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ENHANCE  BRAND RECOGNITION, UNDERSTANDING & TRUST

1. Identify Ambassadors to promote membership of Rotary

2. Promote Rotary week and Rotary’s achievements

3. Rejuvenate website, social media and public image assets

4. Establish and publicise whole-of-club projects

5. Support non-Rotarians to attend District Conferences and RI Convention

6. Implement game-changing external PR campaign to engage and attract 
prospective members.
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STRATEGIC PARTNERSHIPS

1. Provide resources and support for clubs and districts to enable 
development of corporate and community partnerships

2. Develop strategic partnerships at a national level.
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ENHANCE BRAND RECOGNITION, 

UNDERSTANDING & TRUST
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1.  ROTARY AMBASSADORS’ PROGRAM

We have identified some amazing ambassadors who are promoting Rotary, 
membership and our activities:

 Dr Jonathon Welch AM

 Bev Brock

 Peter Jones

 Robert Pennicott

 Nathan Ashdown

and soon to be part of the program

 Michael McQueen– Speaker, Social Researcher & Author

Ambassadors take part in:

 Radio advertising

 Print advertising

 Banner advertising

 Speaking on our behalf at Club level



ENHANCE BRAND RECOGNITION, UNDERSTANDING & TRUST, AND STRATEGIC PARTNERSHIPS  |  6



ENHANCE BRAND RECOGNITION, UNDERSTANDING & TRUST, AND STRATEGIC PARTNERSHIPS  |  7



ENHANCE BRAND RECOGNITION, UNDERSTANDING & TRUST, AND STRATEGIC PARTNERSHIPS  |  8



ENHANCE BRAND RECOGNITION, UNDERSTANDING & TRUST, AND STRATEGIC PARTNERSHIPS  |  9



ENHANCE BRAND RECOGNITION, UNDERSTANDING & TRUST, AND STRATEGIC PARTNERSHIPS  |  1 0

2.  PROMOTE ROTARY WEEK & ROTARY’S ACHIEVEMENTS

Clubs around the country have been encouraged to celebrate Rotary’s birthday 
and promote Rotary’s achievements by having a picnic in the part or any one of 
a hundred other ideas shared with them.

Photo and social media opportunities, particularly on Facebook, are 
encouraged, as well as the day’s activities shared with Rotary Down Under.

Rotary’s birthday celebrations are also a great way to promote Rotary 
Foundation.



ENHANCE BRAND RECOGNITION, UNDERSTANDING & TRUST, AND STRATEGIC PARTNERSHIPS  |  1 1

3. REJUVENATE WEBSITE, SOCIAL MEDIA & PUBLIC IMAGE ASSETS

www.rotaryaustralia.org.au
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www.facebook.com/rotarydownunder
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Membership Brochure—a clever, 
simply story that unfolds, one that 
non-Rotarians get what we do.
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Using our materials from 
the campaign we have 
created pull up and tear 
drop banners to help give 
us presence at major 
events.

These are available from 
RDU.
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4. ESTABLISH  & PUBLICISE WHOLE-OF-CLUB PROJECTS

 Social Inclusion Week – Nov-Dec 2013

 Rotary Birthday – 23 Feb 2014

 International Women’s Day Celebrations – March 2014

 Rotarians & Friends @ Work – April 2014
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5.  SUPPORT  NON-ROTARIANS TO ATTEND DISTRICT CONFERENCES & RI CONVENTION

We are making it easier for people to join the conversation by arranging 
special ticketing for them to attend sessions.
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6.  IMPLEMENTING GAME-CHANGING EXTERNAL PR CAMPAIGN TO ENGAGE & ATTRACT 

PROSPECTIVE MEMBERS

Australian Rotary Website Launched September 2013

Membership Brochure November 2013 (3 per every Rotary member given out)

Pull-Up Banners November 2013

Social Media Platform/Facebook November 2013

Rotary Ambassadors’ Program launched November 2013

First Flight of National Radio Advertising November 2013

Rotary Down Under Front Page December 2013

Second Flight of National Radio Advertising February 2014

Rotary Down Under Campaign Insert February 2014

Whole-of-Club Programs

Other Opportunities:

Rotary International Convention, Sydney, June–Public Awareness

District Conferences, PETS, District Assemblies—Member Engagement

Our next year’s campaign will lead us into a bigger, bolder second phase of 
“Conversations to Actions”...stay tuned!
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Strategic Partnerships
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STRATEGIC PARTNERSHIPS

We have developed partnerships with:

 Mitchell Media

 Fairfax Radio

 Bunnings

 Officeworks

 Transport Accident Commission, Victoria

 Others at a national level

We are encouraging Clubs to share their own best practice successful 
proposals with other Clubs and Districts.  An example of this is the work done 
by the Rotary Club of Huon Valley with the Bendigo/Community Bank in 
bringing RYDA to their community through a strong partnership, which has 
endured for four years (see over).

These partnerships can help us identify the numerous social entrepreneurs 
who are ready to join the conversation.
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The Public Image Strategy...P.O.E.M.
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Public Image Strategy:  P.O.E.M.

P.O.E.M.

The strategy for the Public Image campaign, “Conversations to Actions”, is best summed up 
as follows:

P: Paid Media

O: Owned Marketing Real Estate

E: Earned Promotion & Advertising

M: Measured Momentum
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P:  Paid Media

We have paid for:

 A new Australian Zone website

 A social media platform

 Marketing collateral including the Rotary Ambassadors’ campaign, banner ads (can be 
downloaded from the  Australian Rotary website) and social media images, radio 
advertisements

 Pull-up banners for all Districts

 Membership PR marketing flyer

 Three flights of  national radio ads
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O:  Owned Marketing Real Estate

Rotary has always owned great marketing PR real estate—we just haven’t 
promoted it enough!

Our members and clubs are inspirational—we need to capture and share these stories 
through our social media and media contacts.

Examples of  Rotary “Owned” Marketing Real Estate:

 Polio Plus

 Rotary Youth Leadership Awards

 Youth Exchange

 Interplast & ROMAC

 Shelter Box & Disaster Aid

 Ambassadorial Scholars & Peace Fellows

 Group Study Exchange

 Street Swags and numerous other local Club initiatives and programs
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E:  Earned Promotion & Advertising

Achievement of:

 Free community service announcements (radio)

 Free media publicity

 Sponsorship dollars from corporates and government supporting our activities

What we have Earned so far:

 A minimum of one free radio advertisement per paid advertisement

 Hundreds of Community Service Announcements from radio stations that have come 
to our support

 In Perth (Western Australia) we have been given 248 X 30 second radio ads at no cost 
– we have paid for 48 X 30 second radio ads

 Our social media investment has resulted in reaching 617,000 plus on Twitter; over one 
million impressions/circulation numbers through our Australian Rotary website; over 
20,000 pages viewed on the website; 2,300 views of Rotary Clubs around the country; 
1,060 plus views of our “Contact Us” page

 From September to December, our Facebook followers grew from 1,263 to 1,347 and 
50% of our Facebook followers are women.
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M:  Measured Momentum

Over coming months, the more we collectively work towards P.O.E. (Paid, 
Owned, Earned), the more we will achieve in Momentum.

This will give us a great platform to achieve the Zone Membership Development Plan and 
create awareness of Rotary’s work in the Zone.

In May, District Membership Chairs and Public Image Chairs will be invited to 
a seminar to assess the campaign and share further ideas on moving it 
forward.
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QUESTIONS?

Email Philip Archer on:  parcher@archwaygroup.com.au


