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Chapter Operations 

2025-2026 Club Achievement 

Introduction 

Our last four years have been a major AAF success story, with increasing momentum each season! 

When the pandemic halted programming, our chapter’s future was uncertain: We lost staff support, and 

membership plummeted to zero. Fortunately, a team of dedicated volunteers stepped up and crafted a plan 

to rebuild even stronger than before.  

Our path forward centers on their three priorities:  

●​ Rebuild our board – Assemble the leadership team to execute operations. 

●​ Restore programming – Host valuable programs that achieve our mission. 

●​ Reinvigorate membership – Engage members at events for all career levels. 

Today, that work is paying off.  With a strong foundation in place, we are once bringing the region’s 

advertising community together to celebrate great work, create meaningful connections, and gain 

momentum for the future. 

Below, learn about our OPERATIONS goals, strategies, and results for the 2025-2026 season: 

 

Rebuild the Board 

We set and achieved goals for leadership organization and development:  
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GOAL: 

Increase board retention to 100% (versus 88% from 2024 to 2025 and 40% from 2023 to 2024). 

RESULT: 

We achieved 100% board retention. [Exhibit 1.B] 

METHOD: 

To maximize volunteer retention—and thus cultivate expertise to execute operations—we: 

a) Reduce individual workload by expanding the board. 

We expanded the board from 8 to 10 members. [Exhibit 1.A] Because planning and 

populating events is our biggest task, we strategically targeted these roles: 

●​ Director of Education - This Director steers programs for Students and Young 

Pros, allowing our Events committee to focus more narrowly on other key 

programs. [Exhibits 9.A, 9.B, 9.C, and 2.A] 

●​ Director of Membership - This Director connects with new participants, allowing 

our Comms committee to craft messaging without also growing the recipient list. 

NOTE: For information about how we selected our new Directors, see the next goal. 

b) Increased the value of volunteering 

To increase the value of volunteering, we emphasized an internal promotion strategy 

aligned with our 3-part mission:  Education (volunteers develop operations and 

program-planning skills), connection (volunteers strengthen relationships over time), and 

recognition (volunteers ascend to higher titles, which they use for career leverage). This 

year, internal promotions included: President to Chairman of the Board, Vice President 1 

to President, Vice President 2 to Vice President 1, and Director to Vice President 2. For 

further recognition opportunities, we designed events to spotlight our board members. For 

example, our President was the featured speaker at our “20 Minutes & a Beer” happy 

hour [Exhibits 2.A and 3.A]; he and our Executive Director co-emceed  the American 

Advertising Awards; we thanked all our volunteers in social media posts. [Exhibit 4.D.i] 
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GOAL:  

Elect a Director of Education and Director of Membership. 

RESULT:   

We elected a Director of Education and a Director of Membership.  [Exhibit 1.A]  

METHOD:  

We selected our two new Directors based on their leadership expertise: 

a) Director of Membership 

Our new Director of Membership was a key player on a pre-pandemic cohort of our 

board; also, he was a featured speaker at an event in our 2024-2025 season.  

b) Director of Education 

We met our Director of Education at one of our events. She has extensive experience 

leading Adcraft Detroit’s young professional and main divisions.  

So, both were positioned to excel in their new roles and bring value to our chapter. As a result of 

selecting these stellar leaders, we founded ADucation, a 4-week young professionals education 

series partnering with iconic Cleveland businesses like the Cleveland Browns [Exhibit 4.A and 

4.E]; also, our Professional Membership count increased from 59 when 2025 dues were assessed 

to 78 when 2026 dues were assessed. That’s a 36% increase! [Exhibit 5.A and 5.B] 

 

Reboot Programming 

We set and achieved goals for long-range planning of programs. 

GOAL:  

Partner with repeat venues using previously approved terms to simplify event planning. 

RESULT: 

We signed a 3-year contract with our awards venue, and returned to 5 other venues. [Exhibit 

2.C] 
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METHOD: 

We focused on long-term venue relationships for events including our: 

a) American Advertising Awards 

Hosting the American Advertising Awards is our biggest annual lift. In the last half 

decade, we’ve held this event at a different venue each season. Those galas were all 

successful—we wish you could read our past Club Achievement books 😉—but finding 

the right space and negotiating all the details (catering, AV, schedule, and everything in 

between) was a major time-commitment for our volunteers. So, we sought a reliable 

“home” for the event to simplify logistics and long-range planning moving forward. 

Based on member feedback, we sourced a quote from our 2020 venue. The initial quote 

was outside our budget. However, our team persisted with negotiation, and we locked in a 

major win-win: Our board approved a 3-year commitment, and in return, scored a 

significant multi-year discount. [Exhibit 3.J] We’ve already claimed a date for our 2027 

gala, with guaranteed terms, so we can focus on all the other event details (like planning 

the creative concept and gathering contest submissions, etc.) [Exhibits 7.C and 7.D] 

b) Social and educational events 

We simplified planning for social and educational events [Exhibit 2.D] by returning to 

popular venues for our Ad Addicts series [Exhibits 3.B and 3.D], 20 Minutes & a Beer 

series [Exhibits 3.A and 3.H], annual mixer with AAF-Akron [Exhibit 3.F], and an art 

museum tour. [Exhibit 3.I] Our Hall of Fame awards were held at a new venue, but in 

that case, planning was simplified because we have hosted events at the venue’s sister 

properties. [Exhibit 3.C]  

Overall in 2025-2026, we visited 7 different venues. [Exhibit 2.C] This number was a sweet spot 

that offered both ease for the chapter and variety for our members. Our geographic reach was a 

20+ mile radius, ranging from hip bars in the Flats downtown and a world-class museum in 

University Circle to the beautiful National Park in Cleveland’s rural south. [Exhibit 2.B] 
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We set and achieved goals for fiscal management: 

GOAL:  

Increase non-dues revenue via sponsorship. [Exhibit 6.A] 

RESULT: 

Total sponsorship for the American Advertising Awards increased 35% [Exhibit 7.A] We 

secured Presenting Partners for two other signature programs. [Exhibit 2.C and 4.A] 

METHOD: 

a) American Advertising Awards: 

Our creative partners designed a themed sponsorship menu [Exhibit 7.B] to generate excitement 

about the show. We offered past partners first dibs to return, and three of our top four 2025 

financial partners accepted. We also invited our in-kind sponsors to return. Three of four 

accepted, providing photography, custom music, and hosting. Our 2025 Best of Show winner 

(another returning sponsor) and a partner agency provided pro-bono creative direction and access 

to a dazzling stage-wide LED wall. [Exhibit 3.J] We received additional support from our Hall of 

Fame members. Via our new and returning board members’ networks, we connected with four 

new sponsors whose donations alone totaled 42% of our 2026 sponsorship revenue. [Exhibit 2.C] 

b) Other events: 

For two other events, we partnered with Presenting Sponsors to cover all costs and generate 

additional revenue. These sponsorships arose from our board’s existing relationships, one with an 

AAF-CLE member whose organization had sponsored an event in the past, and one with a 

member of an outside organization that one of our team members is affiliated with. 

GOAL: 

Increase non-dues revenue via a paid event. [Exhibit 6.A] 

RESULT: 

​ We prepared our first paid educational series for young professionals. [Exhibits 9.A to 9.C] 
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METHOD:  

As described above, our newly elected Director of Education developed an exciting new series for 

young professionals. We leveraged our relationships with local agencies and businesses to secure 

hosts for our four-week series. Each week, we’ll visit a different organization, focusing on 

different aspects of our industry: sports marketing, retail, public relations, and video production. 

The hosts agreed to provide classroom space, facility tours, and refreshments for our students at 

zero cost to our chapter. We’re charging students a low admission fee (comfortably for students 

and folks on starter salaries), and all revenue will be pure profit to support our club’s ongoing 

operation. The series’ sessions are scheduled for April 2026, and we have already created and 

distributed promotional materials, and sold the majority of the tickets. [Exhibits 9.A to 9.C] 

 

Reinvigorate membership 

We set and achieved goals for improved analysis of member needs: 

GOAL:  

Create a new survey to assess programming success. 

RESULT: 

​ We created a Google Form to request feedback on the 2025-2026 season. [Exhibit 4.G] 

METHOD: 

Last year, we created a customizable feedback template form that was distributed after each 

event. It yielded helpful insight (like menu preferences, and the importance of greeting guests at 

the door), but response rates were low (sometimes down to 5%), and it seemed like a burden for 

guests to complete it each time. So, this year, we requested feedback from multiple events at a 

time. This gives guests the opportunity to both evaluate individual events and also consider our 

programming as a whole. 
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The new form includes questions specifically targeting our 3-part mission (education, connection, 

and recognition), and plenty of space for free-response answers about what we did well, how we 

could improve, and what guests would like to see in the future. Responses are anonymous so 

guests can speak freely. We review the data to increase future event value, engagement, and 

attract more members. We were pleased to see that overall, guests were very happy with the 

quality of our programming, and our facilitation of opportunities for networking, education, and 

recognition [Exhibit 4.H] In the free response sections, they specifically praised the opportunities 

for networking with interesting speakers at fun locations, and felt our events were well organized. 

Last year, we had several comments about our food options, so this year’s menus were designed 

to accommodate broader dietary preferences, and all comments about the menus were positive! 

Here are a few specific examples of actionable feedback we received about other areas for 

opportunity: 

●​ Start events earlier. We typically start events at 6 pm to give guests time to travel from 

work, but we had a request to start events earlier in the future. We may consider moving 

the start time of a few events a bit earlier (like 5:15 pm, if our volunteers are available), 

to give us a chance to connect with people right after work before they head home for 

personal obligations in the evening. 

●​ More networking opportunities. Although we generally scored quite well for our success 

with providing networking opportunities, a few people asked for more. It was noted that 

some people find it harder to network during panel presentations, especially when they 

don’t know the speaker or other audience members in advance. We will consider ways to 

format events to encourage interaction, especially for people who are new. Our chapter is 

the “home” for Cleveland’s advertising community, and we strive to make everyone feel 

welcome. 

Overall, the feedback was helpful. For next season, though, we are discussing logistics for 

gathering on-site feedback, either via a QR code to an online form, or via an old-fashioned paper 
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survey so we have a better chance of maximizing our response rate at each event, without 

overtaxing our volunteers with extra tasks. 

GOAL: 

Refresh our website with updated graphics and a cleaner, user-friendly interface that works well 

on desktop and mobile, and provides easier access to key info about events and membership. 

RESULT: 

We completely overhauled our website, focusing on cleaner designs for crucial information like 

our home page, events page, American Advertising Awards page, and membership pages.  

[Exhibit 4.F] 

METHOD: 

Our events are our community’s primary physical gathering space, but our website is our virtual 

home, which directly or indirectly facilitates almost all of our operations! So, we prioritized 

frequently visited areas that are mission-critical for connecting with members for information 

sharing and financial transactions. 

Images. We replaced images with updated photos of recent events and familiar faces. 

Copy. We eliminated extra text that distracted visitors from taking action (like signing up for 

events and membership). 

Events. We moved the event list to a featured spot on the homepage, so visitors can quickly find 

event information and reserve tickets. [Exhibit 8.L] This makes our club more effective in 

providing opportunities for connection and education. 

Corporate member logos. We increased the size of Corporate Member logos to give our 

supporters more attention. 

Membership. We cleaned up the membership pages so that membership options are more clear. 

American Advertising Awards. We redesigned this page to make it easier to access information 

about the awards, including lists of recent winners. This helps our visitors position themselves for 

recognition in the contest, and also gives more recognition to past winners.    
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Collateral 

 
Board of Directors 
 

●​ Exhibit 1.A: Board of Directors (2025-2026) 
●​ Exhibit 1.B: Board Retention (2023-2026) 

 
General Event Information 
 

●​ Exhibit 2.A: Event Calendar (2025-2026) 
●​ Exhibit 2.B: Event Location Map (2025-2026) 
●​ Exhibit 2.C: Partners, Vendors, and Venues (2025-2026) 
●​ Exhibit 2.D: List of Signature Programs (2025-2026) 

 

Event Photographs 
 

Exhibit 3.A: Audio Branding with Sonic Signatures at Goldhorn Brewery (April 2025) 
Exhibit 3.B: Out of the Park Marketing with Cleveland Guardians & Progressive (May 2025) 
Exhibit 3.C: Hall of Fame Awards at Glamper (June 2025) 
Exhibit 3.D: Game On with the Cleveland Cavaliers Presented by NBCUniversal (July 2025) 
Exhibit 3.F: Mixer with AAF-Akron at Cuyahoga Valley National Park (September 2025) 
Exhibit 3.G: Member November at Jukebox (November 2025) 
Exhibit 3.H: Jingle & Mingle at Goldhorn Brewery Presented by SAG-AFTRA (December 2025) 
Exhibit 3.I: What’s New at CMA (January 2026) 
Exhibit 3.J: American Advertising Awards Gala at Music Box Supper Club (February 2026) 

 
Communications 
 

●​ Exhibit 4.A: Promo Graphics 
●​ Exhibit 4.D: LinkedIn Recognition 
●​ Exhibit 4.E: Facebook ADucation announcement 
●​ Exhibit 4.F: New Website 
●​ Exhibit 4.G: Feedback form 
●​ Exhibit 4.H: Overall event feedback for the whole season 

 
Membership 
 

●​ Exhibit 5.A: Total Membership Growth 
●​ Exhibit 5.B: Corporate Members 
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Finance 
 

●​ Exhibit 6.A: Budget (2025-2026) 
 
American Advertising Awards 
 

●​ Exhibit 7.A: Sponsorship for the American Advertising Awards 
●​ Exhibit 7.B: Sponsorship Menu 
●​ Exhibit 7.C: Themed Decorations 
●​ Exhibit 7.D: On-site signage 

 
 

ADucation 
●​ Exhibit 9.A: ADucation - Promo Graphic 
●​ Exhibit 9.B: ADucation - Social Media Promotion 
●​ Exhibit 9.C: ADucation - Ticket sales on our website 
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Exhibit 1.A: 
 
Board of Directors (2025-2026) 
 
 

 
 

 



Page 4 of Collateral 

Exhibit 1.B  
 
Board Retention (2023-2026) 
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Exhibit 2.A 
 
Event Calendar 
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Exhibit 2.B 
 
Event Location Map 
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Exhibit 2.C  
 
Partners, Vendors, and Venues 
 

Exhibit 2.C.i: Sponsors for the 2026 American Advertising Awards: 

 
 

Exhibit 2.C.ii: Sponsors for the 2025 “Night at the Races” Fundraiser for LLS 

 
 

Continues on next page 
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Exhibit 2.C (continued from previous page) 
 
 

Exhibit 2.C.iii: Drinks named after sponsors at the 2025 Hall of Fame Inductions 

 
 

 
Continues on next page 
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Exhibit 2.C (continued from previous page) 
 
 

Exhibit 2.C.iv: Events with Presenting Partners or Co-Organizers: 
 

  

 
 

 
2025-2026 Venues List: 

●​ Goldhorn Brewery (April 2025 and December 2025) 
●​ Jukebox (May, July, and November 2025) 
●​ Winking Lizard in Cuyahoga Valley National Park (September 2025) 
●​ Welcome to the Farm (August 2025) 
●​ *Glamper (June 2025) 
●​ Cleveland Museum of Art (January 2026) 
●​ Music Box Supper Club (February 2026) 

 
*First time at this venue 
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Exhibit 2.D 
Signature Programs 
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Exhibit 3.A  
 
Event Photographs 
20 Minutes & a Beer with Sonic Signatures at Goldhorn Brewery (April 2025) 
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Exhibit 3.B 
Event Photographs 
Ad Addicts: Out of the Park Marketing w/ Cleveland Guardians (May 2025) 
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Exhibit 3.C 
Event Photographs 
Hall of Fame Awards at Glamper (June 2025) 
 

 

 
 

Photos by Rustin McCann 
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Exhibit 3.D 
Event Photographs 
Ad Addicts: Game On Presented by NBCUniversal  (July 2025) 
 

 

 
 

Photos by Rustin McCann 
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Exhibit 3.F 
Event Photographs 
Fall Mixer with AAF-Akron at Cuyahoga Valley National Park (Sept. 2025) 
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Exhibit 3.G 
Event Photographs 
Member November at Jukebox (November 2025) 
 

 

 
 

Photos by Rustin McCann 
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Exhibit 3.H 
Event Photographs 
20 Minutes and a Beer with SAG-AFTRA (December 2025) 
 

 

 

 
 

Photos by Rustin McCann 
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Exhibit 3.I 
Event Photographs 
What’s New at CMA (January 2026) 
 

 

 
 

Photos by Rustin McCann 
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Exhibit 3.J 
Event Photographs 
2026 American Advertising Awards at Music Box Supper Club (Feb 2026) 
 

 

 
 

Photos by Rustin McCann 
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Exhibit 4.A 
Promo Graphics 
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Exhibit 4.D 
LinkedIn Recognition Posts 
 

 
Note: We posted this content on Facebook and Instagram, too. 

 
 

4.D.i Volunteer Recognition 
 

  
 

Continues on next page 
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Exhibit 4.D (continued from previous page) 
 

4.D.ii Speaker Recognition 
 

   
 

Continues on next page 
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Exhibit 4.D (continued from previous page) 
 

4.D.iii Sponsor Recognition 
 

   
 

Continues on next page 
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Exhibit 4.D (continued from previous page) 
 

4.D.iv Member Recognition 
 

   
 

Continues on next page 
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Exhibit 4.D (continued from previous page) 
 

4.D.v Attendee Recognition 
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Exhibit 4.E 
Facebook ADucation Announcement 
 

Note: This content was also posted on Instagram and LinkedIn. 
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Exhibit 4.F 
Website Refresh 
 

 
Continues on next page.  
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Exhibit 4.F (continued from previous page) 
 

 
Continues on next page. 
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Exhibit 4.F (continued from previous page) 
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Exhibit 4.G 
Event Feedback Form 
 

 
 

     
 

Continues on next page 
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Exhibit 4.G (continued from previous page) 
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Exhibit 4.G (continued from previous page) 
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Exhibit 4.H​
Feedback form responses 

 

 
 

 
Continues on next page 
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Exhibit 5.A  
Growth of Total Professional Membership (2023-2026) 

 

 
 

 



Page 35 of Collateral 

Exhibit 6.A 

Budget 2025-2026 
NOTE: This exhibit contains 1 column of the spreadsheet. The full document includes columns for our 
predicted figures, our final figures, and internal planning notes for our team.  
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Exhibit 7.A 

Sponsorship for the American Advertising Awards 

 

 

 

2026 Total: $4235 

(vs. $3200 in 2025) 
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Exhibit 7.B 
 
Sponsorship menu for the American Advertising Awards 
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Exhibit 7.C 

Themed Decorations for The American Advertising Awards 

  

 

Color-changing glowing orbs and neon pink necklaces matched the theme: 

 

 

Professional photos by Rustin McCann 

 
 
 

Continues on next page 
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Exhibit 7.C (continued from previous page) 
 

All-access clearance passes for guests: 

 

Examples of our themed swag: 
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Exhibit 7.D 

On-Site Signage for the American Advertising Awards 

 
The digital screen displayed a loop with a Welcome Sign and sponsor logos: 

 

 

Printed sponsor signs were placed at relevant stations: 
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Exhibit 8.L 

Night at the Races - Ticket sales on our website 
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Exhibit 9.A 

ADucation - Promo Graphic 
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Exhibit 9.B 

ADucation - Social Media Promotion 

 
Note: This content was also posted on Instagram and LinkedIn. 
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Exhibit 9.C 

ADucation - Ticket sales on our website 

 
 

 
 

Continues on next page 
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Exhibit 9.C (continued from previous page) 

 
 

 
 
 

Continues on next page 
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Exhibit 9.C (continued from previous page) 

 
 

 


