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DISCUSSION TOPICS

• Rotary public image – overview of results from 2023 Awareness & 
Understanding study

• Telling our stories – People of Action messaging and materials
• Resources for enhancing public image
• Tips and tricks for making public image a priority



Public image (noun): 
the perception or opinion 

others have of you

Rotary’s public image isn’t 
just what we think of 

ourselves –

It’s what people 
outside of Rotary 

think of us
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While many people have heard of Rotary, understanding of who we are 
and what we do varies

Public Image – What is Ours?

Source: Rotary Global Public Image Research, January 2023



Awareness and Understanding
 Awareness of the Rotary brand has remained consistent over the years, averaging at 58% across 

markets, with distinct regional variations
 High brand recognition does not always correspond to high understanding 

Are you aware of an organization called Rotary?
(if yes) How familiar are you with the work that Rotary does?

52% 52%

73% 73%

83% 80%

53%

39%

60%

42%

33%
27%

65%

45%

92%

18%
26%

33%

52%

73%

57%

18% 18% 20% 18%
24%

13%

41%
29% 26%



Public Awareness of Local Rotary Clubs
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Awareness of local Rotary clubs has increased by 26% since 2015

Q10: Are you familiar with the following Rotary offering – local Rotary Clubs?

41%

Source: Rotary Global Public Image Research, January 2023

Global: 2015

Global: 2023

67%

US: 2023

66%



Aided Understanding of Rotary

7Q9. Based on what you know, or may have heard about Rotary or Rotary Clubs, which of the following describes your understanding about the organization?
Base : Among those aware of Rotary (n = 3849)

 Consistent with past findings, when prompted with potential descriptors of Rotary “Charity”, “Community 
Service” rise to the top

 More so than in the past, participants associate Rotary with “People who take action” and less as “A men’s club”

43%

41%

39%

34%

34%

28%

26%

18%

A charitable / nonprofit group

A community service organization

A group of people that take action to solve
community problems

An international organization dedicated to
positive social change

An organization that creates good in the world

A local volunteer organization

A fundraising organization

A networking group for businesspeople

18%

16%

13%

12%

8%

8%

7%

6%

An organization for wealthy people

A leadership development group for
professionals

An exclusive group of professionals

A scholarship organization

A men’s club

An organization for older people

An organization dedicated to fighting polio

None of the above



Important Attributes When Joining a Non-Profit Organization

8Q2. When you consider joining a non-profit service organization, what attributes are most important to you? 
Base : Total (n = 7520)

18%

16%

15%

14%

13%

12%

12%

10%

8%

6%

Has an established reputation/strong heritage

Easy to find information online

Affordability

Recommended by friend, family, peers

Family involvement

Leadership development skills

Connections with people internationally

Opportunities for professional networking

International service opportunities

Status and prestige

 ‘Supporting causes that are important to me’ and ‘sense of purpose” are the driving factors

 While Rotary often is associated with “Status and Prestige”, these are not important attributes to those 
interested in joining non-profit service organizations

39%

36%

26%

25%

25%

23%

22%

22%

21%

19%

Supports causes that are important to me

Sense of purpose

Friendship/Fellowship

Community service opportunities

Like-minded members/people like me

Fun

Open to all participants

Connections with people in my community

Projects have a measurable impact

Personal/Professional development



Those familiar with Rotary are open to engaging

Q12: How likely are you to: 
Base : Among those aware of Rotary (n = 3849)

19% 18%
12%

21% 21%

15%

33% 35%

35%

27% 26%
38%

Volunteer With Rotary Donate Money To Rotary Service
Projects

Learn more about Rotary

Very Likely

Somewhat Likely

Somewhat Unlikely

Very Unlikely

How Likely Are You To…

9

 Almost three in four are receptive to learning more
 Three in ten are very/somewhat likely to get involved through Volunteering and 

Donating



Reasons for not volunteering or donating

49%

37%

34%

32%

27%

26%

14%

5%

5%

I am not a member

Don’t know enough about Rotary

No one has asked me to volunteer

Don’t know anyone at Rotary

Didn’t know it was possible

Too busy

Too many other volunteer
organizations

Don't think it's worthwhile

Cause wasn’t important to me

Q13b: You mentioned that you have not volunteered with Rotary.
Which of the following reasons are your main reasons for not volunteering with Rotary?
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 If people knew more about Rotary and/or were asked to volunteer or donate, many would be 
likely to do so

Reasons for not volunteering with 
Rotary

36%

35%

26%

25%

25%

23%

22%

15%

7%

5%

5%

Don’t know enough about Rotary

No one has asked me to donate

The economy

Don’t know anyone at Rotary

Didn’t know it was possible to donate

Too many other organizations to…

Not sure how to make a donation

Not sure what will happen with…

Don't think donation is put to good use

Rotary causes are not important to me

Don't think it's worthwhile

Reasons for not donating to 
Rotary

Q14b. You mentioned that you have not donated money to Rotary.
Which of the following reasons are your main reasons for not donating money to Rotary?



FOR DISCUSSION:

How can these findings 
inform your work as public 

image chairs? 



Increase 
Impact

Expand 
Reach

Enhance 
Participant 

Engagement 

Increase 
Our Ability 
to Adapt

• Grow and diversify our 
membership and participation

• Create new channels into Rotary

• Increase Rotary’s openness 
and appeal

• Build awareness of our impact 
and brand

• Eradicate polio and leverage 
the legacy

• Focus our programs and 
offerings

• Improve our ability to achieve 
and measure impact

• Support clubs to better engage 
their members

• Develop a participant-centered 
approach to deliver value

• Offer new opportunities for personal 
and professional connection

• Provide leadership development
and skills training

A Key Pillar of our Action Plan

12

• Eradicate polio and 
leverage the legacy

• Focus our programs and 
offerings

• Improve our ability to 
achieve and measure 
impact

• Build awareness of our impact 
and brand

• Grow and diversify membership 
and participation

• Create new channels into Rotary

• Increase our openness 
and appeal

• Support clubs to better engage 
members

• Deliver value through participant-
centered approach 

• Offer new opportunities for 
personal and professional 
connection

• Provide leadership development
and skills training

• Build a culture of research, 
innovation and willingness 
to take risks

• Streamline governance, 
structure and processes

• Foster more diverse perspectives 
in decision-making

Increase 
Impact

Expand 
Reach

Enhance 
Participant 

Engagement 

Increase 
Our Ability 
to Adapt

A 
Stronger 

Brand
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Leverage our 1.4M 
members to raise 
Rotary’s public 
image connecting 
with the community, 
increasing club 
visibility and sharing 
stories of impact

Increase public 
awareness of Rotary –
our impact and brand 

Objective Strategy



PEOPLE OF ACTION

MORE THAN AN   
ADVERTISING CAMPAIGN

• Positions Rotary members as People 
of Action

• Designed to narrow the gap between 
awareness and understanding

• Relies on clubs to tell their stories
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RESOURCES YOU 
CAN UTILIZE

• Ads: print, outdoor, digital,  radio

• Videos: 90, 30, 15, 10sec

• Templates: print, digital, social

• Roll-up banners

• Photo library

• Guidance
rotary.org/brandcenter



• Launched in the U.S. March 2020
• TV, radio, print, outdoor
• People of Action assets

• Unique url: rotary.org/action

PSA CAMPAIGN
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Estimated 
media value:

$28.6 
million
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Plowshare’s Download Center 
for broadcast-ready assets

Brand Center  for assets for use in 
social, digital and other channels
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Plowshare’s Download Center

Site link 
https://dlc.plowsharegroup.com/



FOR DISCUSSION:

How can we inspire clubs to include 
these ready-made resources in 
their communication efforts and 

expand their reach across 
promotion channels?



COURSES & 
LEARNING 

PLANS

Training modules 
and learning plans 
provide knowledge 
framework



BRAND NEWS

Rotary’s e-newsletter with ideas 
for strengthening Rotary’s brand 

sent to 200K+ Rotary leaders 
each quarter

If you’d like to be added to the 
distribution list, please email 

PR@Rotary.org



FOR DISCUSSION:

What are some tips and tricks for 
making public image a priority in 

your district?



TIPS and TRICKS

23

• Ensure clubs appoint public image chairs

• Assess their public-facing materials

• Use the resources in the Brand Center

• Promote their members as People of Action

For making public image a priority in your districts:



What’s your story?
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Clubs with PI 
chairs

Clubs with PI 
chairs

By the numbers

Data source: Rotary Business Objects report, as of 10/18/2023
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Zone 
25B
385 clubs

241 PI chairs

Zone 
29

1040 clubs
284 PI chairs

By the numbers

Data source: Rotary Business Objects report, as of 10/18/2023


