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Programs 

2025-2026 Club Achievement 

 

Introduction 

Our last four years have been a major AAF success story, with growing 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 plan programs. 

●​ Restore programming – Execute programs to achieve our 3-part mission. 

●​ Reinvigorate membership – Engage members via programs for all career levels. 

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

home, bringing the region’s advertising community together to celebrate great work, create meaningful 

connections, and gain momentum for the future. 

 

Below, learn about our goals, strategies, and results for this year’s programs. 
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Programs Goals 

We set three overarching goals for this year’s programs: 

Goal 1: Expand the board to facilitate program planning. 

Goal 2: Provide valuable programming for every career stage, from intern to Hall of Fame. 

Goal 3: Ensure programs fulfill our 3-part mission (connection, education, and recognition) for 

maximum member benefit. 

 

Goal 1 was accomplished by electing two new board members [Exhibit 1.A]: 

●​ A Director of Education: We met this industry expert at one of our networking events last year. 

She has extensive experience leading Adcraft Detroit’s young professional and main divisions.  

●​ A Director of Membership: This seasoned pro was a key player on a pre-pandemic cohort of our 

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

With these new pros on board, our full team executed 10 events from April 2025 to March 2026. [Exhibit 

2.A] 

 

Below, learn about our top three programs, and how we achieved Goal 2 and Goal 3. 

 

Our Three Most Successful Programs 

1. The “Ad Addicts” Series 

Event Details: Ad Addicts is a fresh series of panels delving into the complex and evolving 

landscape of branding, marketing, and workplace life. [Exhibit 2.D] 

This year, we planned a pair of sports-themed panels [Exhibits 2.A, 2.C, 3.A, and 3.B]: 

1. “Out of the Park Marketing” with the Cleveland Guardians and Progressive. 

2. “Game On: The New Playbook for Live Sports Advertising in the Age of Streaming” 

with the Cleveland Cavaliers and Spotlight IQ presented by NBCUniversal. 
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Target Audience: Marketing professionals across the career span, from interns to agency leaders. 

Method of Promotion: Email, Social Media (Facebook, Instagram, and LinkedIn), Website 

Average Attendance: 45 

Feedback Mechanism: Survey administered via Google Forms [Exhibit 4.G] 

Results: We hosted two panels in the series, featuring speakers from five organizations total. Of 

the guests who attended at least one Ad Addicts panel this season and completed our feedback 

form, 100% gave a perfect 5/5 response to the question “How likely are you to attend another 

AAF-Cleveland event?” [Exhibit 4.I] 

Goal 2: One part of our chapter’s mission is providing educational opportunities for 

professionals across the entire career span; however, it’s challenging to find teachers and 

discussion topics suitable for our most senior local experts, while keeping the event accessible to 

all. So, for this year’s Ad Addicts panels, we sourced a casual venue, chose a topic of broad 

appeal, and selected speakers at the very top of their game, as it were. Cleveland is flush with 

die-hard sports fans, so we teamed up with top leaders from the Guardians and the Cavs to 

discuss their successes, including some of the most high-profile partnerships in our region (like 

The Guardians and Progressive). [Exhibits 3.B and 4.C.i] Each panel was moderated by a 

top-caliber expert, and we included plenty of time for audience Q&A, so attendees could build 

relationships with our speakers, and continue those discussions during happy hour afterward. In 

the free response section of our feedback form, guests specifically praised the chance to learn 

about industry trends. From guests who attended at least one Ad Addicts panel this season and 

completed our feedback form, we received an average 4.5/5 response to the question “Overall, 

how well did our programming provide opportunity for education? 

Goal 3: In addition to education, our 3-part mission also includes recognition and connection. 

Both panels facilitated connection while spotlighting our market’s exceptional work. For our 

second panel, we amplified the recognition by securing a Presenting Partner (via one of our 

members) that allowed us to provide refreshments to guests while spotlighting our Partner, 
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including their team members who flew in from NYC and Michigan. We facilitate our visitors’ 

connection with the evening’s featured locals. The venue had a large covered patio, perfect for 

casual networking in lovely summer weather (OR whatever the Cleveland skies had planned). In 

fact, in the free response section of our feedback form, attendees praised our events for the 

presenters, venue/location, food, and the chance to network during the summer.  

2. “20 Minutes and a Beer” Series 

Event Details: 20 Minutes & a Beer is a happy hour series featuring short educational talks by 

members of our community.  

This season’s two topics were: 

1.​ Audio Branding and the Power of Sound with Sonic Signatures [Exhibit 3.A] 

2.​ 20 Minutes & a Mingle with SAG-AFTRA [Exhibit 3.H] 

Target Audience: Early to mid-career professionals in advertising and production. 

Method of Promotion: Email, Social Media (Facebook, Instagram, and LinkedIn), Website 

Average Attendance: 20 

Feedback Mechanism: Survey administered via Google Forms [Exhibit 4.G] 

Results: We hosted two installments of the series, including one with a new featured partner. As 

with our Ad Addicts series, guests were extremely pleased with the value of the event. Among 

respondents who attended at least one 20 Minutes and a Beer session, the average response to 

“How likely are you to attend another AAF-CLE event?” was a solid 4.6/5.  

Goal 2: Compared to the Ad Addicts series described above, the “20 Minutes and a Beer” 

educational program is designed for an earlier career audience: The talks are short and casual (not 

deep-dives that require extensive background knowledge), so they’re accessible to everyone 

(even an industry newbie/career pivoter). To increase event value, foster connection, and 

maximize attendance, our planning committee brainstormed fresh topics that would be interesting 

and beneficial to our community. Our industry is very broad, so we’re always thinking about how 

we can serve and include EVERYONE during the year. One of the sessions doubled as our 
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holiday party, so we sought a festive, cozy venue with treats for guests to enjoy off the clock. This 

December session featured a new Presenting Partner, SAG-AFTRA. [Exhibit 2.C] Our guests, 

who traveled here from Pennsylvania and Missouri, discussed special local contract options for 

Ohio advertisers who hire union talent. [Exhibit 4.D] This topic was of broad interest to 

producers, creatives, account strategists, AND talent. The winter weather tempered attendance, 

but our highly engaged audience included lots of new faces, including about half a dozen actors, 

plus a lot of our “regulars” in the production space. [Exhibit 2.E] We asked attendees “Overall, 

how well did our programming provide opportunities for Education?” The average response was 

an encouraging 4.6/5 among people who attended at least one event in this series. 

Goal 3: To fulfil our 3-part mission, we’re always on the lookout for how we can add recognition 

and connection opportunities to our educational programming. Our first session on April 24, 

2025 spotlighted our then VP, now President, who was new to the board at the time. So, it was a 

perfect opportunity for guests to not only learn about the fascinating world of audio branding (a 

departure from some of our recent talks with video producers) and our speaker’s success, but also 

a chance for attendees to connect with our AAF-Cleveland board and generate enthusiasm for our 

chapter. And despite the differences between these pros, there was consensus that our menu was 

excellent: cheese and potato pierogies, smoked sausage with kraut, chicken tenders, veggie 

potstickers, Tuscan salad, redskin potatoes and vegan pizza. [Exhibit 3.H] We had glowing 

one-to-one feedback from the attendees in the room, and in the free response section of the 

anonymous feedback form, guests specifically praised the location as being perfect for the event, 

and one guest asked us to to host these more often! So, we’re actively looking for featured 

speakers for next season. 

 

3. Talk and Tour at CMA 

Event Details: In this installment of our art museum series, we gathered for happy hour in the 

Cleveland Museum of Art’s stunning atrium. [Exhibit 3.I] Then, a pair of expert docents led us 
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on an exclusive 1-hour private tour of new work (like Giambologna’s Fata Morgana and the 

special exhibit Pintoriccchio Magnified: An Immersive Conservation Experience). This series 

often includes a presentation by the museum’s marking team before we tour [Exhibit 2.D], but 

for this visit, we strategically focused on the art and casual networking to simplify planning as our 

volunteers prepared for the American Advertising Awards the following month. 

Target Audience: Art lovers and guests who prefer quiet networking in small groups. 

Method of Promotion: Email, Social Media (Facebook, Instagram, and LinkedIn), [Exhibits 

4.A, B, C, and D], Website  

Average Attendance: 15 

Feedback Mechanism: Survey administered via Google Forms [Exhibit 4.G] 

Results: This program always attracts an engaged crowd of art lovers. It’s the perfect place to 

share interests and forge close connections. Among guests who completed the feedback survey 

and attended this event, the average response to “How likely are you to attend another AAF-CLE 

event?” was a near-perfect 4.8/5.  

Goal 2: Attendees ranged from several young pros to seasoned award winners. Our pair of expert 

private docents led us through a curated tour of newly acquired pieces at the museum, so there 

was an opportunity for everyone to learn something new. 

Goal 3: This program promoted unparalleled connection opportunities. The docents prompted 

the group with questions to kick off discussion and help conversations flow, and the relaxed space 

allowed conversations to grow organically from there. In the free response section of the feedback 

form, one of our guests praised the variety of events that we host. We think hosting a networking 

event in this environment allows for a different pace of conversation that doesn’t happen at a bar. 

Everyone has a different communication style, and we want to ensure that our whole community 

feels welcome and supported at our events! 

End of Narrative 

To view our collateral, continue to the next page. 
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Exhibit 1.A: 
 
Board of Directors (2025-2026) 
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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 
 
 

 
Sponsors for the 2026 American Advertising Awards 

 

 
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) 
 

 
Drinks named after sponsors at the 2025 Hall of Fame Induction Ceremony 
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Exhibit 2.C (continued from previous page) 
 
 

  

 
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) 
●​ *Glamper (June 2025) 
●​ Welcome to the Farm (August 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 2.E 
Event attendance and missions accomplished 
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Exhibit 3.A  
 
Event Photos 
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) 
 

 
 



Page 12 of Collateral 

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

 

 
 

Photos by Rustin McCann 
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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.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.B 
 
Instagram Event Announcements 
 

NOTE: Our Instagram content is posted on Facebook and LinkedIn, too. 
 

 
Screenshot of AAF-CLE’s 2025-2026 Instagram Grid 

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

 

 

 
 

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

 

 

 
 

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

 

 

 
 

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

Email Reminders 

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

 
 

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

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

 
 

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

 
 
 

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

 
 

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

 
 

Continues on next page 
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Exhibit 4.G (continued from previous page) 
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Exhibit 5.A  
 
Growth of Total Professional Membership (2023-2026) 

 

 

 

 

AAF-CLE Corporate Members 
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Exhibit 6.A 

Budget 2025-2026 

NOTE: This exhibit contains one column of the spreadsheet. The full spreadsheet includes additional 

columns for our predicted figures, our final figures, and internal planning notes for our team.  

 

               

 


