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Learning objectives 
 

Why Public Image is crucial to Rotary Clubs 
How do we develop an effective Public Relations Plan 
The keys to media relationships  
Resources available to assist 
 
 



Think of your club as a packet of colouring 
pencils – all your members are different. 
 
 They bring different skills and life 

experiences when they join. 
 Some are natural leaders 
 Some prefer to help in the background 
 Some are project driven 
 Others are service driven 
 Some are good with their hands  
 Others have administration skills 
 
 

But just like the packet of colour pencils – it takes everyone performing together in 
unison to ensure the picture we are drawing can be a complete and beautiful creation. 





So why is Public Image so important to our clubs? 
     Group Discussion 

 
 
 Allows us to portray a clear and consistent message 
 Increases our public visibility 
 Builds support for our projects 
 Helps us attract new members 
 Allows us to educate people about what we do 
 We can garner donations for our projects 
 Builds credibility for Rotary 
 Branding from RI – join leaders, exchange ideas, take action 
 Shows what we stand for and believe in 
 Helps keep current members engaged and  
        active – there is a feel-good factor in club’s with 
        strong and consistent media coverage 
 Other ideas? 
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How can we personally help to increase Rotary’s profile 
     Group Discussion 

 

Wear our Rotary pin at every opportunity 
 Be proud to be a Rotarian 
 Use the above phrase in email transactions 
 Ensure our club has a social media presence which is constantly updated 
 Share your club’s stories on your own Facebook page 
 Like other club’s Facebook pages and share their events and posts 
Make sure you are registered on Rotary.org 
 Check you club’s website is being updated and is current 
 Learn what resources are available to assist with that. 
 Other ideas 



So how important are the words we use to tell our story 
     Group Discussion 

 
 Remember the new Rotary guidelines – join leaders, exchange ideas, take action 
 What is our elevator speech about Rotary? 
 Does what we actually say matter or is it simply a matter of saying something that is kind of okay as long as the Rotary 

message gets across? 
 





Developing an effective Public Image plan 
      
 Find a Public Image champion in your club and get others on board to assist 
 Critically evaluate your club’s current Public Image using the following questions to assist 

you -  
 Is it current? 
 Is it timely? 
 Does it reflect who we are and what we stand for? 
 Do we use up-to-date Rotary logos? 
 Is our website current? 
 Do we have a Facebook presence which is constantly changing? 
 Does our community know who we are? 
 Do we have partnerships with Community groups? 
 Have we developed relationships with our local media outlets? 



Then once you have undertaken this critique start to build an action plan going forward. 
 

 Approach your club board with suggestions for improving your Public Image 
 Suggest Public Image be put into your club’s budget and resources be updated if necessary 
 Set up a Public Image calendar for your club.  
 This means you know what is happening and when. Be prepared in advance. 
 Specifically target news releases for your club’s big projects 
 Ensure key messages are always to the forefront 
 Things like website and Facebook can be managed by someone within the club 
 Outside communication with news media may require outside help 

 

So what next? 



Target Audience 
 

o Who is our target audience? 
o What outcome objectives do we have? 

 
Once we know who we are targeting with a particular story and what we hope to achieve we can 
then focus on how we best achieve results. 



Relationships 
 
It is critical that you form relationships with your local news media (print, radio and television) in 
order for you to derive as much exposure as you can in your community. You cannot expect their 
support if they don’t know who you are or possibly even what Rotary is.  

 
 Arrange a meeting with the key stakeholders in your local media outlet 
 Be prepared – know what you want to achieve from the meeting and don’t waffle 
 Invite them along to a meeting (but chose one where you have a great guest speaker) 
 Once a relationship is established, it is vital you stay in contact. Even if you have nothing to 

report, at least just catch up for a coffee and let them know what is coming up. 
 Invite the media along to your events and projects. 
 Be prepared with all the information that you want them to report. Know your facts. 
 Be patient – they will probably not know as much about Rotary or your event as you do. 
 Focus on the outcomes of your project and be ready to answer questions by having 

anticipated them.  
 Act as spokesperson for your club (with president’s blessing) or clue the President in. 



Developing a media release 
The        principal 
 
Who is the story about? 
What is the story about? 
Where is it happening? 
When is it happening? 
Why is it happening? 

 
 

The most important thing about news releases is that you tell a compelling story. Remember the 
opening two paragraphs of your story/release will determine whether it is read or not. 
 
I will give you a few pointers of how I put together my news stories. As a trained journalist it is 
easier for me but I am happy to help anyone out with pointers. 



Story brief 
 
The Rotary Club of Matamata is hosting its inaugural Concert by the Lake event and has attracted 
Kiwi songstress Jamie McDell to perform. The event is special for a number of reasons – it is 
being held on a Rotarian’s property with funds going to the local community. It is the first time it 
has been held and the musicians will perform on a specially designed pontoon. Media coverage 
has already kicked in and much of the above information is already public knowledge. In the 
weeks leading up to the concert, I had to write a profile story on Jamie coming to perform. The 
following is how I constructed this story which appeared on the Front Page of the Matamata 
Chronicle, Page 4 of the Waikato Times and as the lead entertainment story on stuff.co.nz 



Angle – The most critical part of any news story. It will determine how much further a reader 
will delve into the copy. 

In this story it went as follows – 
 
Kiwi songstress Jamie McDell is no stranger to a stage but performing on a specially-designed 
lakeside pontoon in Matamata will certainly be a first. 
 
This encapsulates much of what needs to be said – but in one sentence only. It is important to 
remember that newspaper style dictates paragraphs are usually only one sentence. 
 
The second paragraph reads – 
 
The easy-going, beach-loving 22-year-old is set to headline the inaugural Rotary Matamata 
Concert by the Lake on February 22 along with Auckland jazz band The Society Jazzman and local 
talent Bryan Rawiri. 
 
This gives mot of the other required detail – when, where, who and what with only the why 
missing. 
 



 Quotation – it is almost certain that any news story will require quotations from those that it 
speaks about. Make sure you are strictly accurate with your reporting of quotes. They must be 
exactly as they have been said to you. 
 

 Body of the story will then include all the other details required from it depending on the 
subject matter and how much space has been allocated for the story. 
 

 Finishing up – try to tie the story back to the introduction. This is not always possible but can 
achieve a nice finish if it is. 
 

 
“The Matamata audience will be among the first to hear a lot of the new material and I may 
even write a song about playing on the pontoon,” Jamie jokes. 
And if she does there is one thing for sure – You’ll Never Take the Away from Matamata! 
 
 





Tips and handy hints 
 Be clear and concise 
 Ensure quotes are accurate 
 Give the person quoted the chance to read copy before it goes to print 
 Read the copy carefully before you submit it 
 A photo tells 1000 words 
 Choose photos carefully. Cheque presentations are boring. 
 



Resources 
 District 9930 Public Image committee 
 District 9930 website 
 Rotary.org website 
 Rotary.org brand centre 
 This presentation 
 Your local media 
 Internet 
 Club members and other Rotarians 
 Happy to assist clubs if requested 



1.2 million members delivering a strong, consistent 
message = a stronger brand = more members, more 

donors, more participation = greater impact 






