MEMBERSHIP DEVELOPMENT AND COMMUNICATIONS
Our club exists for the benefit of our members. A major piece of AAF Buffalo’s mission is to facilitate student and
professional development opportunities for our members — our most important asset. We know that maintaining these
connections is crucial for the success of our events, which in turn allows us to increase our programming offerings year
over year. We make a great effort to remain active with emails, newsletters, and social media, as well as embracing
industry content trends with videography, photography, and blogs. Our membership development and communications
efforts have resulted in positive momentum and an overall healthy club.
MEMBERSHIP RECRUITMENT
GOALS:
Goal #1: To engage corporate marketing teams, agencies, and freelancers who were unfamiliar with AAF Buffalo to
reach beyond our core group of large agency members
Goal #2: To continue providing a club calendar that is planned far enough in advance to provide value and encourage
membership purchases within the first few months of the club year
Goal #3: To increase student membership by establishing a revised list of benefits with added value

PROJECT/PROGRAMS:
Annual Meeting: The annual meeting provides professionals, students, and vendors the opportunity to meet in a relaxed
happy hour environment. The one formal part of this event is a 15 minute stretch where the club’s leadership team recaps
the successes from the past year and introduces what is to come (Exhibit 1).

VOLUNTEERISM:
Brandhack: At our annual Brandhack, we gather teams of students to work on a real nonprofit’s creative needs. The
students get to expand their portfolios, while the nonprofit, this year being Family Promise of WNY, a small family
homelessness shelter, gets donated creative work. This introduces our organization to a new regional nonprofit each year,
as well as a growing group of students.
MEMBER FEEDBACK:
Surveys: After every event, we survey attendees for feedback, improvements, and recommendations.

CLUB OPERATIONS:
Student Liaisons: This year, our club created a coalition of student liaisons from all local colleges and universities to
increase student engagement and membership. We’ve found word of mouth from classmates is the best way to engage
students, and this program increased that.

COMMUNICATIONS:
Dedicated Membership Campaign: This year, our organization launched a dedicated membership campaign. This
began with email campaigns to current members specifically discussing renewal and announcement of new member
benefits, and email campaigns to lapsed members introducing them to the improved benefits packages. We printed
branded posters, each familied around the same creative theme, but targeted different audiences. We utilized direct mail
to corporate members, sending recruitment posters, and mobilized paid social media posts (Exhibit 2).
MEMBERSHIP RETENTION
GOALS:
Goal #1: To increase the renewal rate of our corporate and individual members.

PROJECT/PROGRAMS:
Emphasis on Membership Value: Members can submit client news, interesting projects, and new hires/promotions that
link to their firm’s page. We maintained our membership directory. We also continued single-day Instagram Story

“takeovers” where corporate members could tell a visual story of their company culture, met with enthusiasm and
engagement by agency staffers typically not engaged with the club. We also continue to accept job postings to our site
from members at no additional charge, while non-members pay $30/posting. The job board is our most visited webpage
(Exhibit 3).

Member-Only Events: As an additional way to thank our members we organized a member-only social party. We
continue to realize successes with our member exclusive Skillshops (Exhibit 4). We hold these workshops periodically
2-4 times every year about various topics where members can hone their skills on a topic they already know or are
introduced to learnings on another industry topic they may not have exposure to. In late March, we hosted a Skillshop on
Building a Music Festival 101 with the host of a newly created local music festival. In May and October, we focused on
content with The Value of Influencer Marketing and Content Strategy Development. In January, we hosted a Tips for
Direct Mail Campaigns Skillshop with one of our vendor members.

VOLUNTEERISM:
The Big Tip Off: Our celebrity bartender event raises money for our annual scholarship provided to a local student
interested in the marketing or advertising fields. The fun and casual event encourages community engagement and
balances professional and personal networking events throughout the year for increased retention.

MEMBER FEEDBACK:
Surveys: After every event, we survey attendees for feedback, improvements, and recommendations.

CLUB OPERATIONS:
New membership software: This year, we invested in a new membership software to better manage our directory and
make ticket purchasing and membership renewal more user-friendly for our community. After multiple demos, we
agreed to invest in Join It, an Eventbrite partner that would allow us to integrate with the event management tool we
already use (Exhibit 5).

COMMUNICATIONS:
Creative Communications: We continue to explore and utilize new media like animation and video to promote events
and membership. We try to meet membership where they are, and engage in mediums they prefer.
MEMBERSHIP INVOLVEMENT
GOALS:
Goal #1: Provide value to our members that make memberships worthwhile
Goal #2: Reinforce and communicate club and national benefits for members
Goal #3: Actively support students as they prepare for entering the professional world

PROJECTS/PROGRAMS:
Event Discounts: Our members receive discounts on Speaker Series, Skillshops, the American Advertising Awards,
Student Portfolio events, and all other club events. The intent is to lessen the added costs for members. Our event
discounts are popular as 92% of all event tickets were sold to members when a membership discount was available.

VOLUNTEERISM:
Jingle Bowl: a chance for the entire community to rally together and donate non-perishable food items for the WNY
Food Bank. The fun and casual event encourages community engagement.

MEMBER FEEDBACK:
Surveys: After every event, we survey attendees for feedback, improvements, and recommendations.

CLUB OPERATIONS:
Timely Event Planning: We’ve found that the foresight of our club’s event scheduling over the full club year has
provided value to our members and in turn increased involvement.

COMMUNICATIONS:
AAF Buffalo Email Newsletter: As our club has expanded its events calendar, we have made an effort to communicate
regularly with all members. Our email newsletters reached 2,105 people with a 23.5% open rate and included
submissions from 13 different agencies to share news about their companies. This list adds prospective members through
event registrations and opt-in through the club website/job board. Newsletters (Exhibit 6) have been expanded to include
not only event announcements, but club news, member stories, and new job listings. We also continued providing emails
designed specifically for our student and professor mailing list (Exhibit 7).

REGULAR COMMUNICATIONS
We continued regular communications with members through email, social media, event promotion, and blog posts. We
also increased our video and animation content to adhere to industry trends.

VEHICLE 1: MONTHLY NEWSLETTER
Description: We distribute monthly newsletters to members, and semesterly newsletters specific to students and
educators. These communications ensure a monthly touch point with our membership, while sharing events, local
industry news, job postings, and blog content.
Goals: To send one general member newsletter per month and one education newsletter per semester.
Target Audience: Members automatically receive our newsletter, and student and educator members are segmented into
a secondary communication list. We also invite local non-members to join our email list.
Budget/Distribution: We have an account through Mailchimp that costs us $30 per month.
Results: We have 2,953 subscribers, up 33.86% from last year, and achieved open rates of 25.02% and an average
click-through rate of 3.86% — all of which are increases from the 2018-2019 club year.

VEHICLE 2: WEBSITE AND BLOG
Description: To remain the go-to source of information, we increased the frequency of blog posts. This included event
recaps (Exhibit 8), board member spotlights (Exhibit 9), and a recurring series: AAF Asks (Exhibit 10). These help with
board recruitment, and share thought leadership in short, easy-to-digest bites.

Goals: Recap every event with a blog post and keep web content fresh with thought leadership
Target Audience: Any members, non-members, or general public.
Budget/Distribution: The blog has no cost.
Results: We successfully blogged a total of 27 posts this year, up from last year.

VEHICLE 3: SOCIAL MEDIA
Description: On Facebook, we utilize a combination of paid ad buys, boosted posts, and organic board
member-supported sharing to expand the reach of our posts. We also increased our reach on Twitter by tagging users in
tweets and engaging with trending hashtags. We continued Instagram story takeovers as a benefit to corporate members.
Goals: Increase the frequency of posts and drive engagement across all platforms.
Target Audience: Our focus is to be active and reachable to anyone interested in our organization: members,
non-members, and the general public within our community.
Budget: We set a budget of $3,400 for all communications, with the majority for social media spending.
Distribution System: Social media accounts (Exhibit 11) for Facebook, Twitter, Instagram, and LinkedIn.
Results: We saw an increase in all of our followers/members across our social media platforms this year. Facebook
followers increased in the past year from 2,113 to 2,362 (11.78% growth). Twitter followers are now at 3,674. Instagram
followers grew drastically from 1,176 to 1,407 followers (19.64% growth). LinkedIn profile followers grew drastically
from 232 to 350 (50.86% growth). We also had over fifteen corporate members sign up for an Instagram takeover.

EVENT OR MEETING PROMOTIONS AND ANNOUNCEMENTS
We continuously work to improve our events and promotion of ourselves as a club. Once again, our successful
communications have induced record-setting event attendance.

VEHICLE 1: EMAIL MARKETING
Description: We distribute email blasts (Exhibit 12) for every event to our mailing list, sending at least two per event.
Goals: Generate interest and drive attendance to our club’s events.
Target Audience: Members, non-members, students, and anyone related to or interested in our industry.

Budget/Distribution: Our $30 per month plan with Mailchimp allows us to send out these emails.
Results: Once again, we have set record attendance at numerous events. A total of 144 people attended AdWeek
programming. A record of 173 people attended our annual Big Tip-Off happy hour in August 2019, and our Jingle Bowl
fundraiser to benefit the Food Bank of WNY sold out in two hours. We also reached record-breaking event sales for the
ADDY’s Underground event, with 455 total ticket sales.

VEHICLE 3: SOCIAL MEDIA
Description: Social has been the most efficient method of connecting with members and non-members. We continue to
boost event posts, and have special guests post about their appearance to increase traffic.
Goals: Increase club awareness through target ad buys, boosted posts, and event promo spending.
Target Audience:  Members, non-members, and the general public within our community.
Budget: We set a budget of $3,400 for all communications, with the majority for social media spending.
Distribution: Social media accounts for Facebook, Twitter, Instagram, and LinkedIn.
Results: The 2019/2020 membership ad campaign reached a total of about 3,500 people. The BrandHack campaign,
which included two separate ad buys reached about 1,100 people. Combined, all of our boosted posts, event promos, and
ad buys received about 220,000 impressions and 3,500 actions.
COMMUNICATIONS WITH NON-MEMBERS
Description: Our public relations efforts are especially successful to reach those outside of our membership circle.

VEHICLE 1: PUBLIC RELATIONS
Description: Our earned media push continues to yield great results in reaching the general public.
Goals: Reach more non-members and gain awareness of our club’s local impact.
Target Audience: Our targeted demographic is members of media, and by extension, their audience.
Budget: We have no budget, with all PR being done internally by our board.
Distribution: Press releases and media advisories to local media.
Results: Our PR efforts landed us an Advertising Week 2019 proclamation from the City of Buffalo Mayor Byron

Brown and Erie County Executive Mark Poloncarz (Exhibit 13) Other successes included coverage from The Buffalo
News o n new board members (Exhibit 14), and of the ADDYs Underground in both The Buffalo News and Buffalo
Magazine.

SELF-PROMOTION
This year, we created a revamped membership campaign which included new copy, design, video, and strategy. These
WPA-themed elements were used for collateral materials and digital assets and included a brand new look and feel.

VEHICLE 1: PRINTED COLLATERAL
Description: We created six new WPA themed posters (Exhibit 15), each with a different focus. These were printed and
provided to corporate members. We also sent printed postcards including our full programming schedule to display
value.
Goals: Promote club membership and event attendance.
Budget: $700 ($521 actual)
Results: Posters were handed out to a total of 48 different companies, including a mix of ad agencies, freelancers/small
shops, and in-house marketing teams. In total, 500 postcards (Exhibit 16) were handed out at events throughout the year
to a mix of member and non-member attendees, students, and educators.

VEHICLE 2: DIGITAL MEDIA
Description: Our membership campaign went digital with social assets across platforms and video/animation.
Goals: Promote club membership and event attendance.
Budget: $35 ($35 actual)
Results: Our promoted Instagram Story video reached 6,817 people, 97% of which were not following our account. Our
total impressions reached 8,215 and we received 34 website visits despite not being able to utilize the Instagram “swipe
up” feature (Exhibit 17).
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