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YOUR PRESENTER 

2 

Iôm so happy to be here! 

Jim Adamson 
Asst. Rotary Coordinator 

Zone 24 West 



Learn how to create the  

best  Rotary Brand Experience  

to improve  

Club Culture and  Retention !  

KEY OUTCOMES 



siegel + gale siegel + gale 
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Never 

Heard  

of Rotary 

Know  

Name Only 

Some 

Familiarity 

SURVEY SHOWSé 



Two key questions: 

1.Why did you JOIN  Rotary? 
 

2.What is the main reason you     
STAY  with Rotary? 

siegel + gale SURVEY 
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For friendship  30.0%  

To positively impact my community  35.5%  

 
Networking  opportunities  

 
18.7% 

Personal & professional recognition 4.3% 

Trainin g opportunities  3.3% 

To have positive impact globally 8.2% 

WHY JOIN? 
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For friendship  30.0% 38.4% 

To positively impact my community  35.5% 36.1% 

 
Networking  opportunities  

 
18.7% 

 
5.2% 

Personal & professional recognition 4.3% 2.3% 

Trainin g opportunities  3.3% 3.5% 

To have positive impact globally 8.2% 14.5% 

WHY STAY? 
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74.5% 



Who are our customers?  

PONDER THISé 
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OUR MEMBERS! 

What do our customers want?  



1. FRIENDS and CONTACTS  
2.   LOCAL  impact  
3.   ENGAGEMENT  of  skills and 
 passion  
4.   WORKING WITH LEADERS  

Radio Station - WIIFM  

OUR CUSTOMERS WANTé 



How do we 
attract new 
members? 

How do  
we retain 
members? 

You Need Both! 

ATTRACTION AND RETENTION   

Are we giving our customers what 
they want?  

The Rotary Brand Experience  



ROTARY BRAND EXPERIENCE 

Fun, inclusive, welcoming 

Friendships  

Relationships  

Service Projects 

What else?  

Every interaction as a Rotarian! 

 



CLUB SURVEY 
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How is the Rotary Brand 
Experience in your Club? 



Letôs invite Mary Smith , 
the owner of a local 

stationery store,  
to a club meeting. 

FIRST THE ASK  
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We are 1.2 million men and women in 

over 200 countries and geographic 

areas with 34,000 clubs globally.  We 

carry out humanitarian projects like 

PolioPlus our  flagship program!  

THE ñCLASSICò ELEVATOR SPEECH 
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For friendship  30.0% 

To positively impact my community  35.5% 

 
Networking  opportunities  

 
18.7% 

Personal & professional recognition 4.3% 

Trainin g opportunities  3.3% 

To have positive impact globally 8.2% 

REMEMBER WHY PEOPLE JOIN? 
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65.5% 



 Weôre a leadership organization of local 
business, professional and civic leaders.  

 
 We meet regularly, get to know each 

other, form friendships , & through that, 
weôre able to get things done in our 
community.    

A BETTER ANSWER 
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NOW THE QUESTION 
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Whatôs Rotary? 



Why  Rotary?  

THE NEXT QUESTION 
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Your club website! 
Your Facebook page! 

 
Do they reflect what  

you told Mary?   

THE NEXT STOP 
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WEBSITE AND FACEBOOK 

What is YOUR clubôs first impression? 



ROTARYôS VISUAL IDENTITY 



What story are you 
telling? 

Zone Public Image Chair 

Sean Hogan 
 

WEBSITE AND SOCIAL MEDIA CHECKUP 

shogan@buckleyhogan.com 
(w) 604 -635-3000  
Cell: 604-816-0926 

Peter Roaf  
District Public Image Chair  

mailto:shogan@buckleyhogan.com


 10 MINUTE BREAK 
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Whatôs Rotary? 



Mary visits  your Club. 
 

What is her experience?  

THE FIRST CLUB VISIT 
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You had me at ñHelloéò 

AT THE DOOR 



Remember diversity 
comes in shapes, sizes, 
colors, and religions 

THE MEETING BEGINS 



The first introduction 
to Rotary relationships  

and experiences 

THE GUEST INTRODUCTION 



WHAT DO GUESTS HEAR? 



THE BIG NO-NO 
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Will you marry me?  

Are you joining our club? 



 How did Mary feel? 

THE ROTARY BRAND EXPERIENCE 
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Part of everything we do! 



1. FRIENDS and CONTACTS  
2.   LOCAL  impact  
3.   ENGAGEMENT  of  skills and 
 passion  
4.   WORKING WITH LEADERS  

OUR CUSTOMERS VALUE 
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Insert guest experience video 



Sometimes you want to go; 
Where everybody knows your name,  
and theyôre always glad you came. 

 IS THIS YOUR CLUB? 



Sometimes you want to go; 
Where everybody knows your name,  
and theyôre always glad you came. 

 ITôS RELATIONSHIPS & EXPERIENCES! 



MARY WANTS TO JOIN!  
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Now the focus is on 
RETENTION 



The Bowden Club has no retention problem 

STRONG RETENTION AND BRAND 
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 FOUR KEYS TO RETENTION- #1 
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1. Personal induction  
2. Skills & passions 
3. Engagement 
4.  Being ñin the knowò 



FOUR KEYS TO RETENTION- #2 
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1. Personal induction  
2.  Skills & passions  
3. Engagement 
4. Being ñin the knowò 



 FOUR KEYS TO RETENTION- #3 
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1. Personal induction  
 

2. Skills & passions 
3.  Engagement  
4. Being ñin the knowò 



What do you do? 
 

Sharing best practices 

 ENGAGING NEW MEMBERS 



ESSENTIAL TOOLS 
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Rotary Club New Member Information  

 
A Formal Written Mentoring Program  

 



Is it a big deal? 
 

YES! 
 

 PERSONAL INVITATIONS 



ïAsk them to be involved 

ïMake them feel valued 

 

 ENGAGING LONG-TERM MEMBERS 

What are the issues? 

Continuing care for ALL members  



SERVICE AND THE ROTARY FOUNDATION 
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 FOUR KEYS TO RETENTION- #4 
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1. Personal induction  
 

2. Skills & passions 
3. Engagement 
4. Being ñin the knowò 


