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AAF Tuscaloosa // Club Operations 2021-2022 

Introduction 

As we began to plan for the upcoming year, we realized we needed a “spark” to reignite the club as a 

whole. We faced some of the same challenges other clubs did in the previous year with reduced 

membership, Zoom fatigue and general apathy; however, we had some high notes to celebrate and build 

from including our award-winning “Masks for Tuscaloosa” public service campaign and wins for club 

achievement at the district and national level. We thought we could use those highs to provide the “spark” 

needed to reengage inactive members and give those who already were special recognition as an extra 

push to continue to create and succeed. 

We began our strategic planning in May, with the first program on the horizon being our annual State of 

the Club meeting. We decided to give the annual meeting a facelift and changed it from a general lunch 

meeting to a social—and as we learned of our victories for Chapter of the Year—we also included a 

celebration. We invited past club presidents to come back and share in the win and mingle with the new 

and prospective members. We hosted a variety of icebreaker games and gave away fabulous prizes to 

those who participated. 

Our “Spark” theme was formally introduced during the board planning session in June. The AAFT board 

of directors was asked to consider how to “spark” our membership in each facet of our leadership, 

programming, and ways we communicate so that we could add a little sparkle to everything. With that in 

mind, we set the following goals: 

1.) Make People Feel Special 

2.) Go For It 

3.) Continue our Focus on Service 

4.) Continue Doing What Works 

5.) Be a Good Partner 

6.) Refocus on Succession Plans / Identifying Leadership 
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1.) Make People Feel Special: When people feel appreciated and know they matter, they are more 

likely to participate in a more meaningful way.  

2.) Go For It: This is not the year to put things on hold or plan based on “wait and see.” Let’s make 

big moves and do big things. If we have to adjust along the way, so be it.  

3.) Continue Our Focus on Service: Service projects are a way for each member to feel like they 

have the chance to make the community better by offering creative outlets for group service from 

home. It has also been a great teambuilding exercise within our club.  

4.) Continue Doing What Works: Since change = stress for most, continue using techniques and 

platforms implemented in previous years for board director success, membership engagement and 

club growth with minimal adjustments.  

5.) Utilize Partnerships: As clubs and organizations across the board are struggling with 

engagement, finding exciting topics and speakers and general burnout, we wanted to use our 

partnerships with other local organizations to the benefit of all involved. 
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Exhibits: Introduction 

Exhibit 1 // AAFT Board Retreat & Board Binder Cover 

          

Make People Feel Special 

Details: We began this effort last year by personalizing and thanking people while they are still top of 

mind. When entries into the American Advertising Awards dropped last year, we personally delivered 

swag bags prior to our virtual event thanking those that did enter. Entries went up this year, with more 

entries from the agencies and departments who received the gifts.  

We continued that this year with our club’s special awards, correspondence for the Joel A. Mask golf 

tournament, and correspondence with our educators. 

Strategies and Results: 

● AAFT Special Awards: So that our Ad Person of the Year, Silver Medal, Dan Kilgo and AAFT Hall 

of Fame recipients did not feel like it was a one-night-only award, we used these award descriptors as 

we announced each of them at meetings and programs throughout the year, along with our typical 
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announcements on social media. Having done this last year, there seemed to be extra effort on some 

board members, and this year we had a tie for Ad Person of the Year for the first time. 

● Joel A. Mask Golf Tournament: Due to COVID-19, when we hosted the tournament this year, it 

was the third time it had been rescheduled. We knew some of the teams were a bit frustrated but 

turned out for us nonetheless. Also, because of hesitation to move forward again, sponsorship and 

team sales started later than usual. We were asking people to support us at a time when their resources 

and staff members were sparse…at a time when we may have seemed a little unorganized with the 

shuffling of dates and asking late in the game. We wrote personal, hand-written thank-you notes to 

every team captain and sponsor letting them know their participation was essential to us being able to 

finally endow the Betty Heard scholarship. (The scholarship was created in 2002 in honor of longtime 

member and former President Betty Heard who passed in 2001.) Our members also volunteered at the 

tournament, serving as hosts and beverage cart runners. Throughout the tournament our team was 

service- and thank-you minded. We will know next year that if participation increases, our efforts 

worked. 

● Correspondence with Educators: Typically, our general membership correspondence is all the 

communication our educators receive. This year, we made it a point to show them special care and 

help them focus on what was beneficial to them and their students. Emails were sent to this group 

specifically notifying them of scholarship opportunities, professional awards deadlines, American 

Advertising Awards entry schedule and a follow-up personalized thank-you email to each professor 

that entered student work into the competition. Our President also spoke to the University of Alabama 

Student Ad Fed about AAF and invited them to partner with us on our public service project. Our 

goal was to have more participation among the UA educators, but also entice professors at 

Mississippi State University and The University of West Alabama to become members.  

We also had a scholarship winner from the University of Alabama for the Alabama Advertising 

Education Fund’s Bruce Roche scholarship because of one of our educators following up with 

students about submitting. 
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Exhibits: Make People Feel Special 

Exhibit 2 // Special Awards Recognition on Social Media 

   

Exhibit 3 // Joel A. Mask Thank-You Letter 
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Exhibit 4 // Educator Email  

 

Go For It 

Details: Since the world turned upside down in March 2020, there has been a lot of hesitation in terms of 

planning. What if this happens? What if we must cancel? We don’t know what our COVID situation will 

be then… We had to stop thinking that way and go forward making plans as if everything would work 

perfectly but also have a “Plan B” should we need it. We were no longer going to just hit the pause button 

and schedule underwhelming meetings and events because we were scared to plan BIG.  

Strategies and Results: All of our meetings were scheduled to be in-person; however, upon scheduling 

with the venue we held to the contingency should there be a spike in COVID cases, or we didn’t meet the 

minimum, we had the option to move to virtual a week out. We did not want to “wait and see” what 

happened any given month. There were times we did move to Zoom, and that was not problematic. 

As already mentioned, our golf tournament had been cancelled/rescheduled multiple times. We decided 

we had to host the fundraiser if at all possible, so we moved forward as if it was 100% going to 

happen…and it finally did! 

For years we have talked about endowing our Betty Heard scholarship at the University of Alabama. 

Because it is a multi-year commitment to reach our investment level, our club has hesitated to move 

forward. We had a very unique “situation (as we call it)” happen last year that brought a substantial, 

unexpected sum into our organization from a previous member. Even after setting some of that funding 



AAF Tuscaloosa Club Operations 2021-22//  
 

7 

aside to support ongoing club operations, such as ordering American Advertising Awards trophies, there 

was still a large amount remaining. That, along with our proceeds from the golf tournament, made this 

year the perfect year to go for it and move to endow the scholarship—so we did. Because we were able to 

contribute $18,245.96 of the $25K commitment this year, the donation amount over the next four years 

will be more manageable.  

There was also a fear of scheduling our American Advertising Awards gala in person this year due to the 

possibility of losing deposits from venue and catering vendors. We decided the reward in terms of 

participation and sales outweighed the risk financially, so we moved ahead. We had almost 100 people 

attend this year, the most we’ve had in recent years.  

Exhibits: Go For It 

Exhibit 5 // In-Person Meetings (clockwise: November general mtg, October general mtg, December 

Holiday social) 
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Exhibit 6 // Betty Heard Scholarship Endowment  

 

Continue Our Focus on Service  

We saw tremendous success last year with membership engagement through public service. These 

volunteer experiences have allowed teams that do not typically work with each other to meet and create 

for the good of our community.  

Strategies and Results: We continued to work with Canine Compassion Pet Care (continuation from last 

year) through the Grand Opening of the new facility on July 24th, 2021. A team of six worked to increase 

awareness of the unique nonprofit and promote the Grand Opening. Leading up to the event, AAF board 

members met with CPC founders and the vet to create a plan to help them expand awareness of the new 

veterinary clinic that supports the Canine Compassion Fund. Members worked on CPC website content 

and redesign; established social media pages on Facebook and Instagram; designed graphics and wrote 
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captions to promote the facility and grand opening date; scheduled a photo shoot to highlight the facility 

and for images for the campaign; shot/edited a :30 PSA for TV that ran on WVUA23; wrote/edited :30 

PSA that ran on radio stations across West Alabama; designed billboards and negotiated an in-kind 

agreement; created/executed a digital ad campaign; and ordered promotional products for the grand 

opening that included poopie bag holders and magnets. Three AAFT members volunteered at the Grand 

Opening event, took pictures, and posted to social media.  

During our board retreat, we voted to move forward with a public service idea we’ve had for a while 

(going back to the “Go for it” goal) to have nonprofits be able to request help on small projects/needs. 

The idea is that instead of focusing on one big service project each year, we serve many organizations by 

helping on a project-by-project basis through what we’ve termed “Brand Aid.” We are working with the 

University of Alabama’s student Ad Fed to launch the initiative and have identified the first round of 

organizations we will help. We are still experimenting with how this is going to be best-implemented and 

how to present the needs and acquire talent for our member bases, but the project is at least officially in 

the works! 

Exhibits: Focus on Service  

Exhibit 7 // Canine Pet Care Deliverables 
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Commerical: https://www.facebook.com/102361061822064/videos/1134676747028105  

 

https://www.facebook.com/102361061822064/videos/1134676747028105
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Exhibit 8 // Brand Aid logo and slides from University of Alabama presentation 
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Continue Doing What Works 

Over the past couple of years, we’ve had many of our seasoned board members roll off, those being 

groomed for leadership move away, and various other factors that have led to a fairly new set of board 

members. Because of this, there was more importance placed on continuing with process and platforms 

that have proven successful than making big changes and improvements.  

Strategies and Results:  

A large portion of our club and board works for The University of Alabama and uses Basecamp in their 

day-to-day operations. For the other remaining members, they’ve spent the last two years adapting to the 

tool. Each year, the buy-in to use the program grows. Club members are creating their own folders and 

starting their own “campfires” without being prompted. With the growing level of comfortability, we kept 

the system in place. 

We also voted to keep the schedule the same unless we need to invoke a “Plan B” for board and general 

meeting dates. In previous years, we’ve changed up days to allow people who may not be able to attend a 

certain day of the week a chance to attend, but that gets hard to manage. To make the AAFT experience 

stress-free and simple for the majority of our members, we opted to go with a non-rotating schedule. 

Our club has a tradition of strong board involvement and leadership and after a year of virtual, we were 

happy to be back in person for a half-day board retreat and planning session for goals and leadership 

succession. We also planned our budget and went over individual offer roles and goals. Since then, we’ve 

seen an unusual uptick in resignations for varying reasons this year, but because we’ve had a “step-up,” 

two-year terms roles with co-leadership roles, we were able to finish the year mostly unscathed.  

Exhibits: Continue Doing What Works  

Exhibit 9 // Basecamp, Budget 
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Utilize Partnerships 

Details: As clubs and organizations across the board are struggling with engagement, finding exciting 

topics and speakers, and general burnout, we wanted to use our partnerships with other local 

organizations to the benefit of all involved.  

Strategies and Results: We have a lot of membership overlap with PRCA in our market, and while this 

typically leads to us being competitive, in this climate we’ve tried to be more collaborative so that we 

both maximize our resources, save on unnecessary costs, and keep our officers from becoming burned 

out. As we reacclimate everyone to coming back to in-person events, it is also encouraging for people to 

see a room full of excited audience members rather than a sparsely populated room of guests. 

We partnered for our November general meeting, which ended up having the highest turnout of the year. 

Our April meeting is also scheduled to be co-hosted. 

Most exciting to announce is that we are working together on a big project next month that resembles 

similar workshops in larger cities where a variety of entities partner to provide communications 

workshops and tools in a one-day format. AAFT, PRCA and the West Alabama Chamber of Commerce 

will present “WelCOMM, Y’all” for what is hopefully a long, successful, and ever-growing series that no 

one of us could have done alone. 

Exhibits: Continue Doing What Works  

Exhibit 10 // WelCOMM, Y’all! 
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Conclusion 

Time will tell if we were successful in igniting the “spark” that will advance us in the coming years. 

We’ve put in place practices and initiatives that have proven successful and allow for them to continue to 

be effective, evolve, and expand. Because of some unexpected board losses, we will face challenges in the 

following year and need to set a goal to rebuild our line of succession that has been important to our 

club’s achievements to date. 

 


