
AAF Member 
Value Campaign



Assignment

• Evaluate the AAF value proposition for its membership 
relative to the AAF purpose statement

• Articulate the value proposition for members at all 
levels of AAF

• Create a campaign that appeals to constituencies 
across the AAF membership



Value of AAF Affiliation

1.History & Legacy of the AAF
• Oldest & Largest Advertising Trade Association

2.All-inclusive Membership
• Brings Advertisers, Agencies & Media Together in One Place

3.Advocacy for the Rights of Advertisers
• Protects and Promotes Advertising as an Essential Industry

4.Governmental Affairs
• Efforts Range from Grassroots Mobilization to National Lobbying

5.Professional Development
• Education in Leadership, Technology, Creativity and Marketing



Value of AAF Affiliation

6.AAF Resources
• Materials, Website and Professional Staff to Assist Local Clubs

7.College Chapters
• Nurturing the Industry’s Future Practitioners and Leaders

8.Advertising Excellence
• Awards Honoring Achievement in Our Industry

9.Multicultural Initiatives
• Actively Supporting Diversity & Multicultural Marketing 

10.Public Service
• Applying Skills of Members to Help Solve Community Concerns



Value Proposition

• AAF’s Core values
– Leadership

• Peer and Industry Leadership

– Growth
• Personal and Professional Growth

– Advocacy
• Industry and Governmental Advocacy

– Recognition
• Peer and Industry  Recognition



• AAF’s National Value Based Elevator Speech
Only the American Advertising Federation protects your ability to do what 
you do on a day-to-day basis.  

The AAF fosters professional growth that yields stronger leaders and 
better ideas for our industry.  

The AAF recognizes excellence that promotes positive awareness of the 
advertising industry.  

Because of these efforts and successes, we have built a diverse and 
inclusive membership that will continue to fuel the industry into the future.

Value Proposition



AAF Proposed 
Campaign Approach



Three things
we want to accomplish with this campaign.



One
Lessen the disconnect between members and 
participants on what the AAF really has to offer.



Two
 Provide a tool for local clubs, chapters and districts and corporate 

members to help communicate our brand attributes. A multi-
platform campaign that can evolve and change to address our 

different constituents as well as all the different aspects of the AAF.



Three
 Produce a campaign worthy of the AAF and the

advertising industry. Create a buzz, make people feel
good about being involved and getting involved.



Join. Belong. 



www.AAF.org
JOIN. BELONG. EVOLVE.

AAF is 40,000+ members strong. Which 
means somebody always knows somebody 
who knows somebody. Comforting, indeed, 
when you’re looking for anything from a job 
to new business.



www.AAF.org
JOIN. BELONG. REINVENT.

A A F is 4 0,0 0 0+ members strong. W hich 
means somebody always knows somebody 
who knows somebody. Comforting, indeed, 
when you’re looking for anything from a job 
to new business.



www.AAF.org



www.AAF.org
JOIN. BELONG. PROTECT.

It ’s the oldest and largest advertising
trade association on earth. At last count,
10 0 p lus years and 4 0,0 0 0 members 
strong. How ’s that for safety in numbers?



www.AAF.org

JOIN. BELONG. EXPAND.

We’re the oldest and largest advertising 
trade association on earth. With 200 clubs, 
coast-to-coast. That’s a lot of pushpins.



www.AAF.org
JOIN. BELONG. THRIVE.

It’s the oldest and largest advertising
trade association on earth. At last count,
100 plus years and 40,000 members 
strong. How’s that for safety in numbers?



www.AAF.org





AAF Membership Campaign Phase 1: JOIN. BELONG. NETWORK.



AAF Membership Campaign Phase 1: JOIN. BELONG. PROTECT.



AAF Membership Campaign Phase 1: JOIN. BELONG. CUT LOOSE.



AAF Membership Campaign Phase 1: JOIN. BELONG. DEFEND.










