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“If your actions inspire others to dream more,
learn more, do more and become more,
you are a leader.”
- John Quincy Adams
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1. AAF Dallas Club Membership Goals as they relate to:
Involvement
Goal: Collect & sort key demographics on all members during 80% of fundamental points of contact like when they join,
leave, or communicate with the club. Something that stuck out to AAF Dallas during the 2019-20 planning, was a lack of
information for member segmentation. We realized we had several different types of members who were members for
very different reasons. We set out in 2019-20 to fill those member demographics holes for better membership satisfaction.
Achievement:
●

Identified 3 customer archetypes: (Exhibit 1)
o

Corporate Members: Members who join as part of their employer’s corporate account membership

o

Individual Members: Members who join on their own without benefit of a corporate account membership

o

Vendor Members: Members who join primarily for purposes of networking with potential clients

●

Successfully identified and grouped 94% of our current membership according to these archetypes

●

Conducted member surveys 100% of the time when members joined or left the club

●

Mapped and sorted 100% of demographic information collected in member database

Recruitment
Goal: Increase Corporate membership by 10%, Ad 2 membership by 15% & overall AAF Dallas membership by 10%
AAF Dallas’ decided to focus on our growth in three areas of membership as they serve very different membership needs.
Achievement: Overall Membership grew 7% from 1611 members in years 2018-19 to 1723 members in years 2019-20 *
Ad2 membership increased 34% * Corporate membership grew 0% (34 Corporate in years 2018-19 vs. 34 Corporate in
years 2019-20)
Retention
Goal: Retain 90% of Corporate members, 85% of Ad2 members, and 90% of individual 2018 AAF Dallas members.
The club worked on keeping 90% of corporate members and Ad 2 members that “aged out” into individual memberships.
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Achievement: AAF Dallas was successful in retaining 100% of corporate members * AAF Dallas successfully converted
100% of Ad 2 members who “aged out” to AAF Dallas memberships * AAF Dallas retained 94% of our individual
members
2. AAF Dallas Club Membership Goal achievement:
Projects and Programs
Goal Results: Drive membership & retention based around cornerstone events like the American Advertising Awards.
AAF Dallas focused a key part of our membership drive around the cost advantages of becoming a Corporate member
versus paying the non-member entry fees. Utilizing platforms including social, we launched an aggressive campaign over
the course of 30 days to draw attention to the Dallas American Advertising Award submission process.
Achievements: From 12 social posts we reached an average of 331 followers per post, a total of 15% of our followers
reacted * 2.8% of our followers created their own stories from our original post * The post generated 4.2% engagement
Volunteerism
Goal Results: Mobilize our membership to help give back to the ad community by volunteering their involvement in
AAF Dallas events and functions to strengthen their bond with the club & fellow members. AAF Dallas mobilized our
membership through volunteer opportunities at events. This would strengthen our members personal connection to the
board & our member base. This would increase their likelihood of maintaining membership & advocating peers to join.
Achievements: We maintained a 95% staffing rate at all events * AAF Dallas enticed members to volunteer at events
through free or reduced event rates * AAF Dallas activated our deep reach within local universities to get student
members involved to help with an introduction into the local ad community and further their bond with the club
Member Feedback
Goal Results: Collected & sorted key demographics on all members during 80% of fundamental points of contact such as
when they join, leave, or communicate with the club. AAF Dallas set out on a mission to solicit, collect and sort member
feedback to understand our membership base. We did so by consistent communication at our events, interactions and set
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touch points. Whenever members connected, our membership team reached out to personally thank them and gather info
as to what motivates them to be an AAF member.
Achievements: Successfully Identified and grouped 94% of our current membership according to these archetypes *
Conducted member surveys 100% of the time when members joined or left* Mapped & Sorted 100% of demo info
collected in a database
Club Operations
Goal Results: Communicated on at least weekly basis with our members utilizing email blasts, social media posts and
human to human communication. The board hosted luncheons, happy hours and meetings. The announcements were made
via our social outlets to ensure our followers had the details.
Achievements: Of 14 social posts we reached an average of 269 followers per post, including a total of 10.5% reactions.
* 2.9% of our followers created their own stories from our original post. * Posts generated a 12.9% engagement rate.
Communications
Goal Results: Increase overall social engagement by developing a content strategy that provides resources, industry news
& networking opportunities to advertising professionals within the Dallas area. In order to create engaging organic content
for our social channels, the board members worked closely with the creative team to develop evergreen and event focused
content that delivered a consistent look and feel to our followers. Additionally, we created a strategic calendar to highlight
topics and events to reach our followers monthly. This allowed board members to have more visibility and input into the
content creation process. It also gave us the opportunity to speak to topics that are relevant in-between event promotions
including industry articles and resources.
Target Audience: Current members and prospective members that include client-side marketers and agency employees.
Distribution System: Facebook, Twitter, LinkedIn and Instagram.
Achievements (Exhibit 2): Facebook followers: + 12% * Twitter followers: + 4% * Instagram followers: +13% *
LinkedIn followers: + 30%
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One of our most popular posts from the last 12 months shows the effect of the changing Dallas Advertising Community.
Post Stats: Story reached 825, 35% of our followers reacted to the post * Our 4.2% of our followers created stories from
the post * The post generated a 13.5% engagement rate
3. AAF Dallas Club Communication Materials:
Non-Traditional Advertising Luncheon (Exhibit 3)
Goal: To promote a talk on non-traditional advertising. We took a decidedly non-traditional approach. Thumb-stopping
lines like “Ingestible Rich Media Units” touted media moves primed to cause disruption. Panelists discussed memorable
campaigns that stood above the noise and brought the brand to the forefront using augmented reality, digital out-of-home
smart screens and more.
Target audience: AAF Members and the Dallas Advertising Community
Budget recap:  No budget was used in this endeavor.
Distribution system: Marcom brainstormed ideas focusing on breaking down the traditional/antiquated approach to
advertising. Moroch produced various assets to promote the luncheon, including static banners, animated banners, and a
program with the panel’s bios. Frequent posts to Facebook, Twitter and Instagram were used to promote the event.
Results achieved: Attendance goals were met & exceeded. Over 7 social posts we reached about 269 followers per post,
a total of 10.5% reactions. 3.9% of our followers created stories from the post. The post generated 12.9% engagement.
2020 Advertising Trends Luncheon (Exhibit 4)
Goal: To invite and inform the target audience of the Advertising Trends Luncheon. The event included discussion of
topics like connected TV, virtual and augmented reality, and shoppable posts. Moderated by Steve Pacheco, President &
CEO of AAF, the audience heard from top industry leaders who shared insights, learnings and predictions for this year.
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Target audience: Attendees of “2020 Advertising Trends Luncheon” luncheon
Budget recap: No budget was needed for this endeavor.
Distribution system: A creative brief was written outlining the details, messaging and purpose for the assignment. We
wanted to focus on future trends and highlight the panel moderator, Steve Pacheco, President & CEO of AAF National,
and other top industry leaders. A “crystal ball” theme emerged, social assets were created & a program was developed.
Results achieved: Over 5 social posts we reached about 290 followers per post, a total of 9.5% of our followers reacted
to the post. 2.9% of our followers created stories from our original post. The post generated 10.9% engagement.
Gingerbread House Decorating Contest/Holiday Happy Hour (Exhibit 5)
Goal: The holidays are often filled with abbreviated timelines and unrealistic expectations. So, we hosted a holiday happy
hour that you could totally mail in while supporting a good cause, Hunger Busters. Members and non-members were
encouraged to sign up a team to build gingerbread houses. And expectations were kept blessedly low. Ho, ho, ho.
Target audience: Marketing/advertising professionals in the Dallas area looking to get festive!
Distribution system: We didn’t have to go far for creative ideas—a gingerbread house! Since the holidays were in full
force, and schedules jam-packed with parties, shopping, & end of year deadlines, a low-pressure event was needed. The
messy gingerbread house was perfect. Frequent posts to Facebook, Twitter and Instagram were used for promotion.
Results achieved: With 7 social posts we reached about 269 followers per post, a total of 10.5% of follower reactions.
Our 3.9% of our followers created stories from our original post. The post generated a 12.9% engagement rate.
Corporate Membership 1-sheeter (Exhibit 6)
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Goal: Corporate memberships are the lifeblood of AAF Dallas. To encourage new members, we sent out a 1-sheeter with
the benefits of membership. A quick glance gave potential corporate members all the benefits in an easy-to-digest form.
Target audience: Prospective corporate and individual members
Budget recap: No costs as the creation of the 1 sheeter
Distribution system: With a lot of information to convey in a one-page document, Moroch decided to use icons to call
out benefits offered. Sectioning the document into the areas allowed us to break up the copy into intro, benefits, and
call-to-action sections. The latter directed companies to a site with additional information & the membership application.
Results achieved: Grew o verall membership by 7% from 1611 members in 2018-19 to 1723 members in 2019-20.
Club Achievement Book Template (Exhibit 7)
Goal: When was the last time you looked at a document template and said, “Whoa, I wish I would have done that!”? We
needed to create a document template that was beautiful with simplicity, efficient in its design and uniform in its look.
Target audience: All AAF Dallas Board Members
Budget recap: No costs were incurred. Moroch created the template for us.
Distribution system: In preparation for submitting the Club Achievement Book to AAF in April, AAF Dallas asked
Moroch to design a clean, simple and uniform template. It had to be in Google Docs so the various board members and
team members could collaborate in the same space. A sample from a different market was provided.
Results achieved: The easy to use template made it possible for our Club Achievement books to feel cohesive. The AAF
Board Members could complete each section by simply dropping in the hard work and achievements accomplished
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D&I Highlight with Flor Leibaschoff (Exhibit 8)
Goal: AAF Dallas tapped Flor Leibaschoff, creative director at Lerma, to help educate members about the importance of
diversity & inclusion. To create awareness and thought leadership in the field of diversity & inclusion, we drove traffic to
our Instagram stories. There, we featured a video highlighting diversity & inclusion dos and don’ts along with insider tips.
Target audience: AAF Members and the Dallas advertising community
Distribution system: We created a social post to direct followers to check out the Instagram Story with Flor. She spoke
about why D&I is more important now than ever. Samples of past posts were provided, & the creative team changed the
colors while keeping the look & feel. The familiar look would draw previous viewers to the story. Keeping the duotone &
changing colors to ones that haven’t been used, we created images that made you wonder what Flor knew & we didn’t…
Results achieved: Our social post reached an average of 179 followers per post, a total of 1.2% of our followers reacted
to the post. 1.4% of our followers created stories from our original post. The post generated 1.9% engagement.
AAF Dallas Appoints Moroch Partners as MARCOM Partner for 2019 Press Release (Exhibit 9)
Goal: When AAF Dallas selected Moroch Partners to be their MARCOM partner for 2019, we needed to spread the word.
Target audience: AAF members, the Dallas advertising community and all of the Dallas area.
Budget recap: No costs. Writing and distribution was done by Marcom partners and distributed by board members.
Distribution system: The Moroch team collected quotes from key people involved, including Allison Farris, Executive
Director of AAF Dallas, and Matt Powell, CEO of Moroch Partners. A press release was published on October 9, 2019.
Results achieved: With one social post we reached 1,900 interactions. 2.9% of our followers created stories from our
original post. The post generated a 9.8% engagement rate.
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EXHIBITS
Exhibit 1: Member Archetypes

Exhibit 2: Selected AAF Dallas Social Media Posts
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Exhibit 3: Non-Traditional Advertising Luncheon
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Exhibit 4: 2020 Advertising Trends Luncheon
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Exhibit 5: Gingerbread House Decorating Contest/Holiday Happy Hour
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Exhibit 6: Corporate Membership 1-sheeter
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Exhibit 7: Club Achievement Book Template
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Exhibit 8: D&I Highlight with Flor Leibaschoff
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Exhibit 9: AAF Dallas Appoints Moroch Partners as MARCOM Partner for 2019 Press Release
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