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AAF History of Public Service Chairs: AAF Dallas has always looked for a way to give back to 

the community by leveraging the knowledge of our organization’s members to partner with charitable 

organizations. Members donate their expertise in brand development, technology, digital marketing, and 

content creation to support the goals of nonprofits in our community. The team focuses on advancing our 

communities through partnerships, collaboration, determination, and volunteerism.  

Introduction: Since the year 2000, Texas has seen an overall increase in suicide mortality with 

the death rate rising 3 percent prior to the pandemic. Suicide is now the 11th leading cause of death in 

Texas. More than twice as many people die by suicide than by homicide in Texas each year. This issue 

hits home to many, including the members of the AAF Dallas Public Service team. 

We reached out to the Suicide & Crisis Center of North Texas to see how our expertise in the 

advertising field could help. We had several discovery sessions with the main client, The Sucicide and 

Crisis Center of North Texas, to find out what happens inside their organization. Who calls the hotline? 

What are the situations the callers are in? Do they vary greatly? Who answers the phone? When do people 

call? And most importantly, is there one single message that we could share with DFW that would help 

support the Suicide & Crisis Center of North Texas and make the most difference.  

The answer we got: Emphasize the help that is 100% accessible and available for people in any 

type of crisis. By focusing on those in crisis, the goal is to allow the center’s trained staff to ease the 

situation before it progresses to suicide.  

Objective: In order to assist the Suicide & Crisis Center of North Texas we wanted to raise 

awareness. We want to make it very clear that help is available, easy to get and 24/7 and how to get it. 

Number two is to focus on the crisis portion of the center, including how to get help in the moment of 

crisis. #2 is to get across the idea to call while in crisis. That crisis doesn’t have lead to suicide.  

https://www.sccenter.org/
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Action: The team met with the client in November of 2021 to establish the marketing needs and 

goals of the organization. After the kickoff call with the client the team met internally to solidify the 

direction of the campaign and KPIs. 

Once we established this campaign would be an awareness and education campaign to raise 

awareness of the Suicide & Crisis Center of North Texas and inform people it’s more than just a suicide 

hotline, we worked on raising media donations. Thus far we have confirmed the donation of several 

digital billboards in Dallas and we are working towards securing a $10,000 Google grant. 

We next came up with 3 campaign concept options and created mockups for each (exhibit D). 

Our next step is to present the concepts to our client so they can choose their favorite. 

Strategy: Spring is the time of year when most suicides happen. We want to make people aware 

of the existence and benefits of the Suicide and Crisis Center of North Texas. 

Audience: Our target audience is someone who’s experiencing intense feelings of hopelessness, isolation, 

shame or anxiety who may or may not yet think that suicide is their only option. 

Message: We’re here to listen and help if you’re in crisis. Any time. Day or night. 

Channels: Since we are running an awareness campaign we are trying to reach as many people as 

possible. We felt billboards were the best way to do so. Outfront Media has generously donated several 

digital billboards to the campaign. 

We also want to make sure we are reaching the people who need the crisis center the most. This is 

why we are working to secure a $10,000 Google grant donation for an AdWords campaign. 

 

We will also donate Social Media assets for the organization to use as they wish. 

 

Results: Since we have not launched the campaign yet, we do not have any results to report on. We 

estimate the billboards will deliver over 1,000,000 impressions and we can expect thousands more with 

the campaign we will run with the funds from the Google grant and our organic social media assets. 

https://www.sccenter.org/
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Exhibits 

 

Exhibit A - Kick Off Meeting Notes 

 
 

Exhibit B - Work Session Notes 
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Exhibit C - Creative Brief and Initial Creative Concepts 
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Exhibit D - Initial Creative Mockups 
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Exhibit E - Creative review meeting 
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