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Introduction
Over the past year, AAF Corpus Christi has worked tremendously on its efforts to
streamline yearly planning, fundraising & sponsorship, and officer succession. We
feel that we have very strong programming in addition to fun and well attended
events, however, we have lacked acquiring financial support to help turn our events
from expense into income. We also have had several years where our intended
Vice President to President succession has failed, resulting in Presidents that serve
two terms (which is much to ask out of our presidents).

Extended Goals
The extended goal of AAF Corpus Christi is further the comradery of those in
our advertising, marketing, and small business community while celebrating and
recognizing great work in the advertising and marketing fields. To enhance the
comradery among members we feel that care must be taken to evolve into an
active club with active participation that has great leadership and well thought out
programming choices.
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Methods & Results
Serious Officer Succession Plan
Over the past few years, AAF Corpus Christi has needed several presidents to serve
multiple terms in order to keep the organization running smoothly. In each case,
Vice Presidents were nominated and elected who couldn’t fulfil their commitments.
While a loose succession plan was in place (it was just assumed that the Vice
President would step into the President’s position) a Vice President nomination
didn’t require advance commitment to that effect. Likewise, our Treasurer was
expected to move from that position into the Vice President position, but it never
required a true commitment.

To effect change, we:
• Had serious conversations with board members who showed leadership
potential regarding the succession from Treasurer > Vice President >
President > Past President

• Worked to send those individuals who expressed serious interest to District
events (such as D10 Summit, Advent10n, Central Region Conference) so they
could learn more about the structure of American Advertising Federation.

Results: AAF Corpus Christi currently has a dedicated and committed Vice
President and Treasurer who are willing to move up the ranks in July. We are
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also looking at courting the next Treasurer and considering pulling that person
from one of our bigger event committee chairmen positions (Addys, Geeks Who
Drink, Combat Merry-okee) because those individuals have already shown strong
leadership tendencies.

Comprehensive Yearly Planning
In years prior, AAF Corpus Christi has discussed during our board retreat in July
the kinds of programming and events to be held throughout the year. Typically,
these discussions just involved listing the months and whether a fundraiser or lunch
programming would be held in each month. This gave our Programming Chair a
place to start, however, it left many open holes in our coordination and planning
that were filled in throughout the year. This made collateral creation, speaker
booking, event planning and scheduling always feel like last minute decisions.

To effect change:
In July 2019 during our board retreat, AAF Corpus Christi had in-depth discussions
about the general calendar overview as well as specific dates for each. In fact,
two of our fundraisers, our public service project, and many of our monthly
programming lunches had dates set before the board left the meeting. That’s a total
of 10 out of 14 yearly events that were scheduled at the start of our year. [Exhibit 1]
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Results: Because many of our events had dates set, board members were able to
plug in their own calendars what events were planned for AAF Corpus Christi for
the rest of the year. This resulted in much better board participation in our events
across the calendar. Having such a strong showing from the board at monthly
lunches and other events has worked to enhance the comradery of the board
and the organization members that come to programs and events. It has also
helped find strong leadership traits among board members that we didn’t know
existed. We also now have a baseline for monthly luncheon participation. Over
9 monthly lunch programs, we had a total of 430 attendees. Out of that number,
approximately 25% or 110 attendees were non-members.

One thing that we plan on starting to do is to keep a more accurate and detailed
demographic log of our monthly lunch attendees with metrics like whether an
attendee is a member or non-member; visiting for the first time or not; if a nonmember, were they a guest or attended on their own; how many board members
attended, etc.

Sponsorship & Marketing Packet
Each year, AAF Corpus Christi seemed to reinvent the sponsorship levels and
sponsor receivables depending on who comprised the committee. These rates
also weren’t published until the committee had formed, which meant that it
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was typically August or September (at the earliest) before sponsors could be
contacted. This led to inconsistent sponsorship levels from year to year - and these
inconsistencies led to confusion between those seeking sponsors and the sponsors
themselves. Another issue that our committee members seeking sponsorships had
was that we were approaching companies towards the end of the year when many
budgets had already been committed to other causes.

To effect change:
Our 2018-2019 Treasurer / incoming Vice President, Jason Page, created a
sponsorship packet for the 2019-2020 year that included all of our programming
and events: monthly lunches, fundraisers, public service projects, and American
Advertising Awards. A meeting was set up between members of the finance
committee, membership, sponsorship, and communications to discuss what kinds
of sponsorship levels would be available for each particular program/event. Jason
then took the input from the meeting and put together a comprehensive packet
that includes detail pages for each of the sponsorship opportunities, membership
information, and even a one-sheet that can easily be emailed or printed to give
interested parties. [Exhibit 2] These packets and one-sheets were distributed at
several of our monthly lunches. Digital versions were emailed out through several
email blasts, and the wording and pricing from the packet was also added to
our website where interested sponsors could pay for their sponsorship online.
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Again, building a strong and active club requires financial commitment to bring
in better speakers, offer more exciting events, and be able to send more members
and board members to district and national events so that we can ensure strong
leadership succession.

Results: While this effort appeared to be a step in the right direction, it resulted in
receiving fewer sponsorship dollars in 2019-2020 than in previous years. Although
the dollar amount is down, we aren’t certain whether the packet had an impact on
that, or whether sponsorship in general was down. This was our first year utilizing
the packet, and it has given us a baseline and a few ideas to tweak it for the
2020-2021 year. Moving forward we plan to keep the same sponsorship categories
while only adjusting the price levels if need be. We are also looking at getting our
programming and event demographic stats put together so we can include what
our reach is on a future version of the packet. We are already reaching out to some
non-traditional AAF sponsors for the 2020-2021 year, hoping to catch them while
they have a fresh budget in 2020.

In Depth Budgeting
While AAF Corpus Christi has had a very good master budget for several
years, individual events other than American Advertising Awards really didn’t
have solid budgets in place. We had loose goals for what each fundraising
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event should accomplish financially, however, we didn’t stick to those loose
budgetary guidelines.

To effect change:
Our 2018-2019 treasurer took the historical budget data that was available going
back to 2015-2016 and created a master spreadsheet that displays the Budget vs
Actual for our 4 previous years, our average “Actual” line items for those 4 previous
years, and our average “Budget” line items for those 4 previous years. [Exhibit 3]
This was done so that we could grasp a better understanding of what we were
actually spending instead of trying to base our budgets each year on what we
spent the year prior. It was very eye opening to see all of our line items side by
side, which was very helpful during our board retreat discussions on finalizing
and adopting the 2019-2020 budget. This view directly showed our declining
Fundraising income over the past 4 years which spurred us to be more cognizant
of how we handle our Fundraising events.

The finance committee also ensured that individual event committees received a
budget outlining their income goals as well as expense limits to ensure a successful
event. [Exhibits 4-6] While we believe that budgets should be followed fairly strictly,
if a special situation arises that involves exceeding our budgeted expenses or it is
apparent that our projected income will fall short, the finance committee makes a
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decision on revising the budget at that time.

Results: Our 2019-2020 Treasurer and Vice President have been much more mindful
about what kinds of expenses and commitments our organization makes. The full
results won’t be completely realized until we reach the end of our fiscal year and
can see if the more informed budget making process and stricter adherence will
put AAF Corpus Christi in a better financial place. As of right now, our winter
fundraising event / social, Combat Merry-okee, was successful in raising money, it
didn’t quite hit our goals because of the lack of securing full sponsorships.
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