A talk presented at the Rotary District 6360 President-elect Training in May, 2007.
Ten ways to get Rotary’s name out
First, a bit about who I am:

I”m Gretchen Cochran and have been appointed to chair the Rotary District 6360 Public Relations Committee. I have been a member of Rotary 17 years, most of them in Lansing. I have just retired from the board of directors and from the chairmanship of the Hands On Committee.

I am a former newspaper owner, the founding director of Ronald McDonald House in Lansing (raised $1.5 million for construction of the house, with lots of help), and the former marketing and public relations director 4 years for Capital Area District Library. 

Here’s a common scenario for most non-profits: members knock themselves out preparing for an event, and a few days before, they say, “Oh my gosh, what if nobody comes.” They spew out a few press releases, get no coverage, and say, “The press doesn’t like us.”
Furthermore, Rotary has a unique problem: It is the myth that doing good should not be publicized. And when we do not tell our story, we have difficulty getting new members. 
So here are 10 ways to shine a light on Rotary’s name:
1. Name a pr/marketing chair for the entire year, not just for one event. Put him or her on your board. You’ll see why. 
2. Cultivate local media and recognize niche markets.  The first priority for Rotary should be business-related outlets to reach prospective members. When approaching newspapers, meet with the publisher (runs the business and oversees the advertising department) and at a separate time, the editor; regarding radio and television, speak to the general manager (again, runs the business) and the assignment editor (delegates reporting assignments). Each has a different agenda. 
Consider it a sales call. Ask what their needs are (stories, deadlines, sell advertising, etc.). and tell them your needs (to sell your story). Advertising departments can be very helpful. E.g. for a Ronald McDonald House golf outing, the newspaper’s ad people had freebies to give away like nights at resorts which we offered as prizes, and the newspaper printed all our signage at no cost

3. Create a pr plan for the year (think of it as a business plan, keyed to your club president’s goals for the year): create budgets in terms of dollars (even if in-kind), and time (the members’ as well as the public’s attention. 
4. Realize that media outlets are businesses. Confer with them as such. You want free ad space? It has a dollar amount attached and a limited number of free ads will be available. The larger the media, the further out it should be contacted. One year is not too long. You want a special section? Ads will have to be sold in it. Who will buy them? That leads us to the next item:
5. Target: If you sell widgets, market to people who buy widgets. Pediatricians would not likely market to senior citizens. Get chamber of commerce lists and other business community leads from the public library (business librarian). 

6. Partner, partner, partner to leverage dollars, impact. If your club is doing a literacy project, partner with others in the community doing the same; cross promote with their members, adding links to each others web sites. Are you presenting a check to your science museum? Get link on its web site, a copy of its mailing list, a story in its newsletter, and a story released by it to the media, approved by you first. Make these part of the agreement to receive grants from Rotary.
7. Get it free: PSA’s, TV stories: TV must have pictures, think accordingly. A ground breaking can be ho hum, so for Ronald McDonald House’s groundbreaking, we had Ronald McDonald driving a bulldozer. Every TV station in Lansing showed up.
Magazines: Submit written stories with photos (make arrangements for publication first and get guidance from the ditor).  Topics might be: Rotary racks up 50 years of giving. Stress local angle. Rotary launches drive to X, again consider benefits of the project, and photo opportunities,
And make graphics as professional as possible. RI gift of graphics on a CD called “Humanity in Motion:” one caveat, get your website or local phone number on any RI pieces.
8. Make news: The District Governor coming is not news. District Governor bringing a check to a Rotary meeting for a local school is better. The best is the DG and Rotary members at the school with the kids who will be benefiting. Get a large erasable check showing the amount being given.

Link story ideas to timeliness, e.g. Earth Day (bio sand filters), Starting of school (literacy)
Give awards. Okemos Rotary regularly gives high school scholarships and the media regularly prints the information because the focus is on the student.

New officers elected. Always submit mug shots because they get more attention, from the editor as well as the reader. Send the news to the business section
9. Be visible: Anywhere Rotary is working, members should wear something identifying them as such: Rotary caps, logo everywhere. Does your town have a sign at the edge of town telling where Rotary meets? (Purchase one on the RI site)
10. Move into the information age: Invest in a digital camera, and designate club photographer so photography doesn’t fall through the cracks. Post the photos on your club’s web site. If you don’t have one, get one. This is how young people communicate. Consider Club Runner. Put your web address on everything.    
11. And here’s an extra:  Be redundant: It takes at least 7 impressions to motivate the average slug to get off the couch and do something.  That’s why TV commercials are repeated over and over. Use many forms of media (print, TV, web, outdoor) all at the same time 
So, you see why you need to designate one person to shepherd your marketing and public relations. It takes a different way of thinking and is time consuming.
Whoever you name, have them check the district web site for my link where I will offer assistance. 

And check out Shazam on the district’s web site, where these and other tips will be posted, with examples of the cool stuff you all are doing.
