
2020 - 2021 AAF AUSTIN CLUB ACHIEVEMENT:

MEMBERSHIP DEVELOPMENT & COMMUNICATIONS

Overview

Transitioning to a virtual-first organization was no easy feat, but as a team, we have continued to

engage with our members through the COVID-19 pandemic. With many individuals going through

transitions of their own, we realized the most important offering we could provide our members was a

sense of community. We quickly started discussing strategies for membership pricing, annual event

execution, and membership benefits. Our Communications team recruited a young group, eager to learn

and show their strengths, who worked across a broad scope to keep AAF Austin and our events widely

seen and top of mind. We made thoughtful adjustments to our very popular Big Wigs Awards, which

celebrate the people who support the Creative teams and help us appeal to a wider audience.

Some of our recurring network opportunities, like our monthly happy hours, were put on hold

while we worked on making sure that our most important events and benefits were properly promoted.

We wanted to continue to focus on our goal to connect the Austin advertising community, especially

during a time where many may feel disconnected.

Membership

Katie Dickerson, Co-VP Membership Chair

Alyssa Gonzales, Co-VP Membership Chair

Over the last year, we have focused on the following 2020-2021 Goals:

1. Retention: Reengage and reestablish the benefits of being an AAF Austin member.

2. Recruitment: Elevate & promote our membership throughout our community.



3. Involvement: Increase and maintain membership engagement through virtual events.

Goal 1: Retention: We focused on two main initiatives to remind and re-engage our current

members by showing them the benefits of being a member and the awesome stuff we are doing

within the organization.

Method 1: Corporate Member Roadshow. We did personal outreach to our corporate members

and set up meetings to connect with them on a virtual call. On these calls we wanted to review

membership benefits, planned events, opportunities of recognition/visibility, and feedback to enhance

their membership experience with AAF Austin. Our corporate members are extremely important to our

organization and we wanted to make them a priority. [Exhibit A]

Method 2: Renewal email campaign. We sent renewal emails to renewing members thanking

them for being a part of our organization, advising upcoming events, and reminding them of the benefits

of their AAF Austin membership! This allowed us to show our appreciation and give them a contact

within AAF Austin to reach out to with any questions, feedback, or needs. A personal touch goes a long

way making sure members feel a part of a community not just another number.

Goal 2: Recruitment: Elevate & promote our membership throughout our community

Due to the Coronavirus and the extensive layoffs experienced within the industry, we recognized

the importance of a thoughtful recruitment effort. In partnership with our Communication VP, we devised

a plan to establish clear incentives for new members to join our organization.

We started by offering a $25 discount for Ad 2 Austin, AAF Austin Individual, and

Educator/Non-Profit annual memberships. This promotion went live on September 17, 2020 and ran until

December 31, 2020 and was promoted via email and social (LinkedIn, Facebook, and Instagram).

[Exhibit B]

Within our promotion we highlighted local benefits: discount on ADDY entries and discounts on

program tickets for our annual programs and more. Due to a high demand in work-from-home office

supplies and pet insurance for our pet-loving Austin community, we also emphasized national benefits

from affiliates: Office Depot, Hertz, and ASPCA Pet Health Insurance. [Exhibit C]



Results: We ended December at 1,439 members, an 18% increase in our membership base from 1,220

members in July 2020.

Goal 3: Involvement: Successfully move from and in-person events to virtual without losing

membership participation.

Method 1: Initiating virtual thought leadership events outside of Addys and BigWigs around

topics that were relevant to current events this year and industry hot topics.

Membership gratitude event! Topic: Virtual Digital Thought Leadership: Trivia Style. We

explored the past, present, and future of digital advertising with a data spotlight on Roundel, Target’s

in-house media company that pairs proprietary, addressable audiences with a premium, curated inventory.

[Exhibit D]

Mid-Summer membership kick-off event. Topic: An Irrational Approach to a Chaotic World. AAF

Austin hosted a lunch virtual speaking event featuring Ben Gaddis with T3 and Anna Akbari. We

explored the limitations of incremental innovation and made the case for why every company needs a

Zero Revenue Plan. We discussed how this pivotal moment in our world could also be a time of

unprecedented hope and opportunity. [Exhibit E]

AAF Austin hosted a three-part panel series “Meaningful Action”, with thoughtful conversations,

tools and resources to encourage diversity in the ad industry. [Exhibit F]

AAF Austin worked across District 10 to present two workshops leading up to the first Virtual

Day at the Texas Capitol - We educated our participants about how the legislature works and policies that

affect the advertising industry, directly affecting each of our livelihoods. [Exhibit G]

Method 2: Engage and partner with Ad 2 Austin to welcome new members through

communications, mentorship, and events.

Several of our members are involved in the Ad 2 mentorship program, preparing college seniors

and early professionals for the workforce. Members meet with their mentees at minimum once a month to

set goals and guide them to achieve them - whether finding an internship, reviewing their resume, creating



mock-interviews, or helping them network. This program engages membership on a deeper level and

provides a way to give back. [Exhibit H]

Conclusion: With many factors being outside of our control this year, every effort to maintain and grow

our member base was important. We were successful in slightly growing our base through quickly

adapting to a virtual first world and building off the strong relationships that have been made within

previous years. After a year of virtual efforts, we learned that being accommodating and nurturing our

sense of community  played a big role in the success of our organization. We will continue to ensure that

our club offerings are aligning with the needs of our members as we navigate through more years of

uncertainty so that we can continue to bring together the Austin advertising community.

Communications

Laura Canzano, VP, Communications

Overview

This year we’ve kept pushing to include new measures to increase our audience and membership.

We’ve also had to drastically rethink ways to engage with our members due to the COVID-19 Pandemic.

Faced with some of these challenges, we were able to instill new strategies that have streamlined our

communication.

In 2020-21, building on last year’s goals, we dedicated our time transitioning to this new normal.

Some of the more ambitious projects had to be put on hold while making sure that our most important

events were properly promoted and communicated. Through the following efforts and many others, we

have remained focused on our core purpose: to promote the value of AAF membership and elevate our

organization as the leading voice for Austin’s advertising community. Over the last year, we have:

● Increased our mailing audience by 182 people almost reaching a total of 2,500 subscribers.

[Exhibit I]

● Maintained an average open rate of 18.9% (above the industry average of 17.4%, according to

Mailchimp) and an average unsubscribe rate of 0.2% (consistent with the industry average)

● Promoted 11 plus events [Exhibit J]



● Drove more than 518 (and counting) ticket sales and generated more than $7,800 in event revenue

that’s a 63% increase since last year. [Exhibit K]

● We’ve consistently increased our following in all our social media platforms. [Exhibit L]

Here are the core communication goals for this year:

1. Increase engagement and growth of our social media audiences for AAF Austin.

2. Solidify internal processes.

3. Successfully move from in-person events to virtual without losing membership participation.

Goal 1: Increase engagement and growth of our social media audiences for AAF Austin

Summary: In order to help our growth and engagement we strategized for each social media platform

and consolidated all logos and names to bring consistency.

Method 1:  In order to properly grow our engagement and audience in the goal to increase our

memberships and also entice our nonmember audience we did an audit of all the social channels. We first

made sure all our platform handles and profile pictures reflected AAF Austin and moved away from

Austin Ad Fed— our previous club name. We made this change on LinkedIn, Twitter and Instagram.

Method 2: We wanted to make sure that the content diligently created by our team members

would receive consistent amounts of eyeballs. We realized that previously we had not been using all the

tools available to us on these platforms. Namely stories for Instagram, proper hashtags on Twitter and

Instagram and finally making sure our board members helped spread the word by reposting on their

personal channels.

Method 3: For LinkedIn and Facebook we decided to also reach out to the audience ourselves. We

engaged with the Austin advertising community, inviting them to follow our page whether or not they

were members. This resulted in a massive increase in audience and post engagement. Moreover we saw

an increase in ticket sales and audience participation in some events.

Goal 2: Solidify internal processes

Summary: Last year the committee implemented several tools to increase internal processes such as

using request forms and a Slack channel. Admittedly, our process is still clunky and it has been difficult to



get everyone to use those tools. We recognize that this has been more of a fail than a success story.

However, we have created a project tracker sheet for our communication team to better project manage

the requests.

Method 1: Use our board meetings and reports to strengthen the process. The form was designed

to naturally create a sort of brief so it’s easier for members of the other committees to get their events

promoted and reported on.

Method 2: Re-introduce the Slack channel as the way to communicate internally within the

communications committee but also with our board members. Some of our limitations have stemmed

from work computers not allowing the user to download Slack and therefore is not a tool we have used.

But we have come to a workaround of email + Microsoft Teams that will prove to make the rest of this

year even more successful.

Goal 3: Successfully move from in-person events to virtual without losing membership participation.

Summary: 2020 has presented a unique challenge for all clubs to maintain engagement with their

members while still providing places to celebrate our advertising community and network.

Method 1: Move all events to Eventbrite to consolidate all event tracking and shorten the

consumer journey. As we continue to work on updating our website, one technique is to embed Eventbrite

to our site to no longer duplicate events on our site and on Eventbrite. This is creating a single place for

people to purchase tickets, find information about our events and even save to calendars. Because of this

initiative we’ve had an increase in ticket sales revenue from last year. [Exhibit M]

Method 2: Again, our social media platforms played a crucial role in promoting events. Using it

to directly send people to Eventbrite pages makes it easier for people to sign up or buy tickets.

Conclusion: The 2020-2021 AAF Communications Committee came beautifully set up from previous

years but had to face a new reality as the world around us drastically changed. We were successful in

adapting and building on the foundation that was previously there. Sometimes faltering, but mostly

bringing in new thinking and new ways to achieve our main goal: bring in new members. We hope to

continue in this positive trajectory taking on new challenges such as revamping our website with the new



AAF branding and consolidate the audit we did last year. We know things will take time and continuous

effort but we’re here for it. We also can’t wait to be able to interact again with our members on a physical

plane versus a virtual one.

Big Wigs

Victoria Huffines, VP, Big Wigs

Goals: 

1. Unite, honor and celebrate the contributions of our Austin advertising community who are not

typically recognized.

2. Raise money to benefit AAF Austin.

Details:  Our Big Wigs event is one of our club’s most attended, second to American Advertising Awards,

that includes and unites our industry’s ecosystem, including all groups within it: agencies, clients, vendors

and suppliers. While it was a different event atmosphere than in previous years, Big Wigs took place

online on October 29, 2020 and was AAF Austin’s first ever virtual awards ceremony. We pre-recorded

the ticketed awards ceremony and hosted it online through an Eventbrite and Zoom webinar. We

revamped our categories this year, which resulted in a total of 36 categories, with 9 new categories and 5

categories that were either removed or consolidated. A few of the new categories include Best Emerging

Talent, Best Account Manager and Best Strategist. We presented the special Silver Medal Award to

Alejandro Ruelas at THIRD EAR with a pre-recorded introduction and his acceptance speech. We safely,

recorded each of the nominees for the awards video via Zoom and featured the “unmasking” of each

category winner as fun video clips during the ceremony. [Exhibit N]

Before the big event in October, we made some impactful changes to help streamline and

structure the event for future years to come, including creating a Google account and AAF Big Wigs

email address to manage any communication with nominees, sponsors, and vendors, as well as house all

emails, creative files, timelines, and contracts. We completely updated all sponsorship contacts and added

an additional 20 new agencies and companies for future consideration. Another significant change we



made was inputting the finalists into a Survey Monkey form for our selected Dallas AAF Board members

to quickly and easily vote on the finalists. This new process change helped us reduce the voting and

counting time by over a week and allow us to immediately know each winner. After the virtual awards

ceremony, the Big Wigs team dropped off a thank you note and trophy via contactless drop off at their

home. We requested winners to send us pictures of themselves with their trophy after the event.

[Exhibit O]

Promotion:  We had 11 individual promotion emails and posts for Big Wigs. We heavily publicized each

phase of the event across our own website and social media channels, including Facebook, LinkedIn, and

Instagram. We encouraged attendees and finalists to celebrate in their PJs from home while they watched

the ceremony and to use the #TheUnmasking, #WFHWarriors, and #BigWigs2020 across social

platforms. [Exhibit P]

Attendance:  We had 123 attendees for the virtual event, which is less than previous years; although we

believe it was due to virtual event fatigue and the inability to be together in person. Even though we

encountered never seen before challenges with COVID, we were still able to raise $3,392 through the

help of our sponsors and Eventbrite ticket sales.

Feedback:  We sent a Survey Monkey survey to attendees after the event to better inform us for future

online events. Results were very positive. 59% of people said that they always want to attend the event

every year, everyone found the video entertaining, although some thought that it was too short, and 68%

of attendees were able to remember at least two sponsors with over 27% of attendees remembering our

three main sponsors.

Results:  We delivered our first ever virtual awards ceremony for Big Wigs and were able to recognize

individuals our Austin advertising community together online, while raising some funds for our club. We

look forward to celebrating and being together in person again, but regardless of the COVID challenges

we encountered we were able to unite and celebrate together!



Exhibit A Example of email for large corporate members

Exhibit B Twitter discount membership message



Exhibit C Carousel with AAF discount pet insurance

Exhibit D May 12, 2020 event email



Exhibit E June 29, 2020 event email

Exhibit F Meaningful Action series





Exhibit G Government Relations social posts and collateral
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