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Image is Everything

 Public image is a collection of perceptions – not 

something built overnight

 Stories of the club, told either directly…

• In-person 

• Online (website)

• Direct communication (email, newsletter)

 … or indirectly

• News and Media

• Word of mouth



In the Rotary World

 It’s all about being local – promote your “market”

 Emphasize the strength that Rotary brings to any 

project

 Around the globe, 33,000 clubs and 1.2 million 

members 

 Rotary manages the “global brand” and provides 

tools and resources for that brand

 Every Club is responsible for nurturing and 

cultivating its own image or brand



Ask and Answer

 What is your club passionate about? 

 How would you find out, if you don’t know?

 Does your club web site or brochure tell people 

what you do?

 Do your members know what your club does?

 Is your club meeting agenda visitor/guest friendly 

& focus on the guest experience?



Define Your Audience

 Prospective members – what demographic is right 

for you?

 No two clubs are identical

 Create a written demographic profile

 Often an excellent part of doing strategic 

planning (but can be done at any time)

 Be as specific as possible for your target member



Define Your Audience

 Age range

 Household

• Do they rent? Do they own a home? Where?

 Diversity

 Family make-up

 Profession or classifications

 Professional affiliations

 Hobbies and interests

 Community affiliations



Research the Audience

 Once profile of your target audience is complete, 

identify exactly what sources they receive their 

information

• Newspapers (metro, local, etc.)

• Targeted publications (e.g. sports, professional, etc.)

• Television (which shows?)

• Online (which websites do they visit?)

• Social media (which ones?)

• Other sources



For Example

Suppose I am starting a new evening 

club in Downtown San Diego, and am 

wanting to build a membership base. 

Where would I start?



Downtown Evening

 Age range

 Household

• Do they rent? Do they own a home? Where?

 Diversity

 Family make-up

 Profession or classifications

 Professional affiliations

 Hobbies and interests

 Community affiliations



Downtown Evening

 Newspapers 

 Targeted publications 

 Television 

 Online 

 Social media

 Other sources



Now Tell the Story

 Avoid the shotgun approach

 Target specific publications or media Upcoming 

speakers

 Awards presented by a Club

 Fundraiser or fundraising drive

 Community service and other hands-on events 

that are making a local impact

 New member events

 New technology rollout



Now Tell the Story

 Have someone dedicated to promoting the Club 

across all media (print, web, etc.)

 Understand that journalists are always looking for 

new stories

 Establish relationships and respond

 Don’t deluge with story ideas; be careful and 

considerate in your story pitches

 Take photos and videos for social media

 Use those photos and videos on own website



Now Tell the Story



Now Tell the Story

 Ensure your website matches your demographic 

profile

 Update it often

 Give access to multiple people to make changes, 

add stories, content

 Communicate with everyone what your 

demographic profile is

 Post events and stories that match

 Internally promote the website to existing club 

members 



Now Tell the Story

 Make the website easy to see, with news stories 

displayed prominently

 Consider adjusting the website or using templates 

that resemble other websites that your audience is 

used to seeing

 Don’t bury information

 Keep it organized and logical

 Install Google Analytics or tracking software to 

understand what pages people are looking at



Now Tell the Story



Now Tell the Story



Now Tell the Story



Now Tell the Story

 Communicate externally

 Maintain a separate “outside-the-club” database 

including:

• Potential members

• Guests at Club meetings

• Community partners

• Sponsors events

• Anyone who gives you a business card

 Send regular updates via email



Now Tell the Story



Now Tell the Story



Member Retention

 Spend so much time focused on new members 

that we often overlook our existing members

 What is the demographic profile of your existing 

members?

 May have very different information sources than 

your target audience

 Ensure that your public image efforts include 

existing members

 Much easier to keep a member than it is to attract 

a new one



Promote to Clubs

 Project your image to other Clubs in the District

 Keep everyone informed on your projects

 Make postings in QuickBits (soon to be 

NewsBits) that match your demographic

 Communicate with the District what you are up to

 Get active in new website:

www.rotary5340.org/beta



Promote to Clubs



Public Image Evolving

 People are exploring and learning about you in 

ways never thought possible, including phones, 

tablets, televisions, etc.

 Rotarians need to be willing to change the way 

we communicate if we are to attract new 

members, and reinforce the recruitment efforts of 

our existing Club members

 Focusing right now on your public image and 

clearly defining your audience will have many 

benefits later on down the road


