Introduction
Ad 2 Honolulu stems from an incredible legacy in our local advertising industry. After celebrating our
milestone 50th anniversary in May 2019, our Executive Committee took the opportunity to reflect on the
challenges and learnings of previous years to create a strategy to propel our organization for future
growth and longevity. One year is not a lot of time to develop and implement meaningful and successful
programs, so we knew our efforts would be laying the foundation to be built upon in subsequent terms.
Long-Range Planning
Goal: Set our organization up for future success by positioning ourselves as the go-to resource for
information related to advertising, marketing and communications in Hawaii.
Method #1: Refresh our Ad 2 logo and branding to showcase an accurate representation of our
organization.
For 50 years, our club has been centered in the Honolulu area but as we continue to evolve, we wanted
to expand our reach to include the entire state of Hawaii. Our Executive Team felt it was essential to
update and modernize our brand to represent what our organization is today to attract a new wave of
members. Because of our already rich history in our local industry, we wanted to conduct our own internal
market research to pinpoint who we are and who we want to be as an organization. We consulted with
individuals from AAF Hawaii, past Ad 2 members and current members before deciding to focus and
portray our brand as professional and fun, with a hint of Hawaii. Our organization was renamed from "Ad
2 Honolulu" to "Ad 2 Hawaii" to maintain consistency with our AAF Hawaii counterpart and to set our
organization up for expansion and inclusion of the entire state, not just the city of Honolulu.
A core rebrand team consisted of our Executive Committee and key board members. We
developed a creative brief (Exhibit 1) based on our market research and worked to come up with multiple
concepts starting with a logo (Exhibit 2). The final logo with a complete style guide and templates for new
business cards, letterhead, email signatures, collateral and promotional items were created (Exhibit 3). At

our New Year, New Ad 2 event held in January 2020, we unveiled our refreshed brand (Exhibit 4). We
followed up with an announcement on social media and e-blast (Exhibit 5).
Method #2: Refresh our website with our new branding to promote our organization effectively.
The second phase of our refresh was to visually communicate the new Ad 2 Hawaii branding through a
redesigned website, e-newsletter and collateral. Many of the images used previously were of just
networking events with alcohol, inaccurately portraying our organization as a “party” or “collegiate” club.
It didn’t showcase the mission of our club in providing advertising education and public service. A
photoshoot was coordinated for us to curate a library of images of meetings and collaboration to show
our professionalism and the impact we make for our members and our community (Exhibit 6). The new
images have been used throughout our new website and brochure (Exhibit 7).
Next, our Executive Team collaborated with a web designer to identify areas of opportunity and
provide brand elevation and activation. We reorganized and modernized our website with more
storytelling and legibility. We also wanted to be mobile friendly and visually dynamic (Exhibit 8). Through
a redesigned homepage, we lead in with our value proposition and focus on featuring upcoming events,
job postings, membership and our annual public service campaign (Exhibit 9).
On our previous website, our membership application was visible and could be submitted without
payment (Exhibit 10). This led to prospects completing the membership application but not paying the
dues. Past Membership Chairs found it difficult following up with those who submitted applications
without dues, ultimately resulting in a loss of potential members. We fixed this issue during our redesign
and now the membership application can only be completed after payment is made (Exhibit 11). To
optimize SEO, we added metadata descriptions and keyword tags to all our pages (Exhibit 12).
Method #3: Produce relevant and informative content for our membership and community through our
communication channels.

Initially, our Communications Committee proposed more consistent delivery of club information to our
members with an increase in frequency of our e-newsletter from quarterly to monthly. After our branding
refresh, we wanted to take it a step further and provide meaningful content with news and industry
trends, along with member spotlights to feature more than just event promotions and recaps. Our enewsletter was renamed to “The Current” tying into the new branding’s water motif and the idea of
keeping our members in the know (Exhibit 13).
A formal content calendar template was developed and shared making it easy to brainstorm,
review and approve communications (Exhibit 14). An approval timeline was also implemented to help us
keep on top of deadlines and delivery of information. New communication strategies, such as
incorporating content from national and local brands, were also established to garner more engagement
and support of our channels (Exhibit 15).
Results: We’ve had positive feedback from our local advertising community and supporters about our
new branding so far. The new logo and website redesign process provided an invaluable learning
experience for our members who may not have had the opportunity at their companies to work on such
a project. Our Ad 2 Hawaii brand is now consistent throughout all communication channels, which has
helped us effectively tell our story and mission to the community and our members.
Analysis of Member Needs
Goal: Collect member feedback to establish an active and engaged membership base through a
worthwhile value proposition of our organization.
Method #1: Conduct internal market research through quantitative and qualitative surveys.
To gather quantitative information from our membership and supporters of our organization, we put
together a survey that was taken at our fundraiser event, Fall Flair, in November 2019 (Exhibit 16).
Attendees who completed a survey were incentivized with an additional raffle ticket for our giveaway
prizes. After doing this blanket survey, we wanted to compile more qualitative information from our

current membership base to better gauge why, or why not, they choose to engage with our organization
(Exhibit 17). We also want to encourage non-board members to take active roles in our organization, so
we asked what Ad 2 Hawaii can do to help them decide to take on that leadership role?
Method #2: Curate a list of membership benefits to bolster our value proposition for existing and new
members.
With a slow decline of our membership base over the years, we focused on building partnerships and
relationships with community businesses. We were able to partner with Honolulu Federal Credit Union to
establish Ad 2 Hawaii as a select employer group (Exhibit 18). Any Ad 2 Hawaii member is now eligible to
join the credit union and take advantage of promotions and offers to better their financial wellbeing. As
young professionals, setting ourselves up for financial success is crucial for our futures. This partnership
with a local credit union provides value outside of the advertising industry for our members.
We also entered into a one-year pilot partnership (Exhibit 19) with Hawaii Business Magazine, a
reputable Honolulu-based publication that is the go-to magazine for Hawaii managers, C-suite executives,
government officials and nonprofit community leaders (Exhibit 20). Starting in March 2020, all Ad 2 Hawaii
members received print and digital access to the publication at no cost (a $24.99 savings per month). Ad
2 Hawaii members will also receive discounted prices for any upcoming Hawaii Business event or
conference throughout the partnership year, which costs between $50 to $200 for entry.
Results:
At our Fall Flair fundraiser, we collected 21 completed surveys out of 61 attendees. We learned that 30.2%
of supporters and members preferred events on a Thursday. Friday and Wednesday were the next
preferable days to hold events. 30% of our members were most interested in the Public Service
Committee. The Communications Committee was second with 25% of members interested. 39.5% of
members looked to Ad 2 for networking opportunities, listing it as the top reason why they joined. The
next reason was professional development at 31.6% (Exhibit 21).

Our phone survey yielded 22 one-on-one interviews out of our 53 active members. The remaining
members didn’t return calls or texts requesting for an interview. We learned that members look forward
to and enjoy our events. They also show interest in our public service campaign, however, it was a
common issue that they felt they didn’t know how to get involved. Many non-board members indicated
they weren’t drawn to being on the board due to other obligations or lack of interest in a leadership role
(Exhibit 22). From this exercise, we concluded that we needed to find better ways to communicate with
our membership. Committee Chairs were coached to send out personalized emails and text messages to
their committees to establish more accessibility to information. We also learned our members don’t
clearly know what each committee does. As a result, we created a new brochure with committee
descriptions so members have a better understanding of the roles so they can get involved (Exhibit 23).
Leadership Organization and Development
Goal: Provide professional and personal growth opportunities for our board of directors and members
through meaningful programs and events.
Method #1: Create and launch an Ad 2 Hawaii / AAF Hawaii Mentorship Program.
Data collected from member surveys indicated that our Ad 2 Hawaii members were looking to learn from
our AAF Hawaii counterparts and seasoned professionals in our industry. In response to the feedback, our
Ad 2 Hawaii Membership Chair developed a mentorship program (ADvise) in partnership with AAF Hawaii
to provide new growth opportunities for our members. The ADvise program pairs an active AAF Hawaii
member with an Ad 2 Hawaii member over the course of a 3 to 6 month mentorship period. This allows
for multiple pairs to be established, if desired, throughout one fiscal year (Exhibit 24).
The goal of the program is to provide Ad 2 Hawaii members with support and guidance from the
AAF Hawaii mentors in the form of one-on-one coaching, on-the-job shadowing, potential job
opportunities and more, to deepen their personal and career development outside of the workplace. AAF
Hawaii mentors will be able to gain new perspectives from the young industry professional and foster the

transition of Ad 2 alumni into AAF membership. The program is meant to be mutually beneficial for both
parties to build new professional relationships and opportunities in the future.
Method #2: Offer our non-board members leadership roles in planning and coordinating Ad 2 Hawaii
workshops and events.
With a lean Ad 2 Hawaii board compared to recent years, we knew we had to figure out a way to pull in
non-board members to help develop and execute some of our initiatives. We recognized some stand out
members and empowered them to lead committee events and projects.
In the past, we typically hired emcees for our annual fundraisers. This year, to minimize costs and
to engage our membership, our Programs and Fundraising Chair offered the role to two new members
(Exhibit 25). Not only did it allow our new members to take an active role in the committee, but it helped
with driving attendees as these members were more inclined to invite their family and friends to attend.
In addition, our Programs and Fundraising Chair provided another member with the opportunity to plan
our New Year, New Ad 2 rebrand launch party. The committee member proposed a budget that was
approved by the Programs and Fundraising Chair. From there, the member was able to coordinate the
event within that budget.
Our Cornerstones Committee also put on a personal development workshop called Adulting 101
that featured our very own members as speakers (Exhibit 26). Two of our members who work in banking
felt it would be a great opportunity to not only bridge the gap between advertising and finance, but also
to help our members set themselves up for financial success.
Results: We launched our ADvise mentorship program in March 2020 through e-blast, social media and
on our website with great support from AAF Hawaii (Exhibit 27). Through sign ups our program received
10 interested Ad 2 Hawaii members and 10 AAF Hawaii mentors ranging from account service,
copywriting, creative direction, social media and more (Exhibit 28). With the growing concerns of the
COVID-19 pandemic, we are encouraging mentorship pairs to connect via phone, email or chat so the

program can continue. We look forward to the newly developed partnerships in the upcoming months
with hopes to do a proper kick off meet and greet event for the mentors and mentees.
Fiscal Management
Goal: Organize and establish budgets for all committees at the beginning of the year to assess
fundraising needs and review internal financial processes for easier fiscal management.
Method #1: Develop and commit to a budget at the beginning of the year and have each committee
provide monthly updates at every board meeting.
At our board retreat in July 2019, our Executive Team and each Committee Chair analyzed the expenses
anticipated for the year. Itemized budgets were sent to our Treasurer for approval and updates have been
presented at each monthly board meeting to track financial progress (Exhibit 29).
Method #2: Change and transition our organization's primary financial institution.
Our Executive Committee is responsible for ensuring a smooth transition of assets and duties from the
year prior and because our positions are one-year terms, one of the biggest challenges is updating our list
of authorized users with our organization's financial institution. The process set forth by the bank was that
all current and newly intended authorized signers needed to physically go to the location the account was
opened at to update the account card. When reviewing the list authorized signers, we discovered it wasn’t
accurately updated for the past three years, potentially posing a risk for our organization. We put together
a list of different financial institutions and through our research moved our account to another financial
institution that provided more efficient processes.
Method #3: Reschedule our annual fundraiser and solicit for sponsorship and in-kind services to support
Ad 2 Hawaii operating expenses and our public service campaign.
This year, we decided to change our annual fundraiser to occur in the Fall season (Exhibit 30). In the past,
our fundraiser took place in Spring, but we found that it often conflicts with our public service campaign
production and other major event functions that our AAF Hawaii chapter organizes (District 13 ADDYs and

Ad Month). We anticipated this year’s fundraiser to generate less income compared to prior years due to
timing and fatigue, as we would be holding two fundraisers in a single calendar year. However, we felt
this adjustment to the event date would be beneficial moving forward to capitalize on the opportunity of
promoting our public service client and to gain support from our local advertising industry and community.
Results:
The adjustments implemented this year significantly organized our club. By changing our banks, it is now
easier for authorized users to be switched out. Our new bank offers remote deposit capture, which
provides efficient and timely deposits of sponsorship and membership checks. We also issued debit cards
for our President and Treasurer to allow for easier access to funds and timely payments to vendors (Exhibit
31). The organization debit card has limited the amount of out-of-pocket payments our board members
must make for their committee expenses.
Even with the date change for our annual fundraiser, our organization was still able to accomplish
a successful event. Initially, we set our budget at $4,000, based on previous years’ fundraiser expenses.
Our goal was to draw 50 attendees and make a net profit of $4,000 through ticket sales, silent auction
and raffles. In the end, the event drew 61 attendees and yielded a net profit of $4,969.41 to go towards
our public service campaign (Exhibit 32).
Conclusion
Our 2019-2020 year has been transformative for our organization. As an organization comprised of young
individuals, there’s always challenges with learning curves and experience, but we are incredibly proud of
what we have been able to accomplish thus far. We are confident that our club operations initiatives this
year have refocused and positioned Ad 2 Hawaii to take on the next decade and beyond.
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