
Public Service 2025-2026 

OVERVIEW 

The American Advertising Federation – Coastal Bend (AAF-CB) is committed to using the power of 

advertising to strengthen our community, elevate local organizations, and position our chapter as a trusted 

educational and creative resource. In 2025–2026, AAF-CB executed two distinct but complementary 

public service initiatives—ONE DAY and AD LAB—each designed to apply professional advertising 

techniques in service of nonprofit organizations, small businesses, and community stakeholders. 

Together, these programs demonstrate how strategic creativity, volunteerism, and education can deliver 

measurable community impact while advancing AAF’s mission of protecting and promoting the value of 

advertising. 

PUBLIC SERVICE PROGRAM 1: ONE DAY (12th Annual) 

a. ONE DAY Goals

ONE DAY is AAF-CB’s signature public service initiative, created to provide professional-level 

advertising services to a 501(c)(3) nonprofit organization with little or no marketing budget. 

The goals were to: 

• Deliver a complete brand refresh and year-long advertising campaign for a local nonprofit

• Increase awareness, credibility, and long-term reach of the selected organization

• Provide real-world, hands-on experience for students working alongside professionals

• Demonstrate the advertising industry’s ability to create meaningful community change

b. ONE DAY Target Audience

The primary audience for the ONE DAY project is Mission of Mercy, a local nonprofit serving vulnerable 

populations. The secondary audience includes: the nonprofit’s donors, volunteers, and service recipients, 

local creative professionals, University students pursuing careers in advertising, design, and marketing. 



c. ONE DAY Strategies 

AAF-CB issued a six-week call for applications to area nonprofits, positioning ONE DAY as a rare 

opportunity to receive comprehensive advertising support valued well beyond typical nonprofit budgets. 

Having applied for several consecutive years, Mission of Mercy was selected as the top choice out of 16 

applicants by the AAF-CB Board of Directors based on a detailed scoring rubric outlining organizational 

need, mission alignment, and growth potential. (Exhibit 1)  

The strategy centered on the following: 

• Concentrating top creative talent into a single, high-impact day 

• Pairing professionals with students to foster mentorship and collaboration 

• Producing not just concepts, but ready-to-deploy marketing assets 

• Securing donated media to ensure the work would live beyond the event 

d. ONE DAY Execution / Tactics 

• AAF-CB hosted its 12th Annual ONE DAY on November 15 at the Texas A&M University–

Corpus Christi Graphic Design Lab. 

Execution included: 

o Assembling teams of local designers, creative directors, copywriters, media specialists, 

videographers, and students (Exhibit 2) 

o Conducting a discovery session with Mission of Mercy leadership 

o Developing a full brand refresh, including messaging, visuals, and tone 

o Creating a year-long integrated advertising campaign in one day 

o Coordinating professional mentorship between students and industry leaders 

 



• In February 2026, AAF-CB and Mission of Mercy jointly hosted a campaign reveal event to 

unveil the completed work to their supporters, sponsors, and media partners—reinforcing 

transparency, celebration, and accountability. (Exhibit 3) 

e. ONE DAY Promotional Materials 

Social media and electronic newsletters were used to promote the “call for applications,” “call for 

volunteers,” and to promote the public campaign reveal event of the completed project. 

• Call for applications (Exhibit 4) 

• Call for volunteers (Exhibit 5) 

• Unveiling event (Exhibit 6) 

f. ONE DAY Results  

AAF-CB successfully delivered a comprehensive rebrand and integrated campaign for Mission of Mercy, 

expanding the nonprofit’s capacity to reach donors, volunteers, and those in need. The event also provided 

hands-on professional experience for student volunteers and strengthened relationships between AAF-CB, 

local media partners, and the nonprofit community. And on a wider scope, AAF-CB demonstrated 

advertising’s tangible value as a force for community betterment. (Exhibit 7) 

AAF-CB also secured a donated multimedia advertising campaign valued at over $60,000, a level of 

exposure Mission of Mercy would not otherwise have been able to achieve. (Exhibit 8) 

ONE DAY fully meets and exceeds the Public Service category criteria by applying professional 

advertising techniques directly in service of a nonprofit organization and producing measurable, long-

term community impact. (Exhibit 9) 

 

 

 



PUBLIC SERVICE PROGRAM 2: AD LAB (Inaugural Event) 

a. AD LAB Goals 

AD LAB was created as a first-time public service and educational initiative to address a critical 

community need: access to affordable, trustworthy advertising and marketing guidance. While many 

small businesses and nonprofits understand the importance of marketing, they often lack clarity on where 

to begin or get access to qualified professionals. 

The goals of AD LAB were to: 

• Position AAF–Coastal Bend (AAF-CB) as a hands-on community resource for advertising 

education 

• Provide affordable, practical, and actionable marketing guidance 

• Create direct access to experienced advertising professionals 

• Empower small businesses and nonprofits with clarity and confidence 

• Strengthen professional engagement and membership involvement within AAF-CB 

b. AD LAB Target Audience 

AD LAB was designed to serve: 

• Small business owners 

• Nonprofit leaders and staff 

• Corporate marketing teams 

• Community stakeholders seeking practical advertising and marketing education 

c. AD LAB Strategies 



Modeled after the collaborative spirit of AAF-CB’s ONE DAY program, AD LAB was strategically 

designed as a “speed-consultation” event, allowing attendees to meet one-on-one with multiple 

professionals in a single day. 

Key strategic elements included: 

• Creating a spreadsheet to ensure that the event offers enough 15-minute consultation sessions to 

maximize educational impact (Exhibit 10) 

• Exclusively utilizing AAF-CB members as professional consultants to reinforce the value of 

membership and chapter expertise (Exhibit 11) 

• Keeping the ticket price accessible to encourage broad community participation 

• Offering pre-registration to sponsors for first come, first served appointments prior to public 

(Exhibit 12)  

• Combining education, networking, and inspiration into a single, high-value experience 

d. AD LAB Execution / Tactics 

AAF-CB hosted the inaugural AD LAB on January 9, 2026, from 8:30 a.m. to 4:00 p.m. at El Camino 

Restaurant, the previous year’s Best of Show winner at the American Advertising Awards. El Camino 

donated the venue in support of AAF-CB’s mission, reinforcing industry partnership and community 

goodwill. 

Execution highlights included (Exhibit 13): 

• 21 one-on-one consultation tables staffed by AAF-CB member experts  

• A “speed-dating” format with 15-minute consultation sessions 

• Consultation topics included and promoted on social media: 

o Web design 

o SEO and digital marketing 



o Social media strategy 

o Creative fundraising 

o Agency vs. DIY decision-making 

o Competition entry guidance 

o Professional headshots 

• A $100 ticket price, which included unlimited consultations that could be pre-scheduled, lunch, 

and keynote programming  

The event paused midday for a one-hour lunch and panel discussion titled “Turning Your Business into a 

Story People Remember.” The panel was moderated by Kathryn Hyatt, Director of Marketing for Visit 

Corpus Christi, and featured panelists representing small business, media, and video production.  

Attendees also had access to professional headshots that day taken by Jason Page Photography, which 

were included in the ticket price. 

Following the event, AAF-CB mailed handwritten thank-you notes to each participating professional, 

expressing appreciation for donating their entire day to serve the community. This personal stewardship 

effort reinforced chapter culture, strengthened member relations, and helped incentivize continued 

volunteer participation for future AD LAB events.  

e. AD LAB Promotional Materials 

Social media and electronic newsletters were used to promote the event, AAF-CB participating members, 

and ticket and sponsorship sales.  

• Event electronic newsletters (Exhibit 14) 

• Facebook event (Exhibit 15) 

• Social media posts (Exhibit 16) 

• Social media advertisements (Exhibit 17) 



• Sponsor and AAF-CB participating member thank you follow-up (Exhibit 18) 

f. AD LAB Results Attained 

Although attendance was impacted by a postponed event date and limited post-holiday promotional time, 

participant response was overwhelmingly positive. 

Results included: 

• Attendees reporting increased confidence and clarity in their marketing strategies 

• Nonprofit leaders citing exceptional value due to rare one-on-one access to professionals 

• Attendees receiving hundreds of dollars’ worth of consulting for a minimal cost 

• 46% of AAF-CB corporate membership participated in the event 

• 20 paid attendees, 37 AAF-CB member volunteers, and 56 guests at the keynote lunch 

• AAF-CB gained two new corporate members specifically to participate as consultants 

• Strengthened perception of AAF-CB as an educational, community-focused organization 

• Board of Directors has agreed to host the next AD LAB in October of 2026, and all participating 

• AAF-CB members have agreed to participate again. 

AD LAB successfully achieved its public service goals by delivering high-impact advertising education, 

fostering meaningful professional connections, and expanding AAF–Coastal Bend’s role in community 

betterment.  

 

 

 

 

 



Exhibits 

Exhibit 1: Scoring Rubric Sample 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Exhibit 2: Behind the Scenes of ONE DAY 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Exhibit 3: Reveal Event  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



4A: Instagram Promotional Posts 

4B: Electronic Newsletter 

Exhibit 4: Call for Applications Messaging  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

      



5A: Instagram Promotional Posts 

5B: Facebook Graphic 5C: Electronic Newsletter 

Exhibit 5: Call for Volunteers Messaging 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



6A: Facebook Graphic 

6C: Facebook Post-Event Graphic 

6B: Instagram Post 

Exhibit 6: Reveal Event Messaging 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Exhibit 7: ONE DAY Campaign Overview 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Exhibit 5  

 

 

 

 

 

 

  



Exhibit 7: ONE DAY Campaign Overview- continued  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Exhibit 8: ONE DAY Media Plan 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Exhibit 8: ONE DAY Media- continued 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Exhibit 9: Non-Profit Response 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  



Exhibit 10: AD LAB Planning Spreadsheet 

 

  



Exhibit 10: AD LAB Planning Spreadsheet-continued 

 

 

  



Exhibit 11: https://www.aafcb.club/ad-lab (event webpage) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Exhibit 12: Event Session Registration Webpage 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.aafcb.club/ad-lab


Exhibit 13: Event Overview 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Exhibit 14: Promotional Electronic Newsletters 

 

 

 

 

 

 

 

 

 

 

  

 

 

  

  

 

 

 

 

 

 

 

 

 

 

 

 

 



Exhibit 15: Facebook Event 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Exhibit 16: Social Media Posts 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Exhibit 17: Social Media Advertisements 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



18A: Thank You Social Media Post 

18B: AAF-CB Participating Member Thank You Note 

Exhibit 18: Event Recap 
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