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Public Relations: 

Roles, rewards and Rotary  
Public relations: Strategic communication process that builds mutually beneficial relationships between organizations and their publics.” 
                                                                – Public Relations Society of America 

PR’s value: By telling your club’s story and service messages in a compelling manner, you build pride and loyalty among club members and outside audiences because you are showing an engaged Rotary Club that is making a difference through leadership and service. 
Who gets the PR message: Local media; business, community and civic leaders; prospective members; club members; targeted organizations; and community in general  
I. Public relations and your club
· Dedicated PR person; if large enough, PR Committee

· Responsibilities
· Develop PR editorial calendar for “Rotary year” listing known events and activities that will require PR  

· Develop templates to gather bios, press release info, etc. 

· Write and issue press releases 
· Maintain digital photo library

· Develop media toolkit  
· Collateral (flyers, brochures, etc., includes e-documents) 

· Manage Facebook and other social media sites
· Blogging

· Website

· Internal PR 

· Special events 

· Nontraditional PR 

· Branding and Rotary International 
· RELAX! Most activities are inter-connected and do not require “new effort.”  And it doesn’t all happen at once;  it’s a process. 
II.  Traditional PR: 
· Develop a PR editorial calendar 
· Look at club’s coming year and plan PR activities, news release/social media editorial calendars, PR spike times and activities; when flyers and brochures will be needed (See Appendix 1) 
· Coincide with RI events 

· Update calendar as needed

· When do you need a press release? 
· Short answer: When something happens of interest to others 
· Long answer: 

· New officers and board members: Develop template; include photos (Appendix 2, Page 2) 

· Fundraisers, other special events: Submit 4-6 weeks before for calendar listing and to plant feature story ideas; ”remind” media 2 weeks before; immediately afterwards submit results/summary and photos 

· Noteworthy speakers: Invite press before with succinct details; send bullet summary w/quotes and photos after 

· Rotary International: Grab RI coattails, president/officer give supporting quote 
· Rotary’s recent 110 anniversary,
· 30-year anniversary of polio eradication drive 
· Polio-free Nicaragua/Africa and RI’s recent $40.4 Million contribution to eradicate polio
· Keep press release short and to the point, but can be long if topic warrants.  (See Appendix 3, Page 3) 

· Use templates to gather information. (See Appendix 4, Page 4) 
· Commentary or letter to the editor about issues involving Club, RI  
· Always assign a spokesperson if not yourself.  Prepare key messages and vivid details for interviews   
· Few things have greater impact than earned media, ie, articles, newscasts about your club, which are 3rd party endorsements 
· Digital photo library 
· Saves time and frustration in long run! 

· Strict naming protocol – Year – date – event, etc. 
· May require Drop box or other cloud storage 

· Ask colleagues to take clear, sharp close-ups 

· Media toolkit
· Develop and maintain contact list for all local media
· Develop “boilerplate” for press releases, “elevator speech”  

· Create club fact sheet  (See Appendix 5, Page 5) 
· Create fact sheet for major projects (See Appendix 6, Page  6)  
· Collateral 

· Often brochures/flyers created by specific areas, ie, membership, projects, fundraisers
· Look for key messages, advance brand

· Send to media for background when appropriate 
“If a young man tells his date how handsome, smart and successful he is – that’s advertising. If the young man tells his date she’s intelligent, looks lovely, and is a great conversationalist, he’s saying the right things to the right person and that’s marketing. If someone else tells the young woman how handsome, smart and successful her date is – that’s PR.” – S. H. Simmons

III. Social media 
· Create social media plan – Substantive content rules social media. (See Appendix 6, Page 8)  Where younger, prospective members will find you. 
· Facebook Page

· Set goals: who is your primary and secondary audience? What is each group interested in about your club? 

· Develop editorial calendar – post minimally 2-3x/wk  
· Establish committee to share work and assign monthly FB editors 

· Ask members to like and post  -- get them involved and engaged; ask president to post after each meeting

· Post photos from meetings, events, exchange students …  

· LinkedIN  – About your club and history; Membership application and benefits; calendar of upcoming speakers; summaries of recent programs, links to Rotary International report; 6 areas of focus; Peace Fellowship applications; youth exchange info and application; bios of club officers, etc.; Update at least monthly 

· Twitter – Post often. Re-purpose Facebook posts 

· Blogging: What do you have to say? Compelling … Dedicated blogger or two; editorial calendar is mandatory.  Ask members to follow, comment … 
· Have fun with social media! 
· “Check in” at meetings 

· Post “service-above selfies” at meetings and events 

· Photos, photos, photos

· Delegate and encourage posting 
IV – Website – Just a few comments 

· Be involved – this is where people research your club 
· Post all press releases; link to all articles and broadcasts on home page
· Tell club story and history (use LinkedIN material) 
· Clean format and clear navigation; Intuitive to site visitors and non-Rotarians 
V.  Internal PR 
· Remember your club members! 

· Members aware of press releases, news coverage, social media posts

· Tell board members and officers when news release goes out  

· Keep members informed, engaged in social media 
· Work with internal newsletter editor to coordinate PR 

· Take photos at meetings and events and SHOW THEM to members before meetings and at special events, etc.  
· Emphasize individual member successes: Promotions, milestones, book/magazine article publications, etc.  Reprint neighborhood newsletter articles that laud your member for activities, accomplishments when appropriate. 
 VI.  Special events 

· Fact sheets when appropriate 
· Press release when appropriate 
· Connect to THE WHY 

VII.  Branding and Rotary International 
· Review RI branding guidelines: https://brandcenter.rotary.org/en-GB?&q=user/login
· Use  “My Rotary”

· Embrace Rotary International’s (rotary.org) powerhouse of PR aids 
· Photos from 6 areas of focus 
· Effective Public Relations: A Guide for Rotary Clubs:  https://www.rotary.org/myrotary/en/document/effective-public-relations-guide-rotary-clubs
VIII. Processes and share the work 

· Processes and templates are PR worker’s friend. 
· Delegate; social media involves many hands to be effective 
· Telling your club’s story is fun and fulfilling.
· Remember THE WHY! 
“Publicity is a great purifier because it sets in action the forces of public opinion." – Charles Evans Hughes
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