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OVERVIEW 

The Advertising Federation of Minnesota (AdFed) has long understood that membership is the lifeblood 

of the organization, but understanding that truth and acting on it with discipline and strategy are two 

different things. AdFed’s members include advertising agencies, marketing companies, individual 

advertising professionals, and students, who join to access programming, networking, industry 

recognition, and affiliation with the American Advertising Federation (AAF), the national organization of 

which AdFed is a member chapter. The 2025-2026 board year marked a turning point: a year in which 

AdFed committed to building the infrastructure, communications, and programming necessary to not just 

attract members, but to retain them, engage them, and make them feel the full value of belonging. 

 

The results are significant. Over the last 12 months AdFed grew from 188 to 229 active memberships, a 

22% increase. The organization welcomed 61 new memberships, achieved an 89% retention rate, and 

maintained a 1% churn rate. These are not incremental improvements; they represent a meaningful shift in 

AdFed’s trajectory as a membership organization. (Exhibit 1) 

 

MEMBERSHIP DEVELOPMENT 

Goals/Objectives 

AdFed’s membership development goals for 2025-2026 included: 

•  Grow total active memberships year-over-year. 

•  Improve member retention through increased engagement and perceived value. 

•  Create a more structured and intentional relationship between AdFed and its member agencies. 

•  Develop onboarding materials and processes that help new members understand and use their benefits. 



•  Leverage events and programming as a pipeline for new member recruitment. 

 

Strategy/Tactics 

Membership Team 

AdFed’s membership committee was staffed with dedicated chairs who approached recruitment and 

retention as a year-round function rather than a periodic campaign. After events, membership chairs 

proactively reached out to non-member attendees, individuals and agencies alike, with personalized 

invitations to join. This post-event outreach created a natural, low-pressure entry point for prospective 

members who had already experienced AdFed’s value firsthand. (Exhibit 2) 

 

Agency Liaison Program 

The most significant membership development initiative of the year was the launch of the Agency Liaison 

Program, a first-of-its-kind effort that designates one person at each member agency as the official point 

of contact between the agency and the AdFed board of directors. (Exhibit 3) Agency liaisons are 

responsible for ensuring all employees at their agency receive AdFed communications and newsletters; 

providing insight and feedback to the board; encouraging participation in AdFed events; and helping 

colleagues take full advantage of AdFed member benefits, including access to the American Advertising 

Federation’s national membership resources. In recognition of their role, liaisons receive complimentary 

admission to all AdFed and Ad 2 Minnesota events. Ad 2 Minnesota is AdFed’s standing committee 

focused on advertising professionals under the age of 32. The membership team plans to curate 

semi-annual exclusive events for agency liaisons, to further deepen the relationship and provide more 

opportunity for productive dialogue. 

 

Since launching, 32 agencies have enrolled in the program. This fundamentally changes the nature of 

AdFed’s relationship with member agencies, moving from a transactional, largely one-directional 



dynamic to a genuine, ongoing partnership. It also creates a structured mechanism for member feedback 

to reach the board, ensuring AdFed can continue to evolve in response to what its members actually need. 

 

Membership Types and Benefits 

AdFed offers membership categories designed to serve professionals at every stage of their career and 

every type of organization in the advertising community. Categories include individual membership for 

advertising professionals; agency and corporate membership for organizations; student membership for 

those currently enrolled in advertising or marketing programs; and emeritus membership for retired 

industry veterans. (Exhibit 4) Each tier is priced to be accessible while reflecting the value AdFed delivers 

through programming, networking, the American Advertising Awards competition, and national AAF 

affiliation. 

 

New Member Onboarding 

Recognizing that retention begins the moment someone joins, the membership team began developing a 

suite of welcome materials and a structured email communications flow for new individual and agency 

members. This onboarding sequence is designed to help new members understand their benefits, get 

connected to programming, and feel welcomed into the AdFed community from day one. The system is 

currently in development and will be fully implemented in the coming board year. (Exhibit 5) 

 

Programming as a Membership Pipeline 

AdFed’s robust programming calendar served as one of its most effective membership recruitment tools. 

Events like the American Advertising Awards, AdFed’s annual local advertising awards competition; the 

Women’s Leadership Panel, an annual panel discussion featuring women leaders in advertising; and 

Beyond the Boardroom, a candid panel discussion featuring Twin Cities agency leaders, consistently 

attracted non-member attendees. These were professionals who experienced AdFed firsthand and were 



then approached by the membership team with an invitation to join. Member attendance ratios across key 

events tell the story of a healthy pipeline: (Exhibit 6) 

•  American Advertising Awards: 54% members 

•  Women’s Leadership Panel: 59% members 

•  Beyond the Boardroom (CEO Panel): 59% members 

•  Community + Inclusion “What Now?”: 83% members 

•  Coffee & Conversations: 74% members 

•  Alive After Five: 90% members 

•  Annual Meeting: 76% members 

The non-member percentages at larger events represent a meaningful pool of prospective members who 

have already self-selected into the AdFed community. The post-event outreach strategy is designed to 

convert that interest into membership. 

 

Results 

The membership results for April 2025 through February 2026 are among the strongest in AdFed’s recent 

history: 

•  22% membership growth 

•  188 to 229 active memberships 

•  61 new memberships 

•  89% retention rate 

•  1% churn rate 

 

These numbers reflect a community that is actively choosing AdFed, and choosing to stay. The 

combination of strong programming, a new agency liaison infrastructure, and proactive post-event 

outreach created a membership development system that is both intentional and scalable. 



 

COMMUNICATIONS 

AdFed’s communications strategy serves two parallel audiences: its existing membership community, 

which it seeks to keep informed and engaged; and the broader Twin Cities advertising community, which 

it seeks to attract and inspire. In 2025-2026, AdFed produced communications across email, social media, 

and its website, maintaining a consistent, professional, and on-brand presence throughout the year. 

 

Goals/Objectives 

AdFed’s communications goals for the year included: 

•  Maintain consistent, high-quality communications across all channels. 

•  Grow social media reach and engagement. 

•  Use the website and blog as a resource hub for the community. 

•  Lay the groundwork for a comprehensive brand and website refresh. 

 

Strategy/Tactics 

Email Newsletter 

AdFed’s monthly email newsletter is its most direct line of communication to members and community 

subscribers. In addition to the regular monthly cadence, standalone emails were sent for high-priority 

events, including many touchpoints around the American Advertising Awards competition and event. 

(Exhibit 7) 

 

2025-2026 email performance across the reporting period: 

•  71,198 total sends 

•  99% delivery rate 



•  14% open rate 

•  1.5% click rate 

•  3,000+ email subscribers 

A 14% open rate and 99% delivery rate reflect a well-maintained list and content that members find worth 

opening. The newsletter serves as both a programming calendar and a community digest, keeping 

subscribers connected to AdFed regardless of how frequently they attend events. 

 

Social Media: LinkedIn 

AdFed maintained an active LinkedIn presence throughout the year, using the platform to promote events, 

share community news, and celebrate member achievements. LinkedIn serves as AdFed’s primary 

channel for reaching advertising professionals, agency leaders, and the broader business community. 

(Exhibit 8) 

 

2025-2026 LinkedIn performance: 

•  75,061 impressions 

•  1,514 reactions 

•  48 comments 

•  86 reposts 

•  5,162 followers, with 100 new followers in the last 30 days 

 

Social Media: Instagram 

AdFed’s Instagram presence skews toward a younger, more visual audience, making it an important 

channel for reaching emerging professionals and students who represent the next generation of AdFed 

members. (Exhibit 9) 

 



2025-2026 Instagram performance: 

•  87,900 views 

•  14,800 reach 

•  1,300 content interactions 

•  2,800 profile visits 

•  348 new followers, for a total of 2,707 followers 

 

Website and Blog 

AdFed’s website at adfed.org serves as the hub for event information, membership registration, job 

listings, and organizational news. The blog published seven posts in the last year covering event recaps, 

calls for entries, community statements, board recruitment, and thought leadership content, including 

pieces on AI in advertising, the National Student Advertising Competition (NSAC) results, and American 

Advertising Award winners. (Exhibit 10) 

 

AdFed is currently undertaking a comprehensive brand and website refresh, one of the top priorities 

identified by Executive Director Kate Kearns at the 2024-2025 Annual Meeting. Content modeling has 

been completed, brand strategy has been updated, and UX design is underway. Copywriting begins soon, 

with the goal of launching the refreshed site before the start of the next board year. The new site will 

include a revitalized job board and a new freelancer directory, two resources that will deliver significant 

added value to AdFed members. The membership page is a particular focus of this refresh, with the goal 

of more clearly explaining member benefits for both individuals and agencies. (Exhibit 11) 

 

Creative Partnership 

Communications creative was developed in collaboration between the AdFed Design Chair and Resonate, 

an external design agency that provides creative services to AdFed as an in-kind sponsorship. This 



arrangement covers event promotional materials, social media assets, email graphics, and web content. 

The reintroduction of a Design Chair to the board created a dedicated internal liaison for the Resonate 

partnership, enabling faster turnaround and more consistent creative output across all channels. (Exhibit 

12) 

 

Results 

AdFed’s communications in 2025-2026 reached more people, more consistently, than in recent years. 

With 71,198 email sends, more than 75,000 LinkedIn impressions, nearly 88,000 Instagram views, and a 

growing subscriber base across all channels, AdFed’s communications infrastructure is functioning as an 

effective tool for both membership retention and community outreach. The brand and website refresh 

currently underway will further strengthen these capabilities, giving AdFed a digital presence that 

matches the quality and ambition of its in-person programming. 

 

SUMMARY 

The 2025-2026 board year produced AdFed’s strongest membership development and communications 

results in recent memory. Growing from 188 to 229 active memberships, a 22% increase, with an 89% 

retention rate and 1% churn reflects an organization that is delivering genuine value and building genuine 

loyalty. The Agency Liaison Program created a new structural relationship between AdFed and its 

member agencies. A consistent, multi-channel communications strategy kept the community informed 

and engaged throughout the year. And the brand and website refresh currently underway will set the stage 

for an even stronger next chapter. 

 

Most importantly, AdFed enters the coming board year with the systems, the data, and the organizational 

will to keep growing. Membership development and communications are no longer afterthoughts. They 

are strategic priorities, backed by dedicated leadership and a clear plan. 
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Exhibit 1: Membership growth data

Exhibit 2: Post-event membership outreach examples



Exhibit 3: Agency Liaison Program materials / enrollment list







Exhibit 4: Membership types / benefits page





Exhibit 5: Plan for updated and new member onboarding materials

Exhibit 6: Examples of event attendance member/non-member breakdown by event





Exhibit 7: Examples of email newsletters



Exhibit 8: LinkedIn analytics



Exhibit 9: Instagram analytics



Exhibit 10: Website blog content





Exhibit 11: Web refresh documents





Exhibit 12: Resonate creative examples


