2018-2019 National Club Achievement Competition
Category of Entry: Membership
Throughout 2018-2019, the Ad 2 Dallas Membership Team has focused on recruitment, retention and
engagement. As we began this year, our overall goal was to maintain a healthy club for young
professionals, and to continue to foster a strong presence among advertising and marketing organizations
throughout the Dallas community. Considering the club was founded just 5 short years ago, we are
extremely proud of the membership growth to date. In order to set the stage for success, we have set the
following goals for the year:
●

Recruitment:
○

Goal is to achieve 10% growth or 400+ members.
■

●

Retention:
○

Goal is to maintain a 90% retention rate.
■

●

Based on clean data set of 374 members as of 6/18/2018 (Exhibit 1.1)

Based on clean data set of 374 members as of 6/18/2018 (Exhibit 1.1)

Involvement:
○

Goal is to plan the framework for an ambassador program to launch in 2019

The Ad 2 Ambassador Program
Goal: Engagement | Secondary Goal: Retention | Tertiary Goal: Recruitment
Overview: At the first Ad 2 board member retreat, we set very ambitious goals in order to launch an
ambassador program. Halfway through the year, we realized our plan was unrealistic and made the
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decision to revisit our goals. This evolution led to a thoughtful year of planning to set up a strong 2019
launch. Key details of the program are outlined below:
What is it - The Ambassador Program provides an opportunity to be the face of your company among
fellow Ad 2 Dallas members, to network with like-minded professionals, and ultimately to help your
company stay up-to-date on the latest and greatest information in the marketing and advertising industry.
Who can join – The only requirement to be an ambassador is that you are a current member of Ad 2
Dallas. However, in the planning stage, we decided to target 3 categories of ambassadors (Exhibit 2.1), in
order to achieve both retention and growth:
•

Current Members

•

Expired Members

•

Target Members

We know that corporate memberships are an extremely valuable, as they accounted for 87.7% our total
members at the start of the 2018-2019 year. We cross referenced the membership list from 6/18/2018
(Exhibit 1.1) in order to identify recently expired corporate members. Our hope is that identifying expired
members and enrolling them as ambassadors will ultimately reignite the interest in membership and
ultimately prompt companies to renew expired corporate memberships.
Additionally, we identified several target organizations, based on the 2019 AAF Dallas ADDY Winners
(Exhibit 1.3). Our hope is that engaging these target members will drive increased interest and lead to
future corporate memberships.
Reasons to join - We recognize that people need intrinsic and extrinsic motivators, and began to think
about how to get people to join (and actually be involved). The reasons are pretty much endless, but we
listed them out anyway: making meaningful connections with like-minded people, networking, having a
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resume booster, landing your next job, making your future best friends, gaining early access to
information like industry events, etc.
The launch plan: To support a strong Ad 2 Ambassador Program launch, we have identified a plan to
generate buzz and increase word of mouth awareness, as noted in the creative brief (Exhibit 2.2). The
launch plan consists of three phases:
●

Phase 1: Pre-Launch
○

●

Phase 2: Launch
○

●

Educate existing and potential members: What is the program and when will it launch

Increase awareness of the program and continue to grow ambassador base

Phase 3: Post-Launch
○

Spotlight ambassadors and continue to remind members and non-members of the new
program

StarChapter - The Ultimate Membership Database
Goal: To accurately track memberships | Secondary goal: Go beyond StarChapter to build relationships
with non-members via 1:1 personalized emails
Overview: Historically, tracking membership information in real time has been a major struggle for both
Ad 2 Dallas and AAF. In fact, an IT error in early 2018 eliminated the membership database - containing
over 10,000 records. By establishing a relationship with the AAF Membership team, we have been able to
access recovered membership records that have been uploaded and stored on a cloud-based modern
association management platform, StarChapter (Exhibit 3.1).
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Progress-To-Date: We now have an accurate count of active membership and of our growth year-to-date.
Through our membership database management tool, we were able to prove our hypothesis that the
majority of our members truly do originate from corporate memberships.
Going Beyond StarChapter: Through outreach and interpersonal connections, the membership team
places new members in roles that match their corresponding interests. Upon potential members expressed
interest in the organization, we send them a personalized email which has been tailored throughout the
course of the year with the help of our Ad 2 President, Erika Long. This email produces a high response
rate as new members have taken additional steps to get involved. It was able to be used by all board
members explaining the roles of Ad 2 and how to plug in new members (Exhibit 3.2). We have connected
individuals interested in volunteering with Public Service, Programs, Membership, Marcom, Education
and Diversity!
Membership Survey
Goal: Feedback from members and non-members
Overview: As we have reflected on the learnings for the year, we also decided that we should conduct a
membership survey. With the implementation of StarChapter, we have real-time membership information
available to us. Additionally, we have congregated a list of expired members and non-members that have
attended some of our recent events, like 32 Under 32.
Go-Forward Plan: Following the Dallas ADDY Awards on March 7th, 2019, our plan is to send (2)
surveys - one to current Ad 2 members and one to non-members. Since the ADDY Awards Ceremony is
such a big event, our hope is to distribute the survey at a relevant time to obtain insights in several key
areas, such as:
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●

How can we improve our events? (for members and non-members)

●

Why are you interested in an Ad 2 membership? (for members)

●

Is there a reason why you are not interested in an Ad 2 membership? (for non-members)

Understanding what motivates and inspires current and potential members will enable us to achieve future
growth. Therefore, we will continue to seek deeper information in order to retain and recruit new
members.
The 32 Under 32 Event
Goal: Volunteerism | Secondary Goal: Membership Engagement
Overview: Ad 2 Dallas hosted the second annual 32 Under 32 event to honor the up-and-coming
advertising stars in the Dallas area (Exhib 5.1). Due to the increase in demand from last year, a larger
venue was required. The sold-out event took place at Canton Hall, a 12,500 sq venue in the heart of
Dallas. A record number of entries were submitted this year totaling up 76 total nominations, and 136
sponsorship placements were sold. The event brought in a net profit of $4,278.06 with 192 tickets sold.
Volunteerism: During this event we were able to utilize our members and non-members in a variety of
volunteer capacities. We secured a surplus of volunteers and filled all of the our needed positions. A
signup website was created and distributed to both Ad 2 members & potential members (Exhibit 5.2). To
reach more potential volunteers, we partnered with the Ad 2 education department and reached out to
advertising students at The University of Texas in Arlington. We contacted 47 interested parties
regarding the 32 Under 32 volunteer opportunities (Exhibit 5.3). All volunteer positions were filled and
executed with precision. The various volunteer responsibilities included: decorating Canton Hall, signing
in guests, distributing drink vouchers, creating name-tags, rounding up the nominees, presenting awards
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on stage, managing the photo-booth, signing up new Ad 2 members, tearing down the event and packing
up.
Membership Engagement: 32 under 32 received numerous praise on social media from the attendees.
This was displayed in the form of posts on Facebook and images captured at the event (Exhibit 5.4).
Membership Drive
Goal: Recruitment - Sign up new members
Overview Following the success of 32 Under 32, we partnered with Ad 2 Programs to put on a
membership drive to acquire new members for this year. This was the first membership drive held by Ad
2 Dallas, and we offered a 10% discount to any non-members to sign up for individual membership. The
event provided free food, drinks, and allowed potential members the opportunity to sign up for Ad 2
Dallas. The event was hosted at XL Digital and all costs were supplied out of pocket by the sponsor, XL
Digital (Exhibit 6.1). This included printing two 10x30 banners to highlight the event, a food buffet, and
an open bar.
Recruiting New Members: We had high hopes for this event following the success of 32 under 32.
However, we were disappointed when this event received zero new membership enrollments. We decided
to take this as an opportunity for learning and brainstormed some reasons as to why the event was not
successful:
●

Timing - the event was held on a Thursday night, close to the Thanksgiving holiday

●

Location - the location was far from central Dallas (approx. 35 mins to an hour from downtown)

●

Planning - the event itself and the 10% membership discount were not properly advertised
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In retrospect, we believe that timing and location were the two biggest obstacles to success, and had we
scheduled under different circumstances, the results may have been different. Internally, as a board, we
also recognized that there was a lack of communication between Programs, Marcom, and Membership
teams regarding the event execution. If the Ad 2 Dallas board is more collaborative and communicative
moving forward, we can continue to grow the club and host successful events.
Future Learnings: The Membership Drive at XL Digital has been a learning experience that we will take
into all Ad 2 events going forward. In fact, in 2019-2020, we would recommend another membership
drive offering a discount to incentivize members. The fact remains that the majority of our members stem
from corporate memberships, yet many of the individual members are highly engaged.
Conclusion
Overall, it has been a successful year for Ad 2 Dallas. Success can be defined in many ways, but we
believe in celebrating the small victories, particularly the abundance of learning that transpired over the
2018-2019 year. We are also particularly happy to say that we have grown by more than 10% and now
have 422 total Ad 2 Dallas members, as of February 10, 2019.
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Exhibit 1.1 - Membership List as of 06/18/2018
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Exhibit 1.2 - Membership List as of 02/10/2019
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Exhibit 1.3 - 2019 AAF Dallas ADDY Winners
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Exhibit 2.1 - Ad 2 Potential Ambassador Roster
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Exhibit 2.2 - Ad 2 Ambassador Creative Brief

12

Exhibit 3.1 - AAF StarChapter Dashboard (Ad 2-specific membership data housed in the Exhibit 1.2)
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Exhibit 3.2 - Membership Engagement Email Template
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Exhibit 4 - This is a placeholder for the membership survey that will be distributed w/o March 7,
2019.
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Exhibit 5.1 -32 Under 32
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Exhibit 5.2 - 32 Under 32 Volunteerism
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Exhibit 5.3 - 32 Under 32 Volunteer List
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Exhibit 5.4 - 32 Under 32 Engagement
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Exhibit 6.1
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