AAF Dallas Public Service

“If your actions inspire others to dream more,
learn more, do more and become more,
you are a leader.”
- John Quincy Adams
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About AAF Dallas: The Dallas chapter of the American Advertising Federation is the oldest civic professional

organization in Dallas. We are celebrating our 112th year
anniversary in 2020. We are the only association in

Dallas which represents all facets of the advertising industry. AAF Dallas and Ad 2 Dallas membership is comprised
of almost 2,000 career-minded professionals interested in supporting the Dallas community.
Our Mission: Provide thoughtful leadership by discussing the latest trends in technology, creativity & marketing; Protect &
promote advertising within all levels of government; Honor advertising excellence; Support & grow future industry leaders
via our educational Foundation; Promote diversity in advertising.

Public Service Focus: Much like many organizations, AAF Dallas understands how valuable our volunteers are. Success
within an organization like AAF is just not possible without them. We also understand that many of our members have
times when they get lost in their day-to-day routine in which it can be difficult to squeeze in time to give back to their
community. The goal for AAF Dallas’ Public Service team this year was to bring fun, excitement and most importantly,
ease to the volunteer opportunities within our organization. This year, we worked on establishing two major pillars within
our organization to help achieve that goal.

Execution: Pillar 1 - Ad 2 Dallas Non-Profit Fundraiser

AAF Dallas’ under-32 sister chapter, Ad 2 Dallas, is an award-winning chapter across all categories. Their award-winning
Public Service team functions as a mock advertising agency (Element Ad 2) dedicated to giving back and making a
difference in the Dallas community. Every year, Element Ad 2, partners with one deserving nonprofit organization to
produce and execute a fully-integrated advertising campaign – for free!
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This year, the Element Ad 2 team selected Hunger Busters as their non-profit focus. According to their website, “Hunger
Busters is a Dallas-based charity focused on feeding kids and fueling futures by providing a much-needed third meal of
the day to food-insecure children in Dallas Independent School District through its signature ‘Feed the Need’ after school
program. In 2017, Hunger Busters will provide 350,000 meals to 11 DISD schools and 6 after school programs.”

The AAF Dallas Public Service team wanted to contribute to the cause by hosting a fundraising event that would share
proceeds with Hunger Busters. We had three basic goals we wanted to achieve for this event:
1. Create a fundraising event outside of the standard “mix-and-mingle” happy hour to get attendees excited about
donating and participating.
2. Create an event with different opportunities to raise funds (entrance, bar, competition fees, etc.).
3. Create partnerships that could help us establish this event as an annual fundraiser benefiting future nonprofits
selected by the Element Ad 2 team.

The first task was determining our target audience and coming up with an ideal theme for the event. Our target audience
was all advertising and marketing professionals at all levels who were interested in giving back and networking with
like-minded professionals. This fundraiser was held right before many agencies and companies closed shop for the holiday
break. Our Executive Director, Allison Farris McCaslin, approached the committee with the idea of hosting a gingerbread
contest mixer. (ex. #1a) The idea would be to encourage teams of up to three people to sign up for a gingerbread
decorating contest at an accessible fee. For additional revenue opportunities, we would charge a small entrance fee of $5
to both members and non-members which would give each attendee access to the event, one complimentary cocktail
sponsored by the venue, and a ticket to cast one vote for their favorite gingerbread house. Attendees would be allowed to
purchase additional tickets if they pleased. (ex. #1b). By utilizing past relationships, the committee was able to find a
location that would not only provide a dedicated space for our event, but it
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would also donate the first drink to each attendee. With event details and location in line, we set out to establish our
communication strategy to promote the event.

Media/materials used

Like many of our events, the best way to encourage attendance without a media budget is by executing an email campaign
to all current members as well as taking advantage of our social media following. Keeping the light-hearted theme of the
event, we wanted to create graphics that not only gave off a “happy hour” feel but, was also clear that this event would
embrace the holiday season with a gingerbread building contest. Once the creative brief was shared (ex. 2a) , our MarCom
partners at Moroch quickly got to work and provided a fun design approach that communicated the expectations of the
event while staying on brand. (ex. #3a).
The creative went live three weeks prior to the event. Our social media team created a Facebook event as well as various
social posts across all our major pages (Facebook, Instagram and LinkedIn). (ex. #4a).  Organically, our post reached
8,242 daily impressions resulting in 411,771 total impressions throughout the length of the two-week promotion period.
The Facebook event itself would reach 80 going/interested responses. We also had two emails about the event go to
approximately 3,500 emails in our database with details on how they could participate in the event.

Day of event
As the day of the event approached, we thought through the logistics of how the teams would create the houses. For sake
of time and efficiency, we decided to dedicate part of our hard costs to providing pre-built gingerbread houses as well as
basic decorating tools, candies, and frostings to level out the contest. We did, however, advise each team they would be
allowed to bring their own additional materials to take their houses to the next level if they pleased. With a total of four
teams entered into the competition, the restaurant/bar was able to provide a designated area for us to comfortably set up
each building station. (ex.  # 5a) The contestants were given one hour to decorate their houses. While the decorating was
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happening, attendees were able to network with other members and non-members as well as observe how the contestant’s
houses were coming together.

As the competition came to an end, all attendees were allowed to observe the houses to cast their votes. Before
announcing the winner, a representative from Hunger Busters shared some background on the work done by their
organization. This allowed our attendees and supporters to really understand how their contribution for this event directly
impacts the children in the Dallas area and our community as a whole.  (ex. #6a)
Results Attained /Learnings

This event allowed us the opportunity to observe what changes we do/don’t need to make to convert this type of event into
an annual fundraiser. A major learning was timing. Our event was held in mid-December which would end up battling
with many company holiday parties. Although attendance was lower than we anticipated, we were still able to raise about
$330 in net profit which will provide 260 meals to children in the Dallas-area. We plan to host the event earlier in the
holiday season next year to avoid scheduling conflicts.

We did, however, establish a great foundation in terms of process and location. The restaurant turned out to be a great
partner for the event and relationships were formed to continue the event at the same location. The decorating setup also
provided for a structured and fair contest. We plan on creating rules in written format to make sure all contestants are
aware of what they can and can’t accomplish. The AAF Public Service team is looking forward to continuing this event
for years to come! (ex. #6a)

Execution: P
 ILLAR 2 - THE KEYNOTE COLLECTIVE

The Dallas area is not short of elite talent bursting with success stories from a range of backgrounds. With more than 20
Fortune 500 companies in the Dallas area alone, the potential of top professionals sharing their experiences that could
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impact our local youth for the better is outstanding. The Public Service team wanted to find a way to tap into this resource
and make it easier for our local community organizers to find these impactful professionals and their stories. At this time,
the Public Service team is in the planning phase of this resource.

The Keynote Collective is a volunteer program being created by our Public Service team to bridge together local
professional speakers to the Dallas community. The program will provide local educational organizers a list of marketing
and advertising professionals that have signed up to volunteer as speakers for events like school career days, office tours
and motivational conferences for students K-12. The program will have three main goals we wish to achieve:
●

Provide an additional source of local volunteer opportunities within the marketing and advertising community

●

Provide local educational organizers a credible list of willing speakers and hosts for their career building
programs

●

Establish AAF Dallas as a true partner and advocate for the Dallas community

With these goals in mind, we pulled a committee together to assess how we would bring this program to life.

We assessed that the program information and sign-up would live best on the AAF Dallas website. We will collaborate
with our MarCom team to help us build a landing page where interested professionals could access details as well as a
sign-up form. We will build a social and email campaign to bring awareness to the need of volunteers/speakers to help
build our list. For now, the program will be open to current members and non-member. Our goal is to have 20 - 30
speakers and companies signed up before sharing the program with the public.

Our roll-out strategy for this project will continue to be very grassroots in terms of promotion. We plan on sharing a social
campaign, and press release to the community as well as directly contacting the community organizers and school
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administrators to advise them that this resource is now available. We will guide them to the same landing page as
mentioned above where they can request access to the list.

This program is in the early stages of development as we think through the logistics of information distribution. We are
confident this will not only help provide our members with a fulfilling volunteer opportunity but also help the children in
our community realize their future potential in a career in marketing/advertising.

IN CLOSING...
This year continued to be a year of growth and learning for the Public Service team as we entered our second year of
being active. We are finding new ways to not only bring awareness to the needs of our community but continue to strive
to create easy and fun ways for our volunteers to want to stay involved. As we look to the future, we are confident the
work and relationships created this year will continue to fuel the growth of our volunteers and look forward to creating
new programs to encourage participation.
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Exhibit #: 1a – Planning Email
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Exhibit #: 2a – Creative Brief
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Exhibit #: 3a – Social Media Graphics
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Exhibit #: 4a – Social Media Event Page

Exhibit #: 5a - Setup

Exhibit #: 6a – Hunger Busters Speaking
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Exhibit #: 7a – Contest participants and houses
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Exhibit #: 1b - Planning
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Exhibit #: 2b – Creative Brief for name/branding
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