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Introduction 

The pandemic year of 2020 threw quite a few curve balls at the world, including our public service plans for AAF-BR. 

However, our determined group was creative and flexible, pivoting when needed to ensure our club continued to serve our 

members. The goals set for the year included giving back to the Baton Rouge community through our club and member 

resources, as well as promoting diversity and inclusion through education and hands-on support in the Baton Rouge area. 

Even in the middle of all that was 2020, we managed to accomplish our goals through donations and volunteer 

opportunities—including leading our first ever CreateAthon, awarding the 2021 Mosaic Champion Award and providing 

vital workshops and resources to our members searching for jobs during these tough times. We are proud of the hard work 

our team put in to make these events happen, and even more proud of the participation from our members. 

The Futures Fund Donation 

In the 2019-2020 year, AAF-BR was fortunate to experience a surplus in our budget. Our leadership decided to invest 

these funds back into our community and make a donation to our longstanding partners, The Futures Fund.  

Target Audience: The Futures Fund, a Baton Rouge-based nonprofit serving teens and young adults teaching creative 

skills including coding and photography. 

Strategy: Respond to a proposal request from the organization for a one-time donation to establish an online Tech 

Academy as the Futures Fund worked to evolve during the pandemic to continue offering digital technology training to 

Baton Rouge youth. This step toward funding the Tech Academy was also part of a larger plan to strengthen the 

partnership between The Futures Fund and AAF-BR, creating mentor and job shadowing opportunities for program 

participants to take advantage of once COVID-19 restrictions are lifted. 

Execution: After a unanimous vote from the board, AAF-BR presented a check of $5,000 to The Futures Fund Executive 

Director Casey Philips. 

Media/Materials: Casey provided a heart-felt thank you video that was shared at an AAF speaker series luncheon. The 

Futures Fund shared the news on their website and our members were proud to share on social media. (EXHIBIT 1) 

Results: In his video, Casey shared that AAF-BR’s donation was vital to the organization as they transitioned to a virtual 

space and digitized the curriculum. This organization has worked with over 1,500 students since starting over six years 

ago and the youth served in their program are 90% low-to-moderate income with a majority being African American and 



 
female. The donation also allowed for The Futures Fund to meet students where they were during the pandemic, creating a 

virtual space that offers equitable access to their tech skills courses. 

CreateAthon 

The highlight give-back event for the year was hands-down CreateAthon 2020. A fresh take on our past Campaign for 

Community initiative, AAF-BR joined forces with two partner agencies and local volunteers to participate and serve the 

Baton Rouge Blues Festival & Foundation. CreateAthon is a national organization whose mission is to champion 

effective, nonprofit marketing through pro bono “creative marathons.” CreateAthon is a 24-hour, round-the-clock 

marketing blitz where participating agencies cease regular operations to focus their time and talents on marketing for 

nonprofits in the community. From campaign concepts and strategic recommendations to collateral design and social 

media development, 90% of all creative work is produced and presented to the client within 24 hours (with only a short 

window post-event for revisions and providing final files). Even in a pandemic year and dodging a hurricane in the 

process, we successfully held the event, developed and presented a campaign AND won a Gold American Advertising 

Award for the creative. What’s more, we were able to celebrate the history, culture and diversity of Louisiana swamp 

blues music and help promote the Baton Rouge Blues Festival & Foundation.  

Target Audience: For event participation, our target was AAF-BR members including agencies and individual 

volunteers. For the campaign, our primary target audience was the Greater Baton Rouge community, and was focused on 

celebrating our local flavor of the blues and promoting this fun, family-friendly and free community event. 

Strategy: Historically, Campaign for Community has been somewhat of a challenge to execute even though intentions 

were always good and volunteers were committed. It has been difficult to effectively produce a suite of creative materials 

in a one-day event setting with people who have never worked together and do so in an organized and productive manner. 

CreateAthon offered a structured format, benefitting from partner agencies identifying needs from the nonprofit, scoping 

and planning their production while also working together to develop a cohesive campaign to benefit the nonprofit. Also, 

with existing teams working together, we could take advantage of the workflows already established within the teams, 

allowing us to focus on making great creative and less on the process of production. As part of planning for the event, we 

consulted with AAF-Roanoke, and gained insight and tips from a club who had previously participated in CreateAthon.  

Execution: The entire CreateAthon process started in the summer of 2020. Our lead agency partner remained committed 

to executing this year’s event, so a call-for-entries period took place allowing any 501(c)(3) in the Baton Rouge area to 



 
apply. We promoted the application period through AAF-BR’s social media and communication channels, allowing 

members and the community at-large to nominate a nonprofit they felt would benefit from free creative and marketing 

services. Through a selection committee, applications were vetted and narrowed, with the lead agency allowing their 

employees to select the final nonprofit recipient for the 2020 CreateAthon. Next, we focused on solidifying additional 

volunteer participation from the AAF-BR membership. A second agency stepped up to offer their services allowing us to 

round out our core offerings to also include video production and animation. We promoted this virtual volunteer 

opportunity to members primarily for the mid-day and after-hours brainstorm sessions, allowing individuals to participate 

easily since the event was held during a weekday. We had three member volunteers participate in addition to the two 

agency teams equating to 13 total volunteers. The event was held from 9:00 AM on Thursday, November 5th through 

10:00 AM on Friday, November 6th. This was the rescheduled date after a hurricane came through Louisiana during the 

original time frame of late October! But we persevered and held the event successfully with COVID-19 social distancing 

and safety protocols in place for the teams that were in person together. We brainstormed, strategized, developed plans, 

wrote copy, designed layouts, shot and edited video, animated graphics and even recorded radio spots. Most people didn’t 

sleep during the 24 hours and we presented all deliverables to the Executive Director of the Baton Rouge Blues Festival & 

Foundation on that Friday morning. It was a crazy night, but so worth the effort to make an impact for a worthy nonprofit.  

Media/Materials: Nonprofit applications and volunteer opportunities were promoted to members and the community 

through social media posts, email and monthly speaker luncheon announcements. During the CreateAthon 24-hour event, 

we shared updates and photos with members through social media so others could follow along and cheer us on. At the 

December speaker luncheon, the two lead agencies presented and shared their work with the membership. The Executive 

Director of the Baton Rouge Blues Festival & Foundation joined as well to offer a thank you message to the members and 

volunteers for the time dedicated, creative produced and impact made on the organization. (EXHIBIT 2) 

Results: During CreateAthon, the participating teams and volunteers provided the following deliverables to the Baton 

Rouge Blues Festival & Foundation: Updated logo, brand strategy, event promotional campaign suite of advertising and 

collateral materials, social media strategy, partnership and sponsorship recommendations and pitch presentation, media 

plan, various planning templates, media and PR resources, a laundry list of ideas from renaming the kid zone area to 

experiential ideas to promote the Festival, event promotion video, bumper videos and stage animations as well as social 

media graphics and videos. All in all, deliverables and services totaled an estimated $60,000 in donated services.  



 
Food Drive 

Every year AAF-BR participates in several donation drives to give back to our community. One of these annual drives is 

an effort to collect non-perishable food items from our members and deliver a bulk donation to the Greater Baton Rouge 

Food Bank. We schedule this drive to coincide with Thanksgiving, when food needs are high for many families. 

Target Audience: We asked for donations from the AAF-BR membership and their co-workers, friends, and family 

members. All donations collected were delivered to the Greater Baton Rouge Food Bank for distribution. 

Strategy: Promote the food drive to our membership, both in person at events such as our monthly speaker luncheons, 

and digitally through social media and email. Donations would be collected at the November luncheon and then 

immediately delivered to the Greater Baton Rouge Food Bank at its conclusion by AAF-BR board members.  

Execution: We began promoting the Food Drive at our September speaker luncheon, where we ran down a list of all of 

the drives that would be happening this coming year. At the October speaker luncheon, which was held virtually due to 

weather concerns, we reminded our members that we would be collecting food donations next month, and provided them 

a list of example donations and links to learn more about donating to the Greater Baton Rouge Food Bank. The month 

leading up to the date of collection, we promoted the drive through our weekly email newsletter and through our social 

media platforms. Luckily, we were able to hold our November speaker luncheon in person and we were able to collect a 

very large donation of non-perishable food items for delivery. At the conclusion of the event, all donations were loaded 

into a board member’s vehicle and delivered to the Greater Baton Rouge Food Bank as planned. 

Media/Materials: Media produced for this event included informational PowerPoint slides for display at physical and 

virtual events, and promotional graphics/copy for email and various social media platforms. (EXHIBIT 3) 

Results: The participation for this event was enthusiastic and potentially record-setting for the club. Though we do not 

have a precise measure by weight or monetary expense for the final donation, we do know that our 2020 donation was far 

greater than last year’s, and sizable enough to fill an entire SUV with a wide variety of non-perishable food items. 

Children’s Toy Drive 

Another drive in which AAF-BR regularly participates is the Children’s Toy Drive put on by the Nubian Kruzers, a local 

motorcycle club that we’ve worked with for many years. In the past we would ask our membership to donate unwrapped 

children’s toys to be collected and delivered as a bulk donation to our point of contact, Wendell Jackson. However, 



 
because of COVID’s resurgence during the holiday season, we promoted an alternative means of participating in the 

drive: donating money directly that would be used to purchase these toys in our member’s stead. 

Target Audience: We asked for donations from the AAF-BR membership and their co-workers, friends, and family 

members. All donations collected were delivered for distribution to the Nubian Kruzers Motorcycle Club. 

Strategy: Promote the toy drive to our membership, both in person at events such as our monthly speaker luncheons, and 

digitally by way of social media posts and email reminders. Donations would be collected at the December speaker 

luncheon and then delivered to Wendell Jackson by AAF-BR board members. 

Execution: We began promoting the Toy Drive on at our September speaker luncheon, where we ran down a list of all of 

the drives that would be happening this coming year. At the November speaker luncheon, with the conclusion of our Food 

Drive, we reminded our membership to bring their toy donations to next month’s luncheon, and provided to them a list of 

example donations if they had any concerns about what to bring. Over the course of that month we promoted the drive 

through email on our social media platforms. When COVID numbers began to surge again following the Thanksgiving 

holidays, we decided that we would reach out directly to members and see if they had donations they would like us to pick 

up from them directly if they did not feel comfortable coming to the December Speaker Series event. Additionally, we set 

up a PayPal donation link where people could donate monetarily and allow us to purchase a toy donation for them if they 

were uncomfortable shopping themselves. This became a very successful avenue of donation for this drive. Unfortunately, 

because of COVID restrictions our December speaker luncheon had to be cancelled and repurposed into a virtual event, so 

we no longer had a direct donation site for members. This made the PayPal donations and the donations that we could 

pick up from others even more important. We pushed our deadline back one week to December 11th to allow people more 

time to coordinate with us for pick-ups and to give people the maximum amount of time to donate. On December 12th, 

AAF-BR board members went toy shopping with prepaid gift cards containing the donations from the PayPal account. 

After exhausting the cards, as well as some additional donations from the shopping volunteers, the purchased toys were 

collected together with other previously donated items to be ready for delivery to Wendell Jackson. On December 15th 

AAF-BR board members met with Jackson and delivered to him their bulk donation. 

Media/Materials: Media produced for this event included informational PowerPoint slides for display at physical and 

virtual events, and promotional graphics/copy for email and various social media platforms. (EXHIBIT 4) 

Results: Despite the obstacles presented by COVID, our Toy Drive was incredibly successful. In addition to our direct 

donations, we ended up spending over $1,200 from money donated by our membership and board on children’s toys. 



 
Ultimately, we more than tripled the number of toys donated this year than last. When this donation was delivered to 

Wendell Jackson, toys completely filled the bed of his pick-up truck. The success of the PayPal donation alternative has 

likely changed how we will supplement our donation drives for years to come. 

Geaux Vote 

This year’s election was looking to be a very important one, both on a national and local level. To make sure our 

membership and social media followers were informed of important dates involving registration, early voting, and day of 

voting, we determined that a communications effort reflecting this information would be a helpful public service. 

Target Audience: We aimed to get information out to the AAF-BR membership and our social media followers. 

Strategy: Create graphics for social media to remind our audience of important election dates, and share social media 

posts from local government accounts that give important and relevant voting information for our community. 

Execution: Posts by the Louisiana Secretary of State’s social media accounts containing information about voter 

registration, obtaining absentee ballots, and how to vote early were shared by our social media accounts. Graphics were 

created and shared across our social media accounts and by email to remind our membership about day-of voting. 

Media/Materials: Social media posts from the Louisiana Secretary of State’s office were shared across our various social 

media platforms. Additional social media posts were created and shared by AAF-BR directly. (EXHIBIT 5) 

Results: Voter turnout, especially early voting, was up across the board in our community, and we feel confident in the 

knowledge that our campaign helped our membership be an active part of this year’s election cycle. 

Resume Workshop and Headshot Workshop 

The Resume Workshop was created to provide an opportunity for anyone who wanted to learn how to craft a professional 

and impactful resume. The Headshot Workshop was a separate portion of the Resume Workshop where people were able 

to learn how to put together a successful headshot photo to use on a resume and a social media profile. 

Target Audience: This event was open to AAF-BR members as well as interested non-members.  

Strategy: Given the high unemployment rate during this pandemic we wanted to produce a Resume Workshop and a 

Headshot Workshop for our community to assist them with finding gainful employment during these trying times. 

Execution: We contacted a certified resume writer, Lynnette Lee, through the East Baton Rouge Parish Library system to 

present our Resume Workshop, and structured this event to take place in a virtual space to attract more attendees 



 
concerned about COVID. Local photographer and AAF-BR member Aaron Hogan was asked to help lead the Headshot 

Workshop and provide a studio tour for those interested. He also provided discounted services to attendees. 

Media/Materials: Media produced for this event included promotional graphics/copy for email and various social media 

platforms, as well as promotional videos from workshop presenters giving a preview of their workshop. (EXHIBIT 6) 

Results: The Resume Workshop had 5 unique viewers via Zoom, and the Headshot Workshop had 3 attendees. 

Considering the obstacles affecting this year, we are happy that these attendees took the time to support our event and saw 

the benefit in improving themselves through our workshops. 

Mosaic Champion Award 

A primary goal of AAF-BR is to promote diversity and inclusion within our club and our community. With this in mind, 

each year our club seeks to recognize a Mosaic Champion; an individual or organization that has been continuously 

supportive of diversity and inclusion within the creative/advertising industry in the Greater Baton Rouge area. The 2021 

Mosaic Champion award recipient was Josh Howard, Director of Community for the Baton Rouge Youth Coalition. 

Target Audience: We targeted AAF-BR members and community residents to provide nominations for the award. 

Strategy: To select and recognize a champion of diversity and inclusion in the Baton Rouge area, reaching beyond just 

our AAF-BR membership to shine a light on any individual or organization who has shown a history and dedication to 

this effort in the community. 

Execution: A call for nominations garnered four new entries for 2021 to be combined with the five previous year’s entries 

that were still in good standing for consideration. A panel of judges made up of three AAF-BR members was assembled to 

review all nine entries and cast their votes for their top 3 selections. The winner was selected based on these votes.  

Media/Materials: Nominations were promoted through email, social media, and at monthly luncheons. (EXHIBIT 7) 

Results: Josh Howard, a well-respected figure in the community, was announced as the 2021 Mosaic Champion award at 

the American Advertising Awards event on February 27th. The 2020 Mosaic Champion, Maxine Crump, provided a pre-

recorded announcement speech to award this honor to Josh at the event. Josh oversees the BRYC’s Community Model, 

which is a system for ensuring that all 250+ high school students in the program are socially integrated into our 

community and have access to the socioemotional support services they need to excel. In addition, he is in charge of all  

internal and external communication efforts as well as the keeper of the BRYC brand overseeing graphic design, 

advocacy communication, video production and marketing. Josh is also a mentor and role model to countless youth.  



 
Community Clean Up 

For our last focused public service event for the year, we wanted to get out and do something different to benefit the 

community. We partnered with past AAF-BR Goldsby winner, photographer and advocate, Marie Constantin, gathered a 

team and cleaned up litter around the Capitol Lake area in north Baton Rouge. Marie and others have created the 

Louisiana Stormwater Coalition whose mission is to increase awareness about our city's litter problem and advocate for 

stormwater programs as a vital solution. So, more than just picking up trash, we also learned more about these programs 

and how we can be part of the long-term vision to positively impact our city. 

Target Audience: The event was open to AAF-BR members, their families, friends and interested non-members. 

Strategy: After seeing Marie’s clean-up efforts through social media, we thought how great it would be to come 

alongside an existing member effort and rally our club around this important cause. Cleaning up trash in the waterways 

not only benefits wildlife in the lakes, but prevents flooding in the city which has been a longstanding problem of Baton 

Rouge. What’s more, the clean up effort was in North Baton Rouge, an under-served area of our city that can benefit from 

beautification and positive community attention. Students from the North Baton Rouge community even joined us in the 

day’s clean up effort.  

Execution: Using social media and email communications, we invited members, their families and friends to join us for 

the one-day, one-hour event. We wanted this event to be manageable for busy professionals, but also impactful as an entry 

point to learn more about stormwater programs and how they can do their part with the litter problem in our city. 

Media/Materials: Media produced for this event included promotional PowerPoint slides for display at physical and 

virtual events, and promotional graphics/copy for email and various social media platforms. (EXHIBIT 8) 

Results: We were pleasantly surprised that over 20 people signed up to attend the event with 22 in our final count 

including members, board members, past presidents, agencies and other non-profit organizations. We split into four teams 

to cover more ground and filled 60 bags of garbage in just an hour. After the clean up was complete, a smaller group had 

lunch to discuss what’s next! We’re already discussing future partnership ideas between AAF-BR and the Louisiana 

Stormwater Coalition including a potential community education campaign through CreateAthon 2021. 

Conclusion 
From a pandemic to natural disasters, it was a roller coaster of a year. But despite the odds, our club pulled together and 

not only made the most of the challenges, but embraced new opportunities to serve our community and our members. 



EXHIBIT 1 – FUTURE’S FUND DONATION
Donation announcement Thank you video from Casey Philips of Future’s Fund

Social media post re-visiting donation

Social media engagement from membership

Social media post re-visiting donation



EXHIBIT 2 – CREATEATHON
Sample of social media posts Sample of e-mail promotions

PowerPoint slide presented to membership

Photo of AAF-BR Board member promoting event to membership



Sample of social media posts Local news story about event, shared on social media

Social media graphic for rescheduled event

Sample of social media posts



Photos of volunteers at work during the CreateAthon Photo of volunteers meeting virtually during CreateAthon

PowerPoint slide of work Sample presented to membership

Screen capture of American Advertising Awards live stream showing CreateAthon output winning a Gold Professional Award



EXHIBIT 3 – FOOD DRIVE
PowerPoint slide presented to membership Sample of social media posts

Sample of e-mail promotions

Sample of social media posts



Photos of donors and their donations Photos of AAF-BR board members and collected donations

Photos of donation load-in and drop-off 



EXHIBIT 4 – CHILDREN’S TOY DRIVE
PowerPoint slide presented to membership Social media engagement from membership

Sample of e-mail promotions

Sample of social media posts



Photos of AAF-BR Board members purchasing toys
with monetary donations

Social media post thanking membership for donations

Photos of AAF-BR Board members dropping off donations



EXHIBIT 5 – GEAUX VOTE

Sample of Election Day social media posts

Sample of Social media posts sharing voting information from the Louisiana Secretary of State.



EXHIBIT 6 – RESUME AND HEADSHOT WORKSHOP
Sample of e-mail promotions Sample of social media posts

Screen captures of Resume Workshop virtual stream

Sample of social media posts



Sample of social media postsSample of social media posts

Photos from the Headshot Workshop



EXHIBIT 7 – MOSAIC CHAMPION AWARD
Screen capture of AAF-BR board member promoting award to 

membership and asking for nominations
Sample of social media posts

Social media graphic promoting award nominations

Sample of social media posts

Sample of e-mail promotions



Sample of social media posts

Screen capture of American Advertising Awards live stream showing Joshua Howard winning the Mosaic Champion Award.



Sample of social media posts Sample of e-mail promotions

PowerPoint slide presented to membership

Social Media post with video call to action by volunteer

EXHIBIT 8 – COMMUNITY CLEAN UP



Photos of volunteers at the Community Clean UpFacebook post with message from event partner



Photos of volunteers at the Community Clean Up


