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The Mindarie Bulletin

Rotary Club of Mindarie Inc. WA
District 9455     Club 83520

Chartered 11/2010

www.rotarymindarie.com
Meets every second Wednesday

At Quinns Mindarie Community Centre.

5:30pm for 6:00pm It has been the way of Rotary tofocus thought upon matters in which members are in agreement, rather than upon matters in which they are in disagreement. 
Paul Harris

PEOPLE OF ACTION

"Our success or failure 
will not depend upon the 
machinery of Rotary or its 
physical growth, but upon 
the extent to which 
Rotary's ideals or 
objectives are translated 
into positive, tangible 
results in personal, 
business, community, and 
international life. We shall 
be known by our works."- Almon E Roth RI President 1930-31

While While While While many people have heard of many people have heard of many people have heard of many people have heard of 
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understand understand understand understand what Rotary clubs do. what Rotary clubs do. what Rotary clubs do. what Rotary clubs do. 
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Rotary has created a new global Rotary has created a new global Rotary has created a new global Rotary has created a new global adadadad
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ActionActionActionAction.” The ads are available for .” The ads are available for .” The ads are available for .” The ads are available for 

download at the Rotary Brand download at the Rotary Brand download at the Rotary Brand download at the Rotary Brand 
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the world to tell their story in a consistent, compelling way.the world to tell their story in a consistent, compelling way.the world to tell their story in a consistent, compelling way.the world to tell their story in a consistent, compelling way.

This campaign is for people who do not know about Rotary or why it’s This campaign is for people who do not know about Rotary or why it’s This campaign is for people who do not know about Rotary or why it’s This campaign is for people who do not know about Rotary or why it’s 

relevant to them. We hope the campaign will appeal to potential relevant to them. We hope the campaign will appeal to potential relevant to them. We hope the campaign will appeal to potential relevant to them. We hope the campaign will appeal to potential 

members who want to make a difference in their communities, those members who want to make a difference in their communities, those members who want to make a difference in their communities, those members who want to make a difference in their communities, those 

interested in Rotary’s causes, and people looking to establish interested in Rotary’s causes, and people looking to establish interested in Rotary’s causes, and people looking to establish interested in Rotary’s causes, and people looking to establish 

relationships with others in their communitiesrelationships with others in their communitiesrelationships with others in their communitiesrelationships with others in their communities....

Rotarians share a unique passion for taking action to improve their Rotarians share a unique passion for taking action to improve their Rotarians share a unique passion for taking action to improve their Rotarians share a unique passion for taking action to improve their 

communities and the world. Where others see problems, we see communities and the world. Where others see problems, we see communities and the world. Where others see problems, we see communities and the world. Where others see problems, we see 

solutions. This is our chance to show others how Rotarians see what’s solutions. This is our chance to show others how Rotarians see what’s solutions. This is our chance to show others how Rotarians see what’s solutions. This is our chance to show others how Rotarians see what’s 

possible in their communities and to highlight what we can achieve possible in their communities and to highlight what we can achieve possible in their communities and to highlight what we can achieve possible in their communities and to highlight what we can achieve 

when more community leaders join Rotarywhen more community leaders join Rotarywhen more community leaders join Rotarywhen more community leaders join Rotary....

As a Rotarian, you are also a Rotary brand ambassador. Help us tell the As a Rotarian, you are also a Rotary brand ambassador. Help us tell the As a Rotarian, you are also a Rotary brand ambassador. Help us tell the As a Rotarian, you are also a Rotary brand ambassador. Help us tell the 

story of Rotary and how we are people of action for communities story of Rotary and how we are people of action for communities story of Rotary and how we are people of action for communities story of Rotary and how we are people of action for communities 

around the globe. around the globe. around the globe. around the globe. 



Since our second AGM in February and our “makeup” 

meetings related to the 4 Way Test Speech Competition, 

we have not had a regular Club Meeting.

So here is an update on what has been happening:

 There are two new appointments to the Board of the 

Club. Fiona Congreve (Treasurer) and PE Jessica 

Andersen join President Ralph, PP Nigel, Margaret and 

Brian on the Board.

 Simran Vyas, our representative in the District 4 Way 

Test Speech Competition won the second semifinal and 

then progressed to the District Final on Monday 12th

March. Despite a great speech from Simran, she lost out 

to two great speakers – Sophia Davies  (RC Mt Lawley) 

and Ciedele Mezger (RC Geraldton-Greenough) who will 

represent our District in the State Final. Good to see our 

Club members supporting these events.

 Club members participated in a sausage sizzle at the 

annual Ukorama Festival held at Peter Moyes Anglican 

Community School on Saturday 10th March. From a fund 

raising perspective it was not a great success but 

certainly lifted the RCM profile.

 The Swap Mart Facebook page has 1700 followers who 

regrettably do not show up as sellers or buyers. A survey 

of their views showed that the preference is for a market 

(including produce) to be held fortnightly  on a Sunday 

between 0900-1300.

 On March 12th, the Board agreed to suspend the 

operation of the Sunday Swap Mart indefinitely. This is 

due to the general lack of interest from our local 

community in such an event. Alternatives have been 

under consideration by the Board for some time but the 

difficulty is finding a great outdoor venue.

 Ralph met with the Management of the Ocean Keys 

Shopping Centre. They are keen to have the Swap Mart 

(or Market) continue and are prepared to assist even to 

the extent of moving it to the new car park area. They 

are coming up with some marketing ideas.

 On 17th March, we undertook a sausage sizzle for the 

Clough Suez Water Partners Family Day which was 

celebrating World  Water Day. Thanks to RC Joondalup 

for this opportunity to raise some funds and increase our 

profile.

 District has decided to extend the 4 Way Test Speech 

Competition to year 6 students (currently Year 10). We 

have 17 primary schools in our catchment area as a 

source of competitors!

 The next regular Club Meeting is scheduled for 4th April 

and we will have PE Jessica and partner David speaking 

about their recent Rotary trip to India. David will also be 

inducted into Rotary.

EASTER
BASKETS

In lieu of our next Club Meeting we will

be assembling the Easter baskets.

This year, we are planning to distribute 30 Easter baskets to:

• Twelve to the Patricia Giles Centre for victims of domestic 

violence

• Ten to Mercycare, Merriwa for the less fortunate members in our 

community

• Eight especially  needy families in the community - as identified 

by a local church.

All the stuff has been purchased  and we need those interested to  

help put the baskets together. 

Ralph’s place is the venue - from 5:30pm on Wednesday 21st March.

How many psychotherapists does it take to change a lightbulb?
Just one, but it'll need nine more sessions.

 Research into identifying the local businesses and 

creating a database of contacts in our catchment area 

has been completed. An engagement strategy is being 

worked upon.

 Next meeting is scheduled for 21st March and this will be 

assembly of the Easter Baskets. On 4th April we will have 

our regular meeting at the QMCC



District 9455

Well done to Simran Vyas for her effort in the 
District 4 Way Test Speech Competition Final last 
Monday night. 
Unfortunately RC Mindarie had to pass on the 
District and State trophy.

The winner of the District competition was Sophia 
Davies from the Mt Lawley Club and second place 
went to Ciedele Mezger from the Geraldton-

Greenough Club. 
Both will be excellent representatives in the State 
Final between D9455 and D9465.

Simran’s Aunt, Mum Sejal, Deputy Principal Natalie and Teacher Phillip

Terri Irwin is an active member of Glasshouse Mountains Rotary club, and through 

Australia Zoo has made various donations to the local community including:

• Being a partner in the annual Rotary calendar, and selling them in Australia Zoo 

retail outlets (all profits go back to Rotary and the local Cystic Fibrosis branch)

• Making donations for assistance received from Rotary members during Australia Zoo 

promotional days

• Conducting regular fundraising events for the local branch, through monthly Zoo 

promotional days, e.g. fundraising raffles

• Sending representatives to attend local branch meetings

• Holding free family day outings for families affected by Cystic Fibrosis

• Being the major sponsor for the Rotary Charity Golf Day, with teams participating from the Zoo, and donation of 

major prizes to give away.

The funds donated to Glasshouse Mountains Rotary are directed to the local Cystic Fibrosis chapter at the Sunshine 

Coast. Over 50 families in the area are affected by Cystic Fibrosis, and these funds go directly into helping them to 

cover medical bills, home assistance and equipment. All of the families affected are also treated to a well-deserved 

family day out at Australia Zoo, where they get to relax and enjoy themselves for the day while getting absorbed in 

wildlife and fun!

IT’s not just  about

fundraising
Fundraising is an important matter  to

our Club in this competitive time

and of course we should seize 

any and every opportunity to do

so. We used to rely heavily on 

Bunnings sizzles as one of our  

major sources of funds. However, every sporting 

club and cause is now competing for a Bunnings slot and 

our chance only comes up perhaps once in  six  months. So 

we look for other opportunities.

But there is another factor at play when we do sizzles such 

as Ukorama and  Clough SuezWorld Water Day and that is 

to raise our profile in the local community.

So sometimes we undertake an event which may not be 

the most effective fundraiser but is an investment in word 

of mouth advertising and increases awareness that the 

Rotary Club of Mindarie is out there in the Community.



AFL Announces New ‘Redhead 
Round’ As Part Of 2018 Fixture

The AFL’s 2018 season will for the first time include 

a special redhead round, to highlight the previously 

unacknowledged role of the minority group in the 

AFL community.

Unveiling the new concept today, AFL boss Gillon

McLachlan said the round was a chance to 

embrace the full diversity of hair colours within our 

community. “Australian Football has the 

extraordinary power to bring people together 

regardless of their hair type,” he said.

“This section of the community has been ignored in 

many ways, and I think competitive professional 

football is the perfect arena to embrace them”.

McLachlan said some of his best friends were 

redheads. “Some of my closest mates had to 

struggle with this issue. Initiatives like this are so 

important”.

A Friday night blockbuster between Essendon and 

Geelong will kick off a round 14 weekend of 

redhead events and activities. Umpires will wear 

orange, teams will design special redhead 

guernseys, and Cameron Ling will commentate 

every game.

The new initiative means the previously-slated 

‘vegan round’ is now unlikely to be implemented 

until the 2019 season.



Our District is applying for a Global Grant to support a 

Vocational Training Team to work with District 5300 in 

Southern California. We are taking the very successful Path 

of Hope Program to this district to work with them in the 

critical area of Family Domestic Violence. This program is 

already operational in 4 other States in the United States of 

America.

We are seeking applicants for the team members in these 

areas - The Justice System, a Police Officer and a Policy or 

Court person, Civic Society, a Salvation Army person, or a 

Psychologist or Counselor, a Project Manager or Human 

Resources person.

The applicant needs to have experience in the field of 

family Domestic Violence, and must able to travel to the 

United States at the end of May - returning late June. All 

costs - airfares, accommodation, meals etc would be 

covered by the Rotary Foundation for the team members. 

They will only be responsible for their own out of pocket 

expenses.

All details are outlined in the 2 attachments to this email. 

You will note that applications close just before Easter. WE 

WILL ACCEPT APPLICATIONS up to the close of business -

Monday 2nd April.

Please consider people that you know who would be keen 

to participate in this unique opportunity to do good in the 

World. Please ask your Club members to talk to their 

contacts who would qualify. Contact details are also in the 

attachments. 

We look forward t hearing from you, very best wishes

- PDG Jerry Pilcher, District Vocational Training Team 

support

UNIQUE OPPORTUNITYUNIQUE OPPORTUNITYUNIQUE OPPORTUNITYUNIQUE OPPORTUNITY
VOCATIONAL TRAINING TEAM

The Rotary Australia Benevolent Society (RABS) has 

been established to assist Rotary Clubs and Rotary Districts 

within Australia to respond to needs within their own 

communities and to gain tax deductibility for donations 

made to their particular project. 

A RABS project can also be used 

to deliver relief for declared 

disasters both within our Australian

community and in developed 

countries, overseas.

RABS has been registered with the 

Australian Charities & Not-for-Profits 

Commission (ACNC) and has Designated 

Gift Recipient (DGR) status with the 

Australian Tax Office (ATO).

A RABS project must have benevolent relief as its main 

purpose, and that relief must be provided to people in need.

Your project does not have to provide material help directly 

to those in need. Public benevolent institutions can engage 

others to undertake activities on its behalf or be part of a 

relationship of collaboration (such as within a structure of 

related organisations with shared objects) that is organised, 

conducted for or promotes benevolent relief.

Benevolent relief includes working for the relief of poverty 

or distress (such as sickness, disability, destitution, suffering, 

misfortune or helplessness).

The degree (level) of distress is also important and your 

project only meets the definition if its purposes try to meet 

a need that is:

• significant enough (and the circumstances difficult 

enough) to arouse compassion in people in the 

community

• beyond the suffering experienced as part of ordinary 

daily life, and

• concrete enough – aimed at helping people who are 

recognisably in need of benevolence (see below).

The purpose does not have to relieve financial hardship or 

need caused by poverty, but can relieve other needs. For 

example, a project that provides counselling services to 

people traumatised by a natural disaster, or one that 

provides education and activities to disadvantaged young 

people to help them gain skills in life may qualify with the 

requirements of a public benevolent institution.

 Magpies are considered one of the most intelligent 
animals in the world, and the only non-mammal species 
able to recognise itself in a mirror.

 The medical name for a butt crack is “intergluteal cleft”.
 There is a McDonalds in every continent except Antarctica.
 In South Korea there is an emergency number (113) to 

report spies.
 The process by which bread toasts is called the “Maillard

Reaction”.
 A duel between three people is actually called a truel.
 Most toilet paper sold for home use in France is pink.
 Bullfrogs do not sleep.
 The human nose can remember 50,000 different scents.
 Ketchup originated in China as a boiled-down brine of 

pickled fish and spices called “kechiap”.
 In 2014, a missing woman on a vacation in Iceland was 

found when it was discovered that she was in the search 
party looking for herself.

 Baked beans are not actually baked but stewed.

Does the name Pavlov ring a bell?

Pavlov's dog to his lady friend: "See that! Every time I 

salivate, Pavlov smiles and scribbles something in his 

notebook."



Organizations spend over $100 billion annually to improve employee 
engagement. Yet according to Gallup, only 13% of employees are 
engaged — and disengaged employees cost U.S. companies $450 
billion to $550 billion per year in lost productivity.

The reason why most engagement efforts fall short is that they’re 
designed to cultivate employees’ commitment in generic, general 
ways. They attempt to make people feel that they’re working for a 
responsible company or that the company’s leaders care about 
them. A more precise, robust approach is 
employee brand engagement, which establishes a critical link 
between employees and customers.

Employee brand engagement is achieved when employees are 
aligned and involved with the organization’s brand. It requires the 
company to have a clearly articulated brand identity and its leaders 
to cultivate a positive, multidimensional connection between 
employees and that brand identity. The goal is to make sure 
employees know what the brand stands for and are committed to 
reinforcing it with their actions.

Employee brand engagement differs from “employer branding” or 
“employment branding,” terms that refer to an organization’s efforts 
to enhance its image to attract and retain talented employees. It’s 
also more than “internal marketing” or “invertising,” which describe 
when an organization promotes its brand to employees as it would 
to customers and expects them to “buy” the message it’s trying to 
“sell” to them. It isn’t about selling anything, or even telling 
employees what they should do; it’s about informing, inspiring, and 
involving employees so that they want to support and advance the 
brand.

Only when employees are engaged with the brand will they think 
and act in the specific ways that produce the specific results the 
company is seeking. Employees must internalize the organization’s 
purpose and values so they make decisions that clearly support 
those priorities. Ultimately they design and deliver on-brand 
customer experiences that strengthen the brand’s competitive 
position and build equity in the brand.

- continued

Engaging Employees Starts 
with Remembering What Your 
Company Stands For

- Harvard Business Review

Note: I feel that there is some relevance to us as members 

of Rotary.

- Continued

Employee brand engagement has three dimensions:

 Personal and emotional commitment. For example, 
employees feel an emotional connection with the brand and act 
as brand ambassadors, actively sharing positive information 
about the brand with their friends, families, and communities and 
recommending it to them.

 Understanding the brand strategy. Employees understand 
who the brand’s target customers are, how the brand is 
positioned relative to competitors, and what makes the brand 
unique and valuable from a customer perspective.

 Day-to-day involvement with the brand. Employees have 
appropriate access to tools and data about how the brand is 
perceived by customers and they actively nurture and reinforce 
the brand on a daily basis, at every touchpoint. Even those 
employees who don’t have direct customer contact understand 
and embrace their role in delivering on-brand customer 
experiences.

This kind of engagement is missing at most organizations. A Journal 
of Brand Management paper shows that four in 10 employees 
struggle to describe their organization’s brand or how they think 
customers feel their organization is different from competitors. Brand 
consultancy Tenet Partners reports that only 28% of employees 
strongly agree that they know their company’s brand values, and 
that only one in five employees strongly agrees that company 
leaders communicate how employees should out the brand values 
in their jobs.



What's green and has wheels?   Grass. I lied about the wheels.


