIDENT, 2000-01

PR as a Rotary emphasis may not have started with the era of
“Frank Talk,” but it sure was resurrected as a Rotary focus at
the pivotal start of this Millennium...with this great theme.
Thanks Frank!

TAKE ACTION
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TIME FOR ANOTHER
PR JUMP-START

USING Z-28
BEST
PRACTICES




PR BEST PRACTICE #1

Develop a District and
Club PR

STRUCTURE
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DISTRICT & CLUB PR STRUCTURE

v e

SEVEN PR BUIDING BLOCKS

APPOINT a District PR Chair
APPOINT a District PR Committee (one person can not do it alone)
REPLICATE THE SAME STRUCTURE AT YOUR CLUB LEVEL!

RECRUIT local PR & Marketing professionals who are Rotarians to
serve

DEVELOP a District News Bureau (central news distribution point)
DEVELOP a District PR Spokesperson (at club level as well)
DEVELOP a District & Club PR Crisis Management Plan

NN P

APPOINT a District PR Chair

APPOINT a District PR Committeerfe personcan not do it alone)
REPLICATE THE SAME STRUCTURE AT YOUR CLUB LEVEL!
RECRUIT local PR & Marketing professionals who are Rotarians to serve
DEVELOP a District News Bureaeéntral news distribution point)
DEVELOP a District PR Spokesperson ¢aib levelas well)

DEVELOP a District & Club PR Crisis Management Plan
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DISTRICT & CLUB PR STRUCTURE

WHAT KIND OF
PEOPLE
DO YOU LOOK
FORTO FILL A
PR COMMITTEE?

* ASK THE NEWSPAPER or media professional member to be a liaison.
* FIND PEOPLE WHO ARE outgoing, networked and can communicate.

* ASSIGN SPECIFIC TASKS to the PR committee and create goals.

ASK THE NEWSPAPER = or professional media person in your club to be a _

fAFLAAa2ys o0dzi R2YyQl 2dzald GdzZNy A4 20SN) G2

something outside of their profession.

FIND PEOPLE WHO ARE  outgoing, networked, good communicators, and who
would make Rotary promotion a priority.

ASSIGN SPECIFIC TASKS to the PR committee or create goals such as
assuring the Rotary club name is in front of the public at least once a month.
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DISTRICT & GLUB PR STRUGTURE

WHAT ARE THE
ROLES OF THE
SPOKESPERSON?

» CREATES a positive image for Rotary.

* CONVEYS accurate information.

» DESCRIBES how project addresses a community need.
* RELATES connections to international projects.

» ESTABLISHES Rotary as the primary focus.

e ASSUMES LEADERSHIP role for all key messaging.
¢ ASSUMES LEADERSHIP in crisis management.

CREATES a positive image for Rotary.

CONVEYS accurate information to media and other audiences.

DESCRIBES how the project or event addresses a community need or larger
news trend.

RELATES connections to international projects if possible (i.e. fundraiser for polio
eradication).

ESTABLISHES the Rotary club and Rotarians as the primary focus of the topic.
ASSUMES LEADERSHIP  role for all major public arena messaging, including
crisis management.
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PR BEST PRACTICE #2

Get a handle on exactly
who or what you are

PROMOTING
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HERE IN 2011, WHO AND WHAT
ARE WE PROMOTING?

Try these on for size...

- BiggerBetterBolder-cLuss

- BiggerBetterBolder-coats

- BiggerBetterBolder-prosEcTs
- BiggerBetterBolder-resuLrs
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PROMOTING OUR ORGANIZATION
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PROMOTING OUR ANNUAL THEMES

&

BUILDING COMMUNITIES
BRIDGING CONTINENTS
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PROMOTING OUR THEMES & EVENTS

INTERNATIONAL CONVENTION

Reach Within to Embrace Humanity NEW ORLEANS USA

21-25 MAY 2011
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® PROMOTING THE PROGRAMS OF ®

i e

World Community Rotary Rotary
Service Volunteers Community Corp

WAL

ety

Rotary Friendship
Exchange Rotary Fellowships
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