2021-2022 Club Achievement : Cornerstone Initiatives

Overview

“Journey to Inclusion” was the guiding principle established by the board and its executive committee for
2022/2023. With many of the board members returning to their roles for a second term, we were able to carry
out initiatives started in the previous year. These initiatives promoted advertising, education, diversity &

inclusion, and government outreach.

We established a Code of Conduct for all events. This Code enforces our committed to providing a safe, and
welcoming environment for everyone, regardless of gender, sexual orientation, ability, physical appearance,

age, race, or religion. (Exhibit A)

DIVERSITY & MULTICULTURALISM
This year AAF Austin continued its commitment to promoting and highlighting the importance and value
of diversity in our industry. We expanded our focus to include disability and accessibility issues. This

encompassed consideration of these issues in strategy, UX design, purchasing, and even venue consideration.

Inclusion Solutions : Coloring Outside the Margins

April 27,2022 | Virtual Event

Kyla M. Jones, Associate Director of RAPP Diversity Strategy Practice

Event Details: A first in a series from AAF Austin, member agency GSD&M partnered with sister company
RAPP (an Omnicom agency), to present a program designed to promote inclusion in strategy and thought
leadership. “Mobility Solutions” have become more prominent in the market but consumers with disabilities

argue there is still a huge gap in authentic market representation and equitable CX solutions. In commercial



efforts, brands almost always prioritize the experience of able-bodied consumers, while unconsciously
marginalizing the experience of persons with disabilities. This program featured three individuals who
participated in the study and recounted their experiences. Their stories were vulnerable, honest, and eye-
opening, making this an impactful presentation.

Target Audience: Advertising professionals from up-and-comers to seasoned veterans. Entry fees for AAF
members, inclusion activists, students, and young professionals were waived. All others were asked to make a
$10 donation directly to Special Olympics of Texas.

Method of Promotion: Social media, emails, AAF Austin site (Exhibit B)

Results: 171 registrants. This program was recorded and can be found on our YouTube channel. The event

included closed captioning as well as an ASL interpreter. (Exhibit C)

Diverse Vendor Showcase

December 6, 2022 | Virtual & In-Person Event

Event Details: Diverse-owned vendors are frustrated by their lack of relationships with ad agencies, who
they say often work with companies the agencies have an existing relationship with. This makes it harder

for diverse-owned vendors to win business. According to a new study by Omnicom’s GSD&M, nearly three-
quarters of diverse-owned vendors say this is the situation they regularly find themselves, with 46% of
respondents also reporting their company does not have enough relationships with agencies.

AAF Austin and local agency GSD&M partnered to host small and diverse vendor partners, agencies and
clients, encouraging introductions and interaction with the hope that agency and client contacts become more
aware of available diverse vendor partners for inclusion in future bids. We showcased and celebrated their
crafts, talents, creativity and work they produce. This three-day event was a mix of panels as well as 15-minute
virtual 1:1 meetings with potential partners. We were thrilled with the improved ratio of buyers to vendors.
Registrants have continued access to vendor reels. (Exhibit D)

Target Audience: Diverse Vendors, Austin AND National Advertising Community

Method of Promotion: Promoted through AAF Austin social channels and GSD&M and Omnicom internal
channels. Expanded reach by including The Omnicom Advertising Collective as a sponsor. (Exhibit E)
Results: Day 1: 68 virtual attendees. 68 in-person attendees. Days 2 & 3: 51 buyers registered. 58 vendors
registered. 81 meetings set. (Exhibit F)

We were thrilled with the ratio of vendors to buyers. The 1:1 format for the meetings provided a more robust



and worthwhile experience for all involved. We received positive feedback across the board. (Exhibit G)

The event received press from AdAge who attended the event in-person. (Exhibit H)

Inclusion Solutions : Rethinking User Personas for Inclusion

February 21, 2023 | Virtual Event

Cindy Brummer, CEO & Creative Director at Standard Beagle Studio

Event Details: Designers need a new framework for creating user personas —one which emphasizes behaviors
over demographics to be more inclusive and guard against biases. Brummer reviewed the common pitfalls of
typical personas and why they fall short. She then walked through a better framework for creating personas and
how designers can use this in their everyday work. Participants engaged in a lively Q&A session.

Target Audience: AAF Members & non-members, Ad 2 members & non-members, Advertising professionals
& students

Method of Promotion: Social media, emails, AAF Austin site (Exhibit 1)

Results: 81 registrants. (Exhibit J)

ADVERTISING EDUCATION
AAF Austin continues its commitment to support the next generation of advertising professionals by

encouraging our members to give back and help students in their journey towards careers in the industry.

How to Get a Job

November 9, 2022 | Virtual Event (Exhibit K)

Chip Peck, Associate Director Talent Acquisition RPA

Jocelyn S. Lai, Global Head of Talent Acquisition Duolingo

Matt Berndt, Senior Manger Job Seeker Experience Indeed

Event Details: AAF Austin hosted a webinar event with a panel of experienced recruitment and talent
attraction professionals who shared their tips and advice for college students considering careers in advertising
and related fields.

Target Audience: A free webinar for advertising students in the Austin / Central Texas vicinity



Method of Promotion: AAF Texas State social media outlets, emails

Results: 53 students from Texas State and University of Texas attended the initial webinar. The recording was
then shown to additional Texas State students increasing the viewership to 200+. (Exhibit L)

AD2 Mentorship Program

Ad 2 Austin, in conjunction with AAF Austin, hosts an annual program that pairs students with professionals in
the Austin area. The goal is to provide students with a mentor to guide them as they start their career as well as
provide supporting programs to drive additional value to students. Our team has a very close relationship with
Texas State so we utilized that relationship with their advertising club to reach students looking for mentorship.
In order to recruit mentors, we created a draft for our board members so that they could easily and directly
reach out to their network via LinkedIn

Target Audience: Advertising students

Method of Promotion: Social media, emails, AAF Austin site (Exhibit M)

Results: The program kicked off in January 2023.

PROFESSIONAL DEVELOPMENT

AAF Austin strives to have a component of professional development at the core of our program calendar. Over
the course of the year, we hosted several in-person events as well as free webinars with valuable professional
development content. In the spirit of inclusion, we were considerate in choosing venues that were accessible for
all in-person events. We also continued to offer virtual events knowing they can offer more flexibility when it
comes to accessibility. In addition to our AAF Austin events, the club also planned for Advent10n which will

be hosted in Austin from April 12 - 15, 2023. (Exhibit N)

Big Wigs

October 14, 2022 | In-Person Event

Event Details: Big Wigs is about paying homage to the talented professionals behind the scenes who aren’t
typically recognized for their hard work and achievements. (Exhibit O) The Big Wig’s committee took lead
from the board’s guiding principle for the year: “Journey to Inclusion”. For the event, the “journey” focused on

the career path for our members. The event was held at Wanderlust and featured a live band after the awards



ceremony. This was the first time AAF Austin offered NFTS as a digital award to supplement the physical
awards. This was an incredible innovation for the chapter. (Exhibit P) We received overwhelmingly positive
feedback from attendees.

Target Audience: AAF Austin members & vendors

Method of Promotion: Social media, emails, AAF Austin site (Exhibit Q)

Results: 207 tickets sold. Gross sales of $10,612 and a Net Profit of $6,700. (Exhibit R)

A New Era for TV Advertising

June 8, 2022 | In-Person Event

Lauren Fry, Chief Revenue Officer at Simulmedia

Alicia Scherr, Senior Manager of Brand Media at The Zebra

Dave Kersey, Chief Media Officer at GSD&M

Bonnie Rohan, Creative Director at Material

Event Details: AAF Austin gathered an all-star panel of media industry leaders to explore how streaming
platforms have changed TV creative, the rise of alternative ad measurements, how economic headwinds will
impact TV advertising, whether TikTok makes sense for brands, and much more. Lively conversation and
valuable insights on what’s new and what’s next for television advertising.

Target Audience: AAF Members & non-members, Ad 2 members & non-members, Advertising professionals
Method of Promotion: Social media, emails (Exhibit S)

Results: 36 tickets sold. (Exhibit T')

Navigating the Metaverse

February 27, 2023 | In-Person Event

Noor Naseer, VP of Media Innovations and Technology at Basis Technologies

Event Details: A new evolution of the web is impending, big tech platforms and global businesses are
investing billions to help define a new world, the Metaverse, that promises emerging capabilities beyond
current physical and digital experiences.

Target Audience: AAF Members & non-members, Ad 2 members & non-members, Advertising professionals
Method of Promotion: Social media, emails (Exhibit U)

Results: 60 registrants / 35 attendees (Exhibit V)



AAF Austin + UK AEG “Branding Arms” Take-Over at SXSW UK House

March 11, 2023 | In-Person Event

Event Details: “AAF Austin is dedicated to building community and collaboration between our members and
further. This event is an exciting opportunity for creatives in Austin to connect with a global network,” says
Cindy Brummer, AAF Austin Co-President.

Second-year board member and Big Wigs Chair Kat Thay, a British expat, has spearheaded a SXSW
collaboration with Brit House and UK Advertising Export Group (UK AEG), elevating AAF Austin to the
national stage. (Exhibit W) She coordinated with Steve Pacheco, President/CEO AAF, and Dawn Reeves, EVP
Member Services and Programs, at AAF National. They were excited to hear about this opportunity and have
been supportive of this effort. Pacheco promoted the event to AAF National Board Members and Corporate
Members who attended SXSW. We’re excited about the success of this inaugural event and hope to make it an
annual occurrence. (Exhibit X)

Target Audience: AAF & Ad 2 club members & non-members

Method of Promotion: Social media, emails (Exhibit Y)

Results: We’re excited about kicking off this inaugural event and hope to make it an annual occurrence. Thus
far, the connections established with UK AEG and AAF National have spotlighted AAF Austin on the national

and global stage.

GOVERNMENT RELATIONS

AAF Austin continues to foster relationships with Texas legislators to promote awareness and advocate for pro-
advertising legislation. Our newly relaunched website also includes a dedicated page that highlights how AAF
Austin actively works on behalf of our members to impact legislation that governs the advertising industry and

directly affects member livelihoods. (Exhibit 7)

Day at the Capitol
March 1, 2023 | Virtual Event
Event Details: This is the 3rd annual Day at the Capitol, this year including all of District 10. Stephanie Price,

the D10 Immediate Past Governor, led the D10 Government Relations team in expanding the AAF Austin



model into a district-wide Day at the Capitol.

The need for advocacy and our grassroots effort were on display more than ever this year with the proposal of
two privacy bills that are highly supported by the Texas Speaker of the House, Dade Phelan. HB4 focuses on

how companies collect and monetize personal data. HB18 gives parents more control over their children’s online
activity. Our Texas chapters worked closely with AAF National to distribute talking points to legislators. ( Exhibit
AA) AAF Austin, along with seven other Texas AAF chapters, signed a letter to legislators regarding HB4.

This event featured the AAF District 10 Government State Representatives providing an overview of how each
state legislature works and pertinent legislation under consideration. Clark Rector, EVP of Government Affairs for
AAF National, discussed important issues of taxation and privacy. GSD&M CEO Duff Stewart talked about how
agencies and brands must stay involved in issues affecting our communities and industry. D10 Executive Director
Kevin Dobbs generously reached out for district sponsorship to cover expenses for Texas Day at the Capitol.
Target Audience: Texas & District 10 membership of AAF and Ad 2 clubs

Method of Promotion: Social media, emails, AAF Austin site (Exhibit BB)

Results: Texas Day at the Capitol had 70 registered attendees from across Texas, Arkansas, Louisiana, and
Oklahoma. Members met with legislators or staffers from over a dozen offices. (Exhibit CC) AAF Austin

signed onto AAF National legislator letter which is a shining example of our grassroots mission. (Exhibit DD)

AMERICAN ADVERTISING AWARDS

February 17,2023 | In-Person Event (Exhibit EE)

Event Details: Austin thrives on creativity and AAF Austin absolutely loves recognizing and honoring that
creativity. A match this perfect deserves to be celebrated. Every year, we put our heart and soul into an awards
show that celebrates the creative pulse that keeps our local ad industry alive.

This year’s theme played off of the board’s guiding principle for the year: “Journey to Inclusion”. The
“journey” was the arrival to the elevated “Platinum Experience” that was the award show. Venue selection was
extremely important this year, as we wanted to elevate the experience without the hefty price tag. We landed
on the Bullock Texas History Museum. The Museum offered a nice balance of a theater with excellent show
capabilities as well as an elegant setting for a cocktail and social gathering, which reduced our need to spend

a lot for decor. We had multiple red carpet and picture opportunities for winners to celebrate their success and



share their excitement. Taking our lead from their popularity at this year’s Big Wigs, AAF Austin used NFTs as
a digital supplement to the physical awards. (Exhibit FF)
Our goal was to keep pricing affordable, particularly for students, while keeping it line with the rising costs
reflected by higher vendor and venue fees. We raised ticket prices by $5 over last year’s pricing:

Members $105 Non-Members $120 Student Members $55 Non-Student Members $60
In addition, to keep costs in line, we opted for an elegant array of hors d’oeuvres to eliminate the need for a
more expensive catered dinner. Instead of selling VIP tables, we created a VIP section within the theater for
the awards program, selling seats in the first 3 rows in blocks of 4 at a higher premium ($450-$500). We sold
the extra VIP seats in Rows 2 and 3 that did not fall within the 4-block framework for $115-$120 per seat. The
exact price was dependent on the exact location of the seat.
Target Audience: Advertising professionals & students in Austin & vicinity
Method of Promotion: Social media, emails, AAF Austin site (Exhibit GG)
Results: With a returning chair for the American Advertising Awards, better governance over expenses, and
leveraging in-kind sponsorships, we were able to improve profits vs. last year. While cash sponsorships and
professional and student entries were down, our members have an improved appetite for in-person events.
Attendance increased from 158 last year to 217 this year. In turn, tickets sales were the saving grace for our

profitability goals. (Exhibit HH)

Professional Entries : 280 Total Revenue from Professional Entries : $36,607.64
Student Entries : 52 Total Revenue from Student Entries : $3,115.00
Tickets Sold : 217 Total Revenue from Tickets (Net) : $29,019.48

Comments from attendees included: “Great venue, it was elegant and just the right size for our group”,

“Loved the free parking, so easy!”, “The sound was great, I could hear everything!” (Exhibit 1])

In all of our cornerstone initiatives, AAF Austin strives to find balance and serve our membership, and continue
our grassroots mission focused on the health of our industry. AAF Austin provides a mix of virtual and in-

person events to build and keep connections, foster a sense of community, and increase inclusivity.



Exhibit A Code of Conduct



Exhibit B Inclusion Solutions // Event Details & Promotion



Exhibit C Inclusion Solutions // Results



Exhibit D Diverse Partner Summit // Vendor Reels



Exhibit E Diverse Partner Summit // Promotion



Exhibit F Diverse Partner Summit // Virtual & In-Person Attendees



Exhibit G Diverse Partner Summit // Feedback Exhibit H Diverse Partner Summit // AdAge Article



Exhibit I Inclusion Solutions // Event Details & Promotion

Exhibit J Inclusion Solutions // Registrants



Exhibit K How to Get a Job // Event Details

Exhibit L. How to Get a Job // Attendees



Exhibit M Ad 2 Austin Mentorship Program



Exhibit N AAF Austin Hosted 14 Events

Planning for Advent10n in Austin (April 2023)



Exhibit O Big Wigs // Event Details Exhibit P Big Wigs // NFTs



Exhibit Q Big Wigs // Email & Social Promotion



Exhibit R Big Wigs // Tickets & Sponsors

Re: Addy stats coming this afternoon!

Jake Hay <jake@popshorts.com>

To: AAF Austin <info@austinadfed.com>;Helena Abbing <helena.abbing@gsdm.com>

Cc: Jessica Phillips <jphillips@clampitt.com>;Stacy Scarsella
<stacy@plaidponyproductions.com>;Anita Trapp <acabraltrapp@gmail.com>;Cindy Brummer
<cindybrummer@standardbeagle.com>

Hi All,

| have the following as it relates to who was in-kind vs paid and what size of ad they received.
Some in-kind sponsorships were worth considerably more than the ad size but I'm not sure
what those quotes would have been otherwise. Stacy or Jeanine might have more insight on
what our costs would have been without the in-kind.

$1500+ level
Full-page ads:
PopShorts (In-kind - ~$4,000 value for the reel)
Plaid Pony Productions (in kind)
GSD&M (paid)
API (in kind)
Clampitt (in kind)
Minero (in kind)
Integ (in kind)
$1000 level
Half-page ads:
Xtreme Xhibits (in kind)
Workbook (paid)
Infillion (paid)
Lookthinkmake (paid)
$500 level
Quarter page ads:
ATD Partners (paid)
Rachel (in kind)
Rob (in kind)
10 Pillar (paid)
KORTX (paid)



Exhibit S A New Era of TV Advertising // Promotion Exhibit T A New Era of TV Advertising // Results



Exhibit U Navigating the Metaverse // Event Details Exhibit V Navigating the Metaverse // Attendees



Exhibit W AAF Austin + Brit House SXSW Collaboration // Planning
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Exhibit X AAF Austin + Brit House Exhibit Y AAF Austin + Brit House
SXSW Collaboration // AAF National Support SXSW Collaboration // Promotion

AAF & UK ADVERTISING ROUNDTABLE — PARTICIPANT BRIEF

CREATIVITY, COLLABORATION, AND GROWTH:
THE FUTURE OF THE CREATIVE ECONOMY AND WHAT THAT MEANS FOR BRANDS.

The AAF and UKAEG (UK Advertising) are coming together at SXSW to host a roundtable
discussion to explore how marketers can drive creativity, growth, and collaboration.

We would be delighted to host you and have you participate in this conversation.

Please see below some notes to guide you through the session — Don't hesitate to get in
touch if you have any questions or require any further information.

KEY DETAILS
Date — Saturday, March 11*
Venue — UK House at SXSW, 208, W 4th Street, Austin, SXSW

Timings:

9.15 am ~ Arrive for introductions

9.30 am - Take seat and welcome speech for UK Government

9.45 am — Moderator opens the roundtable

10.45 am — Moderator summary presented

11.00 am — 11.15 am — Vox Pox recordings for social and PR coverage
11.15am - UK House sessions begin — Full details can be found here

Contact:

Kat Thay
kat@katandcarter.com
512-708-0218

SXSW 2023
AAF & UKAEG to host “The Branding Arms”
take-over at UK House at SXSW

FOR IMMEDIATE RELEASE

AUSTIN, T, February 10, 2023 —The American Advertising Federation and UK Advertising represented by
The UK Advertising Export Group announce the first ever “Branding Arms” activation event on Sunday 12"
March 5-7pm, at UK House at SXSW, W 4" Street, Austin

Guest speaker: Efe Obada, NFL, defensive end for the Washington Commanders.

In the spirit of friendship, creativity and culture. The AAF and UKAEG are uniting global brands and the
advertising community, from the UK and the USA, for conversation, networking and relationship building.

More opportunity for networking is needed during SXSW, in particular between friends and allies in the
industry, potential clients and those with a shared interest in advertising, strategy, and global



Exhibit Z AAF Austin Website // Government Relations Page



Exhibit AA Day at the Capitol // HB4 Talking Points

Texas Data Privacy and Security Act, HB 4 (Capriglione)

e Texas consumers and businesses alike need clear, reasonable rules of the road for privacy.
Texans deserve meaningful privacy protections. As we work in good faith to comply with new
privacy requirements across the several states, clear standards in Texas will support those efforts
while also establishing clear for ble standards that permit routine,
well-accepted data practices, such as data-driven advertising, will create impactful privacy protections
for Texans and preserve the benefits of responsible data use that accrue to consumers, businesses, and
the entire Texas cconomy.

oo Reasonable data-driven advertising practices deliver more than $30,000 in value to consumers
per year. A recent study shows that companies” data-driven advertising practices provided a subsidy
of $30,000 per year in free and discounted entertainment, information, and other services to
consumers.! Texas should not create a new $30,000 tax on consumers by impeding data-driven
advertising—the engine that drives that value.

o Texas should prioritize harmonization with other state privacy laws. Given Texas’s interest in
building on Virginia’s privacy law (VCDPA), HB 4 contains several opportunities to harmonize its
provisions with those in Virginia. Seeking more uniformity with Virginia will limit confusion for

and ingfully enhance privacy for Texans. Uniform privacy rights and
requirements across states reduce compliance costs and ensure that consumers have the same privacy
rights no matter where they live. HB 4 should be updated to better align with the VCDPA.

e HB 4’s should align its definitions with those of the VCDPA. To help ensure Texas businesses are
not overburdened with the costs of compliance related to new privacy requirements, HB 4’s
definitions should be harmonized with the VCDPA. For example, HB 4’s definition of “sale of
personal data” should be “the exchange of personal data for monetary consideration,” rather than “the
exchange of personal data for monetary or other valuable consideration.” Absent uniformity across
definitions, HB 4 will harm Texas businesses without providing commensurate benefits to Texas
consumers.

oo Certain demographic data serves important purposes and should not be subject to opt-in
consent requirements. Certain demographic data would be characterized as sensitive data under HB
4. This data includes race and cthnicity data and religious affiliation data that can be used to reach
consumers for a plethora of beneficial reasons. For example, the bill’s opt-in consent requirements
for sensitive data processing could affect religious organizations looking for donations from those
who express interest in causes related to a particular religious affiliation. Because the sensitive data
opt-in requirement would inhibit companies from accessing vital information to benefit Texans, it
should be removed from HB 4.

! J. Howard Beales & Andrew Stivers, An Information Economy Without Data, 2 (2022), https:/
W comy 2022/11/Study-221115-Beales-and-Stivers- -Economy-
Without-Data-Nov22-final.pdf.




Exhibit BB Day at the Capitol // Promotion

Day at the Capitol - REGISTER NOW
AAF Tenth District <kdobbs@aaf10.org>

To: Jessica Phillips <jphillips@clampitt.com>

Day At The Capitol

Day At The Capitol is our chance to impact legislation that governs the
advertising industry, directly affecting each of our livelihoods.

REGISTER NO!

DO A FAVOR FOR THE FUTURE OF THE
ADVERTISING INDUSTRY. HELP MAKE
OUR VOICES HEARD.

What to Expect:

But wait, there's more...



Exhibit CC Day at the Capitol // Results



Exhibit DD Day at the Capitol // Legislator Letter

March 2, 2023

Representative Giovanni Capriglione

EXT El. 506 Texas House of Representatives
P.O. Box 2910

Austin, TX 78768

Representative Oscar Longoria

Chair of the Texas House Committee on Business & Industry
CAP 4N .4 Texas House of Representatives

P.O. Box 2910

Austin, TX 78768

Representative Cody Vasut

Vice Chair of the Texas House Committee on Business & Industry
EXT E2.712 Texas House of Representatives

P.O. Box 2910

Austin, TX 78768

RE: Texas HB 4 — Oppose
Dear Representative Capriglione, Representative Longoria, and Representative Vasut:

On behalf of the advertising industry, we provide suggested changes to Texas HB 4.! We and
the companies we represent, many of whom do substantial business in Texas, strongly believe
consumers deserve meaningful privacy protections supported by reasonable government policies.
However, we are concerned that state efforts to pass privacy laws will only add to the increasingly
complex privacy landscape for both consumers and businesses throughout the country. We and our
members therefore support a national standard for data privacy at the federal level. As presently
drafted, HB 4 contains provisions that are out-of-step with privacy laws in other states. We therefore

! Texas HB 4, 88th Legis. Reg. Sess. (2023), located here (hereinafter, “HB 47).



Exhibit EE American Advertising Awards // Exhibit FF American Advertising Awards //
Event Details NFTs



Exhibit GG American Advertising Awards // Promotion



Exhibit HH American Advertising Awards // Results



Exhibit Il American Advertising Awards // Attendees
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