
 
 

AAF Hawaii: 2022-2023 Membership Development & Communications 
 
 
 
Introduction 
 
In the late spring of 2022, Hawaiʻi was one of the last states to loosen its Covid-19 rules.  As Hawaiʻi lifted 

the restrictions, our community began to feel more comfortable with in-person events and indoor gatherings.  

As a result, nearly all AAF Hawaiʻi programs were held virtually until the end of May 2022 as the board of 

directors transitioned the club back to in-person events. 

Considering this, we had to think creatively about recruitment, retention, and involvement with our 

membership, ensuring the benefits were worthwhile. 

 

Our goals for the 2022-2023 year were: 

1. Maintain our membership count by building our corporate membership while returning to pre-covid 

membership rates (eliminate 50% discount). 

2. Create valuable in-person events to retain 75% of members 

3. Communicate programs to members effectively and strengthen the brand of AAF Hawaiʻi 

 

Goal 1: Maintain our membership count by building our corporate membership while returning to 

pre-covid membership rates. 

Program 1:  Return Membership Rates to Pre-pandemic Rates (Exhibit 17) 

Overview: All of our membership price levels were half-off from May 1, 2020 – June 2022.  The board of 

directors extended the discount through the Covid-19 pandemic as Hawaiʻi had restrictions that prevented 

gatherings, and nearly all AAF Hawaiʻi events were conducted virtually during that time.  As Hawaiʻi 



loosened restrictions, our community began to return to in-person events.  The board voted to return to pre-

pandemic rates to offset the costs of in-person events and normal club operations.  An individual member 

went back from $75 to $150, a Gold corporate member went from  $500 to $1000, Silver from $250 to $500, 

and Bronze from $175 to $350.   However, we would have to communicate membership benefits effectively 

with the increased membership rates. 

 

Objective: Continue to create an incentive for potential members with a return to pre-pandemic membership 

rates. 

Program 2: Maintain Corporate Membership packages (Exhibit 18) 

Overview: We maintained and promoted the benefits of AAF Hawaiʻi membership.  We did so by 1) 

recognizing all levels of our corporate members on our website and emails by having the logos of the Gold 

and Silver members and the Bronze members, their names only categorized by their membership level.  This 

recognition provided exposure to our corporate members to our advertising community.  2) Gold members 

were allowed to sponsor an event of choice.  3) All corporate members were given one free Ad 2 Hawaiʻi 

membership, which AAF Hawaiʻi paid for to support our sister club and to perpetuate Hawaii's strong culture 

of cultivating our young advertising professionals.  4) Provided free entrees to our American Advertising 

Awards Show (Gold members - 3, Bronze members - 2, Silver members - 1). 

 

Goal 1 Results: Our membership numbers were down at the beginning of the fiscal year, and we started with 

39 members.  Our membership team worked on following up on renewals and attracting new members.  Our 

programs team worked to put on in-person events that were a mix of socials, networking, and advertising 

education which created value for the members, and our communications team worked hard to promote our 

events and raise awareness of our corporate members on e-blasts.   By March 2023, we expanded our 

membership to 55 members, including two new corporate memberships, increasing our overall membership 

by 39%.  In addition, we obtained Bank of Hawaii as a Bronze member and Hawaiʻi Pacific Health as a 

Silver member. 

 



Goal 2: Create valuable in-person events to retain 75% of members. 

 

PROGRAM 1: The Fine Line – Honoring Hawai‘i’s Indigenous Culture in Advertising with Kainoa 

Daines,   Senior Director of Brand for the Hawai‘i Visitors & Convention Bureau.   (Exhibits 16A-

16C) 

Overview: The visitor industry is the largest single source of private capital for Hawaiʻi's 

economy.   However, depictions of native Hawaiian images and culture in advertising used in the visitor 

industry and non-travel and tourism advertising have often lacked cultural sensitivity and misrepresented the 

indigenous Hawaiian host culture.   AAF Hawaiʻi's goal was to educate and enlighten our professional and 

student advertising community about how to respect Hawaiʻi's culture in advertising through best practices 

and a case study of decades worth of advertising campaigns for the Hawaiʻi Visitors & Convention 

Bureau.    Our speaker Kainoa Daines is the Senior Director of Brand for the Hawai‘i Visitors & Convention 

Bureau and a lecturer at the University of Hawai‘i at Mānoa, teaching "Management by Cultural Values" in 

the Tourism Industry Management college.  Meeting Professionals International, Aloha Chapter honored him 

as Cultural Leader of the Year in 2019.   This program was successful, and our venue was near maximum 

capacity with standing room only.  Our speaker Kainoa Daines gave great insight and shared best practices 

about showing the proper respect for Hawaiian culture in advertising, not only through imagery and cultural 

depictions but also through using diacritical marks in Hawaiian words.  Through feedback from the 

attendees, the event was well-received and eye-opening for many.  There was a diverse mix of attendees 

ranging from seasoned and young professionals to many new faces who had never attended an AAF 

program.   

 

Objective:  To create a valuable, informative, and educational event for the membership.  This event was 

AAF Hawaiʻi's first diversity, equity, and inclusion program and our first in-person speaker in three years 

due to Covid-19.   

Communications: the following communication channels were used to promote the event 

● RSVP eblast: 480 recipients, 236 opens, 11 clicks 



● Reminder eblast: 480 recipients, 230 opens, 12 clicks  

● Social media: 250 accounts reached, 277 impressions, 29 accounts engaged (31 post interactions--28 

Likes, 3 Shares) 

 

Program 2: Mahalo Mixer (Exhibit 5)  

Overview: To kick off the start of the new AAF year, we held our second in-person networking event since 

2020.  The mixer started in the evening at Waikiki Brewing, an outdoor beer garden near downtown 

Honolulu.  Participants were encouraged to play a networking bingo game, leading to a great deal of 

interaction among the 60 attendees.  To encourage attendance, everyone who registered and attended the 

event received an entry into a drawing for a $200 gift certificate to the Prince Waikiki Hotel.  We also 

offered a one-night-only 25% discount to members who wanted to renew their membership. 

 

Objective: To engage the membership with the second in-person AAF Hawaiʻi networking event since 2020.  

To encourage new member sign-ups and renewals.   

 

Communications: the following communication channels were used to promote the event 

● RSVP eblast: 477 recipients, 223 opens, 18 clicks 

● Reminder eblast: 468 recipients, 215 opens, 20 clicks  

● Social media: 8/30 Announcement: 

● 295 accounts reached, 332 impressions 

● 24 accounts engaged (41 post interactions - 22 likes, 18 shares, one save) 

● Social Media Recap (Reel): 

● 1,737 accounts reached 

● 1,868 views 

● 60 likes, one comment, nine shares, and three saves 

 

 



 

Goal 2 Results: The Fine Line and Mahalo Mixer were successful events and sold out.  The Mahalo Mixer 

was able to generate member renewals.  We demonstrated the value of AAF membership through a fun 

networking event and an educational program while promoting our corporate and individual memberships.  

Not only did we retain 75% of our members, but we grew by 39%. 

 

Goal 3: Communicate programs to members effectively and strengthen the brand of AAF Hawaiʻi. 

 

Program 1: Effectively communicate our events and programs 

Overview: This year, AAF Hawaiʻi offered a variety of in-person and virtual events to keep members 

engaged and connected.  

 

Objective: Promote AAF Hawaii events through various channels, communicating the benefits of 

membership and creating a space for the local advertising community to stay connected. 

 

Communication: Our communications team was tasked with developing new graphics for most of our 

events and the email and social media campaigns to promote them.  

 

Results: Here are the results of some of our key events and programs.  

● ABCs of JOBS (Exhibit 1A-B )  The email campaign was delivered to 481 recipients with 194 

opens.  On social media, 413 accounts were reached with 465 impressions.  47 accounts were 

engaged (64 post interactions – 43 likes, 16 shares, three saves)  

● Shining Star  Scholarship (Exhibit 19) Our annual announcement email was delivered to 477 

recipients with 211 opens.  On Instagram, we announced the recipients through three dedicated posts 

at most, reaching 429 accounts and receiving 58 engagements and 19 profile clicks.  

 

 
 



● Brand Bash (Exhibit 6A-6C) Along with branded save-the-date Instagram posts, we wanted to 

generate buzz and participation.  The series of Instagram posts reached at most 342 accounts, 426 

impressions, and received 33 engagements (51 post interactions – 30 likes, 18 shares, two saves).  

Our Recap Instagram Reel reached 455 accounts with 485 views, 21 likes, and two shares.  Our 

email campaign included three messages delivered to 502 recipients with an average of 240 opens 

per email.  

 

● AdMania (Exhibit 13A-B) was announced via email to 483 recipients, with 243 opens.   

 
● Pau Hana at the Row (Exhibit 1A-B) was emailed to 481 recipients with 206 opens and 15 clicks.  

The initial announcement on social media reached 287 accounts reached, with 340 impressions and 

19 accounts engaged (33 interactions, 18 likes, and 15 shares).  The event recap hit a high of 404 

accounts with 538 impressions and 56 accounts engaged (66 post interactions, 55 likes, and eight 

shares). 

 
● The Two Scoops Virtual Talk Series (Exhibits 8,10, 12, 15A, 15B ) over the course of five months 

hit the following highs on social media: 277 accounts reached, 328 impressions, 22 accounts 

engaged (25 post interactions – 22 likes, three shares).  On email, it went to an average of 475 

recipients with an open rate of about 40%. 

 

Program 2: Website Refresh (Exhibits 21A-21C ) 

Overview: The AAF Hawaiʻi website required a complete overhaul and a refresh to a cleaner, more modern 

look that would align with our brand.  It was a project that started in the 2021-2022 year, and the site finally 

launched in the summer of 2022.  One of the new features added to the site was a career section in which 

members could submit and search for job opportunities in our community.  Another new feature is a section 

containing photo albums from recent events. 

 



Objective: To refresh the AAFHawaii.com website with an updated look and improved features such as a 

career section. 

Results: Since the website relaunch, there have been 552 visits with 484 unique visitors and 776 page views.  

This equates to a traffic increase of 882%.  In addition, our home page was visited 304 times, the scholarship 

page was seen 84 times, the career page 78 times, and the membership page 61 times. 

 

Program 3: Correction of Name and Logo (Exhibit 23) 

Overview: In the fall of 2022, one AAF Hawaiʻi board member brought up that our club name and logo, 

"AAF Hawaii," did not use the proper diacritical marking in the word "Hawaiʻi."  After a vote, the board 

decided to officially change the club's name from "AAF Hawaii" to "AAF Hawaiʻi" to honor and respect the 

proper Hawaiian spelling and pronunciation of Hawaiʻi.  This action would involve requesting a new logo 

from AAF National and changing the logo and name in all our digital communications and physical 

materials.  We also put into practice using the proper spelling of Hawaiʻi in all of our written 

communication. 

 

Objective:  Correct the club name and logo from "AAF Hawaii" to "AAF Hawaiʻi." 

 

Communication: We set out to correct the club name and logo on all communications and collateral 

materials, including email, social media, and our website. 

 

Results: We have incorporated the revised logo in our digital communications and assets and are reordering 

some printed materials, such as event banners.  As an organization, this change aligns with the diversity, 

equity, and inclusion practices we are emphasizing this year. 

 

 

 

 



 

Conclusion: This year's goal was to bring back in-person events, increase engagement and excitement for 

AAF Hawaiʻi and grow our membership through effective programs and communication.  AAF Hawaiʻi hit 

our goals in this area by hosting nine in-person and six virtual events this year  (Exhibits 1A – 16C).  Two of 

our in-person events, the Fine Line and the Mahalo Mixer, were at maximum venue capacity.  We hit our 

goal of retaining 75% of our members, growing by 39%, and picking up two valuable corporate 

memberships.  And we did all of this while returning our membership rates to pre-pandemic rates 

(eliminating a 50% discount) and demonstrating the value of membership in AAF Hawaiʻi.  We further 

strengthened the image and brand of AAF Hawaiʻi by refreshing our website and changing our name and 

logo using the proper spelling of “Hawaiʻi” to honor our indigenous host culture.  



EXHIBIT 1A: ABCs of Jobs 



EXHIBIT 1B: ABCs of Jobs 



EXHIBIT 2A: Pau Hana



EXHIBIT 2B: Pau Hana



EXHIBIT 3: Board Retreat



EXHIBIT 4: Board Installation



EXHIBIT 5: Mahalo Mixer



EXHIBIT 6A: Brand Bash



EXHIBIT 6B: Brand Bash



EXHIBIT 6C: Brand Bash



EXHIBIT 7: Mālama Maunalua



EXHIBIT 8: Two Scoops with Kevin Yim



EXHIBIT 9: Behind the Scenes with PBS Hawaiʻi



EXHIBIT 10: Two Scoops with James Sereno



EXHIBIT 11: Holiday Party



EXHIBIT 12: Two Scoops with Joshua Mednick



EXHIBIT 13A: Ad Mania



EXHIBIT 13B: Ad Mania



EXHIBIT 14: Board Mid-Year Retreat



EXHIBIT 15A: Two Scoops with Ron Mizutani



EXHIBIT 15B: Two Scoops with Mary Fastenau



EXHIBIT 16A: The Fine Line



EXHIBIT 16B: The Fine Line



EXHIBIT 16C: The Fine Line



EXHIBIT 17: Return to Non-Discounted Rates

Top: Pandemic Rates.   Bottom: Return to Non-Discounted Rates in 2022-2023.



EXHIBIT 18: Corporate Members on E-Blasts & Website



EXHIBIT 19: Shining Star Scholarship

202� APPLICATION DEADLINE: MARCH ����202� - 5PM HAWAII STANDARD TIME 

CALL FOR APPLICANTS 
The American Advertising Federation Hawaii “Shining Star” Scholarship is open to current full-time enrollees of a Hawaii college or 

university and majoring in Advertising or an Advertising-related field such as Graphic or Web design, Marketing, Journalism, 

Communications, etc. 

SCHOLARSHIP AMOUNT: 
First Place: A one time amount of $2000 to be used towards school-related expenses.  
Second Place: A one time amount of $500 to be used towards school-related expenses. 

ELIGIBILITY: 
College undergraduates who are currently enrolled as full-time students at an accredited college or university in Hawaii. 

QUALIFICATIONS: 
- Applicants must be majoring in (or for high school seniors, declaring a major in) an communications related field, including but not 

limited to advertising, graphic or web design, broadcasting, communications, film, video production, journalism, marketing, new
media or public relations.

- Applicants must have an overall GPA of 3.0 or higher (must submit a copy of their current college transcript and provide verification
that they are currently enrolled in an accredited college or university in the state of Hawaii).

- Short essay (250 words or less): “Why should you be the recipient of the AAF Hawaii Shining Star Scholarship?”

- A brief interview with members of AAF Hawaii’s Board of Directors

SELECTION PROCESS: 
The AAF Hawaii Board will select the winners. Scholarship recipients will be selected on the basis of academic achievement, need, 
demonstrated leadership, participation in school and community service activities, honors and other awards or recognition, 
work experience and statement of goals and aspirations, and unusual personal and/or family circumstances. 

DATES TO REMEMBER: 
/�ÕÀÃ`>Þ, March Î£, 202Ó, 5:00pm HST: Application Deadline 
March Î£ - Ƃ«À���£{, 202Ó: Review of applications, Û�`i��Ìi�iV��viÀi�Vi interviews of finalists 
April £n, 202Ó: Winner(s) notified, then recognized on social media (presented 
award certificate / check mailed separately in April). 
�>Þ�Ón, 202Ó: Winner(s) recognized at the�Pele Awards. 

The following items must be submitted to scholarships@aafhawaii.com by March ��, 202�, 5:00pm HST: 

- Your fully completed 202Ó Shining Star Scholarship Application

- Your essay on why you should receive the AAF Hawaii Shining Star Scholarship.

- A valid official or unofficial transcript from your accredited college or university in the state of Hawaii
- Verification that you are currently enrolled as a full time student at an accredited college or university in the state of Hawaii.

This could include a current tuition receipt, course registration, or an official letter from an administrator at your school.

When submitting your application, please make sure the subject line of your email entry reads: “202� Shining Star 
Scholarship – (your name).” Failure to thoroughly and accurately provide the required application items will result in the 
disqualification of the applicant in the selection process. 

Questions? Contact us at scholarships@aafhawaii.com 



EXHIBIT 20: Very Merry Ticket Fundraiser



EXHIBIT 21A: New Website Launched



EXHIBIT 21B: New Website Launched



EXHIBIT 21C: New Website Launched



EXHIBIT 23: Logo Correction

Top: 2021-2022 Logo. Bottom: 2022-2023 Corrected Logo
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