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What is the American Advertising 
Awards Competition? 
The American Advertising Awards program is the advertising 
industry’s largest and most representative creative competition, 
recognizing creative excellence in the art of advertising.

Sponsored by the American Advertising Federation (AAF), the 
American Advertising Awards competition represents the broadest 
creative spirit of advertising by recognizing all forms of advertising; in 
all varieties of media; created by all sizes and types of entrants; and 
from all over the country. More than 40,000 total entries are entered 
and judged annually.

The Student American 
Advertising Awards Competition
The American Advertising Awards student competition is held 
concurrently with the professional competition and is the largest 
student advertising competition of its kind. Although there are fewer 
categories, the student competition mirrors the three-tier structure of 
the professional competition. 

Three-Tier Competition
The American Advertising Awards are unique among advertising 
creative competitions. It is the only competition that includes three 
arduous levels of competition. Entries are first judged at the local 
level through competitions organized by nearly 200 ad clubs affiliated 
with the AAF. Winners from the local level advance to the second 
level of judging and participate in one of 15 district competitions. 
After district winners are selected, they advance to the third level of 
judging – the national finals.

Award winners truly represent the best of the best. With the American 
Advertising Awards, it is the size of the idea that matters most, not 
the size of the organization that created the work, nor the size of the 
budget behind it. This distinction elevates the American Advertising 
Awards above virtually every other advertising competition.

More information on the national awards can be found on the national AAA’s website.

2023 AMERICAN ADVERTISING AWARDS 
/ DES MOINES, IA
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JUDGES 2023000

Stephen Curry
EXECUTIVE INTEGRATED CREATIVE 
DIRECTOR

Stephen has played a variety of roles at LEWIS, from 
writer to CD to leading the creative departments in 
our three cities. His teams have won hundreds of 
local, regional and national ADDYs for clients like Tiffin 
Motorhomes, Stony Brook Children’s, the American 
Cancer Society, and University of Iowa Health Care. His 
work has been also recognized by One Show, CA, and 
Graphis. As a teacher, Stephen mentored some of the 
nation’s top copywriters at Creative Circus. He has judged 
the National ADDYs and the National Student ADDYs.

Rachel Stein
SENIOR VICE PRESIDENT 

Rachel Stein is a passionate integrated marketing 
communications leader who for the past 14 years has 
worked with healthcare companies to simplify their brand 
stories and differentiate themselves from their peers. 
She is a senior vice president at Health+Commerce, a 
healthcare-focused communications agency.
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Gabrielle DeNorio
ASSOCIATE CREATIVE DIRECTOR 

Gabrielle DeNofrio is an award-winning creative director 
from Philadelphia whose work is grounded in data 
driven strategy and human truths. She has diverse 
client experience ranging from CPG, financial, health 
and wellness, food and beverage and most recently 
pharmaceuticals.

Vicki Mills
DIRECTOR OF MARKETING AND SALES



This business is 
all about the  
pursuit of 
meaningful work.

Congrats to all who won 
the chase this year.

We’re proud to be a part  
of a great advertising community.

CONGRATULATIONS,
WINNERS!



Cheers to you and the great work you do. 

H E R E ’ S  T O  T O N I G H T ’ S 

ten years of
des moines beer.

 |   confluencebrewing.com

Building Strong 
Relationships.
West Bank is dedicated to responding to local needs and 
investing in the place we call home.

westbankstrong.com  •  Member FDIC
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SELF-PROMOTION Sponsored by:001

Farmboy Fun(d)raiser  
Promo Kit

Meyocks 2022 Mean  
More Calendar

BY FARMBOY INC / FOR FARMBOY INC BY MEYOCKS / FOR MEYOCKS

MeyocksTaylor Eckstrom
Art Director

Jason McArtor
Creative Director

Caleb Smith
Graphic Designer
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SELF-PROMOTION Category001

Catch Des Moines UGC  
:30 TV Spot

Studio Iowa Court Ave  
Brewing Co

BY FLYNN WRIGHT / FOR CATCH DES MOINES BY STUDIO IOWA / FOR STUDIO IOWA

Andrew Peterson
Director of Photography/Editor

Jack Sarcone
1st AC and Gaffer

Nathan Heemstra
Sound

Ben Handfelt
Director of Creative & Communications, Catch 
Des Moines

Benji McElroy
Senior Copywriter, Flynn Wright

Jeff Kosinski
Creative Director - Video Animation, Flynn 
Wright

Michael Davis
Art Director, Flynn Wright
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SELF-PROMOTION Category001

2022 ZLR HOLIDAY CARD

CLICK TO VIEW EMAIL

ZLR Holiday Card Catch Des Moines UGC  
:30 TV spot

BY ZLR IGNITION / FOR ZLR IGNITION BY FLYNN WRIGHT / FOR CATCH DES MOINES

Ben Handfelt
Director of Creative & Communications,  
Catch Des Moines

Benji McElroy
Senior Copywriter, Flynn Wright

Jeff Kosinski
Creative Director - Video Animation,  
Flynn Wright

Michael Davis
Art Director, Flynn Wright

Kelly Bittner 
Senior Art Director

Shae Olson
Copy Director

Xan McNelly 
President

Liv Meline
Account Coordinator
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Category002SELF-PROMOTION Category001 CORPORATE SOCIAL RESPONSIBILITY

Chased by a Tornado Renewable Energy Group  
ESG Report

BY KCCI /  FOR KCCI BY RED DOT ADVERTISING + DESIGN / 
FOR CHEVRON RENEWABLE ENERGY GROUP

Red Dot Advertising + Design

Mineral Digital Ltd

Nathan White
Creative Services Director

Andrew Bridgewater
Assistant Creative Services Director

Insert Sustainability Milestones HERE 

Our 2021 Highlights

0.23
Set corporate record 
with industry-leading 
performance

OSHA
incident rate

MILLION$550
“Green bond” issued to 
finance REG Geismar project;
broke ground on expansion 
and improvement project 

Near-zero

Partnered with Optimus 
Technologies to help fleets 
achieve their sustainability 
goals and reach 

emissions

COVID-19
Hosted voluntary 

on-site vaccination clinics

Green
Teams

Established employee 
sustainability engagement 
initiative

Amber
Resources

Aquired

which builds upon REG’s 
downstream strategy

Increased
Board diversity
with new Board 
appointees bringing 
impressive backgrounds 
and experience to REG’s 
areas of growth

Booster

Announced a first-of-its-kind 
partnership with

to provide mobile delivery of 
renewable diesel, biodiesel, 
and blended fuels to fleets

SASB

Enhanced sustainability 
reporting to increase 
alignment to the 
Sustainability Accounting 
Standards Board (SASB) 
standard for the Biofuels 
industry

-aligned

Goodfuels
Entered a long-term 
agreement for the supply and 
development of sustainable 
marine biofuel solutions for 
the global shipping industry

Received Canadian National 
Railway Safe Handling Award 
for meeting strict standards for 
the safe handling and shipment 
of regulated products

Safety Award

Iowa State
University
to create a hydrotreater pilot 
plant to understand how 
various biomass feedstocks 
can play a role in the 
production of renewable fuels

Partnered with

Manchester
United
working together to raise 
awareness of REG’s biofuel 
products and encourage 
positive environmental 
change across MUFC global 
fanbase and beyond

Launched a global 
partnership with 

1996
Company’s first batch 
plant opened and started 
producing methyl esters

1995
REG’s roots were planted with 
sustainability in mind, as we 
made our first investment to 
enable biodiesel production

2002
Ralston facility opened continuous 
flow biodiesel processing plant, 
one of the largest at that time

2010 - 2013
Acquisition of six additional biodiesel facilities, 
expanding REG’s owned nameplate capacity 
by more than 200 million gallons per year

2014
REG sold 1 billionth gallon of bio-based 
diesel — equating to more than 6 million 
metric tons of greenhouse gas avoidance

2017
Philanthropy Committee 
formed, designating funds 
for community and 
non-profit purposes 

2018
REG UltraClean® launched, o�ering 
market-leading performance and among the 
lowest emission diesel fuels on the market 

2019
Added first female Board Member 
and named first female CEO 

2019
Released our 
first ESG report 

2019
O�cially enacted flexible scheduling policy in 
response to our employee engagement survey

2019
Corporate Knights named REG in its Clean200 list, 
highlighting revenue-generating products and 
services which o�er solutions for our planet 

2020
Sustainability is explicitly 
written into our corporate 
mission and purpose 

2020
Creation of REG’s Inclusion 
and Diversity employee 
resource groups

2015
VisionZERO safety 
program launched

Since we began our business, we have focused on providing economic and environmental value and maintaining social 

responsibility. Our Company History book and previous ESG reports document many of our past accomplishments and 

exemplify our path of continuous improvement and innovation. This history has set the foundation from which we are 

building to lead the way for the renewable energy market.

Our Sustainability Milestones 
O U R  B U S I N E S S
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Our Business Our Value Chain Feedstock Sourcing Production Cleaner Fuels Environment, Health & Safety Employees & Our Community Responsible Business Appendices

Our Value Chain 
Renewable Energy Group is a vital link in the global supply chain and our impact and ability to create positive change 

extends well beyond biofuel production. Through strategic sourcing and feedstock development, innovative and efficient 

manufacturing, streamlined distribution and sales support, and strategic policymaking, our competitive advantage is built on 

helping companies meet their greenhouse gas and carbon reduction objectives, both today and into the future.

The consideration of our full product life cycle is essential in creating value beyond our organization to help society drive 

towards a net zero future. At REG, this means taking a holistic view of our sourcing, production and distribution activities.

This approach highlights the numerous interconnected processes within our business and establishes more informed 

relationships with our stakeholders to help influence and advocate for improved practices in our industry. This also enables 

improved efficiencies across our business activities and sustains our competitive advantage through streamlined processes, 

so all of our business is focused upon inspiring change—drop by drop.

Our Value Chain
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Our Business Our Value Chain Feedstock Sourcing Production Cleaner Fuels Environment, Health & Safety Employees & Our Community Responsible Business Appendices

O U R  VA LU E  C H A I N

Fleets
Mining

Heating Oil

Marine

Rail

Construction

Power
Generators

Agriculture

Emergency
Services

Institutional
Bus

Data Centers
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REFINERIES

How our production cycle powers a
more sustainable, cleaner world. 

Sourcing Production Distribution

REG uses a variety of waste and residual stream fats and oils to make our 

renewable products. Our flexible feedstock approach enables consistent high 

quality, lower-carbon fuels.

Use of bio-based diesel can achieve close to 100% Scope 1 GHG

emissions reduction compared to using petroleum diesel.

Distribution

Our Locations

Germany

100%
REDUCTION IN

SCOPE 1
EMISSIONS

Retail

Our Feedstocks

Refining the Product Taking it to Market

Chemicals
Distillers
Corn Oil

Used Cooking
Oil

Animal
Fats

Soybean Oil

Industries
We Serve

Feedstock Sourcing

Lipids

Oils & Fats

ALBERT LEA, MN

DANVILLE, IL

EMDEN, GERMANY

GEISMAR, LA

GRAYS HARBOR, WA

MADISON, WI

MASON CITY, IA

NEWTON, IA

OEDING, GERMANY

RALSTON, IA

SENECA, IL

Canola Oil

United States

14
FEEDSTOCKS

USED

CLOSE TO

Aviation/SAF

Distributio
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The Value of Biogenic Carbon
Bio-based diesel offers many societal benefits, including 

fuel independence, additional value to our agricultural 

systems and contribution to waste circularity. One of the 

core elements of our value proposition is the low-carbon 

emissions profile of our fuel, which is explained through the 

concept of biogenic carbon.

Our global economy has been built on energy dense fossil 

fuels, resulting in momentous and rapid development. However, 

when we burn fossil fuels, we take carbon that was sequestered 

in the ground for millenia and add it to the atmosphere. 

Increasing levels of carbon dioxide and other greenhouse gases 

are resulting in expedited global warming, which has significant 

and increasingly devastating effects.

Bio-based diesel provides a sustainable alternative. Carbon 

naturally cycles throughout the biosphere at a relatively fast 

pace, transferring from the atmosphere into living organisms 

and back to the atmosphere over and over again. By using 

renewable biomass inputs, such as plant oils and animal fats, 

we step into this carbon recycling process, thus avoiding the 

build up of additional carbon. Use of our fuel releases carbon 

back to the atmosphere, where it was not so long ago, and 

avoids the build up of additional carbon. 

Per California Low Carbon Fuel Standard, REG currently maintains close to 60 different fuel pathways that quantify the 

carbon intensity of our fuels based on a lifecycle assessment. These pathways are all publicly accessible and show we are 

capable of achieving up to 88% carbon reduction with our best-in-class fuel.*

*Represents pathway as of 12/31 for REG used cooking oil biodiesel from REG 

Albert Lea; revisions to this pathway to occur in 2022.

Per U.S. Environmental Protection Agency Renewable Fuel Standard, REG’s primary fuels, biodiesel and renewable diesel, 

qualify as biomass-based diesel (D4) and renewable naphtha and renewable propane may qualify as an advanced biofuel (D5).

Measuring Carbon Impact of Our Fuels
Given the carbon-neutral nature of our fuel, the combustion of bio-based diesel results in minimal non-biogenic tailpipe 

emissions. In fact, a customer using bio-based diesel can achieve close to 100% reduction in their direct or Scope 1 emissions 

compared to using petroleum diesel*. This is especially notable for organizations that have set Scope 1 & 2 GHG reduction 

targets, as switching to bio-based diesel today enables significant and immediate progress towards these goals.

However, there are GHG emissions associated with our fuel beyond combustion. An alternative way to measure the carbon 

impact of our product, or the carbon intensity (CI) of our fuel, is by using a Life Cycle Assessment (LCA), which quantifies a 

fuel’s “well to wheel” GHG emissions. The CI of a fuel is calculated by totaling the net non-biogenic carbon GHG emissions 

associated with each aspect of producing the fuel—feedstock used, manufacturing process, transportation required 

throughout the supply chain and tailpipe emissions. Use of CI allows for understanding of fuel impact and comparability 

across technologies.

The LCA approach is used in many of the leading carbon reduction programs noted on the following page. While the 

detailed objectives differ and the methodologies to measure impact varies, the general theme across these programs is to 

decarbonize the transportation industry through rigorous and reputable practices.

Up to 88% Fossil 
Carbon Reduction

O U R  V A L U E  C H A I N

Both categories must achieve 
at least 50% lifecycle GHG 
reduction compared to a 2005 
petroleum baseline.

* Non-biogenic carbon emissions from combustion of biofuels are related to emissions of CH4 and N2O that equate to less than 1 gCO2e/MJ, per CA-GREET. Scope 1 emissions reductions are 
demonstrated through use of GHG Protocol GHG Emissions from Transport Mobile Sources tool, https://ghgprotocol.org/calculation-tools.

88%
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Feedstock 
Sourcing 

Waste & Residual Stream Feedstocks

Feedstock Type Description

When crushed, canola seed results in protein dense meal (~60%) and oil (~40%). Canola meal  
is used largely in animal feed and for fertilizer treatments. Canola oil may be used in 
oleochemicals for various industrial applications, refined for human consumption or used  
to produce bio-based diesel.

Soybeans are crushed for their protein dense meal (~80%) and oil (~20%). Soybean meal is 
used largely in animal feed and some human consumption. The soybean oil may be used  
in various industrial applications, refined for human consumption or used to produce  
bio-based diesel. 

Inedible animal fats such as beef tech tallow, choice white grease from swine, and poultry 
fat, are waste products from the rendering process and typically are not fit for human 
consumption.

Distillers corn oil comes from corn ethanol production. Corn is fermented to form ethanol 
which is then boiled off. The remaining distilled mixture may be further processed and used  
in animal feeds, some industrial applications or to produce bio-based diesel.

Used cooking oils are the waste oils and greases from cooking and frying, consisting of 
a variety of vegetable oils and animal fats. This material can be detrimental if disposed in 
waterways and instead may be collected and used in oleochemicals, animal feed or to  
produce bio-based diesel.

REG recycles primarily waste fats and oils into high-quality, lower-carbon fuels. Known as feedstocks, these raw materials 

are biogenic in origin and derived from waste and residual stream fats and oils from other industries. This not only allows for 

a finished product that is less carbon intensive than fossil fuel products, but also contributes to circularity by keeping usable 

materials out of landfills and making full use of our agricultural system.

We understand the necessity of creating a sustainable supply chain to ensure the longevity of our business. Feedstock 

sourcing represents one of the largest components of our supply chain, which is why we work alongside our suppliers to 

overcome challenges and create new opportunities that further our efficiencies at every level of business, be it economic, 

environmental or societal. This includes key supply chain activities across renewable energy, waste, human rights, 

digitalization and innovation.

CANOLA OIL

SOYBEAN OIL

INEDIBLE ANIMAL FATS

DISTILLERS CORN OIL

USED COOKING OIL

C
I 

S
C

O
R

E

Per California LCFS program
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78%
OF FEEDSTOCK USAGE WAS FROM HARDER- 

TO-PROCESS, LOWER-CARBON WASTE AND 

RESIDUAL STREAMS

1.75MM MT
TOTAL FEEDSTOCK CONSUMPTION FOR 2021

22%
CONSISTED OF REFINED VEGETABLE OILS, 

SUCH AS SOYBEAN OIL OR CANOLA OIL

In 2021, we used 14 different feedstock types, which can be broadly grouped into five categories, as shown on  

page 33. We adjust our feedstock mix, as shown on the chart below, to accommodate market changes. Approximately 

78% of our feedstock usage was from harder-to-process, lower-carbon waste and residual streams, like distillers corn 

oil, used cooking oil or rendered animal fat feedstock. The remaining 22% consisted of refined vegetable oils, such as 

soybean oil or canola oil.

*Excludes feedstock utilized in German plants
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CROSS PLATFORM Category003

2021 Rebrand Township 23 Distillery  
Branding

BY NOW NOW / FOR PRESERVATION BY AVIDIT Y CREATIVE / FOR TOWNSHIP 23 DISTILLERY

Adam Feller
Art Director

John Solarz
Direction and Design

Adam Ferry
Design

LOGOTYPEPRESERVATION 1 OF 5

STATIONERY 2 OF 5PRESERVATION

WEBSITE 3 OF 5PRESERVATION

PACKAGING 4 OF 5PRESERVATION

P R I M A R Y  L O G O S

P R I M A R Y  L O G O S

S E C O N D A R Y  L O G O S
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CROSS PLATFORM Category003

AVT Climb Higher  
Promo Campaign

Karl Auto Group  
Launch Campaign

BY FARMBOY INC / FOR APPLIED VALUE TECHNOLOGIES BY K ARL AUTO GROUP / FOR K ARL AUTO GROUP

Taylor Eckstrom
Art Director

Jason McArtor
Creative Director

Caleb Smith
Graphic Desiger
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CROSS PLATFORM Category003

Good For All  
Conference

ISU Welcome  
Weekend Campaign

BY TWOTONE CREATIVE / FOR VALLEY CHURCH BY ZLR IGNITION / FOR IOWA STATE UNIVERSIT Y

Jason Boucher
VP of Client Service

Liv Meline
Account Coordinator

Phil Schriver
Co-Creative Director

Jill McLain
Co-Creative Director

Rick Williamson
Creative Director

Abby Gorman
Lead Design Manager

Jenny Cross
Founder + CEO
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ELEMENTS OF ADVERTISINGCROSS PLATFORM Sponsored by:Category 004003

Anderson Erickson  
Online Campaign

ISU Welcome  
Weekend Illustration

BY STRATEGIC AMERICA / FOR ANDERSON ERICKSON BY ZLR IGNITION / FOR IOWA STATE UNIVERSIT Y

Jason Boucher
VP of Client Services

Liv Meline
Account Coordinator

Phil Schriver
Co-Creative Director

Jill McLain
Co-Creative Director

Randy Belcher 
Kasey Baker-VerMulm 
Ronnie Miller 
Jami Sinclair 
Claire Voss 
Connor White 
Thomas Van de Loo 
Skyler Vanden Bosch 
Julia Herrick 
Kelcey Stoehr 

Brandon Troutman 
Joe Emmons 
Josh Piersma 
Ashley Miller 
Lauren Weisshaar 
Hannah Wiedemeier 
Kylie Anderson 
Emily Uitermarkt 
Taia Veren 
Jayne Durnin

AE Dairy
Website



018

ELEMENTS OF ADVERTISING FILM, VIDEO & SOUNDCategory Category004 005

Iowa Pepper Co.  
Hot Sauce Pack

Drake CREW  
Scholars Recruitment

BY CAITLIN BARNES DESIGN / FOR IOWA PEPPER COMPANY BY TWO RIVERS MARKETING / FOR DRAKE UNIVERSIT Y

Two Rivers Marketing Drake TeamCaitlin Barnes

Jeffrey Lynch
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FILM, VIDEO & SOUND Category005

DSM Symphony Academy Stine Brand Video

BY TRILIX / FOR DSM SYMPHONY BY TRILIX / FOR STINE SEED

Trilix TeamTrilix Team
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FILM, VIDEO & SOUND Category005

Genie Electrification Video Leave Your Imprint:  
Pa’Trice Video

BY TWO RIVERS MARKETING / FOR GENIE BY TWO RIVERS MARKETING / 
FOR MILLER ELECTRIC MANUFACTURING CO.

Two Rivers Marketing Miller Team
Two Rivers Marketing Genie Team
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AE Milk Riot Video Money Grab In The Cab

BY STRATEGIC AMERICA / FOR ANDERSON ERICKSON BY KRISTIAN DAY MEDIA / FOR PIVOT BIO

Kristian Day
Producer

Amy Nichols
Producer

Eric Allsn
Director

Kyle Webb
Trivia Writer

Justin Norman
Editor

Randy Belcher
Creative Director

Kelcey Stoehr
Multimedia Director

Kasey Baker-VerMulm
Art Director

Claire Voss
Digital Client and Project Manager

FILM, VIDEO & SOUND Category005
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FILM, VIDEO & SOUND Category005

Iowa Wild Intro Video Make A Wish - Wish Stories

BY TRILIX / FOR IOWA WILD BY TRILIX / FOR MAKE A WISH

Trilix TeamTrilix Team
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Addilyn Erica  
Wooden Sword

George Washington Carver

BY TRILIX / FOR ADDILYN ERICA BY LUMEN PRODUCTIONS / FOR IOWA STATE UNIVERSITY

Brian Marczewski
Director, Animator, Editor

Scott Marczewski
Director, Animator, Editor

Trilix Team

FILM, VIDEO & SOUND Category005
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FILM, VIDEO & SOUND Category005

SHIIP Red Flags of Fraud ISU Women’s Basketball

BY COOPER SMITH & COMPANY / 
FOR IOWA SENIOR HEALTH INSURANCE INFORMATION 
PROGRAM & MEDICARE PATROL

BY APPLIED ART & TECHNOLOGY / 
FOR IOWA STATE UNIVERSIT Y

Eric Sahrmann

Heather Creswell

Michael Rossow

Ralph Compiano
Emily Cooper Smith
Creative Director

Meredith Aukes
Art Director

Sally Cooper Smith
President
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Catch Des Moines UGC  
:30 TV spot

PetShip Paid Social

BY FLYNN WRIGHT / FOR CATCH DES MOINES BY MEYOCKS / FOR HY-VEE

The Meyocks Hy-Vee TeamBen Handfelt
Director of Creative & Communications, Catch 
Des Moines

Benji McElroy
Senior Copywriter, Flynn Wright

Jeff Kosinski
Creative Director - Video Animation, Flynn 
Wright

Michael Davis
Art Director, Flynn Wright

ONLINE/INTERACTIVEFILM, VIDEO & SOUND Sponsored by:Category 006005
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ONLINE/INTERACTIVE Category006

From: Susan Hatten <SHatten@holmesmurphy.com>  
Sent: Wednesday, May 04, 2022 7:32 AM 
To: ALL EMPLOYEES <AllEmployees@holmesmurphy.com> 
Subject: What Can You Do with 90 Minutes?  

  
What do you get when you combine our 90th anniversary, the Holmes Murphy Foundation, our purpose, 
and YOU? As we mentioned in Dan’s Team Check-in on Monday, it’s a pretty stellar Give90.Fully. 
campaign! We now wanted to follow up with additional details, as the campaign starts TODAY! 
  

The Details 
Since our founding 90 years ago, strategic philanthropy and giving has been woven into our very fabric, 
and we’ve always been intentional about supporting charitable organizations throughout our 
communities. In fact, “Caring for Your Unique Potential is Our Soul Purpose” and we believe caring for our 
communities is part of our purpose too. So, in celebration of our 90th anniversary, we’re taking that a step 
further!  
  
We’re encouraging all employees to commit to 90 minutes over 90 days between May 4–July 29 to 
intentionally and purposefully give back to a charitable organization or organizations of your choice. AND, 
you can do this in whatever time increment you want (3x for 30 minutes in the 90 days; 60 minutes once, 
30 the next in 90 days; you get the picture). Think about it…if every employee were to do 90 minutes over 
90 days, it’d equate to at least 1,500 hours of giving back. That is AMAZING! 
  

Let’s Talk Ideas 
In the minute it took you to read the above details, you may have already decided where you want to 
volunteer. If so, that’s great! 
  
For others, we’ve got your back. Our Holmes Murphy Foundation team is creating a network of volunteers 
with a member in each geography to identify volunteer opportunities local to you. But, in the meantime, 
below are some ideas to get your mind working. If you’re struggling, think about your own unique 
potential and purpose, and align those with opportunities you may enjoy! 
  

• Take time to donate blood. 
• Volunteer with your team or family/friends at a worthy non-profit in your area. 
• Work with others to create a donation or gift drive for a local organization. 
• Create a meal with your family and donate it to another family you know is in need. 
• Work with your family or teammates to create cards for those in nursing homes or the hospital. 
• Join a community board. 
• If your school allows volunteers to come in, see if your child’s teacher or school needs help. 
• Love coaching? Volunteer. 

Give90 Blueswift Axles  
Website

BY HOLMES MURPHY / FOR HOLMES MURPHY
BY DES MOINES CREATIVE / FOR BLUESWIFT A XLES

Ashley Miller
Owner

Susan Hatten
Chief Marketing Officer

Ellen Moore
Marketing Director - Brand

Connie Taylor
Marketing Director - 
Communication

Amanda Joubert
Communication & PR 
Consultant

Megan Rush
Social Media Specialist

Jessica Donahue
Website Specialist

Jeff Felton
Filmmaker

Heather von Brown
Graphic Designer

Abby Smith
Engagement Consultant
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Mendota Hearth Pivot Cycles Website

BY TRILIX / FOR MENDOTA BY TWOTONE CREATIVE / FOR PIVOT CYCLES

Rick Williamson
Creative Director

Melanie Van Horn
Content Strategist

Vanessa Van Gorp
Lead UX/UI Design Manager

Trilix Team

ONLINE/INTERACTIVE Category006
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ONLINE/INTERACTIVE Category006

AAF Des Moines Website Paws & Pints Website

BY TWOTONE CREATIVE / FOR A AF DES MOINES BY WEBSPEC / FOR PAWS & PINTS

Jack Reynolds
Project Manager

Marissa Kephat
Art Director

Mady Stano
Content & SEO Strategist

Collin Osgood
Developer

Rick Williamson
Creative Director

Vanessa Van Gorp
Lead UX/UI Designer Manager
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REG Soy Power Room

Renewable Energy Group  
Office Mural

Volvo CE Customer  
Center Graphics

BY RED DOT ADVERTISING + DESIGN / 
FOR CHEVRON RENEWABLE ENERGY GROUP

BY TWO RIVERS MARKETING / 
FOR VOLVO CONSTRUCTION EQUIPMENT

Two Rivers Marketing Volvo TeamRed Dot Advertising + Design

OUT-OF-HOME & AMBIENT MEDIA Sponsored by:007
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ISU Welcome  
Weekend Poster

CS & Co 30th  
Anniversary Poster

BY ZLR IGNITION / FOR IOWA STATE UNIVERSIT Y BY COOPER SMITH & COMPANY / 
FOR COOPER SMITH & COMPANY

Emily Cooper Smith
Creative Director

Sally Cooper Smith
President

Phil Schriver 
Co-creative Director

Jill McLain 
Co-cretive Director

Jason Boucher
VP of Client Service

Liv Meline
Account Coordinator

OUT-OF-HOME & AMBIENT MEDIA Category007
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IMTA Truck Wrap

IMTA Truck Wrap What to do to get help.

BY RED DOT ADVERTISING + DESIGN / 
FOR IOWA MOTOR TRUCK ASSOCIATION

BY TRILIX / FOR HEART OF IOWA

Trilix Team
Red Dot Advertising + Design

PUBLIC SERVICEOUT-OF-HOME & AMBIENT MEDIA CategoryCategory 008007
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Fareway Active  
Shooter Training

Dorothy’s House  
Hobbies Campaign

BY STUDIO IOWA / FOR FAREWAY MEAT & GROCERY BY STRATEGIC AMERICA / FOR DOROTHY’S HOUSE

Randy Belcher
Creative Director

Bruce Ganzer
Creative Director

Kasey Baker-
VerMulm
Art Director

Julia Herrick
Copywiter

Kelcey Stoehr
Multimedia Director

Joe Emmons
Senior Videographer and 
Editor

Josh Piersma
Associate Videographer and 
Editor

Tyra Washington
Graphic Designer

Shawn Fitzgerald
Producer

Sean Fredregill
Director

Shea Wild
Associate Producer

Andrew Peterson
Cinematographer

Scott Horton
Editor

Jack Sarcon
1st Assistant Camera

Nathan Heemstra
Sound

PUBLIC SERVICE Category008
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HHS Alzheimer’s  
Prevention Posters

Dorothy’s House  
Hobbies Print

BY ZLR IGNITION / 
FOR IOWA DEPARTMENT OF HEALTH AND HUMAN SERVICES

BY STRATEGIC AMERICA / FOR DOROTHY’S HOUSE

Bruce Ganzer
Creative Director

Randy Belcher
Creative Director

Kasey Baker-VerMulm
Art Director

Julia Herrick
Copywriter

Tyra Washington
Graphic Designer

Lou Laurent
Senior Account Manager

Phil Schriver
Co-Creative Director

Shae Olson
Copy Director

PUBLIC SERVICE Category008



034

HHS OPIOID TREATMENT SUPPORT CARDS

e v e r  g i ve  u p  o n  yo u .

But I can help co-author it if you want. 
I’m always here for support, so let me know.

 I won’t even charge a writing fee.

I ’ l l  n e v e r ,  e v e r  e v e r  e v e r
e v e r  e v e r  e v e r  e v e r  e v e r
e v e r  e v e r  e v e r  e v e r  e v e r
e v e r  e v e r  e v e r  e v e r  e v e r
e v e r  e v e r  e v e r  e v e r  e v e r
e v e r  e v e r  e v e r  e v e r  e v e r
e v e r  e v e r  e v e r  e v e r  e v e r
e v e r  e v e r  e v e r  e v e r  e v e r
e v e r  e v e r  e v e r  e v e r  e v e r
e v e r  e v e r  e v e r  e v e r  e v e r
e v e r  e v e r  e v e r  e v e r  e v e r

Of love. Of hope. Of recovery.

Only you can write your future.

HHS Opioid Treatment  
Support Cards

Cooper Smith & Co.  
Christmas Mailer

BY ZLR IGNITION / 
FOR IOWA DEPARTMENT OF HEALTH AND HUMAN SERVICES

BY COOPER SMITH & COMPANY / 
FOR COOPER SMITH & COMPANY

Emily Cooper Smith
Creative Director

Sally Cooper Smith
President

Meredith Aukes
Art Director

Alex Haack
Graphic Designer

Lou Laurent
Senior Account Manager

Phil Schriver
Co-Creative Director

Shae Olson
Copy Director

Kelly Bittner
Senior Art Director

Riley Ginn
Art Director

PUBLIC SERVICE SALES & MARKETINGCategory Sponsored by:008 009
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American Joe Packaging Iowa Pepper Co. Hot  
Sauce Pack

BY AVIDIT Y CREATIVE / FOR AMERICAN JOE COFFEE BY CAITLIN BARNES DESIGN / FOR IOWA PEPPER CO.

Caitlin Barnes

Jeffrey Lynch

Adam Feller
Creative Director

Matt Esckelson
Art Director

SALES & MARKETING Category009



Less burnout.
More campouts.

Find out more at basis.net.

With Basis Technologies’ award-winning  
adtech + world-class services, you can  
spend less time recruiting and more time  
on strategy, networking…or s’mores. 

What will you do with more time?
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As a part of AAF Des Moines, 
you can access resources, 
community, and recognition 
that to help you grow as an 
advertising professional.

Confluence beer brought to you by 
ZLR Ignition. Please create responsibly.

RIGOROUSLY  
TESTED BY  
CREATIVE  
PROFESSIONALS.

LEVEL UP your 
Advertising 
Career

Benefits:
1.	 Connect with other ad pros who 

understand your challenges and goals.

2.	 Pursue growth through professional 
development opportunities.

3.	 Gain recognition during our annual 
American Advertising Awards.

4.	 Save money with member-exclusive 
discounts on monthly luncheons, 
award entries, and more.

Join us at aafdsm.com

Your Customers. Any Screen. Anytime. 

OnMediaAdSales.com
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Portrait From  
Magazine Story

Real-life Advocacy

BY DRAKE UNIVERSIT Y BY DRAKE UNIVERSIT Y

Aaron Khan-Gumm

McCade Gowdy

Abby King

Dylan DeAngelo

Grace Long
Photographer

STUDENTS Category010
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Sync Food Share App

BY IOWA STATE UNIVERSIT Y BY DRAKE UNIVERSIT Y

Kendall Hunt

Lydia White

Kim Bates

Paige Klein

STUDENTS Category010



040

Mountain Dew  
Energy Snapchat Filter

Iowa Culinary Institute 
Experience

BY IOWA STATE UNIVERSIT Y BY DES MOINES AREA COMMUNIT Y COLLEGE

Sophie Babcock
Graphic Designer

Natalie Huss
Creative Director

STUDENTS Category010
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Students Design the Entire 
Magazine

Blank Park Zoo  
Interactive Mailer

BY DRAKE UNIVERSIT Y BY DRAKE UNIVERSIT Y

Kendall Hunt
Designer

Amelia Sims
Designer

Kaili JiMei
Editor-in-Chief

Brynn Yoshinaga
Art Director

STUDENTS Category010
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UNCONVENTIONAL DATES
I let my moms run my dating app to find Mr. Right.

BEAUTIFY YOUR BOUDOIR
Boosting your confidence from the comfort of your own home.

SELF-CARE IS NOT JUST FOR SUNDAYS
Finding time for you at any time of day.

WANT MORE? VISIT DRAKEMAGAZINE.COM

T R I X I E S  S A L O N
trixiessalon.com

southside dsm | uptown center

FASHION IS ABOUT OPTIONS, NOT CONSTRAINTS.
HERE ARE FOUR WAYS TO STYLE ONE OF FASHION’S MOST 
UNDERRATED ACCESSORIES: A SILK SCARF.

1  W A Y  O R

ALLURING ANDROGYNY PULL IT TOGETHER
The 60’s scarf is back for all. Drape the scarf over your 

head to secures your hair on a windy car ride.
Faux leather, meet soft silk. Soften the look of a belt with 

a bold-patterned scarf knotted around the waist.

words
MARA FENDRICH
                            design  KAILI JIMEI
                            photo  MICHAEL CUMMINGS

A N O T H E R

LET LOOSE HIGH MAINTENANCE
Don’t take life so seriously. Let the scarf rest around 

the neck for a laid back yet stylish appearnace.
Play the preppy card and show some class. Tuck under 

a collar for semi-exposure and tidy up with a knot. 

A lover of luxury and everything nice, Taurus 

knows how to treat themselves. Pair a clean 

brow with a swipe of green eyeshadow 

under the eyes for subtle glam. Take things 

up a notch with a lash set and your favorite 

flowers for an earthy glow. 

TAU RU S

G EM I N I

Gemini’s chaotic and expressive sense of versatility makes 

experimenting with color effortless. Play with different shadow colors 

and rhinestones on the eyes. Finish with a bright cherry lip.

words MEGAN BOHALL    photo MICHAEL CUMMINGS   design BRYNN YOSHINAGA
                      

TWIST OUT
Worn up or hung loose, the twist out is 
a low-maintenance style for wanting to 
hit reset. Wet hair is divided into sections 
and twisted, allowing each to dry and 
set individually. Once dry, the twists are 
unraveled, and hair is set free.

words KHADIJA ADEN   design  KAILI JIMEI  photo  MILEZ FRITZ
stylist EMPIRE HAIR STUDIO AND UNIVERSAL BARBER SHOP

THE
BEAUTY
BEHIND
BLACK

HAIR
TO AFRICAN NATIONS—PAST AND 

PRESENT—HAIR IS MORE THAN WHAT 
GROWS ON THE TOP OF YOUR HEAD. 
IT’S A SYMBOL OF STATUS, IDENTITY, 

AND ANCESTRY.

   In March of 2021, something either remarkable or, 
depending on your perspective, remarkably confusing 
happened. An NFT—a non-fungible token—of a piece of 
art called “Everydays: The First 5000 Days” sold at auction 
for over $69 million. It was the most ever paid for an NFT—
and more than the price of real-world works by artists 
like Picasso, Warhol, and Monet. It made Mike “Beeple” 
Winkelmann the world’s current leading digital artist by a 
long shot. 

   It also made the buyer, MetaKovan, a cryptocurrency 
investor, the king of the metaverse—not surprising since his 
name translates from Tamil as “King of Meta.” The last time 
he bought a Beeple piece, MetaKovan, whose real name is 
Vignesh Sundaresan, held a party in the virtual metaverse 
called Origin City in a digital gallery he had designed by real 
architects. People danced in zero gravity. There was digital 
champagne. It was basically a scene out of “Ready Player 
One,” virtual guests mingling together, viewing virtual art at a 
virtual party in a virtual world in real time.

   If that last paragraph—heck, all of this—confused you, 
you’re not alone. In the last few years, some areas of 
technology have become so complex it’s overwhelming to 
keep up. Crypto was hard enough. Now with NFTs and the 
suddenly hot metaverse, it’s downright confusing. We’re not 
experts on the subject, and we certainly won’t make you 
one, but at least next time you’ll be able to hold your own 
with a crypto-bro.

CRYPTO
   Most people understand that cryptocurrencies are another 
form of currency much like the US dollar or EU Euro. Except 
for how transactions are recorded. Cryptocurrencies use 
a blockchain to record every transaction made with that 
specific coin on an electronic ledger that is shared with 

every device that is connected to the network. Blockchains 
can do this by encrypting every transaction with a complex 
set of computations—known as a block—that is solved and 
voted collectively by the market. If the data does not match 
between enough of the devices, the block will be moved 
back in the order of transactions and run again until it can be 
verified. Once a block is verified it is added to the chain and 
also verifies the validity of the blocks before it. The collective 
agreement of the market decentralizes it, therefore, 
ensuring that no single entity is able to affect the ebbs and 
flows of the market. 

NFTS
   NFTs are a product of cryptocurrencies that attach works 
of art, collectibles, and other forms of visual media to the 
blockchain. With the advent of a way to decentralize online 
currencies, others began brainstorming ways to decentralize 
the ownership of online objects as well. The idea got 
bounced around a few times in 2012 and 2013 but never 
came to fruition until May 3, 2014 when Kevin McCoy minted 
his non-fungible token called Quantum on the NameCoin 
blockchain. As previously mentioned, NFTs did not really 
make their way into the mainstream until spring 2021. 
Throughout the seven years, some different NFTs had a brief 
time in the spotlight of internet culture such as Rare Pepes. 
Along with gaining the attention of meme connoisseurs, 
Rare Pepes were some of the first NFTs bought and sold 
using the current most popular NFT blockchain, Ethereum. 
The Ethereum blockchain was the first blockchain equipped 
with the proper tools to store NFT data without bogging 
down the speed of transactions and making sure that all the 
tokens stored on the blockchain could be properly identified. 

META
   Metaverses are online spaces where people can 
compete, socialize, consume, and basically anything that 

can happen in the real world. For instance, Counter Strike: 
Global Offensive, a popular first-person shooter game, 
has a marketplace where weapons skins hold real value, 
gambling websites to obtain these skins, and a professional 
competitive aspect to it. There are plenty of other examples 
of games that combine different parts of real life. While video 
games are considered metaverses they have yet to fully 
integrate every part of real life into their platforms.

   Several NFTs are used in a metaverse. They attach to the 
token and blockchain network used to verify ownership. 
These NFTs can be applied as clothing for an avatar, 
status, or power symbol, or just visual displays attached 
to your account within the metaverse. This integration of 
real-life value into these metaverse has opened up many 
opportunities for individuals to extract value from these 
sources. A metaverse known as Decentraland has already 
begun selling virtual real estate. These metaverses have 
virtual stores to buy NFTs, casinos, fashion, and the arts. 
Clothing brands like Louis Vuitton, Gucci, and Burberry 
have already started making NFTs and may soon be setting 
up metaverse shops to display them across multiple 
metaverses. 

WHERE TO GO FROM HERE
   Now that there’s a basic understanding of what cryptos, 
NFTs, and the metaverse have to offer, why should average 
shmoes like me and you care? There’s an incredible amount 
of money being poured into all three facets, and it’s only 
going to go up from here. Sure, living a second life to escape 
the reality of the physical world is nice—a vice for many 
people in the way of video games and online personas 
already. But the idea of living another fully simulated life in a 
metaverse is enticing as well. Being able to shed the skin of 
reality and immerse yourself in a global and diverse space 
with endless possibilities gives those restricted by monetary 

issues, exhausting personal relationships, and a slew of other 
issues the chance to escape. 
  
    Yeah, it sounds nice—but not for the time being. 
Metaverses that operate similarly to real life require $300 
virtual reality setups and a computer powerful enough 
to run the thing. It may not seem like you’d need that 
much processing power for a metaverse since it’s been 
done before on lower-grade technology, but blockchain 
technology consumes a massive amount of energy. 
Blockchain verification can happen at the metaverse 
owner’s server farms, but they still require a lot of power, 
nonetheless. If owners have to buy more sophisticated 
equipment and use up more energy, then without 
blockchain technology, they will opt to charge consumers 
more to participate on their platform. The disadvantages 
don’t only come from an economic barrier too. Blockchain 
technology is already highly energy-intensive with Bitcoin 
using a similar amount of power to countries the size 
of Poland. The expansion of NFTs has already affected 
the amount of energy used and integrating them into a 
metaverse would only add to the energy usage of these 
systems. 

    New technology will always continue to advance and use 
up more energy. As more people adopt this technology, 
prices will ultimately fall on behalf of consumers. We aren’t 
saying that if you are able, you should be rushing to be a part 
of the first wave of metaverse users. This technology still 
has a long way to go for it to be rolled out to the public on a 
large scale. Plus, the culture of this new social space has not 
even been established yet. Understanding the technology 
is just the first step. We are all in a similar liminal space 
between whether this is the future or not. Patience and time 
will be the deciders of how this technology will impact the 
day-to-day lives of everyone.



FOR ONE YEAR ONLY, DES MOINES AD DAY WILL BE

SAVE THE DATE
Our local creative conference you’ve come to know as Des 
Moines Ad Day will be a two day event in 2023 as part of our 
AAF Central Region Conference.

AdConnect is bringing advertising professionals together 
from all over the central region. Attend exciting workshops, 
network and hear from engaging speakers like Tad Carpenter, 
AAF National President Steve Pacheco and many more.

OCTOBER
20-21 Grab your earlybird tickets at		  AAFDMAD.COM






