 SEQ CHAPTER \h \r 1DGE: Promoting Rotary’s Public Image

Tuesday, September 27 

Group B: 10:45 - 12:00;  Group A: 1:15 - 2:30
5 minutes
Part 1 - Introductions: Slides 1-5  

(10:45 - 10:50; 1:15 - 1:20)

Slide 1

Title page

Slide 2

RPIC and Assistants (introduce ourselves)

Slide 3

Learning Objectives

Slide 4

How RPICs can help 

Slide 5

Tips - build team in their District starting with Chair who is tasked with building Committee.  Then train clubs/members to build Area teams.

15 Minutes
Part 2 - Enhancing Public Image: Slides 6 - 17. 

(10:50 - 11:05; 1:20 - 1:35)

Slide 6

Benefits of building communication.  Circle of benefits

Slide 7

Target Audience.  First members (emphasis on retention; meeting needs and providing benefits to existing members; fix “back door” problem).  Second potential members (recruitment).  Last general public.

Slide 8

Siegel + Gale Survey two questions

Slide 9

Top reasons to join - local community impact (36%), friendship (30%) and networking (19%).  Top 2 reasons account for 65.5%.  All reasons are “local” except last one.  Account for 92%

Slide 10

Top reasons to stay - Stay - local community impact (still 36%), friendship increased to 38%) and networking lessens. Top two now are 75% of total

Retention is a huge issue.  In a given 7 year period, Rotary brings in 1.2 million new members and loses 1.2 million members out the back door.  Membership decline worse in North America.

We know that we lose most new members within the first few years.  If they remain a member for at least 5 years, they will likely be long term members.

Slide 11

Summarize two key points - local community impact & friendships/contacts.

Slide 12

We need you and your members to tell Rotary stories.

Slide 13

Frame those stories using these three elements: Rotary joins leaders who exchange ideas and take action.

Slide 14

Keeping the Siegel + Gale results in mind, this means that stories should emphasize local impact with friends who take action and get things done.

Slide 15

Remember to tell compelling stories that avoid “Rotary speak” and use consistent visuals.

Slide 16

Use what we call the Rotary Voice: we are smart, compassionate, perservering and inspiring.  We are leaders who care and make a difference.

Slide 17

Rotary’s brand isn’t a logo. It isn’t any of our offices. It isn’t your District.    It’s YOU. 

You are the key. Building enthusiasm for Rotary starts with you…and your members. When we talk about Rotary, we are marketers for the Rotary brand. That’s how we built Rotary and that’s how we will continue to build Rotary.

10 Minutes
Part 3 - Tools to tell the Rotary story: Slides 18 - 22

(11:05 - 11:15; 1:35 - 1:45)

Slide 18

Use all forms of communication - from social media, to traditional media to the way that Rotarians do best - person to person, one on one with a handshake or a hug.

Slide 19

You can find many resources in the Rotary Brand Center.  Logos,  guidelines and access to images, videos and ”This Close” advertisements.  Download templates for PowerPoint, letterhead, business cards, news releases, and club newsletters. Create a customizable club brochure and flyers.

Slide 20

Zone website - resources page has many handy materials and links for Public Image, Membership and The Rotary Foundation

Slide 21

Other Rotary resources include videos on our YouTube and Vimeo channels, Rotary’s Facebook page, Rotary Ideas, Rotary Showcase and Discussion Groups.  

And the newest program created by Past-President Ravi is Rotary Global Rewards where we partner with many companies - both Rotary members and non-Rotarian organizations - to offer membership rewards, either as discounts to you or in the form of donations to The Rotary Foundation.

Slide 22

Resource handout to be circulated with handy information on one page.  A digital copy of the handout and this Powerpoint are available to anyone who wants it on the RPIC section of the Zone Resources page.

10 Minutes
Part 4 - Building your PI Team: Slides 23 - 27

(11:15 - 11:25; 1:45 - 1:55)

Slide 23

Review type of qualifications to look for in selecting Chair and members of the Committee.

Slide 24

Recommend using a Public Image Survey to both have your members tell you their priorities and to assist your Chair in building your PR team.

Slide 25

Survey results.  Awareness but not in-depth knowledge.  Interest in training - especially websites, Facebook, social media, promoting club events and fundraisers.

Slide 26

Survey results continued.  Interest in multi-club projects and PR plans.  Area seminars preferred for training (local clubs working together).  Perhaps most importantly for building the PR team, participants were asked to give the names of club members who had skills which resulted in many potential Committee members and Area support resources.

Slide 27

Follow up with training seminars.  D5050 has been the first to follow up with a series of one day training called Rotary Public Image Boot Camps on Facebook / Social Media, ClubRunner and PR Marketing & Strategic Planning all organized by local members identified through the survey.

15 Minutes
Part 5 - Small Group Discussions: Slide 28

(11:25 - 11:40; 1:55 - 2:10)

Slide 28

Discuss and develop a plan to promote Rotary’s Public Image.  Suggest groups of local Districts work together with at least 4 per group. Each group to have recorder for report back to larger group.

15 Minutes
Part 6 - Report Back: Slide 28

(11:40 - 11:55; 2:10 - 2:25)

Slide 29

Report back to larger group

5 Minutes
Part 7 - Summary and Conclusion

(11:55 - 12:00; 2:25 - 2:30)

Slide 30

Measure impact.   Remember SMART rule: Specific.  Measurable.  Attainable.  Realistic.  Time-Related.

Slide 31

Summarize session goals.

Slide 32

Final reminder - Tell Your Rotary Story.
