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INTRODUCTION 

A strong, engaged membership remains the foundation of a successful AAF chapter. During the 

2025–2026 club year, AAF Orlando approached membership and communications with a focus on 

alignment, engagement, and long-term value amid an evolving advertising and creative landscape. As the 

industry continues to diversify across disciplines, roles, and career paths, the chapter prioritized 

cultivating a more aligned and informed membership community. 

Guided by this focus, AAF Orlando centered its efforts on three core objectives: strengthening 

membership alignment and engagement, maintaining strong retention through consistent communication, 

and reinforcing member value through visible, relevant programming. While net-new membership growth 

remained steady year-over-year (11 new members compared to 14 the prior year), the chapter’s success 

was defined not by volume alone, but by strengthened engagement among its most active members and 

meaningful re-engagement of agencies and member groups that had been less involved in recent years. 

Through strategic outreach, consistent communications, expanded educational programming, and 

leadership visibility opportunities, AAF Orlando reinforced its role as a trusted professional home for 

advertising and creative professionals across Central Florida—supporting engagement depth, retention 

stability, and a membership base that reflects the evolving structure of today’s creative economy. 

GOALS 

1. Recruitment: Attract and convert strategically aligned professionals through programming-

driven engagement, reflecting the evolving Central Florida creative landscape.  

2. Retention: Maintain strong retention through consistent, relevant, and reliable communication 

with current members. 

3. Involvement: Increase member value and involvement through visible, high-quality 

programming and communications that encourage active participation. 

HOW AAF ORLANDO ACHIEVED THESE GOALS 

Projects/Programs: Programming served as the primary driver of recruitment, retention, and 
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involvement during the 2025–2026 club year. AAF Orlando delivered ~32 total programs (Exhibit A) 

across networking, education, and signature events, creating consistent engagement opportunities for 

members and non-members. 

This year, the chapter strengthened its educational focus to better align with member expectations 

while maintaining established networking touchpoints. The result was increased repeat attendance and 

deeper involvement. Notably, 100% of new members joined following exposure to AAF Orlando 

programming, either through direct attendance or team participation. 

Several long-standing agencies and member groups—including Net Conversion, Evok, &Barr, 

and Universal Popcorn Internal Agency—re-engaged through event participation and panel involvement, 

returning not only as attendees but as speakers and contributors. 

Key programs included AdX Orlando, Screen Society, and the evergreen networking series 

Caffeinated Creatives and Agency Apéritif, each driving repeat participation and elevating member 

visibility within the chapter. 

Communication with Members and Non-Members: AAF Orlando maintained consistent, multi-

channel communication with both members and non-members to promote programs, reinforce 

membership value, and encourage involvement.  

Members received regular email updates highlighting upcoming events, educational 

opportunities, benefits, and ways to get involved. And, non-members were targeted through event 

promotions emphasizing accessibility, relevance, and the value of participation.  

Communication was executed through an integrated mix of email, social media, event registration 

platforms (Eventbrite and Glue Up), the chapter website, personalized outreach, and in-person 

touchpoints at events. Each channel served a defined role within the member journey—from awareness 

and education to event participation and long-term membership—ensuring consistent visibility, 

reinforcement of value, and multiple entry points into the AAF Orlando community. 

Member Feedback: Member feedback was gathered through informal conversations at events, repeat 
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attendance patterns, email, Eventbrite/Glue Up surveys (Exhibit B), social media responses, and direct 

outreach. Feedback indicated strong awareness of programming offerings and increased appreciation for 

the expanded educational focus. Insights gathered throughout the year informed program topics, formats, 

and communication strategies, allowing the chapter to remain responsive to member interests and needs. 

Feedback and attendance patterns also reflected increased participation from freelancers, 

solopreneurs, and small-to-mid-sized agencies—mirroring the broader shift in Central Florida’s 

advertising landscape toward independent operators and entrepreneurial teams. This diversification of 

active members reflects AAF Orlando’s ability to evolve alongside its market. 

Communications Activity, Infrastructure & Tools: AAF Orlando took a more intentional and 

coordinated approach to member and event communications, using email and social media consistently to 

promote programs, share chapter updates, and reinforce opportunities for involvement. Tools such as 

Metricool (Exhibit C) were leveraged to ensure organized execution, transparent reporting, and consistent 

social media performance tracking. 

The chapter was more diligent in co-branding communications between AAF Orlando and Ad 2 

Orlando for shared events and initiatives (Exhibit D). Event promotions and social content regularly 

featured both organizations where applicable, helping expand reach, strengthen awareness of the broader 

AAF ecosystem, and introduce members and non-members to multiple entry points for engagement. 

To further support these efforts, AAF Orlando and Ad 2 Orlando both transitioned to the Glue Up 

platform to centralize event promotion, membership communication, and renewal tracking, improving 

consistency and reliability across touchpoints. Social media management tools, reporting spreadsheets, 

and collaborative workflows further supported timely execution, message alignment, and engagement 

tracking across platforms. 

COMMUNICATIONS VEHICLES 

AAF Orlando utilized multiple communication vehicles to support recruitment, retention, and 

involvement. All touchpoints were designed to maintain a consistent brand voice, promote engagement, 
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and clearly communicate member value. 

We maintained engagement from niche communications experts on committees, strengthening 

our digital touchpoints through strategic content and campaign development. These efforts improved 

messaging consistency, enhanced engagement tracking, and optimized outreach strategies, directly 

supporting our goals for recruitment, retention, and involvement. 

1. Email Marketing 

Email remained AAF Orlando’s strongest communication driver during the 2025–2026 club year, 

directly supporting recruitment, retention, and involvement goals. Regular communications promoted 

events and educational programming (Exhibit E), reinforced membership value and chapter impact 

(Exhibit F), and provided opportunities for member feedback (Exhibit A). Targeted outreach to non-

members converted awareness into attendance and membership (Exhibit G), while additional messaging 

supported sponsor recruitment, committee engagement, and industry thought leadership. The results 

below reflect not only strong communication performance, but sustained interest and engagement from an 

evolving membership base. 

- Goal:  Drive event attendance, reinforce membership value, and convert engaged subscribers into 

members and/or event attendance 

- Target Audience: Members and non-members 

- Budget: $1,572 (Mailchimp) 

- Distribution System: Mailchimp / Glue Up 

- Results: 65+ Email Sends, 50% Average Open Rate, Click Rate ranges from 2-11%, Bounce Rate 

0.4%, and less than 1% unsubscribe rate 

2. Social Media 

Social media played a strategic role in supporting member communication, event promotion 

(Exhibit H), and non-member awareness. During the 2025–2026 club year, Instagram and LinkedIn were 

prioritized as primary growth and engagement platforms, with the addition of Threads (Exhibit I) to 
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expand reach and test emerging audience behavior. Facebook was intentionally deprioritized, but not 

ignored, to focus resources on higher-performing channels.  

- Goal: Expand visibility of club and its offerings, specifically to increase event participation, and 

attract new professionals into membership 

- Target Audience: Members and non-members 

- Budget: $0 

- Distribution System: Metricool, Native Platforms 

- Results:  

- Instagram:  

- 457 new followers, which was a 31% Increase in followers YoY 

- 401 Total Posts Published (including Stories), which was 33% increase YoY 

- 166,000+ Views on Feed Posts, which was a 136% increase YoY 

- Engagement - 7.4% Engagement Rate, a 3 increase from YoY 

- LinkedIn:  

- 251 new followers, which was a 19% Increase in Followers YoY 

- 26,000 impressions, 17% increase YoY 

- 4,000 Clicks 

- 20.2% ER - 41% increase YoY 

- NEW! Threads: 284 New Followers, 8.75% Engagement Rate 

3. Phone & Personalized Email Outreach 

Personalized outreach remained a defining element of AAF Orlando’s communication strategy. 

Through one-to-one emails (Exhibit J), Linkedin Messages (Exhibit K), direct phone calls, and follow-up 

video meetings, the chapter engaged members, non-members, sponsors, Trustees, and potential American 

Advertising Award entrants with custom outreach (Exhibit L) that strengthened relationships and 

increased participation. New this year, the chapter developed a professional Sponsor One-Sheet (Exhibit 
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M) to support sponsorship outreach efforts. This concise, branded document clearly outlined audience 

demographics, program reach, sponsorship tiers, and partnership benefits—improving clarity, credibility, 

and consistency in sponsor conversations. 

This high-touch, relationship-driven approach supported retention, event promotion, sponsorship 

development, and award entries—reinforcing AAF Orlando’s commitment to delivering a personalized, 

community-centered experience. 

- Goal: Strengthen retention/renewals, increase award entries and sponsorship support, and convert 

high-value prospects through personalized, relationship-driven outreach. 

- Target Audience: Members, Trustees, non-members, potential sponsors 

- Budget: $0 

- Distribution System: Direct email, phone outreach, video meetings 

- Results: Re-engaged 5 long-standing members/agencies, secured $2,500 for the Student 

Scholarship Fund, generated sponsorship commitments across AdX, Screen Society, and the 

American Advertising Awards, and more than doubled American Advertising Award entries 

within 48 hours through coordinated, personalized board outreach 

4. Eventbrite & Glue Up 

AAF Orlando leveraged Eventbrite the majority of the year, transitioning to Glue Up in 

November 2025—as a centralized hub for event promotion, registration, and communication. These 

platforms served as publicly accessible event landing pages (Exhibit N) that provided consistent details, 

reinforced the value of programming, and maintained visibility with both members and non-members. 

Automated confirmation and reminder emails supported regular communication, increased attendance 

reliability, and created light-touch follow-up with individuals who expressed interest in AAF Orlando 

events. The transition to Glue Up further strengthened integration with membership management, 

improving efficiency, and overall communication continuity. 

- Goal: Streamline event registration and communication while increasing attendance reliability 
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and converting registrants into ongoing participants and members. 

- Target Audience: Members and non-members 

- Budget: $0 

- Distribution System: Eventbrite and Glue Up platforms/landing pages and email 

- Results: 11,192 page visits this year, a 206% increase YoY 

4. Website 

AAF Orlando’s website served as a centralized hub for events (Exhibit O), membership 

resources, and industry opportunities, providing members with reliable access to programming updates 

and offering non-members a clear pathway to involvement—including job and internship listings. By 

reinforcing messaging across email and social platforms, the website supported recruitment, retention, 

and ongoing engagement. 

- Goal: Provide a centralized web destination that supports event discovery, membership 

exploration, and industry visibility. 

- Target Audience: Members, non-members, job seekers 

- Budget: $1,200 (Website Hosting) 

- Distribution System: WordPress  

- Results: Since August 2025 (when tracking began), the website generated over 11,000 page 

views, with the Home, American Advertising Awards, and Events pages receiving the highest 

traffic. With 62% of visits coming from direct traffic and 29% from Google search, the data 

reflects strong brand recall and sustained interest in AAF Orlando programming and initiatives. 

4. Public Relations 

In recent years, AAF Orlando relied primarily on owned channels for communication. During the 

2025–2026 club year, the chapter intentionally expanded its visibility strategy—leveraging earned media, 

national industry presence, and strategic partnerships to elevate both member achievements and the 

Central Florida market. Locally, AAF Orlando partnered with a volunteer-supported PR firm to conduct 



8 

targeted media outreach surrounding the American Advertising Awards winners (Exhibit P), extending 

recognition beyond the event and into the broader business community. Nationally, chapter leadership 

represented AAF Orlando at AdWeek, AdColor (Exhibit Q), and ZCon—building industry relationships 

and increasing market visibility, reinforcing Orlando’s relevance within the broader advertising 

ecosystem. 

- Goal: Elevate member achievements and expand awareness of AAF Orlando beyond owned 

channels through earned media and national industry engagement. 

- Target Audience: Award winners, local media, advertising and business leaders, national 

industry peers, and the broader community. 

- Budget: $0 

- Distribution System: Targeted press outreach, national industry representation, and strategic 

partnership amplification. 

- Results: These efforts secured earned visibility for American Advertising Awards winners, 

expanded awareness of AAF Orlando beyond its owned channels, and strengthened the chapter’s 

credibility both locally and nationally. Leadership presence at major industry events increased 

connectivity and elevated Orlando’s visibility within broader advertising conversations, 

reinforcing AAF Orlando’s role as an active and relevant industry representative. 

COLLATERAL 

Exhibit A – Programs Tracker 
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Exhibit A – Eventbrite/Glue Up Surveys 

 

Exhibit C – Metricool, Social Media Tool 
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Exhibit D - Co-branded Social Media Post Example 

 

Exhibit E – Email Marketing Example - Event
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Exhibit F – Email Marketing Example - Chapter Impact

 

Exhibit G - Personalized Outreach - Membership 
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Exhibit H - Social Media Promotion - Events 

 

 

Exhibit I - New! Threads Account 
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Exhibit J – Personalized Email Outreach - Membership 

 

Exhibit K – Personalized Linkedin Messages 
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Exhibit L – Personalized Email Outreach - American Advertising Awards Entry 

Exhibit M – Sponsorship One-Sheet 
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Exhibit N – Glue Up Event Page 

 

Exhibit O - Website Event Page Example 
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Exhibit P – Media Relations Pitches 

 

 

Exhibit Q – AAF Orlando and Ad 2 Orlando Presidents at AdColor 
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