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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:
e Deliver a complete brand refresh and year-long advertising campaign for a local nonprofit
e Increase awareness, credibility, and long-term reach of the selected organization
e Provide real-world, hands-on experience for students working alongside professionals

e 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:
e Concentrating top creative talent into a single, high-impact day
e Pairing professionals with students to foster mentorship and collaboration
e Producing not just concepts, but ready-to-deploy marketing assets

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

d. ONE DAY Execution / Tactics

e 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



e 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

9 ¢¢

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.

e Call for applications (Exhibit 4)
e (all for volunteers (Exhibit 5)

e 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:

e Position AAF—Coastal Bend (AAF-CB) as a hands-on community resource for advertising
education

e Provide affordable, practical, and actionable marketing guidance

e Create direct access to experienced advertising professionals

e Empower small businesses and nonprofits with clarity and confidence

e Strengthen professional engagement and membership involvement within AAF-CB

b. AD LAB Target Audience

AD LAB was designed to serve:
¢ Small business owners
e Nonprofit leaders and staff
¢ Corporate marketing teams

e 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:

e Creating a spreadsheet to ensure that the event offers enough 15-minute consultation sessions to
maximize educational impact (Exhibit 10)

o Exclusively utilizing AAF-CB members as professional consultants to reinforce the value of
membership and chapter expertise (Exhibit 11)

e Keeping the ticket price accessible to encourage broad community participation

e 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):
e 21 one-on-one consultation tables staffed by AAF-CB member experts
e A “speed-dating” format with 15-minute consultation sessions
e 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
e 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.

o Event electronic newsletters (Exhibit 14)
e Facebook event (Exhibit 15)
e Social media posts (Exhibit 16)

e Social media advertisements (Exhibit 17)



e 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:
e Attendees reporting increased confidence and clarity in their marketing strategies
e Nonprofit leaders citing exceptional value due to rare one-on-one access to professionals
e Attendees receiving hundreds of dollars’ worth of consulting for a minimal cost
e 46% of AAF-CB corporate membership participated in the event
e 20 paid attendees, 37 AAF-CB member volunteers, and 56 guests at the keynote lunch
e AAF-CB gained two new corporate members specifically to participate as consultants
e 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

e 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

ONE DAY 2025 Applicants

When looking at applicant organizations, consider these points in deter ing which organization is a good fit for the format of ONE DAY:

Does the organization have a starter brand in place?

B

Does the organization have the internal structure and resources in place to sustain increased traffic or awareness?@
B

Does the organization have a way to fulfill the call to action we initiate, “Call XXX, Visit XXX.com™@

B

Is the organization requesting media and services that we are offering under ONE DAY (light branding, promotional materials, social media graphics, print and outdoor advertising, simple broadcast) NOT (full websites, apps, in-depth marketing
strategy plans or consultations etc )8

Will the organization be easy to work with and grateful for what we can produce in a day. (This is not a fit for clients that want to micro-manage every element in the creative. They get what they get )&

Does the organization seem to be organized and professional? Will they be able to manage and implement the provided campaign deliverables?B

Your Name:
RANK 1-16
{7 Best, 16
Organization Name Worst) Campaign Goals/Deliverables Comments

« Build Brand Recognition: Develop a strong, consistent identity that highlights our
programs and positions us as a trusted resource for families

« Tell Qur Story Creatively: Produce compelling visuals, social media content, and
possibly video assets that showcase our on-the-groundwork in neighborhoods.

* Engage Donors and Partners: Create materials (brochures, flyers, branded items)
|that we can use year-round to connect with donors, volunteers, and community
partners.

* Reach Families Directly: Design outreach materials that can be distributed in
apartment complexes and community gathering spots, so families know when and
where to access our services.

1. Web Design

2. Print Materials/Donor Cards/Brochures, etc.
3. Social Media Graphics

4_Branded Promo Items

2Feet Out Ministries 5. Logo

(Our main source of fundraising is our book sales, in person and online. We struggle with
getting advertising for our sales to drive customers to us. None of us are marketing or
advertising professionals and without our book sales, we worry about continuing our
scholarships and projects. We need an advertising plan and help in designing press releases
and other marketing materials and where to place (free hopefully) to increase sales. We do
utilize mail chimp to market to current customer data base but could really benefit from
American Association of University Women having updated information here as it's pretty boring and uninteresting.

(Our most pressing advertising and marketing need is to increase visibility and awareness of
our Habitat ReStore, which directly funds our housing and repair programs. Many in the
community are still unaware that shopping, donating, or volunteering at the ReStore helps
build homes locally. In addition, while we receive strong interest from families in our
homeownership and repair programs, funding limitations prevent us from serving all who
qualify. To address this, we also need to focus marketing efforts toward corporate partners
and potential donors, sharing the impact of their support and encouraging grants,
sponsorships, and contributions that expand our reach and allow us to serve more families
in Corpus Christi.

1.TV

2. Promo ltems

3. Print

4. Social media graphics and reach
Corpus Christi Habitat for Humanity 5. Anything helps!

If your company/organization were chosen as the ONE DAY recipient, what are your most
pressing advertising and marketing needs? *
Radio, Television, and Streaming

'What types of prometional assets do you hope to obtain from ONE DAY? (logo, social media
graphics, print advertisements, cutdoor advertising, radio/ftv, branded promo items, etc.)
List your desired collateral in order of priority.

1. Radio/ TV

2. BUS Wrap, Bus 5tops signs

3. Outdoor advertising

4_Branded promo

Craft Training Center 5. increase merchandise

The most pressing need is to develop a consistent message. After that, the printed materials
schedule and a detailed marketing timeline to improve fundraising goals is critical.

1. Qutdoor advertising
2. Television advertising
3. Streaming advertising
4. Printed materials
Crawfish for a Cause 5. Branded promo items




Exhibit 2: Behind the Scenes of ONE DAY

The @missionofmercytexas team

checking out their brand-new

7

billboards! y
. .

ONE DAY 2025

Reply to aafcoastalbend

ONE DAY 2025

aafcoastalbend ONE DAY 2025 On Saturday, our AAF-CB
professionals joined talented @tamuccdesign students to creat..

Thanks @jasondavidpage for

capturing these amazing images. /

Reply to aafcoastalbend




Exhibit 3: Reveal Event

MEMBERSHIF EVENT

= DAY:

BRANDING & AD CAMPAIGN

About  Discussion o Interested # Edit as American Advertising Federation - Coastal Bend

Details
A% 30 people responded
SHNBOE VP
; Event by American Advertising Federation - Coastal Bend and Mission Of Mercy - Texas

Q  Texas ABM University-Corpus Christi

D Public - Anyone on or off Facebook

Each year, AAF-CB selects a local non-profit to recenve a multi-media advertising campasgn. And
in November, we were honored to give Mission of Mercy an updated brand identity complele
with a media buy valued at tens of thousands of dollars!

Join us for the Reveal Event, which will serve as our January Membership Program, to view the e :
new campaign, celebrate the professional and student wolunteers, and thank our media sponsors. W
Light bites will be provided,

This is a FREE event for ALL AAF-CE members, Event to be held in the University Center - Lone Texas A&l

M University-Corpus Christi
Star Ballrooms Rmc 142 AB. {0

-9

Parking:
We have arranged for all event guests to park in the Jellyfish parking lot (directly beside the
University Center) at no cost. Guests See all

Please RSVP to info@aafccclub. See less
8 22
Corpus Christi, Texas Went interested

MERQY
=i MY o,




Exhibit 4: Call for Applications Messaging

aafcoastalbend
k Corpus Christi, Texas

Brand Identity + Multi-media
Advertising Campaign Creation for a
Local, Non-Profit Organization.

APPLY BY OCTOBER 3rd
aaf:== ¢
WY TEXAS AxM UNIVERSITY
\ e,

coastal

N
bend *

PRESENTED BY

Q2 Q 2 Vs

Liked by laceypguzman and others
aafcoastalbend @ Only ONE WEEK LEFT to apply!

Here's just a glimpse of the amazing work that gets
done during ONE DAY, where local advertising
professionals and TAMUCC graphic design students
come together to create powerful, multi-media
campaigns that elevate non-profits and amplify their
mission.

aafcoastalbend
Corpus Christi, Texas

OC=2Q 2 Vs

¥ Liked by laceypguzman and others
aafcoastalbend @@ Only ONE WEEK LEFT to apply!

Here's just a glimpse of the amazing work that gets
done during ONE DAY, where local advertising
professionals and TAMUCC graphic design students
come together to create powerful, multi-media
campaigns that elevate non-profits and amplify their
mission.

PUS CHRIST]

aafcoastalbend
K‘ Corpus Christi, Texas

Q@) () N/E

#:15" Liked by laceypguzman and others
aafcoastalbend @ Only ONE WEEK LEFT to apply!

Here's just a glimpse of the amazing work that gets
done during ONE DAY, where local advertising
professionals and TAMUCC graphic design students
come together to create powerful, multi-media
campaigns that elevate non-profits and amplify their
mission.

aafcoastalbend
k Corpus Christi, Texas

&
b
TEXAS GULF

SURFING
ASSOCIATION

C2Q 2 Vs

#:15" Liked by laceypguzman and others
aafcoastalbend @ Only ONE WEEK LEFT to apply!

Here's just a glimpse of the amazing work that gets
done during ONE DAY, where local advertising
professionals and TAMUCC graphic design students
come together to create powerful, multi-media
campaigns that elevate non-profits and amplify their
mission.

Trmppeeas®
mssmGy
s

ON
DA

BRANDING + ADVERTISING + STRATEGY IN ONE DAY

niivON

ONE DAY is an annual public service initiative hosted by the American
Advertising Federation - Coastal Bend in collaboration with Texas A&M
University-Corpus Christi’'s Communication Design (formerly Graphic
Design) Program. This event unites professional designers, creative
directors, copywriters, media specialists, and video professionals to
collaboratively create and execute innovative advertising materials
supported by donated media within a single day. The primary goal of
ONE DAY is to help a 501(c)3 non-profit organization that typically
operates with minimal or no marketing budget

KNOW A NON-PROFIT THAT COULD
BENEFIT FROM A FREE MULTI-MEDIA
ADVERTISING CAMPAIGN AND MEDIA?

Direct them to link below to
APPLY BY OCT 3rd for consideration.

AEP
TEXAS

SPONSORED BY

MEDIA
COORDINATION

A AEP Company

SAVE THE DATE & PARTICIPATE
SATURDAY, NOVEMBER 15th
Time: 7:30am - 7:00pm
Location: TAMU-CC Communication Design Lab

LEARN MORE & APPLY AT

AY-2025

UNIVERSITY

>
@
o
w
=
z
w
a
il
4
a

4A: Instagram Promotional Posts

4B: Electronic Newsletter




Exhibit 5: Call for Volunteers Messaging

ot aafcoastalbend

2 wn_  aafcoastalbend We're proud to announce our 2025 ONE DAY
dient s Mission of Mercy @missionofmercytexss Y @
M O While we're excited about this year, ONE DAY will not be possible
without support from student and profossionl volunteers in the

2 industry

Ry i you're o dever copywiter ceativeWiker, socl madia i, w
- 5 presentat have other marketing skills, we'd love 1o

ONE DAY is happening Saturday, November 15th at TAMU-CC —mﬂu

uMvON

<m

- BENEFITING OUR 2025 NON-PROFIT CLIENT - Please sign up o volunteer on our website by November Sth s

MISSION[|OF

g misionofmercytexas We ae so exted!! °
& m, BRANDING + ADVERTISING + STRATEGY IN ONE DAY
Healing through Love - BENEFITING OUR 2025 NON-PROFIT CLIENT -
MISSION[|OF
©oQv R

‘yH S — ==l g @M Liked by lapalmeracc and 18 others Healing through Love
; CORPUSCHRISTI ~ § | T™xas . MDR

o

PARTICIPATION SIGN-UP SHEET
5A: Instagram Promotional Posts NOW AVAILABLE ONLINE

FROM PICKING UP BREAKFAST TACOS TO CAMPAIGN STRATEGY,

WE NEED YOU!

CLICK HERE TO VOLUNTEER

& SIGN-UP FOR
ONE DAY 2025

SATURDAY, NOVEMBER 15th
Time: 7:30am-7:00pm
Location: TAMU-CC Communication Design Lab

GVNMNON

BRANDING + ADVERTISING + STRATEGY in one day OR EMAIL: Nancy.Milleratamucc.edu to Volunteer
BY NOVEMBER 5™H TO PARTICIPATE

LEARN MORE ABOUT THE EVENT AT
www.AAFCC.CLUB/ONE-DAY-2025

SATURDAY, NOVEMBER 15th
Time: 7:30am - 7:00pm

Location: TAMU-CC Communication Design Lab ’TEXAS A&M UNIVERSITY

coastal \\\ CORPUS CHRISTTI

bend

>
[
a
w
=
=
w
7
w
[3
a

VOLUNTEER BY NOV. 5th

> z

= o

g AEP 2

. g TEXAS  _:

g AEP g 5 Eé

EXAS A&M UNIVERSITY & 8 S acaEpc =0
ORPUSCHRISTI 3 | TEXAs' < o ’

5B: Facebook Graphic 5C: Electronic Newsletter



Exhibit 6: Reveal Event Messaging

IEXAS AXM UNIVLERSITY

LORPUSCHRISTI

ATy
g

MISSION[TOF

2025 Salected
Non-Profit Client

MEMBERSHIP EVENT

&% ONES
DAY 3

BRANDING & AD CAMPAIGN

EVENT

6A: Facebook Graphic

American Advertising Federation -
Coastal Bend is with Jason Page and 15
others in Corpus Christi, TX.

Posted by Instagram
Feb20-Q

What an incredible way to wrap up our ONE DAY
Brand Reveal Event.

Huge thanks to our sponsors for making this
experience possible, and to the students and
volunteers whose creativity, dedication, and
collaboration brought this project to life. And to our
recipient, @missionofmercytexas, thank you for
trusting us to bring this campaign to life. We're so
proud of what this community created together!

ONE
QY

¢ aafz= s i O
coasta CORPUSCHRIS

Prmagmesn®
L ——4
<o

O
D

tuivON

NE
AY

BRANDING & AD CAMPAIGN

MISSION|OF

.
7
B REVEAL
i EVENT

TUESDAY ¢ FEBRUARY 17 » 6 PM » TAMU-CC
MEMBERSHIP EVENT

aafcoastalbend

aafcoastalbend Just ONE WEEK away from our ONE DAY
campaign reveal. & Join us on Tuesday, February 17, as we

unveil this impactful advertising campaign for
ssionofmercytexas. In October, talented students and local
creative professionals teamed up to deliver a complete brand

refresh and a year-long advertising campaign. and now, it's time
to reveal the magic!

Tuesday, February 17th - 6pm to 7:30 pm
TAMUCC University Center - Lone Star Ballrooms Rm: 142 AB

All event guests can park for free in the Jellyfish parking lot

See you there!

oQv

BB iked by lexibucket and 3 others

6B: Instagram Post

6C: Facebook Post-Event Graphic




Exhibit 7: ONE DAY Campaign Overview

Social Media
Posts & Stories

BE THE REASON

Our Community Heals

BE THE REASON

Our Community Stays Healthy

BE THE REASON
Your Neighbor Finds Hope

BE THE REASON
Someone Smiles Today

Texas

MERQY

Texas

MERCY

Bus Shelter

BE THE
REASON
Free Healthcars
Exists Here

ONE DAY 2025

RCY RCY_
GIVE or SERVE ‘GIVE or SERVE

‘Make It Your Mission Make It Your Mission’

Social Media Social Media

Posts & Stories

BE THE REASON
Compassionate Care
Happens Without Conts

Your 850 + A dental vt

BE THE REASON
Your Neighbor Finds Hope

Frvebonthcare for Scusth lewss

4,000 Patiants Sarved Amnuaihy.
50 Govarnment Fanding.

Your 2 boursieect + Lives chonged

ONEDAY 2025

G o STVE

Mk Your Mision + Pl o

LinkedIn Post

BE THE REASON { /\\‘

Semeone Sees & Doctor Today. ‘

ﬁh GIVE or SERVE
MammiVen Koy
. BE THE
Terminal REASON
Pillar Wrap

REASON
Fre

in South TX

CCIA

Social Media

Posts & Stories

P Exhipi®s
__ REASON?

___REASON?

e e
e 4

e o e e WHAT'S YOUR

:«:—:"-"’"‘— ”» REASON?

GIVE OR SERVE TODAY
MAKE IT YOUR MISSION

____REASON?

it ke tavr o s
oo e sty )
srmaranmany 99

Mgt Stutent iguhn

13
Gve on seave 100AY
NAKE ITYOUR MISSION

7

Corpus Christi o
et | et Ny
Directory

Back-lit

LA PALMERA

One oy 2028

Billboards
(Vinyl or Digital)

(LAMAR

OUTDOOR ADVERTISING

ONE DAY 2025
American Advertising Federation

Coastal Bend & TAMU

et

BE THE REASON

Someone Smiles Today

Free Healthcare for South Texas
GIVE or SERVE MissionofMercyTX.org

CC Graphic Design




Exhibit 7: ONE DAY Campaign Overview- continued

4,000 Pacientes Atendidas.
0 en Fondos Gubernamentales.
100% Poder Comunitario.

30 Government Funding.
100% C. ity Powered.

Flyer ﬁiij.!

b

.. BETHE REASON

Someone Smiles Today

v

Volunteer

Donate

SELA RAZON ﬁ BE THE REASON ﬁ
Pars Qe Alguien Somria S e By
South Tords News | === e ettt
oncoavazs pa—
5 “
Half Page Ad ‘ Brochure
BETHEREASON
Our Community
Stays Healthy
South Texas News e N
[ /N
: S\,
T ' o
Postcard

Medical Trade Magazine

Quarter Page Ad

BE THE REASON
Someone Sees a Doctor Today.
Your Skills. Their Hope.

(3 Flexble vohunteer schodes

£9 Meaninghi mpact
 Compassonate communty

VOLUNTEER to Provide Care Without Costs.
Make It Your Mission.

MSSON'
GIVE OR SERVE TODAY g e
MissionofMercyTX.org
361-893-6500

Thank you Volunteers

YOU'RE THE REASON
Someone Smiled Today

Thank You For
VOLUNTEERING

LEARN ABOUT YOUR IMPACT | MissionofMarcyTX org

ONE DAY 2025

MEReY

Website

Hero Header Images

ONE DAY 2025
American Advertising Federation - Coastal Bend & TAMU-CC Graphic Design




Exhibit 8: ONE DAY Media Plan

Mission of Mercy

2026 ONE DAY Media Plan

[MOR Advorusing - Cooglo Crames ($10.000 / Moneh)
[MOR Advoruising - Rich Meda
[MOR Advoruizing - Display Ace
pamioop - Preros vidso

= - Video

$60,000 +In Donated Media

2025

Media

$21,000+ In Broadcast Media

2 /Z 10

s Spectrum» J] Action @

& REACH a ® WmKZTV Soath lswes

S KRISTV.COM

w

— $1000 per month $1000 per month $1000 per month

: for S months of 1V airlirme/ads for S months of 1V airlime/ads lor 5 months ol 1V airlime/ads
Value $5,000 Value $5,000 Value $5,000

., 1EA

o RADIO

< arlie i = s it

o $2500 per month Sl.nl'u',hl Radio Group ENLIGHTENED IMAGES

$500 per month Carlos Haney

ot 2 monlhs of radko 3 nedads =
for 2 months ol air Lime/ad for 2 months of radio airtime/ads = Donated Radie/Video Productior

Value $5,000 Value $1.000 Value $1,000




PRINT

Exhibit 8: ONE DAY Media- continued

Media

$10,000+ In Print Media

South Texas News Inc

Beeville Bee-Fcayune | Karmes Countywide [ The News of Son Paridol Action Printing
Goliod Advance-Guard | The Progress | Refugio County Press | STexasNews.com

$3555 per month - 3 months
27 ads in all 2 communities
Value $10,665

DIGITAL

$13,000+ In Digital Media

8l JomLoop

47000 rich media
$5000 display
$350 pre-roll
$1000 digital video
Value $13,350

OUT OF HOME

Media
$15,000+ In Out-of-Home Media

(1) tri-side directory panel - 3 months

PAV LMERA (3) one-sided posters - 3 months
e Value $4,800

( LAMAK) (1) billboard - 6 months
Value $4,500

LA

¥ CHRISTI

OUTDOOR ADVERTISING

1ICOMNIC

Corpus Christi

nternational Airport

CCRTA bus bench - 6 months
s $1160 production fee donation
$IGNGROUP w Value $4,472

Cc 1 A ' CCIA - Pillar Ad in airport - 6 months Value $1,800
== 1RROW

ARROW - Pillar production fee donation Value $1,000




Exhibit 9: Non-Profit Response

With Deep Gratitude for an Incredible ONE DAY Reveal

From Sherry Bowers <SBowers@amissionofmercy.org>
Date Wed 2/18/2026 4:38 PM

To Omar G Lopez <oglopez@aep.com>; Lexi Buquet <lexi@bucketworksadvertising.com>; Miller, Nancy
<nancy.miller@tamucc.edu>; Dennis Wade <dennis@southtexasnews.com>; D'Anne Buquet
<danne@bucketworksadvertising.com>; Jason Page (jasondavidpage@gmail.com)
<jasondavidpage@gmail.com>; Quinton Smithwick <quinton@mdradvertising.com>; Carlos Haney
<carloshaney1@me.com >; kira.elizondo@tamucc.edu <kira.elizondo@tamucc.edu>

Cc  Jennifer Janecek <jjanecek@aMissionofMercy.org>; Taylor Young <tyoung@amissionofmercy.org>; Angie
Martinez <amartinez@amissionofmercy.org>; Sherry Bowers <SBowers@amissionofmercy.org>

Dear ONE DAY Team,

On behalf of our Mission of Mercy leadership, staff, and entire team, thank you for an extraordinary ONE
DAY Reveal Event last night.

We were truly blown away by the presentation and the comprehensive multi-media advertising
campaign with donated media. None of us realized just how extensive and far-reaching this effort would
be — the way it spans so many marketing platforms and touchpoints is remarkable. It was evident that
an incredible amount of professional talent, strategy, and heart went into every detail.

All day today, our team has been “giddy.” Staff members kept stopping by one another’s offices sharing
their favorite pieces — whether it was the stickers, the billboard, the volunteer lawn signs, or the
creative messaging woven throughout the campaign. The excitement has been contagious.

We wasted no time getting started. This morning, our team began implementing next steps:
® Made a couple of minor adjustments to the brochure to prepare it for print
® Coordinating printing — with sincere thanks to AEP for their generous printing sponsorship
® Beginning website updates to incorporate the new messaging and creative
® Preparing social media announcements about the Reveal Event and the campaign annoucement
® Preparing to order the vinyl pop-up for our waiting room
® Ordering the banner for the classroom, yard signs, magnets, stickers, t-shirts, and other materials

The momentum is already building.

| cannot adequately express our gratitude for this gift. What you have given is far more than marketing
materials — you have strengthened our mission, expanded our impact, and amplified our ability to serve
patients across South Texas with dignity and Healing through Love.

| am especially excited to continue working with Nancy throughout this year as we implement the
various components of the campaign and maximize its reach.

Please extend our heartfelt thanks to every professional, volunteer, sponsor, student, and partner who
made this possible. We are deeply grateful and incredibly excited for what lies ahead.

With sincere appreciation

Sherry Bowers, ACFRE-CFRE - Executive Director
Mission of Mercy Medical Center

2421 Ayers, Corpus Christi, TX 78404
361-883-5500 Ext. 104

-

BE THE REASON
Care Happens
Without Costs

MISSION[TOF

Healing through Love

GIVE or SERVE

. Free healthcare for South Texas MissionofMercyTX.org
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Exhibit 11: https://www.aafcb.club/ad-lab (event webpage)

acf

i

ADLAB .-
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MORE THAN A LOGO:

BUILDING A BRAND YOU CAN SEE, FEEL & EXPERIENCE

Exhibit 12: Event Session Registration Webpage
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https://www.aafcb.club/ad-lab

Exhibit 13: Event Overview
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Exhibit 15: Facebook Event
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Q Lacey Guzman invited you

About Discussion

@ Add a Post

RECENT ACTIVITY

American Advertising Federation - Coastal Bend
December 2, 2025 - Q

aaf

Need help with social? @ Don’t miss this session at AD LAB: “Social Media That Sells,” featuring
Jessie Chrobocinski from Del Mar College & Carla Swallow from the Texas... See more

coastal

ADLAB

VISIT22K
CORPUS
CHRISTI

JAN. 9, 2026
8:30 AM -3:30 PM

EL CAMINO

IN WATER STREET MARKET

#° Edit as American Advertising Federation - Coastal Bend

Details

3% 48 people responded

DECHEDP

& Event by American Advertising Federation - Coastal Bend

©Q El Camino Comida & Bar

@ Duration: 7 hr

e Public - Anyone on or off Facebook

AAFCB's first-ever AD Lab is here! Tired of throwing money at ads

that don't work? Ready to stop guessing and start getting real
results?

AD LAB is your chance to get 15 minutes o... See more

Corpus Christi, Texas

Privacy - Consumer Health Privacy - Terms - Advertising - Ad Choices [ - Cookies
More




Exhibit 16: Social Media Posts
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HAMEEN REYNOLDS

Digital Content & Social
Media Specialist,
Del Mar College

22 BUY YOUR TICKET TODA)

Meet one-on-one with the advertising industry
experts at the first ever AAF-CB Ad Lab. Attendees
will have an opportunity to receive consulting
services from an array of AAF-CB members in

15 minute sessions from 8:30 am to 3:30 pm

on a first come, first served basis in addition to

a keynote lunch hosted by Visit Corpus Christi.

JAN. 9, 2026
8:30 AM -3:30 PM
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Exhibit 17: Social Media Advertisements

Meta Verified can help your business
Sign up for a verified badge and build credibility with new customers.

Sign up now

Performance © Lifctime 1w

Landing Page Views © 432 Cost per Landing Page View © $0.63

Views 0 22,510 Reach 0 14,750
Activity

Post engagements
566

Link clicks

533

Landing page views
432

Post reactions

B

See all v

Audience

This ad reached 14,750 Accounts Center accounts in your audience.

People Placements Locations

50.6% Women 4
20%

s X1 18-24 2534 3544 4558 55

&4 65+

Audience details
Only the person who created this ad can see audience details.

Details

Status

@ Completed
Goal

» Get more website visitors
Daily budget

0 $40.00

° Duration

10 days

Seeall v

Preview

Stop wasting money on bad marketing. Talk to a local
expert instead. If you don't have a clear marketing
strategy for 2026, you're likely leaving money on the
table. Skip the generic webinars and get direct access to
the source at Ad Lab at January Sth, 2026. Your ticket...

Book now




Exhibit 18: Event Recap

American Advertising Federation -
Coastal Bend

Posted by Instagram
Jan12-Q

Shoutout to everyone who attended our first ever Ad
Lab! <2 @ The day was full of impactful 1:1
consultations and actionable solutions. a big thank
you to all of our AAF-CB members who volunteered
their time to serve as the experts in their fields, and
to @visitcorpuschristi, our Ad Lab sponsor. Until
next time!

18A: Thank You Social Media Post

18B: AAF-CB Participating Member Thank You Note
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