2019-2020 National Club Achievement Competition
Category of Entry: Membership Development & Communications
The Membership Development and Communications committee is responsible for managing the club’s
relationship with current, new and non-members. Our goal is to continue fostering a strong presence
among Advertising and Marketing professionals/organizations throughout the Dallas community. The
committee creates, maintains and promotes all internal and external communications of events. The
committee is also focused on communicating the professional resources that Ad 2 provides for our current
members to use.

This year, we focused on four areas: communication with members, event promotions, communication
with non-members and self promotion. We used Email, Instagram,Twitter, Facebook and the Ad 2 Dallas
website as distribution channels to achieve the goals we set out for the year.

Engaging with current members was a top priority of the Membership Development and Communications
committee as it maintains the relationship between members and the club.Because of this we decided to
relaunch our Brand Ambassador program.
Communication with Members
Goal: Restructure and relaunch the Ad 2 Corporate Membership Ambassador program. The Ad 2
Corporate Membership Ambassador Program was created to increase awareness of Ad 2’s events to
current Ad 2 corporate members. Our goal through the program is to increase current corporate member
engagement by 20%.
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Target: Current Ad 2 Dallas corporate members. By tapping into our current Ad 2 Corporate
Membership base, we were able to establish point people who help communicate information and events
to co- workers who are also Ad 2 members.
Distribution System: To launch the Ad 2 Corporate Membership Ambassador Program, we used email
as the main distribution method. The Ad 2 corporate members provided their information at sign- up.
Once ambassadors have been established, they will be required to pass along information via email to coworkers who are also Ad 2 Corporate Members. They will also be encouraged to further distribute
information using their personal Social Media accounts.
Method #1: The revamp and relaunch of the Brand Ambassador program will be split into three phases.
Phase #1- Recruit Brand Ambassadors
To recruit Brand Ambassadors we launched an email campaign on February 7th. The email campaign
consisted of three emails; an introduction, follow-up and last call (Exhibit 1). The first email introduced
the program to members and aimed to generate interest and lead to sign ups. A second email was sent out
during the middle of the month to serve as a follow up. Lastly, a third email was sent announcing the
closing of submissions for the Brand Ambassador program. Once we gathered all the respondents from
the email campaign, we scheduled a meeting to discuss the program and what it entails.
Phase #2- Communicate Ad2 Events to Ad2 Corporate Membership Ambassadors
To assist the Brand Ambassadors with communicating to coworkers about Ad 2 Dallas events, the
Membership committee created a template (Exhibit 2) for the Brand Ambassadors to use when reaching
out to internal co-workers. The template is an email that Brand Ambassadors will invite coworkers to the
upcoming event.
Phase #3- Work with Ad 2 Corporate Member Ambassadors on organizing Monthly Happy Hours
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The Membership committee is currently working with the Program Chair to organize an April happy
hour, details are still being finalized but we plan to host the event in April. We will measure success by
the percentage of Ad 2 Corporate Members that attend the event.
Method #2: Actively engage current Ad 2 Dallas members with social media aimed specifically to
highlight different events. In every post, we will call out membership benefits to further entice current
members to partake in events, volunteer opportunities and philanthropy (Exhibit 3).
Results Achieved:  The Brand Ambassador email campaign achieved more than 40% response rate
(Exhibit 4). This has put us well on pace for our goal of 20% increase in attendance to 2020 Ad2 Dallas
events.

In addition to communicating with corporate members about upcoming events through the Brand
Ambassador program, the Communications committee promoted events using social media and email to
members and non-members.
Event Promotions
Goal: Develop a scheduling system and leverage tools like Google Sheets, Instagram and Facebook
stories to help promote events, as well as increase attendance of non-members by 10%.
Target: Current Ad 2 members (corporate and individuals), students attending local universities and
social media followers. To ensure an increase in attendance to club events, the audience was broadened to
invite people who aren’t young advertising professionals.
Distribution System: We selected Facebook, Instagram, Email as our distribution channels because they
receive the most traffic and provide great ways to analyze performance.
Method #1: To make the event promotions process easy and effective, we created an internal scheduling
system using Google Sheets and email. If an event is being planned, the Communications Committee
needs to receive a Creative Brief six weeks prior to the event to prepare collateral (emails, social media
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copy and graphics). Once a Creative Brief is shared with the team, a social media calendar will be created
specifically for the event. Using Google Sheets allows multiple people to collaborate and share feedback.
As seen in Exhibit 5, the social media calendar for Level Up included copy and images used.
Method #2: To promote the event, we leveraged tools such as Instagram and Facebook Stories to
promote the event. Instagram and Facebook Stories included engaging content like polls, location
stickers, event timers and in the moment videos and photos from the event (Exhibit 6). They were also
used to thank our sponsors/speakers, to repost photos and videos (Exhibit 7). In addition to social media,
we used Bitly to track ticket sales (Exhibit 8).
Results Achieved: We received over 100 clicks on our custom bitly link to our Level Up event, many of
which came from email and direct link. In addition to the online engagement, we sold more than 30
tickets to the Level Up event. We achieved our goal of increasing attendance among non-members, more
than 70% of the Level Up ticket sales came from non-members.

To leverage the awareness we gained from event promotions and establish a connection with
non-members, we decided to launch a paid social media campaign.
Communication with Non-members
Goal: Increase awareness of Ad 2 Dallas among non-members by 5% through a paid social campaign.
Target: Young Advertising/Marketing/PR professionals and local college students who aren’t currently
members.
Distribution System: We decided to launch a paid social campaign on Facebook because we wanted to
reach a slightly older audience.
Method #1: Ad 2 Dallas has never launched a paid social campaign, so the Communications team pitched
the idea to the executive committee and got approval to test it out. The team vetted out creative and sent it
to Facebook for approval (Exhibit 9). The campaign launched late February of last year and ran for two
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weeks, targeting men and women 21-31 years old in Dallas, TX who are interested in advertising and
marketing and have a college degree. The call to action was to join the organization, either as a member
or through volunteerism/sponsorship. Users were directed to a webpage on our site that showed how they
could get involved.
Results Achieved: Within 24 hours of launching the campaign, we saw 1,223 impressions and 8 link
clicks (Exhibit 10). Engagement steadily increased during the campaign and resulted with a reach of 10,
479 people and 113 clicks (Exhibit 11).

After communicating with members and non-members about the club and the various events we host, we
wanted to share with them inspiring and educational content, like our interview series Social Spotlight.
Self-Promotion
Goal: Increase website traffic by 5% by promoting Ad 2 Dallas’ Board Members of the Month and Social
spotlight through Facebook, Twitter, LinkedIn and Instagram.
Target: The target audience is young Advertising/Marketing/PR professionals and local college students.
Distribution System: We selected Facebook, Twitter, LinkedIn, Instagram and website as our
distribution channels; these channels receive the most engagement and high volume of traffic to be driven
to the website.
Method #1: Highlight various Board Members of the Month by publishing blog features on the site and
promoting them on social media. The features include a bio from each honoree and why they were
selected, as seen in Exhibit 12. To increase website traffic, a link directing our followers to our latest
Board Member of the Month was added using Link Tree as seen in Exhibit 13.
Method #2: We plan to relaunch Social Spotlight in mid-March. Social Spotlight is a monthly blog-series
where we interview an Advertising professional based in Dallas about their career and personal journey as
seen in Exhibit 14. Before we could relaunch the series we reached out to advertising professionals via
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email and asked if they would like to participate, as seen in Exhibit 15. In addition to the relaunch, we
created an email template (Exhibit 16) to help future Communication Committee members continue the
blog series.
Results Achieved: The use of social media channels like Facebook helped promote our Board Member of
the Month (Exhibit 17), we received almost 500 impressions and 70+ engagement. In addition to likes, we
received 10+ link clicks to our website (Exhibit 18), which led to our Board Member of the Month
features being among the most popular content for the month of December (Exhibit 19). In Exhibit 20,
you can see that the traffic source for our December Board Member of the Month was Facebook.
Conclusion:
In conclusion, Ad 2 Dallas’ Membership and Communications Committee had a very successful year. We
were able to relaunch two initiatives; the Brand Ambassador program and Social Spotlight blog series.
The Brand Ambassador program received a response rate of over 40%, a good starting point that we hope
to improve on next year. The results for the Social Spotlight series are still pending but we believe it will
achieve high engagement like our event and self promotion efforts as well as our paid search campaign.
Our event promotion, specifically for the Level Up event received over 100 clicks on our custom bitly
link and more than 30 tickets were sold. We were happy with the results of our event promotion but were
even more impressed with the results of our first paid social campaign. Within 24 hours of launching the
campaign, we saw 1,223 impressions and 8 link clicks and resulted with a reach of 10, 479 people and
113 clicks. Overall, the committee is helping to make an impact in the greater advertising community here
in Dallas through the promotion of Ad 2 Dallas and the nurturing of our members.
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Exhibit 1- Brand Ambassador Email Campaign (Introduction, Follow-Up and Last Call)

Exhibit 2- Template for the Brand Ambassadors to use when reaching out to internal co-workers
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Exhibit 3- Social Media that calls out membership benefits

Exhibit 4- Ad 2 Dallas Ambassador Response Rate
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Exhibit 5- Social Media content calendar for Level Up

Exhibit 5.A- Analytics of first Level Up Tweet
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Exhibit 6- Using Instagram Story to post in the moment videos

Exhibit 7- Using Instagram Story to thank our event sponsor
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Exhibit 8- Number of bitly clicks for the Level Up event and the amount of tickets sold

Number of tickets sold in StarChapter
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Exhibit 9- Graphic for our paid social campaign (Facebook)

Exhibit 10- Facebook Paid Social Campaign launch
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Exhibit 11- Facebook Paid Social Campaign Results
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Exhibit 12- Board Member of the Month blog post
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Exhibit 13- Online tool that directs users to the latest Board Member of the Month blog

Exhibit 14- Example of Social Spotlight blog
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Exhibit 15- Email for Social Media Spotlight Relaunch

Exhibit 16-Email template for Social Media Spotlight
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Exhibit 17- Social Analytics for Board Member of the Month (December & January)

Exhibit 18- Breakdown of engagement for Board Member of the Month (December & January)
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Exhibit 19- Popular content on Ad 2 Dallas website for December

Exhibit 20- Traffic source for December Board Member of the Month
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