2019-2020 National Club Achievement Competition
Category of Entry: Cornerstone Initiatives & Events
INTRODUCTION
The Dallas Fort-Worth area is growing faster than ever. As a result, there is a continuous surge of
companies and advertising agencies moving to the DFW area and Ad 2 Dallas’ Cornerstone Initiatives are
striving to capitalize on that growth. Ad 2 Dallas has built upon last year’s successful events and
expanded and developed several of those events to make an impact in the DFW advertising community.
Our Cornerstone Initiatives in 2019 focus on driving the future of advertising, expanding our diversity
initiatives, as well as educating our membership on the current advertising policies, trends and topics.
GOALS FOR THE 2019 - 2020 YEAR
•

Young Professionals & Students: Drive diverse membership of high school, college, and recent
college graduates from local high schools and universities to increase the amount of student
members. Also work to continue the growth of young and tenure professionals.

•

Diversity Initiatives: Bring awareness to diversity in advertising. Make strides in the industry by
creating diverse initiatives for our local communities of LGBTQ+, members with disabilities,
various age groups and races, and experience levels.

•

Education: Educate and bring awareness to diversity, relevant trends, and governmental that
affect the Dallas in the advertising community.

Cornerstone Events
1. 32 Under 32
Event Details: Ad 2 Dallas aims to shine a spotlight on the rising stars who are continuously making a
difference in our advertising community. This is our 3rd annual 32 Under 32 award program. Similar to
Forbes’ 30 Under 30 list, the 32 Under 32 program recognizes 32 local professionals under the age of 32
for their extraordinary accomplishments. It is a night to celebrate passionate, forward-thinking, and
motivated professionals, and applaud them for the work they’ve accomplished so early on in their careers.
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Target Audience: Advertising professionals under the age of 32 in all disciplines of advertising. As well
as their companies for sponsorship support.
Strategy: In the third year, Ad 2 Dallas secured the House of Blues as the venue, which allowed for more
table and general admission sales, as well as sponsorships. We promoted heavily on social media using
the same branding from years prior to achieve a cohesive look. We also increased our nominations
(exhibit 1.0) and then selected a diverse group of winners, which allowed us to increase attendance and
gain more corporate sponsors and members. We promoted 32 Under 32 through all of our social channels
(exhibit 1.1) and email blasts (exhibit 1.2) by expanding on our marcomm team’s creative assets. We also
had board members share on their personal social media accounts and had them reach out to others to
share and submit nominations. We utilized our strong AAF partnership to share on their social accounts
which helped us to extend our reach. Our nominees and selected recipients (exhibit 1.3) came from small
and large sized agencies and corporations such as The Richards Group, Pizza Hut, and Pandora. We also
received nominations for people across roles in the advertising world such as: human resources/recruiting,
account services, art directors, designers, social media, and traditional and digital marketing. Once
nominees were selected we reached out to their employers to have them sponsor tables which allowed us
to secure more corporate and agency sponsors than ever before.
Results: Over the last three years, we have steadily increased attendance and popularity of the event
which allowed us to rent a bigger event space this year - The House of Blues. Due to increased
promotion, we sold out the tables that were allocated for the space. Due to the bigger event space we
had 248 total attendees which was a 29% increase from year prior, this led to an all time high profit of
$14,258.06 which was a 450% increase from year one allowing us to surpass our goal of an increase in
profits and attendance. We exceeded our nomination goal we set for ourselves at the beginning of
planning by 36% which lead to an increase in nominations by 167% from year one to year three. 32
Under 32 was a highly successful event for Ad 2 Dallas and was by far the best year yet. We sold 32
tables, 29 sponsorships and secured corporate sponsors for drinks and music. Overall, our strong
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promotion helped us to increase nominations which lead to higher sponsorship and table sales to fill our
larger venue and to increase profits year over year.
2.

Level Up Your Digital Marketing

Event Details: Level Up Your Digital Marketing educated the public about how digital marketing can
elevate their brands and provided ideas to innovate with digital forward thinking. We brought Richard
Lerma’s client, Avocados from Mexico to highlight this goal. Our keynote was Ivonne Kinser: Senior
Director, Head of Digital Marketing at Avocados from Mexico (exhibit 2.0). We showcased the great
work that Richards Lerma has done for Avocados from Mexico and how they have paved the way for
digital advertising in the general and hispanic markets.
Target Audience: Young professionals and students hoping to learn more about the digital marketing
space.
Strategy: For promotion, we pushed posts throughout our social channels to draw in recent grads and
professionals (exhibit 2.1). We sent out an Ad 2 email blast as well as sent out emails to our network. We
were able to get Southern Methodist University (SMU) to sponsor our event which drew in a lot of
younger students.
Results: We secured a venue at Moroch Partners, one of our corporate membership partners which
decreased our venue expenses to zero. Raising Cane’s Chicken Fingers donated food and drinks to the
event which decreased our food and drink expenses for the event (exhibit 2.2). 69.5% of the attendees
were non-members and there were 46 people in attendance (exhibit 2.3). We decreased our expenses by
approximately $500. This decrease contributed to us not only hitting our profit goal but we also were able
to profit $905.54 which was 479.3% more revenue than last year (exhibit 2.4).
3.

State Day on the Hill

Event Details: Our focus is to provide education for all board members to establish the groundwork for
future grassroots influence in the Dallas political arena. This year, 9 members of Ad 2 & American
Advertising Federation (AAF) Texas chapters - 5 from Dallas (exhibit 3.1)- gathered at the Texas
Broadcast Association to launch a grassroots initiative, State Day on the Hill, that encourages board

3

members and industry leaders to build relationships with our government officials. By educating board
members on how accessible their state legislators are, Ad 2 hopes to make an impact on all issues facing
our industry. This was a change from previous years where we focused on a local event - Typically a
happy hour - to promote overall awareness and encourage engagement with local representatives.
Audience: 14 Texas State Representatives and Senators serving on committees about advertising
legislation.
Strategy: Ad 2 Dallas wants board members and industry leaders to have a voice in legislation, by
providing access to government officials they will have someone on the floor to advocate on their behalf.
Execution: Our activists introduced members who educated legislators and their staff on how advertising
generates sales and jobs in Texas. Ad 2 Dallas explained how advertising is essential to the U.S.
economy and should remain a deductible business cost. Our activists also introduced AAF as the unified
voice of the advertising industry nationwide. Members also demonstrated how AAF supports national
privacy standards.
Results: Ad2 Dallas and other chapters developed key contacts with state legislative offices. Our efforts
laid the groundwork for a second State Day on the Hill to take place during the 2021 legislative session.
This event will feature lawmakers, regulators, and industry partners working to develop policies that
reflect the interests of consumers and innovators.
4.

No Filter: Unfolding Workplace Bias

Event Details: “No Filter: Unfolding Workplace Bias” gathered four individual speakers that spoke on
topics such as age, gender, racial, and disability biases that occur in the workplace as a follow up to our
last year’s event. The guest speakers (exhibit 4.0) were chosen from agencies and well-known companies
- in the Dallas market - such as Johnson & Sekin, Beauty Bio, TracyLocke and BBB-NCTX. The event
featured an unfiltered fireside-chat style discussion that was interactive between our panelists and
audience.
Audience: Young professionals and students of all groups and ages.
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Strategy: Upon exploring past Ad 2 Dallas events and tapping into our own professional experiences, we
realized there was a need for uncovering bias that marginalized individuals face in the workplace. After
reflecting on personal moments in which we could have benefitted from someone simply being an ally,
we decided that our initiative would educate others on how they can do just that. In order to promote this
event, we posted flyers for the event to social media platforms with pricing and a link to purchase tickets.
We also highlighted each speaker (exhibit 4.1) in separate posts leading up to the event so our followers
could get a taste of who they would be hearing at the event. During the event itself, we highlighted past
and upcoming events to garner more membership interest and actively recruit new members into the
organization. We also were able to post a live story of the night’s events.
Execution: We secured four speakers that would speak on their own experiences regarding LGBTQ+,
Racial, Gender, and Ability biases in the workplace. We found these speakers from referrals and 32
Under 32 award winners, we made sure they were comfortable talking about each topic and that our panel
had a variety of past experience. Jordan Rhyne represented the LGBTQ+ community and was referred by
an AAF board member, Deja Sanders covered racial bias and was referred by a Ad 2 board member,
Joanna Tang 32 Under 32 award winner discussed disabilities bias, and Rosi Sanchez Marchus Graham
graduate discussed cultural stereotypes. Moreover, the fireside chat style really enabled us to delve
deeper into the intersectionality of identities in relation to the biases discussed. For example, while
Jordan Rhyne initially gave us his perspective on LGBTQ+ biases, as the conversation became more
intimate he was able to share how his race in combination with his sexual orientation is another factor that
is often reflected in the way he navigates his work life. As for the location of our event, SPM
Communications was gracious enough to let us use their offices as a venue (exhibit 4.2).
Results: We sold 22 tickets overall, a 50% increase from last year. This increase was due in part to
heightened social marketing and word of mouth. The diverse group of speakers showed an increase of
attendees as far as job backgrounds, ethnicity, and age groups. We also secured sponsors (exhibit 4.3)
Texas Ale Project company and Raising Cane's Chicken Fingers with a donation of drinks and a raffle
prize. Through this event, we provided education on prominent topics concerning the diversification of
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our industry in both a focused and intersectional perspective. Of the 22 that attended all identified
personally with at least one of the biases discussed. We also raised $205 in revenue, resulting in $105 in
total profit (exhibit 4.4).
5. Student Advertising Summit
Event Details: We have created the first annual Student Advertising Summit. This event will be split into
2 parts: a one-day conference with students from a local Dallas high school, Uplift Infinity Preparatory
(exhibit 5.0) and an evening speed networking & mentorship event targeted to college students and the
larger Ad 2 community. Our goal of the conference is to educate students about the opportunities within
the advertising industry. The event will feature:
•

Advertising 101 to introduce advertising and explain the opportunities there are to explore.

•

Ad 2’s impact on the advertising community.

•

Keynote speakers: Francisco Cardenas (exhibit 5.1) and Suzanne Miller (exhibit 5.2) to explore
the vast opportunities within advertising for success within the industry.

•

Two breakout sessions: diversity in the advertising industry aimed to challenge the stereotypes
students may have heard about going into advertising. The second to learn resume best practices
and begin working on the outline for their own resumes.

•

Agency tours at The Marketing Arm (exhibit 5.3), Dieste (exhibit 5.4), Hearts & Science
Marketing Agency (exhibit 5.5) so students are able to get a real world example of an agency and
see if they see themselves fitting into the agency setting.

In the evening, there will be a speed networking event that will be open to the high school students and
will also be open to college students and the greater Ad 2 Dallas community. Our networking event will
have various disciplines (exhibit 5.6) with approximately 12-15 mentors to provide students direction on
what roles they may be interested in and what careers there are.
Target Audience: High school, college students, and young professionals searching to network and learn.
Strategy: We secured a free venue at Serendipity Labs. We also received a venue sponsorship for the
speed networking at Akai. We partnered with Uplift Infinity Preparatory and confirmed they would send
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their students on a field trip for this event. We are actively working with UT Dallas and University of
North Texas professors to bring awareness to the speed networking event and are scheduled to speak to
their classes. We will also promote on social media, targeting young professionals.
Execution: In order to lower the venue costs and allow high school students to go to the first half of our
event for free, we were able to have Serendipity Labs sponsor and provide us a free place that holds
upwards of 100 people. (exhibit 5.7) The Student Advertising Summit will bring in approximately 70
high school students from Uplift Infinity Preparatory to the first half of our event. The Marketing Arm
will be sponsoring our event which will bring our expenses down to essentially zero. Our 2 speakers
Francisco Cardenas and Suzanne Miller will highlight diversity, entrepreneurship, and will inspire these
young students that with hard work, anything can be possible. We are currently reaching out to multiple
recruitment companies to sponsor the resume review portion of the event and will educate students about
resume writing and best practices. We are securing free agency tours from 3 companies.
Our speed networking event will bring in approximately 15 mentors from account management, art
direction, copywriting, account planning, PR, social media, web development, project management,
media, and broadcast production and we expect over 60 students and young professionals to join. We
received a venue sponsorship from a local bar, Akai, (exhibit 5.8) and they have offered to create 5 drink
specials with unique advertising names for our event. Our event program will include a bingo card that
has mini challenges to increase engagement with mentors as well as engagement with Ad 2 members in
order to increase membership.
Overall, the first year of the Student Advertising Summit will lay the foundation for continued support,
increased membership, and bigger and better summits in the coming years. We have garnered interest
from AdCon this next year which will allow us to exponentially increase our budget as well as
attendance.
Feedback: Next year, we hope to increase the number of students and involve more schools in our event.
In order to increase student involvement in Ad 2 Dallas, we are hoping to assemble a committee of
students to help organize and promote the event in order to increase the scale of the event. We hope that
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with an increase in budget and promotion to a larger number of schools, we will be able to secure a
conference venue to accommodate more schools, speakers, breakouts, and speed networking mentors.

Conclusion
In conclusion, Ad 2 Dallas’ Cornerstone and Initiatives were able to successfully increase the engagement
of local advertising professionals in the DFW area. We were able to drive student engagement and
membership and bring light to the diverse groups within the area. We educated young professionals on
Ad 2 Dallas’ diversity efforts, advertising trends, and Ad 2 Dallas’ governmental efforts. We did all of
this while remaining profitable. We have set a foundation for the years to come, with targeted events and
quality content.
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Exhibit 1.0
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Exhibit 1.2

Exhibit 1.3
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Exhibit 1.4

Exhibit 2.0
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https://www.linkedin.com/in/ivonnekinser/

Exhibit 2.1

Exhibit 2.2
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Exhibit 2.3

Exhibit 2.4
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Exhibit 3.1

Exhibit 4.0
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Exhibit 4.1

Exhibit 4.2
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Exhibit 4.3

Exhibit 4.4

Exhibit 5.0
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Exhibit 5.1

https://www.linkedin.com/in/chitocardenas/

Exhibit 5.2
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https://www.linkedin.com/in/suzanne-miller-144296/

Exhibit 5.3
The Marketing Arm: https://www.themarketingarm.com/
Exhibit 5.4
Dieste: https://dieste.com/
Exhibit 5.5
Hearts & Science: https://www.hearts-science.com/
Exhibit 5.6
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Exhibit 5.7
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Exhibit 5.8
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