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OVERVIEW
Advertising education is crucial to help students and young professionals learn about the advertising
industry while networking and engaging with the AAF community. Over the past year, the Education
Committee has worked hard to achieve our mission to promote the benefits of student membership in Ad
2. The committee’s primary responsibility is to increase student attendance at Ad 2 events and encourage
students to network with the Austin community. To accomplish this goal, we worked closely with
Advertising Clubs on local college campuses to connect with students. The committee planned
student-specific events and initiated a mentorship program to establish a stronger relationship with
students in the Austin and San Marcos area. We hope the Ad 2 Austin Mentorship Program will continue
to grow and become a sought-after program in Austin for young graduates and mentors in the industry.
Goals for 2018 - 2019
1. Create and implement a Mentorship Program that connects students and young professionals with
seasoned industry professionals
2. Provide student-focused events that promote advertising education and professional development
3. Integrate Texas State and UT advertising programs and clubs into Ad 2 Austin
4. Continue promoting events and Ad 2 membership to students
CREATE AND IMPLEMENT A MENTORSHIP PROGRAM
Ad 2 Austin Mentorship Program
Objective: To bring together industry professionals with emerging talent to encourage dialogue focused
on professional and personal development. Mentors can connect and form relationships with those just
starting out in the industry while gaining valuable leadership skills and giving back to those who need
guidance. Mentees can get feedback on their resume/portfolio, learn how to jump-start their careers, and
network with some of the best and brightest in the advertising industry. Through this, we hope to cultivate
career growth and professional success for both the Mentors and the Mentees.
Execution:
The Education Committee built the program from the ground up, starting with the development of
resources and templates for Mentors and Mentees.
● Mentorship Packet
The first piece of collateral we developed was the mentorship packet, a comprehensive toolkit to
guide Mentors and Mentees through the program. This toolkit contains helpful information and
resources for both parties, including Mentor and Mentee expectations and objectives. It outlines a
code of conduct and gives many topics for conversation.

●

Meeting Check-In Forms
We drafted forms for Mentees to fill out after each meeting with their Mentor, with information
tailored to each meeting topic. We included sample questions for Mentees to ask Mentors to keep
the meetings moving smoothly. The packet also includes sections for tracking goal progress
throughout the program, and check-in forms for Mentees to fill out that highlight what was
discussed at each meeting.

Once we finalized the program collateral, we moved onto the application portion of the program, which
proved to be rigorous and hands-on.
● Mentor/Mentee Applications
We created a Google Form application to gauge interest in becoming a program Mentor and
distributed it to professionals in the Austin area. The application questioned why the Mentors
wanted to participate in the program and collected information on their specialty and how long
they have worked in the industry. We leveraged Ad 2 and AAF Austin’s network connections to
announce the program to prominent local agencies and businesses.
Once we collected information from Mentors, the Education chairs created an application for
junior or senior-level undergraduate students, graduate students and recent graduates to apply to
become a Mentee. The application asked questions like, “Tell us about a time you failed and how
did you overcome it?” and “What do you hope to get out of this mentorship program?”. The
questions allowed us to more effectively pair Mentors and Mentees based on what they hoped to
achieve from the program.
We released the Mentee application a few weeks after the Mentor application. The Education
Committee promoted the program around the University of Texas and Texas State campuses via
social media posts, Ad Club and class visits. We also emailed every advertising professor at UT
with the information to post on their class boards.
Once the deadline passed, the Education Committee met with the executive board to organize all
the Mentor and Mentee applications in an excel spreadsheet and categorize Mentors and Mentors
based on their experience. We then paired Mentors with 1-4 Mentees that best fit their
professional experience.
●

Program Fees
This year, we set a club goal to focus on profitable programming. During a monthly Ad 2 Austin
board meeting, the club voted to implement a program participation fee of $25 dollars for
Mentees. Because student membership growth was also a priority, we required that Mentees also
be Ad 2 Austin members.

●

Outreach and Pairing
We sent each Mentor a packet with Google Drive folders for each of their Mentee choices, which
included their resumes and program applications. We blinded the resumes and applications so
Mentors did not know the names of the Mentees. We asked the Mentors to rank the Mentees 1-3.

We took the Mentors’ choices, the Mentee’s career goals, and Mentor / Mentee experience levels
in consideration when pairing. We then notified both the Mentor and Mentee on the pairings via
email. We also sent information for the Mentorship Launch party. We also assigned each Mentor
and Mentee pair an Education Committee members to notify if they have any questions
throughout the program.
●

Kick-off Event
We hosted a Mentorship Program Launch Party on January 29th at Capital Factory, a coworking
event venue in Austin. This allowed the Mentors and Mentees to meet for the first time and meet
other Mentors/Mentees in a casual setting. Snacks and beverages were provided. The education
chairs created an agenda for the event, which included a trivia game for mentor / mentee pairs to
compete which each other, and ice breaker questions that were distributed to the tables.

Results:
1. 51 Mentees and 30 Mentors signed up for the program, totaling 81 program registrants.
2. After reviewing eligible Mentee applications, 44 Mentees were accepted into the program, with
42 submitting payment to officially move on in the program.
3. All 30 Mentors followed-up and confirmed their participation in the program.
4. Ad 2 Austin earned $1,050 in revenue from all the Mentees’ payments and $440 in revenue for
the 22 student members who joined in order to be eligible for the program.
Collateral: Exhibit A, Exhibit B, Exhibit C & Exhibit D
PROVIDE STUDENT-FOCUSED EVENTS
UT Speed Networking Event
Objective: To host a career-building event for UT Advertising Students looking to connect with young
professionals and industry leaders, AKA speed networking "mentors". Undergraduates, recent graduates,
and master’s students had the opportunity to connect with others in the marketing, advertising, and
communications fields.
Execution:
1. The Ad 2 Programs chair secured Atlassian, a software company located downtown, as our venue
at no charge.
2. The Education Committee created and distributed interest forms on Google Forms for Speed
Networking Mentors to sign up to participate.
3. Texas Ad Group (TAG) promoted the event to advertising and PR professors and students
through social media, club newsletters, and at meetings.
4. Ad 2 Austin promoted the event on social media, the website, newsletter, and during meetings.
5. TAG sponsored ride shares to transport students to and from campus.
6. We provided sample questions for students to ask professionals, which were displayed on
monitors throughout the networking space.

7. The event was co-hosted and sponsored by TAG. TAG provided dinner for attendees.
Results: Turnout of approximately 50 people (professionals and students), all who provided very positive
feedback as they exited the event.
Collateral: Exhibit E
UT Football Tailgate
Objective: To provide a way for students to network and connect with Ad 2 Austin members in a casual
and fun setting.
Execution:
1. TAG promoted the event to advertising and PR majors through social media, club newsletters,
and at meetings.
2. The event was hosted at an official UT tailgating spot, had a table, speaker, and was sponsored by
ATD Partners, who supplied food and drinks.
Results: Turnout of approximately 25 people.
Collateral: Exhibit F
Texas State Homecoming Football Tailgate
Objective: To allow students to meet and network with people from Ad 2 Austin in a fun and relaxed
environment.
Execution:
1. Ad 2 Austin partnered with Texas State’s Ad Club to organized a tailgate during their
homecoming game.
2. Ad Club officers promoted the event around campus and provided a delicious nacho bar.
Results: Turnout approximately 15 people.
Collateral: Exhibit G
Texas State Agency tour at T3
Objective: To show students what life is like in an advertising agency.
Execution: Contacted an Ad 2 Austin board member to help connect Education Committee with HR and
scheduling dates for the tour.
Results: Students toured T3, the largest independently owned agency in Texas, to get a real life
perspective on agency life by seeing and learning about how the company runs and their day-to-day
schedule. 16 students attended out of 20 available spots.

Collateral: Exhibit H
Texas State Spring Speed Networking Event
Objective: To allow students an opportunity to network with professionals in the Austin area and practice
their interviewing skills.
Currently, this event is planned for the Spring, with the Ad 2 Programs Chair, and the Texas State
Education Chairs.
Proposed Execution: Education is committed to continuing our progress in improving our relationship
with students. We are providing a variety of opportunities to students, to network, make friends, and learn
new skills. The mentorship program is a major step for our committee. We hope to grow and nurture this
program to be a successful mentorship program for future students and professionals.
INTEGRATE TEXAS STATE & UT ADVERTISING CLUBS INTO AD 2 AUSTIN
The University of Texas: Promoted Ad 2 & AAF at TAG
Objective: To promote Ad 2 Austin to UT Ad Club students and educate them on ways to get involved.
Execution:
1. UT Education Co-Chairs spoke at every TAG meeting and encouraged students to participate in
Ad 2 Austin events and attend Ad 2 Austin’s monthly AdSocial networking happy hours.
2. Promoted Ad 2 Austin and Austin Ad Fed events through the TAG social media accounts,
website, newsletters, and at every meeting.
Results: We saw a significant increase in student members at happy hour events. Students attended Ad 2
Austin and AAF Austin events and fostered their own connections with the organizations.
Texas State University: Promoted Ad 2 & AAF at Ad Club
Objective: To promote Ad 2 Austin & Ad Fed to advertising students at Texas State University as a way
for students to network and learn more about the industry.
Execution:
1. Ad 2 Austin and Austin Ad Fed experienced a significant turnout of students at each networking
event and began to foster a relationship between Ad 2 Austin and Austin Ad Fed with Texas State
students
2. Becca Messenger, Ad 2 Vice President, and Chris Welhausen, Ad 2 Membership Co-Chair, spoke
at the second Ad Club meeting of the year to inform students about Ad 2 Austin and the ways that
it’s helped them in their careers.
Collateral: Exhibit I

Student ADDYs Promotion
Objective: To increase awareness of ADDY awards and increase the number of student submissions.
Execution:
1. Education Committee chairs visited local universities to promote student ADDY entries
2. Assisted AAF student ADDYs committee via Ad 2 President, who acted as the email point of
contact for all students with questions about ADDY entries.
3. Reached out individually to all students who had incomplete ADDY entries before the deadline
4. Shared entry info and deadline reminders on social media and via newsletters
Results: We sent personalized emails to 32 students with incomplete ADDY entries, and connected five
students who had trouble submitting entries with AAF Austin’s Operations Chair. AAF Austin reported
an 11 percent increase in student ADDY entries and attributed the increase to Ad 2 Austin’s efforts.
CONTINUE PROMOTING EVENTS & MEMBERSHIP TO STUDENTS
Student Liaison
Objective: To include student representatives on Ad 2 Austin’s board to create professional relationships
between the chapter and students at UT and Texas State.
Execution: The Fall and Spring TAG Presidents and Technology Officer held Education Co-Chair
positions for Ad 2 Austin and attended Ad 2 Austin meetings. The Industry Relations and Creative
Director for Ad Club at Texas State also held Education Co-Chair positions and attended Ad 2 Austin
meetings.
Results: Student Liaisons were able to cultivate relationships between UT TAG and Texas State Ad Club
members and Ad 2 Austin. Education Co-Chairs encouraged carpooling and offered rides from campus to
Ad 2 Austin events. Students began to feel comfortable coming to Ad 2 Austin events which heavily
increased turnout.
Collateral: Exhibit J

COLLATERAL
Exhibit A: Mentee Objectives in the Mentee Packet

Exhibit B: Mentor Objectives in the Mentor Packet

Exhibit C: Midpoint & Closing Evaluations in both the Mentor & Mentee Packet

Exhibit D: Mentorship Program Kickoff Event- Jan 29th.

Exhibit E: Speed Networking Event for the UT students

Exhibit F: Tailgating at a UT game

Exhibit G: Tailgating at the Texas State Homecoming Game

Exhibit H: Texas State Advertising Students on a agency tour at T3

Exhibit I: Becca Messenger & Chris Welhausen speaking to Advertising student at Texas State.

Exhibit J: Texas State Ad Club Students at an Ad 2 Austin Happy Hour

