Membership Development & Communications
Membership Development and Communication is defined as activities designed to enhance a
local advertising club or federation and its membership recruitment, retention and
involvement and the communication collateral materials and/or websites produced and
distributed for these purposes.
1. State your club or federation’s membership goals as they relate to:
○ Recruitment
○ Retention
○ Involvement
2. How did you achieve these goals including (but not limited to) the following activities:
○
○
○
○
○

Projects/Programs
Volunteerism
Member feedback
Club operations
Communications

3. Describe your club or federation’s use of communication materials for any or all of the
following areas:
○ Regular communication with members
○ Event or meeting promotions and announcements
○ Communication with nonmembers
○ Self-promotion
○ Others (e.g., telephone and broadcast scripts, press releases, etc.)
4. For each communication vehicle submitted, provide the following:
○ Goals
○ Target audience
○ Budget recap
○ Distribution system
○ Results achieved

Club Achievement: Membership Development & Communications
GOALS
1. Recruitment
○

The membership goal for AAF of the Midlands this year was set at 125, which was an
ambitious number, considering last year we had 100 members. Currently, we have 112
members, which is a 12 percent increase over last year.

2. Retention
○

Our membership goal as it related to retention was simple: retain all previous members.
Again, we noted that this was an ambitious goal, as previous individual members may
have moved or changed jobs. We retained 13 of 14 of our corporate members from the
prior year and added four new ones for a total of 17.

3. Involvement
○

We sought to involve at least eight new and current members alike by presenting them
with opportunities for involvement on the committee level. Our committee member count
by area is as follows: Communications (2), Mosaic (3), Public Service (2), Judging (2) for
a total of nine. We found that committee members came from one of two areas; existing
members that were interested in getting more involved with AAF, where committee work
would set them up for success as potential future board members, and former board
members, allowing them to stay involved with AAF without the commitment of board
service.

How did you achieve these goals including (but not limited to) the following activities:
4. Projects/Programs

○

As a board, we provided substantive programming to current members and also marketed
programming to both previous and prospective members, encouraging them to join AAF.
We pride ourselves on providing high-quality professional development opportunities,
utilizing a diverse set of out-of-market speakers  to provide educational opportunities for
marketing professionals who may not otherwise have access to it. (Exhibit 1)

5. Volunteerism
○

As previously stated, we sought to involve both new and current members alike by
presenting them with various volunteer opportunities from simple tasks like setup and
cleanup at events, to helping build websites and design logos as part of our public service
project. As an example, in planning for this year’s gala, it quickly became apparent that
we would need to employ the help of volunteers for assistance at setup, during the event
and at breakdown. As a result, over half of the individuals who assisted the day of the
gala were not board or committee members. We used this as an opportunity to get those
individuals invested and involved in AAF. Volunteers also assisted with our Oyster Roast
and Media Auction, American Advertising Awards judging, our Art Auction & Kickoff
event, and to assist in our Public Service project.

6. Member feedback
○

After each event, we sent a survey to all attendees, encouraging them to give us feedback
on the programming. This helps us gauge what is and is not working for our membership
base and also non-members who attend. The most common rating across the board was
either good or very good. We received the following comments about some of our events:
“The speaker was great and the atmosphere was great as well.”; “Great setting, great
artwork, good opportunity to mingle with other members, food/drink selection good
too!”; “Talk was informative and fun. The length of the presentation was perfect.”;

“Great food, great presentation, and wonderful people. The venue was very nice.”; “Well
planned, great food, enjoyed the VIP room. Really great to have the Awards booklet, love
that!”; “Beautiful venue, excellent food and I loved seeing everyone so dressed up!”
(Exhibit 2)
○

Just as important as written feedback is the unspoken feedback we noted based on the
record attendance we had for our programming this year. Our first luncheon was sold out
and our second was at 97 percent capacity, attendance was up at our kickoff and oyster
roast events, and our American Advertising Awards Gala sold out one week prior to the
event, and we had to add a few more tables to accommodate the demand.

7. Club operations
○

Membership Co-Chairs Valerie Russell and Kevin DeLoach contacted individuals for
membership. These individuals included past, current and potential new members.
Prospective members were not limited to the advertising industry. We contacted
marketing professionals in the medical industry, education, and other industries. This
reflects the fact that the majority of our market is not traditional advertising agencies.
Much of our market is composed of in-house professionals. All membership
representatives collaborated to form a list of marketing professionals to prospect for
membership.

○

Incoming President Jeff Lawler contacted all past and existing members for corporate
membership with help from Treasurer Sam Bond, Immediate Past President Lenza Jolley
and President Joey Wallace. The membership team brainstormed to form a list of
corporations to contact. The board also emphasized face-to-face conversations or asks
over the phone instead of relying on email for member recruitment. We felt that, the more

personal the touch, the more likely we would be to secure a membership and begin
building long-term relationships.
8. Communications
○

Social media: We utilize three social media channels: Facebook, Twitter and Instagram.
(Exhibit 3) We saw a 7 percent increase in Facebook followers; an 18 percent increase in
instagram followers; and a 1 percent increase in Twitter followers. These figures reflect
growing our reach for our communications.

○

Email marketing to both members and non-members: we sent out regular Mailchimp
communications as a primary means of communication to members. We have 944
subscribers, including current members, past members and potential members. Our open
rate is 24.8 percent, which is higher than the mailchimp average of 21.3 percent. We feel
this reflects our audience’s interest in the valuable content we send out.

○

Website: We use our website as the main hub for information. Since July of last year, we
saw 3,840 unique users viewing nearly 10,000 pages, with 90 percent of them being new
visitors. This shows that new audiences are seeing our content on a regular basis.

○

Cross promotions: We partner with other organizations for some events, including Jingle
Mingle, which is an annual event held in conjunction with our local chapters of PRSA,
IABC, Media Club and AMA Cross-promotion of events like this allows us to reach
professionals in similar organizations, potentially planting the seeds for future
membership with AAF.

Describe your club or federation’s use of communication materials for any or all of the following
areas:
9. Regular communication with members

○

GOALS: We sought to retain current members and attract new members, and consistently
keep prospective members in the funnel. We specifically wanted to do this before our
Kickoff event in August.

○

TARGET AUDIENCE: We reached out to any professionals involved in marketing, who
would benefit from our programming and networking opportunities

○

BUDGET RECAP: We did not have a budget for communication with members, so all
pieces had to be done either in-kind or through no-cost channels

○

DISTRIBUTION SYSTEM: Personal contact, including phone calls and interaction at
our events.

○

RESULTS ACHIEVED: In addition to the figures mentioned above related to social
media and newsletter open rates, we believe our event attendance and membership
increase are evidence of our regular communication with membership.

10. Event or meeting promotions and announcements
○

GOALS: To increase attendance at our special events and luncheons.

○

TARGET AUDIENCE: We reached out to marketing, communications and advertising
professionals in the Midlands. Depending on the event, we would also target specific
groups. For example, we sought out marketing professionals who worked at nonprofits to
encourage them to attend our Oyster Roast and Media Auction since they tend to have
smaller marketing budgets, and the auction typically includes media packages that can be
purchased at a great value.

○

BUDGET RECAP: All efforts used existing digital channels, so aside from annual
website hosting and domain fees, there was no charge. We have fewer than 2,000
subscribers in Mailchimp, so we are able to utilize the free account. All other digital
channels are free social media accounts.

○

DISTRIBUTION SYSTEM: We shared our information via Mailchimp emails; posts on
Instagram, Twitter and Facebook; and the website calendar.

○

RESULTS ACHIEVED: For our annual Kickoff and Art Auction, we saw an 8 percent
increase in advanced registrations this year with 149 compared to 137 in 2018. For our
Oyster Roast and Media Auction, we saw a 22 percent increase in ticket sales with 92 this
year compared to 75 in 2018. Members receive free admission.

11. Communication with nonmembers
○

GOALS: We wanted to reach marketing, communications and advertising professionals
in the Midlands who would benefit from membership and encourage them to join.

○

TARGET AUDIENCE: We aimed for marketing, communications and advertising
professionals in the Midlands. Industries of marketing professionals included but were
not limited to hospitals, schools, agencies, automotive, etc.

○

BUDGET RECAP: We did not have a budget for communication with nonmembers, so
all pieces had to be done either in-kind or through channels that did not have a cost.

○

DISTRIBUTION SYSTEM: We used two primary vehicles for nonmember
communication. One was a postcard-sized printed piece promoting membership that we
distributed; we had 250 copies printed in kind and distributed them at all AAF events.
(Exhibit 4) Two versions were created. They featured testimonials from past and current
members. The second version included a photo of our board to help members recognize
us at events. We also have a number of people on our email list that are not members, so
we are maintaining contact with marketing, communications and advertising
professionals in the area. Whenever someone attends an event as a nonmember, their
email is added to the database so that we can maintain contact with them in the future.

○

RESULTS ACHIEVED: We were able to increase membership by 12 percent and secure
four new corporate members.

12. Self-promotion
○

GOALS: To show the value and benefits of AAF membership.

○

TARGET AUDIENCE: We reached out to current members to maintain their
engagement, and marketing, communications and advertising professionals in the
Midlands as potential members.

○

BUDGET RECAP: We did not have a budget for self-promotion, so all pieces had to be
done either in kind or through channels that did not have a cost.

○

DISTRIBUTION SYSTEM: In addition to the print piece mentioned earlier, we used
social media this year to promote and show the value of AAF. We did two campaigns.
One was the “$20 campaign” (Exhibit 5)where we pointed out that individual
membership is less than $20 a month and then illustrated what $20 a month could
purchase. It buys you lunch, a few trips to a coffee shop, etc. But do any of those things
further your career the way AAF does? We also did a board member spotlight series
where we did short social posts about our board members. It enabled members and
nonmembers to get to know the board better and showed the diversity of the board itself.

○

RESULTS ACHIEVED: The increase in membership reflected success in our
self-promotion.

13. Others: Use of Social Media to Increase American Advertising Awards submissions
○

GOALS: We wanted to increase not only the number of submissions for the American
Advertising Awards but also the number of entrants we had. Because of the composition
of our market, we have more in-house and freelance members than agency members, so
we wanted to make sure that there wasn’t a perception that this was only for agencies.

○

TARGET AUDIENCE: We sought out our members and marketing, communications and
advertising professionals who would have work that qualifies for the American
Advertising Awards. We also made a concerted effort by calling or emailing individuals
and companies who had submitted work in previous years but did not submit last year to
encourage them to submit this year.

○

BUDGET RECAP: We did not have a budget for this campaign, so all pieces had to be
done either in kind or through channels that did not have a cost.

○

DISTRIBUTION SYSTEM: We used social media to promote take-in day for six weeks
up to the deadline. Each Friday for those six weeks, we featured a 2019 American
Advertising Awards recipient. We specifically made sure to highlight an even mix of
agency, in-house and independent work. (Exhibit 6)

○

RESULTS ACHIEVED: We saw a 66 percent increase in American Advertising Awards
submissions from 118 in 2019 to 196 in 2020. We also saw a number of first-time
entrants and entrants who had not submitted in recent years.

Overall this year, our growth in members, our events, and our programs were very strong. We
made it a priority to communicate in person as often as possible and to communicate regularly to
keep our members engaged. We are well within our budget and all of our events have been met
with increased overall attendance, positive feedback and have included a diverse range of content.
We hope to continue the momentum we have built up this year and grow our membership even
more. Because so many of our luncheons were at capacity, we are already investigating either
increasing available space or moving to a new venue to support our growing club. Despite issues
with COVID-19, we are well on the way to finalizing our 2020-2021 board and getting a head
start on next year’s events.

Exhibit 1: Speakers

Jennifer Sutton
Bright + CO Marketing
September Speaker

Yeosh Bendayan
Push Button Audio
January Speaker

Tiffany Andrews
Myrtle Beach Convention Center
February Speaker

David Oakley
BooneOakley
March Speaker
(rescheduled for June)

Shane Santiago
Bravely
April Speaker
(rescheduled for fall 2020)

Ryan Beck
Beck Digital
May Speaker

Exhibit 2: Sample Survey

Exhibit 3: Social Media Posts

Exhibit 4: Membership Postcard

JOIN
TODAY
National Speakers
Networking Events
Education
AA Awards Incentives
National Discounts

We’re dedicated to serving our members by protecting, educating and
advancing advertising interest in South Carolina.
Andrew Evans, Marketing Communications Manager, Cognito Forms

AAF has helped me advance my career by offering opportunities that may
not have been available elsewhere. I’ve been able to develop my
leadership abilities and create a national network of industry connections,
all while working beside some of the best people in the business.

JOIN TODAY

aafmidlands.com

Exhibit 5: $20 a Month Social Campaign

Exhibit 6: #FBF for Last Year’s Winners

