
  

Public Service 

With fewer than 350 dues-paying members, AAF Buffalo continues to be one of the smallest Division II AAF chapters. 

Considering our size, it would be easy to dedicate our efforts solely to meeting the needs of our members while trying to 

remain fiscally sustainable. Instead, we strive to be a valuable resource to our community, knowing that our community 

will notice and appreciate our impact and help with the finances where necessary.  

Today, AAF Buffalo’s Public Service program focuses on leveraging the talents and resources of our student, professional 

and corporate members to support and engage other students, not-for-profit organizations, and diverse populations within 

the eight counties of Western New York. 

In 2019-20, the club focused on Public Service efforts made through the following programs: 

● Big Tip-Off Event 

● Buffalo Prep Partnership 

● Brand Hack Public Service  

● Jingle Bowl for Charity Event 

● Don Nichols Scholarship Competition 

● Portfolio Seminar and Scholarship 

Big Tip-Off Event 

Details/Strategy: 

Everything starts with our annual Big Tip-Off. The event kicks off our club year and brings together our 

marketing community to raise money for our annual giving efforts. The event features a three-hour open bar 

tended by local advertising celebrities and bigwigs who compete to earn the most tips. At the end of the night, tips 

are tallied up, and all profits from event attendance and tipping goes straight to the club's scholarship fund to 

support local marketing and design students. Due to records in attendance and tips gathered, the 2019 Big Tip-Off 

allowed AAF Buffalo to give back to the community in a way we’ve never done before. 

Goals:  



● Raise enough money to support our annual scholarship initiatives totaling $4,200 

Target Audience 

More than most of our events, this one is fun for people both in and outside of the marketing community. Our 

social team heavily targets our marketing community and all of the major agencies in the area to attend. 

Execution/Tactics 

● We recruited seven “celebrity” bartenders to represent their respective local agencies.  

● We asked each bartender to create a promo/teaser video to be shared on social media.  

● We also pushed the event heavily through email and social media channels. 

● We added an element of competition by creating a scoreboard so that agencies knew where their 

representative bartenders ranked. 

Media/Materials Used 

Media and materials used include social media promotion (exhibit 1.1), email promotion (exhibit 1.2), and teaser 

videos to promote the event and bartenders participating (exhibit 1.3) and social media post and blog post 

recapping the event and how much was raised (exhibit 1.4). 

Results Attained 

The event was attended by a record 205 people and we raised $5,320 towards the scholarship fund, exceeding our 

goal by 25%. A trophy was unveiled this year which will continue to be handed down to the agency that raised the 

most funds.  

Buffalo Prep Partnership 

Details/Strategy: 

For the fourth year in a row, the success of the Big Tip-Off allowed us to continue a scholarship program that 

promotes diversity within our local industry. 

In Western New York, minorities represent just 7% of the advertising workforce. To address this gap, AAF 

Buffalo continues to develop our partnership with Buffalo Prep, a local educational enrichment program 



supporting more than 500 disadvantaged students and their families. The program includes an engagement event 

between these students and the local industry, as well as a scholarship fund for those pursuing a degree—and 

ultimately a career—in marketing and advertising. 

In 2019-20, AAF Buffalo was proud to present the second annual Future Marketer Scholarship to Pablo Guzman, 

a current Senior at Nichols High School at the time who is now attending Pace University. Guzman will receive 

$500 per year for the next four years for a total scholarship of $2,000. 

Goals: 

● Expose Buffalo Prep students to the advertising industry. 

● Attract underrepresented middle and high school students to consider advertising as a career. 

● Bring greater focus and attention to diversity within our industry and within our membership. 

Target Audience 

This partnership focuses on reaching middle school and high school students enrolled in the Buffalo Prep 

program. These students, largely based in the City of Buffalo, come from diverse backgrounds. 

Execution/Tactics 

● Student Engagement Day – On September 28, 2019, AAF Buffalo hosted its fall agency tour. 

Nearly 25 college students joined us as we strolled up Main Street visiting some of the top advertising 

agencies in the heart of downtown Buffalo. Students learned about how agency departments work together to 

create high-impact campaigns, agency processes, and they picked the brains of some of Buffalo’s top talent. 

The tour involved five diverse agencies and amazing participation from the students and tour guides at each. 

(exhibit 2.1) 

● Future Marketers Scholarship – On May 4, 2019, former AAF Buffalo president Scott Bartels was 

again invited to Buffalo Prep’s annual gala to award our inaugural Future Marketers Scholarship. Attended by 

250+ influential business leaders, this gala appearance brought incredible exposure to our organization and 

public service efforts (exhibit 2.2). 



Media/materials used 

A post-event blog post was written and posted to the AAF Buffalo blog (exhibit 2.3).  

Results Attained  

This grassroots partnership continues to grow each year with the hope of seeing eventual movement in 

workforce demographics. We are pleased with the reception from Buffalo Prep, their students, and our 

industry. Five agencies volunteered hours of their staff’s time to host Buffalo Prep students for Engagement 

Day and dozens have contributed to our annual Scholarship Fund, which will allow us to continue to support 

the aspirations of future marketers for years to come.  

Brand Hack Public Service Competition  

Details/Strategy: 

Our Brand Hack event is a creative take on hackathons commonly seen in the technology and programming 

fields. Launched in 2015, Brand Hack tasks teams of advertising students to develop and pitch a hypothetical 

brand campaign for a local non-profit in fewer than five hours. This event is a win-win for all: students gain 

valuable experience under the tutelage of industry pros; a local non-profit organization receives a marketing 

boost at no cost; and our club can support our commitment to giving back to our community. The competition 

was previously incentivized by only trophies and minimalistic gift cards to a local coffee shop. This year, the 

committee reallocated scholarship funds by altering the large amount we were giving to another competition 

in order to incentive the winning team with a $500 grand prize. This resulted in the competition being maxed 

out at 25 students and the highest quality work produced in its four years of existence.  

Goals: 

● Engage local non-profits in the creative talents of our industry. 

● Provide local students with hands-on, team-based learning experiences. 

● Donate a logo concept, icon set, and marketing collateral to one local non-profit organization. 

Target Audience 



Our audience was two-fold. We wanted local non-profits to have a better understanding of the pro-bono work 

many of our agencies can and do offer, and we wanted to provide local students with hands-on experience under 

the guidance of a professional mentor. 

Execution/Tactics 

● In November 2019, AAF Buffalo issued a “Call for WNY Non-Profits” through our social media 

channels. Following an application and review process involving several worthy organizations, the Board 

selected. Family promise of Western New York is an emergency shelter for homeless families. They help 

families experiencing homeless stay together during tough times. 

● The event was held on February 8, 2020 at Daemen College. 

Media/Materials Used 

Media and materials used include a Call for Non-Profits social promotion (exhibit 3.1), a Call for Non-Profits 

application (exhibit 3.2), a promotion email to our distribution list (exhibit 3.3), social posts promoting the event 

(exhibit 3.4), and a recap blog post featuring the winning work (exhibit 3.5). 

Results Attained  

The real result cannot be measured in numbers or dollar amounts. The event’s greatest reward was the elation that 

Family Promise of WNY had with the winning campaign materials. It will be gratifying for the non-profit and the 

local students involved in the campaign to see the assets out in the community. The event successfully engaged 25 

students from three local colleges and universities, and the winning team went home with cold hard cash. 

Jingle Bowl for Charity Event 

Details/Strategy: 

For the fifth consecutive year, AAF Buffalo hosted our annual Jingle Bowl for Charity Event to help provide 

meals to children and families in need during the holiday season. The annual bowling tournament brings together 

our members for the holidays. As part of their admission into the event, members are asked to bring in 

non-perishable food items to donate to the Food Bank of Western New York. The event has been a resounding 



success over the years. 

Goals: 

● Increased amount of food donated from 496 pounds in 2018. 

Target Audience 

Our target audience goal was to draw our professional and student members to the event and for them to donate as 

many non-perishable items as possible, while coming together for the holidays and celebrate the community 

among agencies and our members.  

Execution/Tactics 

We executed a multi-faceted member communication campaign, including email and social media.  

Media/Materials Used 

Media and materials used include social media posts promoting the event (exhibit 4.1) and a blog post recapping 

the event and its donations (exhibit 4.2). 

Results Attained 

Once you do something well four times in a row, word gets around. Our fifth Jingle Bowl sold out in an hour, and 

drew a record 66 attendees, we obained our goal with a total of 531 lbs. Overall, we were pleased with an 

incredible showing from our members, a same day sellout, a considerable donation to a local food bank, and the 

prospect that this event will continue to grow and act as a platform for community building. 

Don Nichols Scholarship Competition 

Details/Strategy: 

The Don Nichols Scholarship Competition, now in its 20th year, awards scholarship funds to promising 

communications students to give them financial help to continue their education. Each year, we present students 

with a thought-provoking theme that they bring to life in any medium they choose. Entries could include anything 

ranging from a poem or video to a painted brick or nicely designed poster. 

Goals: 



● Meet or exceed student submissions to the Don Nichols competition in 2018. 

● Provide three winning students with a total of $1,800 in financial support of their education. 

Target Audience 

The competition is open to Western New York undergraduates in design, writing, communications, illustration, 

photography, or fine arts. Entries are then judged by local creative professionals. 

Execution/Tactics 

To reach students at local colleges and universities, a Call for Entries flyer was delivered to professors and 

department heads. This year, we drummed up early excitement by revealing the theme during Ad Week in 

October. We also promoted the event on our social media channels and in our newsletter. 

Media/Materials Used 

Media and materials used include event promotion through email (exhibit 5.1), event promotion on social media 

(exhibits 5.2), and a blog post recapping the event, the winners, and their work (exhibit 5.3). 

Results Attained 

With more submissions than the previous two years, we had a great turnout. Entries were accepted from 

undergraduate students attending many different local colleges and universities. Three students from Villa Maria 

College took home $1,800 in scholarships. 

Portfolio Seminar/Review and Scholarship 

Details/Strategy: 

Each year, AAF Buffalo gathers professional creatives to run a day-long seminar that teaches design students 

exactly what they need to do to build a portfolio that will stand out amongst a sea of candidates and land them a 

job in the advertising industry. Once students learn what it takes to pull together a stellar portfolio, we bring 

together students with dozens of industry professionals to review their portfolios later in the academic year. 

During this follow-up event, students get a chance to hear straight from the pros what they can do to improve their 

work. The three junior-year students with the best portfolios at this event win scholarships from the club. 



Goals: 

● Meet or exceed attendance from 2018. 

● Award $1,500 in scholarships to three students. 

Target audience 

The event is open to student members of AAF Buffalo only. 

Execution/tactics 

● Portfolio Seminar – In November 2018, local undergraduates heard portfolio prep tips from a panel of 

three industry professionals. Students learn how to showcase their best work and how to present that work 

during the interview process. 

● Portfolio Scholarship – On April 13, 2019, students gathered from five local colleges and universities to 

put their portfolios in front of industry professionals. Students are given the opportunity to talk through 

their portfolio and consult with successful local creative experts on how to improve their work. The three 

junior-year students with the best portfolios at the event win scholarships from our club, totalling $1,500. 

● Portfolio Seminar – In October 2019, a new class of students heard from our panel on how again to 

improve their portfolio in anticipation of the 2020 Portfolio Scholarship. 

Media/Materials Used 

Media and materials used include targeting department heads at all of our local colleges and universities. 

Materials also include event promotion via email (exhibit 6.1), promotion on social media (exhibit 6.2), and a blog 

post that recapped the scholarship event for those unable to attend (exhibit 6.3). 

Results Attained 

Between the Review and Seminar, 50 students participated from seven different colleges and universities. Three 

students from two different colleges received $1,500 towards their education. 

 

 



Exhibits 

Exhibit 1.1: Big Tip-Off – Social Promotion  

 

 

  



Exhibit 1.2: Big Tip-Off – Email Promotion 

  



Exhibit 1.3: Big Tip-Off Exhibit 1.3 - Event Promotional Videos – Teaser 

 

 
 

  



Exhibit 1.4: Event Recap Social Media and Blog Post 

 



 



Exhibit 2.1: Buffalo Prep Student Engagement Day 

 

 
 



Exhibit 2.2: Buffalo Prep – Future Marketer Scholarship Award Presentation 

 
 
 
  



Exhibit 2.3: Buffalo Prep – Student Agency Tour Blog Post 

 



 

Exhibit 3.1: Brand Hack – Call for Non-Profits Social Promotion 

 

 

 

 



 

Exhibit 3.2: Brand Hack – Call for Non-Profits Application 

 

 

 

 



 

Exhibit 3.3: Brand Hack – Email Promotion 

 

  



Exhibit 3.4: Brand Hack – Social Promotion 

 

  



Exhibit 3.5: Brand Hack – Recap Blog Post 

 

 
 
 
 
 
 
 
 



Exhibit 4.1: Jingle Bowl for Charity Event – Social Promotion 

 
 

 

 



Exhibit 4.2: Jingle Bowl for Charity Event – Recap Blog Post 

 

 

 

 

 

 



Exhibit 5.1: Don Nichols Scholarship Competition – Social Promotion 

 

 

 

 

 

 



Exhibit 5.2: Don Nichols Scholarship Competition – Email Promotion 

 

 

 

 

 

 

 

 



Exhibit 5.3: Don Nichols Scholarship Competition – Recap Blog Post  

 



 

Exhibit 6.1: Portfolio Seminar and Scholarship – Social Promotion 

 



 

 
 
 
 
 
 
 
 
 
 
 
 



Exhibit 6.2: Portfolio Seminar and Scholarship – Email Promotion 
 

 
 
 
 
 
 



Exhibit 6.3: Portfolio Scholarship – Recap Blog Post 
 

 
 


