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Public Image Award 2026 Entry

The Rotary District 5040 Public Image Award recognizes a club demonstrating leading management and skills in building Public Image or Brand and practicing effective Public Relations to achieve that outcome or impact. Winning entries may be used as models for other clubs.

Entries may include management of Public Image and Public Relations for your club overall or for a specific project for which there were measurable results completed in the period January 1, 2025 to May 1, 2026 (program or project could have started prior to that period but be substantially completed in this time frame).

Your Public Image Award 2026 entry, below, needs to be completed and submitted by May 15, 2026 this award. Complete the entry form and send it with your supporting documents to Mary Anne Velayo (Burog) at mbvelayo@gmail.com. with the subject, “Rotary District 5040 Public Image Award”. With no District Conference this year, the award recipient will be announced at the Installation of Dean Hsieh as District Governor on Saturday, June 27, 2026.

If you have any questions or concerns, please contact District Awards Chair Mary Anne Velayo at mbvelayo@gmail.com. 
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1. Club Information
Club Name:							President (2025–26): 
Primary Contact for Submission: 
Email of Contact: 							Phone of Contact:
Date of entry:

2. Project or Initiative Title
Title of Public Image / Communication Initiative:

3. Summary of Initiative (150–200 words)
Provide a concise overview of the project, including purpose, audience, and key communication methods used.
Summary:






4. Goals & Objectives
What did your club aim to achieve? (Check all that apply)
☐ Increase Rotary’s visibility in the community
☐ Improve brand consistency
☐ Strengthen online presence (website, social media, video)
☐ Support membership growth
☐ Promote a specific project or cause
☐ Build relationships with local media
☐ Other: 

5. Description of Activities
Describe the communication tools, platforms, and strategies used.
Examples to include any or all of:
· Social media campaigns
· Website updates
· Press releases / media coverage
· Video storytelling
· Printed materials (posters, banners, brochures)
· Community outreach events
· Partnerships with local organizations
Description:




6. Results & Impact
Provide measurable outcomes whenever possible.

Quantitative Results (if available)
	Metric
	Before
	After
	Change

	Website visits
	
	
	

	Social media reach
	
	
	

	Engagement rate
	
	
	

	Media mentions
	
	
	

	Membership inquiries
	
	
	



Qualitative Results
Examples: community feedback, partner testimonials, member engagement, visibility at events.







7. Alignment with Rotary’s Public Image Priorities or Rotary Action 4 Priorities???
Explain how the initiative reflects Rotary’s brand, values, and People of Action messaging.




8. Budget & Resources
List a summary of any costs and note volunteer contributions.
· Total cost: CDN$
· Volunteer hours contributed: 
· In‑kind support (if any): 


9. Supporting Materials (optional)
Attach or link to:
· Photos
· Videos
· Social media posts
· Website pages
· Press articles
· Templates or graphics used

SEE DESCRIPTION AND SAMPLE ENTRY BELOW



Suggestions for your Rotary District 5040 
Public Image Award entry

Rotary’s Public Image is the result of marketing, which is essentially about telling stories. Entries should demonstrate through the communications used why and how stories are told, to whom they are told and when and where they are told.

· Internal Communications that create awareness and influence opinion or behavioral change among members, focused on Rotary culture or change management, or about improving member understanding and alignment with the club’s strategy or direction
· Marketing to promote membership, events or community service to members and external audiences, through a variety of communications such as advertising, events, website and social media to build brand awareness, influence opinion and motivate audience behaviours.
· Customer Relations may include strategies or ongoing programs targeted at members, sponsors and community groups to educate, inform, engage or otherwise connect the club and its members to groups which are stakeholders in club strategy. 
· Media Relations may include strategies or ongoing programs that use of news media (includes print and/or online) as the primary channel to reach target audiences and seek to influence awareness, understanding and opinion or motivate action, with a focus on the quality of media coverage and its impact on the organization rather than just quantity of media stories.
· Community Relations may include a one-time or an ongoing program that enhances stakeholder understanding of issues affecting the club or Rotary within the community and seeks to build trust and credibility with stakeholder groups generally through consultation and other communication-based activities such as formal and informal meetings, town hall discussions, workshops, presentations, open houses, and electronic or printed material

Example of a Public Image Award entry 
based on this entry form

Project Title
“Rotary in Action: Elevating Community Awareness Through Integrated Public Image Strategy”

Club Name
Rotary Club of Exampleville

1. Project Summary (150–200 words)
In 2024–25, the Rotary Club of Exampleville launched a coordinated public image strategy to increase community awareness of Rotary’s impact and attract new members. The initiative combined digital storytelling, consistent branding, and community‑focused messaging across multiple platforms. The club produced a series of short videos highlighting local service projects, redesigned its website for clarity and accessibility, and implemented a monthly “Rotary Impact Spotlight” campaign featuring members, partners, and beneficiaries.
The club also strengthened its presence in local media by submitting press releases for major events, resulting in five published articles in regional newspapers. Social media engagement increased significantly through the use of branded templates, project‑based photo albums, and boosted posts during key campaigns such as World Polio Day and the Food Bank Drive.
This integrated approach not only improved public awareness but also strengthened partnerships with local organizations and contributed to a 12% increase in membership inquiries. The project demonstrates how strategic communication can amplify Rotary’s story and inspire community participation.

2. Goals & Objectives
· Increase community awareness of Rotary’s local impact
· Strengthen brand consistency across all communication channels
· Improve engagement on social media and website platforms
· Support membership growth through clear, compelling storytelling
· Build stronger relationships with local media and community partners

3. Activities & Implementation
Digital Presence
· Redesigned website using Rotary branding guidelines
· Added project pages with photos, metrics, and member quotes
· Implemented Google Analytics to track engagement
Social Media
· Created branded templates for announcements and project updates
· Posted 3–4 times weekly on Facebook, Instagram, and LinkedIn
· Produced 8 short videos showcasing service projects
Traditional Media
· Submitted 7 press releases; 5 were published
· Participated in two local radio interviews
Community Engagement
· Hosted a “Meet Rotary” open house promoted through social media ads
· Displayed Rotary banners and pop‑up signage at all service events

4. Results & Impact (Quantitative & Qualitative)
	Metric
	Before
	After
	Change

	Website monthly visits
	420
	1,150
	+174%

	Social media reach (monthly)
	6,200
	14,800
	+138%

	Engagement rate
	4.1%
	9.3%
	+127%

	Membership inquiries
	8/year
	18/year
	+125%

	Media mentions
	1/year
	5/year
	+400%



Qualitative Impact
· Community partners reported increased awareness of Rotary’s role
· Members expressed pride in improved storytelling and visibility
· Prospective members cited social media posts as their first point of contact

5. Alignment with Rotary’s Public Image Priorities
· Expanded our Reach in our community and region
· Used official Rotary brand guidelines consistently
· Highlighted people‑of‑action stories
· Focused on measurable community impact
· Ensured accessibility and inclusivity in messaging
· Strengthened Rotary’s reputation as a trusted community leader

6. Budget & Resources
· Social media ads: $300
· Website enhancements: $0 (volunteer‑led)
· Video production: $150 (equipment rental)
· Printing of banners/posters: $220
Total: $670

7. Sustainability & Future Plans
The club has established a Public Image Committee with defined roles for social media, website management, and media relations. Templates and workflows are now documented to ensure continuity. The club plans to expand video storytelling and collaborate with neighbouring clubs to share best practices.
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