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Research

Action Plan

Communications

Evaluation

People usually 

jump in with 

communications 

and no plan or 

evaluation





Send

Out

Stuff



Send

Out

Stuff



Communication Strategy

Inputs


Outputs


Outcomes


Impacts



Research

Member survey
is

“member conversation”

What are members saying?

What do they want? What do they need?

Analyze the statistics

Analyze the comments



Public Image Survey 2016 
District club leaders



Member Communication Survey
December 2016 survey all District members



Audience needs

What’s happening 
in the club?

Why would I 
want to join the club?

Will my money be well spent?
Who are these 

Rotarians and what do they do?



Audience definition

• Long-time Rotarians
• New members
• Community Service interest
• International Service interest



Audience definition

• community partners
• other relationships
• potential members



Audience definition

• what does our club need, why?
• who do we need for our 

community service goals, 
international service goals?

• expertise do we have, need? 
• potential members’ needs?
• those needs related to club goals





Rotary Club of Ladner Strategy 
2016-17

A. Projects Strategy – Goal: 

B. PR, Communications -- Goals: 



Rotary Club of Ladner Strategy 
2016-17



Analysis: splash park WHO?

Ladner, Tsawwassen, 
North Delta 

Council, senior staff

parents, children, 
grandparents

Reach, service clubs

daycares, schools

farming, business 
associations, developers, real estate, tourism



Analysis: splash park WHO?



Analysis: splash park WHO?



Analysis: splash park WHO?



Analysis: splash park WHO?



Planning

For each goal, what is the basic, 
measurable result to be achieved 
or the gap to be closed between 
what is and what should be?



Planning

High level of commitment to the 
splash park among children and 
their families, including parents 
and grandparents, in Ladner and 
area.



Planning

What indicators are we going to 
use to measure whether we are 
reaching our goal and whether we 
have achieved our goal once we 
have finished?



Planning



Planning

What are we going to achieve, by 
what measure, by when and/or at 
what cost?



Planning

• increase splash park use by 50%
• value of Rotary and loyalty among members
• value of Rotary and loyalty among target groups
• 5 presentations to stakeholder groups Mar/17
• 80% positive evaluation of project Sep/17
• link to 8 organizations by Jun/17
• communications with stakeholders 1x/Q
• recruit champions among splash park users
• no cost



Planning

• increase splash park use by 50%
• value of Rotary and loyalty among members
• value of Rotary and loyalty among target groups
• 5 presentations to stakeholder groups Mar/17
• 80% positive evaluation of project Sep/17
• link to 8 organizations by Jun/17
• communications with stakeholders 1x/Q
• recruit champions among splash park users

outcome targets     output targets



Planning

•brainstorm how to achieve targets

•rank top options: timely, effective, 
feasible in current business cycle

•keep those not selected for future 
consideration



Planning

• Letters to the editor

• Advertising campaign

• Speak to business assn.

• Speak to parent groups

• Update sponsors

• Update donors

• Distribute flyers

• Distribute bumper 
stickers

• Annual community fair

• Rotary Day, February

• Conference poster 
session

• Recognize sponsors

• Electronic readerboard

• Media coverage

• Annual parade

• Speak to youth meeting



Planning

Letters to the editor

Advertising campaign

✓Speak to business assn.

Speak to parent groups

✓Update sponsors

✓Update donors

Distribute flyers

Distribute bumper 
stickers

✓Annual town fair, 
parade

✓Rotary Day, February

✓Conference poster 
session

✓Recognize sponsors

✓Electronic readerboard

✓Media coverage

Speak to youth meeting



Planning

What have we agreed we are going 
to achieve in this business cycle 
specifically, in measurable terms, by 
when and at what cost?



Planning

1. Maintain high level of understanding, 
commitment and satisfaction among sponsors 
and donors through quarterly 
communications at no cost.

2. Increase understanding and commitment of 
families by September 2017 at no cost.

3. Increase understanding and commitment of 
business community by September 2017 at 
no cost.



Communication Strategy



BREAKOUT SESSION #1



BREAKOUT SESSION #1

• Discuss with your group the elements 
of strategic communication planning:
• Measures
• Targets
• Communication options
• Objectives: measurable, by when at 

what cost

• Share one or two key key points with 
full group





Action

Action Plan

For each objective there is an 
action plan, indicating who is 
reponsible for completing each 
step in the plan, and when it is to 
be completed.



Action



AGENDA

MINUTES



LETTERHEAD

BUS. CARD

NEWS RELEASE



WEBSITE

FACEBOOK

TWITTER



MONTHLY BULLETIN FOR 
MEMBERS & FRIENDS

MEMBERS’
MONTHLY NEWS















RI PRESIDENT JOHN GERM 
VISIT TO SPLASH PARK SITE



ACTING MAYOR SPEAKS AT SPLASH PARK SITE



COMMUNITY SERVICE DISPLAY



ROTARY DAY IN FEBRUARY: SPLASH PARK AND ROTARY



ROTARY DAY IN FEBRUARY: SPLASH PARK AND ROTARY



MAY DAYS PARADE: SPLASH PARK



MAY DAYS 2-DAY FAIR: SPLASH PARK



MAY DAYS 2-DAY FAIR WITH INTERACTORS: SPLASH PARK



utcome: new members



utcome: sponsors



utcome: sponsors



utcome: sponsors



utcome: sponsors



utcome: sponsors



utcome: sponsors



utcome: Rotary fund-raising



Evaluation

Evaluation 

Did we achieve the results set 
originally, in the time and budget 
planned?



Evaluation
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Increase in member 
opinion 2016 vs 2015

2015 and 2016
✓Club Public Relations; ✓Member orientation and education: ✓ Fundraising; ✓
Local service projects

CLUB PR



Evaluation
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Chart Title

2016 2015

Increase in member 
opinion 2016 vs 2015

KEEPS ME INFORMED:
emails, bulletins, 
newsletter, website



Evaluation

Website Google Analytics



Evaluation

Twitter analytics



Evaluation

District 5040 Conference 2016 participant evaluation



BREAKOUT SESSION #2



BREAKOUT SESSION #2

• Discuss your club’s successes, failures:

• communicating to members about all 
activities, updates, results

• building awareness, understanding, 
commitment, action in community

• telling stories about impact of Rotary, not 
just reporting Rotary activities

• evaluating PR effectiveness

• Share one or two key key points with full 
group





Why use social media?



Stop trying to ‘Sell’ Rotary

• Stop thinking like a conventional 
marketer to sell Rotary.

• Start focusing on developing human 
interest. 

• Answer the question of why people 
should care about what Rotary and 
your club has to say.



Tell the Rotary story

Start with the outcome of any Rotary 
project and its impact with a human 
interest angle then explain Rotary’s 
role in achieving the result



Tell the Rotary story

News Release BEFORE: 

Rotary sending medical equipment to the Philippines

DELTA, BC (September 14, 2016) Some members of the 
Rotary Club of Ladner joined those of other clubs in the 
Lower Mainland to load a shipping container of used 
medical equipment to the Philippines last Saturday.



Tell the Rotary story

News Release AFTER (Tell more of a story, with human 
interest): 

Remote Philippines island to receive medical 
equipment thanks to Rotary

DELTA, BC (September 14, 2016) On Mindoro Island, one 
of the 2,000 inhabited islands among the 7,000 islands 
which comprise The Philippines, the mother of Alfredo 
Goco, a Ladner Rotarian, injured herself badly, but had to 
travel many painful, agonizing hours to reach medical 
help. Since then Goco has been working with various 
health authorities to bring medical assistance closer to the 
people of that island.



Tell the Rotary story

News Release with more of a story, human interest: 

Water park and youth leadership awards boosted 
by calendar sales

DELTA, BC (January 14, 2016) After more than 600 hours 
of volunteer effort from September to December, support 
from 56 sponsors and tremendous support from the South 
Delta community, the Rotary Club of Ladner has 
generated $21,000 net to projects for children and youth 
through its 10th annual calendar sales project. 



Tell the Rotary story

Website, social media post of guest speaker story, with 
human interest: 

Wildlife of all kinds rescued 

Metro Vancouver is developing rapidly and animals living 
in the urban environment face many challenges such as 
busy roads, loss of habitat, pollution, pet predation, 
poisoning, unsecured garbage and direct human cruelty. 
The Wildlife Rescue Association of BC rehabilitates wildlife 
affected by human activity and provides education to the 
public on co-existing with urban wildlife.



Personalizing Rotary’s Story

• Good stories bring words to life

• Storytelling brings people together 
and keeps them engaged. 

• Powerful for building relationships. 

• Stories are 22x more memorable than 
facts alone. 

• -- Dr. Jennifer Aaker, behavioral psychologist, Stanford University 
Graduate School of Business



Personalizing Rotary’s Story

• Storytelling is not about your club: 
it’s about your brand

• It’s about the value to members 
when engaging with Rotary

• …and the value to communities  

• Powerful brand stories are personal 
and people can relate to them



Personalizing Rotary’s Story

• Your brand’s stories reflect your 
values, among your members and 
with non-members

• Be persuasive and appeal to emotion

• Each club is unique; let its personality 
shine through



Tools: website



Tools: social media



Tools: social media



Rotary Club Facebook 

Rotary International’s “5 Things Every 
Rotary Club Facebook Page Should Have.” 

1. Determine your audience, create a strategy

2. Use images that make your club look great

3. Make your "About" and other Facebook tabs 
work for you 

4. Post content relevant to your audience 

5. Get club buy in



Facebook most engaging posts
-- BuzzSumo analysis 2016 comments

• Questions, images, videos more 
engaging than all other post types

• Videos most likely to be shared

• Sunday is best day for engagement 

• Short posts less than 50 characters 
more engaging than long ones

• People engage more to a post if 
outside Facebook to a longer article.



Facebook content plan 
-- Mari Smith, Facebook marketing leader

• Highly shareable video, photo content

• First 24 hrs organic reach of post 

• Then pay to boost the post

• 24 hrs later boost with more money

• Include Call to Action buttons and links

• Publish 5x/week -- try outside hours 

• Focus: educate, if possible entertain



Online/social media checklist

1. Club has simple online/social media dashboard?

2. Club website has correct Rotary branding?

3. Website has new post in last 2 weeks?

4. All website links work; tested in last 3 months?

5. Google Analytics set up and tracked?

6. Google My Business set up?

7. Google Alerts set up?

8. Google+ set up?



Online/social media checklist

9. Facebook page has correct Rotary branding?

10. Facebook page has “contact us” button

11. Facebook page Page Info filled out?



Anatomy Facebook Page



Anatomy Facebook Page



Anatomy Facebook Page



Online/social media checklist

12. Facebook page has post in last week?

13. Facebook page at least two posts per week?

14. Facebook page address & phone contact #?

15. Facebook page boosted post past month?

16. Facebook page has event in last 6 months?

17. Twitter page has correct Rotary branding?

18. Twitter page matches FB page?

19. Twitter is connected to FB page for postings?

20. Twitter page at least two posts per week?



Video

• Adding a video to your website can 
increase the chance of a front page 
Google result by 53 times

• Video in emails has  been shown to 
double click-through rates

• Audiences are 10x more likely to 
engage with video content than blogs 
or social media



Action: website



Action: website



Action: website



Action: website



Action: website



Action: website

SHORT LEAD SENTENCE OR PARAGRAPH SEEN ON HOME PAGE

PHOTOGRAPH 
TO APPEAR ON 
HOME PAGE

REST OF STORY WITH MORE, LARGER PHOTOS, IMAGES, VIDEO



Action: website, guest speaker



Action: website, guest speaker



Action: website, guest speaker



Action: website, guest speaker



Action: Facebook, guest speaker



Action: Facebook, guest speaker



Action: Facebook, guest speaker



Action: Twitter, guest speaker



Action: Twitter, guest speaker



Action: Twitter, guest speaker



Action: Twitter, guest speaker
https://portal.clubrunner.ca/603/Stories/connecting-people-to-nature-
community-and-themselves-through-
beeshttps://portal.clubrunner.ca/603/Stories/connecting-people-to-nature-
community-and-themselves-through-bees



Action: Twitter, guest speaker



Action: Twitter, guest speaker



Action: Twitter, guest speaker



Action: Twitter, guest speaker



BREAKOUT SESSION #3



BREAKOUT SESSION #3

• Discuss with your group the successes, failures in 
using specific communications and what you 
might improve:

• Member communications

• Media relations

• Advertising

• Website

• Facebook, other social media

• Share one or two key key points with full group



Rotary District 5040 website
Public Relations & Public Image Committee

http://tinyurl.com/PR5040

Links

• Rotary Public Image Face Book 
Page 

• Rotary Effective Public Relations

• Rotary Club PR Committee Manual

• Rotary's Voice & Visual Identity 
Guidelines

• Rotary Brand Center (sign in 
required) 

• Rotary International: Resources 

• Rotary Zone 24: Resources 
[certain topic links]

Media Files

• Crisis response in social media 
and PR 

Training Videos

• What is Rotary? 

• Rotary's New Look 

• Connect Better with Your Local 
Community Through Facebook 

• The Power of Images: Telling 
Rotary’s Story through Social 

• District 5040 Display Booth (north & 
south)

• Telling Our Story 

• 7 Step Plan for Rotary Club PR 



Additional Resources
Clubrunner:
Rotary District 5050 ClubRunner Support Page 
https://portal.clubrunner.ca/50004/SitePage/website-support

Membership Resources:
https://www.rotary.org/myrotary/en/learning-reference/learn-topic/membership
http://portal.clubrunner.ca/50004 (membership > membership resources)
http://www.district5050.org/ (membership > membership resources)

Facebook:
5 Things Every Rotary Club Facebook Page Should Have 
http://www.poulsborotary.org/Stories/5-things-every-rotary-club-facebook-page-

should-have

Social Media:
Global social media research summary 2017, by Dave Chaffey 
http://www.smartinsights.com/social-media-marketing/social-media-

strategy/new-global-social-media-research/

https://portal.clubrunner.ca/50004/SitePage/website-support
https://www.rotary.org/myrotary/en/learning-reference/learn-topic/membership
http://portal.clubrunner.ca/50004
http://www.district5050.org/
http://www.poulsborotary.org/Stories/5-things-every-rotary-club-facebook-page-should-have
http://www.smartinsights.com/social-media-marketing/social-media-strategy/new-global-social-media-research/





