
PR 101
An overview of basic PR strategies
and tactics to build and enhance
your club’s reputation.



Today’s Topics

• What is ‘Public Relations’?

• Resources Available to Help Clubs

• Rotary’s Brand Identity and Voice  

• Defining Success

• Elevator Pitch

• Website

• Facebook

• Instagram

• Metrics

• Q&A



Dan Dubreuil

• Rotarian for 2 Years

• Rotary Burlington North

• Director of PR D7080

• Retired in 2018
• 15 years in marketing
• 15 years in consumer insights

• Enjoy instructing, fundraising, 
travel, skiing, guitar, singing 
and napping

James Weber

• Rotarian for 8 Months

• Rotary Passport Club South

• Vice President and Treasurer 
Elect of the Rotaract Club of 
Halton

• Co-Chairperson of the District 
7080 Environment Committee

• Member of D7080 PR.

• Working in the Insurance 
Industry

• Enjoys chess, golfing, boxing.



Questions?  

Please ask in Chat



Primary Goals of Most Rotary Clubs

• Raise funds for worthy causes

• Volunteer with community partners

• Increase / Maintain membership

• Create a forum to build personal 
relationships and have fun

A positive image 
or reputation 

makes achieving 
ALL these goals 

easier. 



Rotary’s Public Image 

•Getting people to recognize Rotary’s name is only a start

• Explaining what we do, and the impact we make, is 
essential to enhancing people’s understanding and 
inspiring them to get involved.



Rotary unites leaders from all 
continents, cultures, and occupations 
to exchange ideas and take action for 

communities around the world.



Rotary PR Resources



District 7080 PR Committee – Our Primary Goal

• Provide resources for district committees, clubs and members to enhance 
their Marketing and PR efforts.

Dan
Dubreuil
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Weber 
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Savuntharanathan

?
Darren Sweeny - Web





https://rotary7080.org/sitepage/public-relations

Must!

Must!

Must!

Must!

Must!

https://rotary7080.org/sitepage/public-relations


my.rotary.org







My Rotary
Brand Centre



Source: My Rotary Brand Centre



What is a “brand voice”? 

It is the unique tone and style in which a brand communicates.

V.





Rotary is ordinary people around the 
world working together to clean the 
environment, end polio, improve our 
communities, and accomplish other 
extraordinary things. 

Learn more at rotary.org.

An invitation to prospective members to visit a local club…

No “Voice” In Rotary’s “Voice”

It’s amazing what we can accomplish 
when hearts and minds work together. 
See how leaders from countries, cultures, 
and occupations around the world are 
taking action — to enhance health, 
empower youth, promote peace, and 
improve their community. 

Join leaders at a Rotary club near you



Using our “Voice” in Photography

Which image would best fit a Facebook post inviting 
people to attend a weekly meeting and join your club?



Photography should focus on connections and community. We are People of Action! 



Visual Identity Guidelines



Rotary Logos



Common Logo Issues



Use the current logo. 

Common Mark of Excellence Issues



Rotary Leadership Colours & Codes



Rotary Fonts



1. Members that encourage others to get involved in 
club activities   

2. A well designed, up-to-date website that complies 
with RI Brand standards

3. A Facebook Page with current posts that 
communicate club activities and other relevant
news

4. Ditto for Instagram

5. Metrics in place to measure social media 
engagement and website traffic

Your club has… 



1. Members that encourage others to get involved in 
club activities   

Your club has… 



The 
Elevator 

Pitch

#7080whyrotary



1. Members that encourage others to get involved in 
club activities   

2. A well designed, up-to-date website that complies 
with RI Brand standards

Your club has… 



Your Club Website: 

• Primarily a tool for current members, but it also has a 
role to play in attracting new members to your club. 

→ Ensure the content on your homepage appeals to 
an external audience.

• The design and content of your site reflects the 
professionalism of your club.  

→ Ensure the content is up-to-date and adheres to 
Rotary’s visual identity and branding guidelines

• About 1/3 of most club traffic is generated from a 
phone or tablet. 

→ Make sure the content and design works well on 
all screens. 



Website Essentials: 

• An invitation to get involved in Rotary!

• Contact information

• Articles that highlight events and projects

• Calendar of events & meetings

• An overview of Rotary and your club

• Time and location of meetings

• Mailing address

• Links to social media accounts 

• Links to District and Global websites



Look for ClubRunner Website Training Webinars:

• https://site.clubrunner.ca/page/webinars



1. Members that encourage others to get involved in 
club activities   

2. A well designed, up-to-date website that complies 
with RI Brand standards

3. A Facebook Page with current posts that 
communicate club activities and other relevant
news

Your club has… 



Fake 
News

Data 
Breaches

Cambridge 
Analytica

Anti Privacy 
Protection

Impact on 
Self Worth

Envy

Tax 
Avoidance

Alt Right
Hate Speech

Fake 
Accounts

Coal 
Powered 
Servers

Myanmar 
Genocide

Censorship

FOMO



All 

Online 

Adults

18–24 25–34 35–44 45–55 55+

Facebook 83 84 93 88 84 76

YouTube 64 90 81 76 66 43

Instagram 51 89 76 59 45 28

LinkedIn 44 35 53 49 47 40

Twitter 42 65 54 49 43 27

Pinterest 40 54 50 44 36 30

Snapchat  27 78 49 28 16 6

Reddit 15 41 30 18 9 3

TikTok / Douyin  15 55 24 17 6 3

Tumblr  9 27 17 10 5 3

% of Online Adults with an Account

Social Media Usage – Canada 2020

• Facebook remains the dominant Social Media platform in Canada, with strong adoption 
across all age groups.



Why Facebook?

• Facebook is expansive

• Facebook is easy to use

• Facebook is effective

• Presents relevant info customized by user-curated preferences



Why is it Important to Get Followers?

• Allows you to get your message out to …
• people that have an interest in your page (Followers)

• the friends of those people, if they choose to share your post

→ This can drive interest in your club and increase the involvement 
of your followers! 

Worth Noting: 

Only about 1 in 10 of your  followers have the 
opportunity to see your post on their time-line.



The Reach of Social Networks

Page

People that follow your page

People that know 
people that follow 
your page



Be Creative!

How to Get ORGANIC Followers and Increase Engagement: 

Source:  https://seo.co/social-media/ 

• Make people laugh

• Make people excited 

• Make people think

• Challenge peoples’ assumption

• Give people something practical

• Conduct interviews

• Share numbered lists

• Start a poll

• Start a debate

• Give something away

• Post / Create an EVENT

• Learn the art of writing a great headline

• Post on the best days & times

• Use great photography & visuals

• Post videos

• Include appropriate hashtags

• Balance original and shared content

• Share partners’ content



Critical Assessment of Social Media Messages:

• Is it an Idea that’s worth sharing with your target?

• Will your target be motivated to share the message with others?

• What can you do to make the message more likely to be shared? 



Current MembersProspective Members

Volunteers & Donors Partners & Agencies



1. Members that encourage others to get involved in 
club activities   

2. A well designed, up-to-date website that complies 
with RI Brand standards

3. A Facebook Page with current posts that 
communicate club activities and other relevant
news

4. Ditto for Instagram

Your club has… 



All 

Online 

Adults

18–24 25–34 35–44 45–55 55+

Facebook 83 84 93 88 84 76

YouTube 64 90 81 76 66 43

Instagram 51 89 76 59 45 28

LinkedIn 44 35 53 49 47 40

Twitter 42 65 54 49 43 27

Pinterest 40 54 50 44 36 30

Snapchat  27 78 49 28 16 6

Reddit 15 41 30 18 9 3

TikTok / Douyin  15 55 24 17 6 3

Tumblr  9 27 17 10 5 3

% of Online Adults with an Account

Social Media Usage – Canada 2020

• Instagram is an important Social Media platform, especially among younger Canadians.



Why ADD Instagram to the Mix?

• It’s VERY easy to do, especially with free tools like Hootsuite and Buffer.

• Somewhat different audiences 

• Instagram skews young and female

• Instagram skews heavily to mobile devices /audiences

• The overlap in audiences allows for message reinforcement (a good thing)

• Prevalent hashtag use enables easy discovery of Rotary by users 

• It’s a more positive environment →  Rotary is a positive organization



Make Your Life Easy:

• Use Buffer or Hootsuite to post to both FB and IG from a PC.

• Schedule your posts: 

• Late morning on weekdays

• Post to FB and IG a few days apart from each other 

• Use square images / video for both platforms → Not perfect, but good enough

• Use a common message for each channel, but be sure to… 

• Remove URLs for Instagram → They will not work

• Use correct tags and hashtags → They are different for FB and IG



1. Members that encourage others to get involved in 
club activities   

2. A well designed, up-to-date website that complies 
with RI Brand standards

3. A Facebook Page with current posts that 
communicate club activities and other relevant
news

4. Ditto for Instagram

5. Metrics in place to measure social media 
engagement and website traffic

Your club has… 





Performance Metrics: 

• Tools to measure the success of online PR programs are free and easy to use:

• Website  →  Google Analytics

• Facebook →  FB Insights (or Creator Studio, or paid apps) 

• Instagram →  IG Insights (or Creator Studio, or paid apps)



Performance Metrics – Google Analytics 

RCBL Website 4

Users 220 250 230

New Users 180 151 204

Bounce rate % 60.2 70.3 61.9

Sessions 300 325 347

Pages / Sesssion 1.6 1.8 2.0

Time on site 1.62 1.22 1:40

• Google Analytics offers virtually ever website metric you can image.     
That said, most clubs would benefit from tracking a few basic things: 

Jan 1      Feb 1 Mar 1



Performance Metrics – Google Analytics 

• Understanding which website pages are viewed can also be very helpful:

Home



4 Week Period Per 0 Per 1 Per 2
Date of Data Pull Jul 12 Aug 4 Sep 1

RCBL Facebook 1

Followers 373 396 446

Canadian Fans NA 343 392

Burlington Fans NA 145 164

Oakville Fans NA 18 22

Hamilton Fans NA 70 80

New Posts 13 12 18

Post Reach 1201 841 74176

Total Engagement 435 335 6722

Likes 112 28 51

RCBL Instagram 2

Followers NA 596 630

Canadian Followers NA 54 63

Burlington Followers NA 12 19

New Posts 7 4 2

Likes 108 29 40

Impressions 3 

Post Reach 3

RCBL Website 4

Users NA NA 230

New Users NA NA 204

Bounce rate % NA NA 61.9

Sessions NA NA 347

Pages / Sesssion NA NA 1.95

Time on site NA NA 1:40

RCBL Membership 5

Total Active NA 70 70

Less than 1 Year in RCBL NA 6 6

1 to 5 Years in RCBL NA 16 16

Performance Metrics - Facebook

4 Week Period Per 0 Per 1 Per 2
Date of Data Pull Jul 12 Aug 4 Sep 1

RCBL Facebook 1

Followers 373 396 446

Canadian Fans NA 343 392

Burlington Fans NA 145 164

Oakville Fans NA 18 22

Hamilton Fans NA 70 80

New Posts 13 12 18

Post Reach 1201 841 74176

Total Engagement 435 335 6722

Likes 112 28 51

RCBL Instagram 2

Followers NA 596 630

Canadian Followers NA 54 63

Burlington Followers NA 12 19

New Posts 7 4 2

Likes 108 29 40

Impressions 3 

Post Reach 3

RCBL Website 4

Users NA NA 230

New Users NA NA 204

Bounce rate % NA NA 61.9

Sessions NA NA 347

Pages / Sesssion NA NA 1.95

Time on site NA NA 1:40

RCBL Membership 5

Total Active NA 70 70

Less than 1 Year in RCBL NA 6 6

1 to 5 Years in RCBL NA 16 16

• Facebook Insights let’s you see if you are growing your base of followers. 
It also allows you to track reach and engagement. 

Jan 1      Feb 1 Mar 1



Facebook Insights

• Looking at how each post performed is a great way to learn what 
resonates with your followers. 



Performance Metrics - Instagram 

• Instagram Insights let’s you see if you are growing your base of followers. 
It also allows you to track overall reach and interactions. 

Followers
Accounts Reached
Post Interactions

Likes
Comments
Saves
Shares

500
250
25
12
1
1
0

540
450
455
25
9
1
0

545
250
22
11
1
1
0

Jan 1      Feb 1 Mar 1



• Instagram Insights allows you see how 
each post performed. It’s is a great way to 
learn about what resonates with your 
followers. 

Instagram - Insights



Ideal Role:

Effective PR Takes Time!
• Research

• Insights

• Creativity 

• Copy writing / Editing

• Photography

A major 
challenge for 
most Rotary 

clubs!

• Approvals

• Integration

• Follow-ups

• Relationships

• Measurement



A Few Final 
Thoughts…

• Be patient. It’s a marathon, not a sprint

• Leverage each of the 3 channels (Website / FB / IG) 

• Leverage district and RI resources

• Learning Materials

• Graphic Assets

• People

• Stay true to Rotary’s brand in ALL you do

• Benchmark, set goals and then measure your success!

• Consider working in clusters to drive scale and efficiency



District 7080 PR Committee – Our Primary Goal

• Provide resources for district committees, clubs and members to enhance 
their Marketing and PR efforts.
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?Darren Sweeny - Web





Driving Membership Growth 

The District’s Plan for 2021-2022
Thursday, May 20th at 7:00PM

Learn what the PR and
Membership Committees
have planned to create 
awareness and drive
interest in Rotary.



Performance TRENDS: 

Website:
• Users: The number of unique people who visited your site 

• Bounce Rate %: The % of people who leave after viewing just one page

• Sessions: The total number of interactions with your website by your users

• Pages / Session: The average number of pages visited per session

• Time on site:  The average time users spend on your site (kind of)

Facebook:
• Followers The current number of unique FB users who ‘Follow’ your page on Facebook 

• Burlington Fans The current number of unique FB users that like your page that live in Burlington 

• New Posts The number of new posts created/published by your page post (in a period) 

• Reach The number of unique FB users that saw at least one post (in a period)

• Total Engagement The total number of comments, shares, clicks, like generated by your page  in a    

period) (


