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SUMMARY of  CHAPTER 

  Mission 

M ission statement: We are a student-based organization that seeks learning through pro-

fessional development and networking with business professionals.  Our goal is to foster a 

professional business attitude among all members through participation in chapter activities and to en-

hance students’ ability to secure a successful career upon graduation.   We also strive to improve the lives 

of others through community service.   Finally, we adhere to the University’s core values.   Our primary 

focus is on students.; secondary faculty, staff, and alumni; and tertiary the local community.  ▄ 



SUMMARY of  CHAPTER 

  Chapter Overview: Strengths/Weaknesses 

Strengths 

 Our strengths are our reputation, fund-

raising, and professional development.  From our 

awards at the ICC, to our speakers from the busi-

ness community, to our interaction with profes-

sional organizations, we have a reputation for 

professionalism, quality, and commitment.   We 

are the only student marketing organization on 

campus.   

 The Executive Board is composed mostly 

of students who have demonstrated leadership in 

other campus organizations, although outstand-

ing freshmen are accepted.  This generates sup-

port and recognition for the chapter from other 

student organizations and faculty.  Three mem-

bers were on the Executive Board last year, in-

cluding the president, which provides continuity 

and leadership.  Through annual leadership train-

ing,  the executive board is prepared to work 

with subgroups to achieve our goals.   We will 

conduct an “execution” meeting in January where 

Executive Boards must review their goals.   

 Our fundraising allows us to purchase 

promotional products prior to any current fund-

raisers starting.  By judiciously choosing fund-

raisers that provide the greatest return for our 

effort, we can send at least four members to the 

ICC.  Members who attended the previous year 

are instrumental in motivating current members 

to raise money to attend the ICC. ▄ 

 

Weaknesses  

 Our weaknesses are attracting under-

classmen as members, participation by all mem-

bers, and leadership preparation for future lead-

ers.  In a liberal-arts college, students usually do 

not take business classes, except for economics 

and accounting, until their junior year and few 

non-business majors become members.  We need 

to engage all members in actively participating.     

 By semester’s end (spring), except for the 

members who will be attending the ICC, partici-

pation in chapter events is extremely limited.  

And with most members being seniors, there is 

little incentive for their participation.  Few mem-

bers, beyond the Executive Board, consistently 

participate in all activities.  Our fundraising ac-

tivities are highly dependent on our care packag-

es and Student Government Union (SGU) grant.  

We need to diversify our revenue more.  We have 

added two new fundraisers to address this: sell-

ing University-themed gifts and working at a 

professional sporting event.  Finally, although we 

provide detailed records on fundraising and chap-

ter operations, we need to groom future Execu-

tive Board leaders.  ▄ 

W e anticipate building upon a successful tradition.  We have won a major award at the International Colle-

giate Conference (ICC) annually in all but one of the past 24 years.  As our University continues to grow, so 

does our Chapter.  Also, we are financially strong, meaning we can undertake new fundraising activities or professional 

development events before raising seed money. We keep copious records on fundraising and chapter operations, which are 

passed from one year’s Chapter to the next to improve the Chapter’s efficiency and success.  We do an excellent job recruit-

ing upperclassman (i.e., juniors and seniors), but historically, the chapter does a poor job recruiting underclassmen (i.e., 

freshmen and sophomores).   Overall, we have been attracting many new members.  We want to achieve 90% of  our objec-

tives.    



GOALS and ACTIVITIES   

   Professional Development 

i) We will organize three chapter speeches by 

local business leaders and provide a plaque from 

the chapter to each speaker.  The plaque has the 

University’s and AMA’s symbols, and is an excel-

lent advertisement for both.  Meetings are open 

and beneficial for all members.  At least 10 mem-

bers will attend 

the meetings and 

we will attract 

three nonmem-

bers.  

ii) We will hold 

an etiquette din-

ner, at least 15 members will participate.  This 

ensures that members will dress and act with 

professionalism and decorum at business lunch-

eons and dinners.   

iii) At least four members will participate in the 

University school-sponsored leadership confer-

ences (two), which trains students to be leaders.  

Members develop skills that improve their leader-

ship in the AMA and eventually in the workforce.   

iv) We will attend at least one professional meet-

ing of another University student organization.  

This exposes members to other disciplines and 

fosters the University core value of community.  

At least four members will attend. 

v) We will attend four lectures sponsored by the 

School of Business.  This series brings successful 

business people to campus to discuss how they 

succeed in their industry.  Four students will at-

tend each lecture.    

vi) Ten members will attend the School of Busi-

ness’ International Business Conference in spring.   

This complements classroom learning.    

vii) Ten members will attend a seminar on leader-

ship by a University faculty member.  This will 

help groom our future leaders.   

viii) Ten members will attend a seminar on sales-

manship by a University faculty member.  These 

skills are necessary for recruiting new members, 

fundraising, and the SGU grant application.   

ix) Ten members will attend a seminar on resume 

writing by Career Services, which better prepares 

them to seek internships and jobs after gradua-

tion.   

o n-campus: From networking with practitioners at a professional meeting to learning which fork on the table is 

used for salad (etiquette dinner), our professional development is focused on career development.  The profession-

al meetings allow members (and nonmembers) to learn from business professionals and ask questions about specific mar-

keting careers, internships, and requisite job skills.  We also make an effort to tap into events provided on-campus by other 

organizations that fit our mission.  This adheres to our core value of responsible stewardship.    

 Participating in a resume workshop ensures that the resumes employers view are of high quality.  The success of 

our professional development should also help us address a weakness: recruiting under-

classmen.  If we can facilitate members’ entrance into the workforce, we should attract 

more underclassmen who lack direction about careers beyond a major.  Our profes-

sional development benefits all members and adheres to our core value of professional 

development and excellence.    

AMA provides us with 
the tools to make it in the 
business world.   

       Sherman Milton III, 2012 



 x) The Executive Board will attend a leadership 

workshop by the faculty advisor.  It will provide 

the Executive Board with the skills to maximize 

the members’ efforts and allow the faculty advisor 

to assist more in strategy instead of tactics.  

xi) Five students will participate in the School of 

Business’ business plan competition in spring.   

Members must develop a plan for a new business 

and present to a group of entrepreneurs and fac-

ulty. 

xii) Ten members will attend a workshop on in-

terviewing skills conducted by a University facul-

ty member.  

xiii) We will participate in SGU’s competition 

for student organization of the year. ▄ 

 

Professional Development (off-campus)  

i) We will attend three meetings of the Tampa 

Bay Business Chapter of the AMA.  Members 

must review a handout on etiquette and generat-

ing conversation before attending.  Beyond the 

knowledge learned at these meetings, networking 

is critical to job search.  At least four  members 

will attend each  meeting.   

ii) Six members will attend at least 

one meeting of the Tampa Bay Busi-

ness Chapter of the AMA.    

iii) We will attend one professional 

meeting of the University of South 

Florida’s AMA.  At least four members 

will attend.  We can examine how 

another chapter conducts business.  

iv) We will attend one professional 

meeting of the University of South 

Florida’s AMA where a business prac-

titioner presents.   

v) Five members will participate in 

the mentoring program sponsored by the AMA’s 

Tampa Bay chapter.    

vi) At least five members will attend an all-day 

tour of local marketing firms sponsored by the 

Tampa Bay AMA Chapter in spring.   

vii) At least four members will attend the regional 

conference at Florida International University in 

Miami.  We will learn from other successful 

chapters and the guest speakers.      

viii) The top four chapter members, at a mini-

mum, will be rewarded with a “free” trip to the 

ICC.  These members will be required to write 

articles about their experiences for our newsletter 

to encourage future members.   

ix) We will improve our website and submit it 

for competition at the ICC.  

x) At least one member, will compete in the sales 

competition at the ICC.  These skills are neces-

sary for recruiting new members, fundraisers, and 

the SGU grant application.  

xi) Seven members will visit a local business 

(either an advertising agency or marketing re-

search firm). ▄ 

New Orleans 
        March 2012 



O ur community service endeavors are designed, mainly, for us to volunteer our time for those in need.  This ad-

dresses two core values of the University: responsible stewardship and community, and are designed for all mem-

bers to participate.  Our charity events will focus on young people.  By participating in the University Community Service 

Days, it shows others who participate (i.e., faculty and staff) that the AMA is a strong, vital organization.  By focusing on 

young people, we can positively influence their lives.    

 i) At least five members will participate in each 

of the school-sponsored community service days 

(two per year) where the University assists local 

charities. (5 members x 2 times x 3 hours = 30 

hours annually)  

ii) Six times annually we will have the Boys and 

Girls Club on campus for dinner, games, and edu-

cational activities (10 members x 2 hours x 6 

times = 120 hours annually).  Faculty will present 

educational games during two of the six visits.    

iii) Six times annually we will visit the Boys and 

Girls Club to play games with the children (5 

members x 3 hours x 6 times= 82 hours annually).    

iv) During Halloween, we will participate in the 

school-sponsored Halloween party for children 

where the Boys and Girls Club members will be 

invited (six members x 2 hours = 10 hours).   

v) During Thanksgiving, we will collect 75 cans 

for charity (5 members x 1.5 hours = 7.5 hours)   

vi) During the holiday season in December, we 

will provide toys for at least 10 needy children.   

vii) During Easter, we will provide baskets for at 

least 10 hospitalized children.  

viii) We want to create 10 videos for AMA Saves 

Lives.  

ix) We will partner with another Saint Leo stu-

dent organization on a community service event.  

x) We will participate in a fundraiser for the Boys 

and Girls Club (i.e., Feeding America).  We will 

raise $150 (5 members x 1.5 hours = 7.5 hours).  ▄ 

GOALS and ACTIVITIES   

   Community Service  

Boys & Girls 
Club  



GOALS and ACTIVITIES 
  Fundraisers 

O ur activities include: i) distributing care packages every semester during finals and selling Uni-

versity-themed gifts ; ii) volunteering at a professional sporting event for a day; iii) vying with 

other student organizations for funds from the University’s Student Government Union (SGU); iv) 

providing tours during of the School of Business at Fall Family Festival; and charging a chapter mem-

bership fee beyond the national and local dues.  Through fundraising, members are able to apply the 

concepts learned in business classes.  For all events, students must calculate breakeven and estimate 

profitability based on best, worst, and most likely scenarios.   This adheres to our core value of respon-

sible stewardship.   

 For our care packages, University Advancement will send e-mails to residence hall students’ 

parents about four weeks before final exams allowing them to send a package of snacks to students 

during the stressful finals’ period.  Parents also will have the option of purchasing University-themed 

gifts for their children.  Members learn how to write a direct mail letter, test different delivery vehicles, 

organize the entire process, and improve customer satisfaction.  This year we will test different prices.      

 The SGU, through a competitive process, will support selected activities of a limited number of 

student organizations financially.  Because of our history and current activities, we usually receive 

money from SGU to send members to the ICC.  Members learn to write both a persuasive letter and 

presentation for SGU and understand the democratic process.    

 We will work concessions at a local professional football game.  We anticipate 15 members vol-

unteering for the five-hour workday.  During Family Fall Festival, we provide information on the or-

ganization and offer free tours (will ask for donations) of the School of Business to students and their 

parents.  This is, though, primarily a marketing tool to recruit new members.  ▄  

EVENT PROJECTED FALL SPRING OVERALL 

Care Package 1404 702 702  

Fall Family 75 75   

Sport Event 930  930  

Membership 399    

Gifts 240 120 120  

SGU 1300 1300   

TOTAL 4348    



GOALS and ACTIVITIES   

   Internal/External Communications 

i) We will post fliers throughout the campus ad-

vertising the AMA once each semester.  Members 

learn how to create advertisements.   

ii) We will sponsor one social event to attract 

new members and communicate with current 

ones (10 members will attend).  Fliers will be 

placed throughout campus to notify potential 

members.  Members must employ personal selling 

skills to convert attendees into members.   

iii) We will attend a social event with the mar-

keting faculty.  Five members will attend.   

iv) We will attend SGU meetings (biweekly) 

throughout the academic year.  Members learn 

how the political process works and to lobby.   

v) We will refine the chapter’s website, and we 

will post current information.  Members learn 

how to judiciously convey information.  

vi) We will improve communications between 

members through continued use of the chapter's 

semester newsletter (at least two per year).  

Members learn how to construct a persuasive 

marketing piece.   

vii) We will send our spring-semester newsletter 

to AMA alumni and University marketing gradu-

ates., which provides information conveyance 

from recent graduates about the marketplace.   

viii) The Executive Board will meet monthly with 

the faculty advisor to review our progress on the 

chapter plan, discuss leadership skills, and ad-

dress issues that arise.   

ix) We will elect a new Executive Board in the 

spring to ensure continuity.  

x) The faculty advisor will promote the AMA in 

his classes.     

xi) We will advertise on the school’s television 

station.  This promotes the organization’s 

achievements and recruits new members.   

xii) We will have an exhibit at Fall Family Festi-

val and offer free campus tours.  This promotes 

the organization to current students, alumni, and 

parents.  Four members will attend.    

xiii) We will reach 100 percent of the full-time 

students with an average frequency of three.   

xiv) We will refine our Facebook account and 

will post current information.  

xv) We will create a PowerPoint slide show and 

recruitment video to promote the chapter.  Stu-

dents learn how to create a persuasive message.     

xvi) We are developing a mentoring program 

with alumni to assist students in career develop-

ment.  

xvii) We will submit one article annual to the 

University and School of Business newsletters.  ▄ 

O ur goals for external communication are to attract members, especially underclassmen, and reconnect with 

alumni (who can donate time and money).  Much of our internal communication is designed to recognize and 

reward those who participate in the organization, and conversely, encourage others to seek the same recognition and re-

ward.  Satisfied members then advertise the AMA through word-of-mouth.  We have three permanent vehicles for promo-

tion: newsletter, website, and Facebook account.  Feedback received from members, surveying them at semester’s start and 

after all events, will make them feel that the organization is truly theirs.  This adheres to our core values of community 

and respect. 



GOALS and ACTIVITIES   

   Membership 

i) We will increase new memberships by 100 per-

cent (from 19 to 38) by year's end.   

ii) We will increase overall underclassmen mem-

berships by 100 percent (from six to 12) by year's 

end.   

iii) We will increase membership of non-

marketing majors by 100 percent (from three to 

six) by year’s end.   

iv) Every member attending the ICC must attract 

a new member.   

v) Eighty percent of members will be active by 

year’s end (i.e., 10 points on our membership 

scale).  This will assist in keeping members com-

mitted during the spring semester.   

vi) Every member who accumulates 10 points on 

our membership scale will be given an AMA logo 

t-shirt.  

vii) Every graduating senior who accumulates 10 

points on our membership scale will receive free 

business cards.  

viii) We will visit at least five freshman classes to 

speak about the benefits of the AMA.  Members 

must employ personal selling skills to convert 

prospects into members. We will distribute our 

recruitment brochure and show our video.      

ix) We will distribute a letter to all University 

students (fall semester) introducing them to the 

AMA and explaining the benefits of membership.  

Members learn how to create a direct mail letter.  

We will attract two new members.   

x) At least two members will man a display table 

at the cafeteria during the Marketing Week in 

the fall semester to distribute AMA material and 

to attract at least two new members.  Members 

learn personal selling skills by promoting the 

AMA to prospective members.   

xi) We send a direct mail letter to all business 

faculty asking them to announce when our week-

ly meetings are. ▄ 

O ur strategy is not only to increase overall membership, but attract underclassmen and non-marketing majors.  

We also want members who regularly participate instead of those seeking resume fillers, so we are utilizing vehi-

cles to reward members (e.g., business cards and t-shirts) and creating a tiered-reward system: regular, gold, and platinum 

levels.  Our goal is to M.A.R.K.E.T: Motivate, Analyze, Recruit, Know, Enlighten, and 

Target.  By implementing this strategy, we plan on going even further with connecting 

with not only the community around us but also reinforcing the very drive within our 

own chapter.  

No marketing = No 
money   

        Kyle Brannigan, 2012 



GOALS and ACTIVITIES   

   Chapter Operations 

i) We will hold a banquet at year's end for all 

members, during which we will recognize the 

Chapter's most active members and present 

awards for “Business Student of the Year” and 

“Business Professor of the Year.”   

ii) We will refine the point system to measure 

members' involvement in chapter activities.  

Points are allocated based upon time involved 

and organization goals.    

iii) We will submit the Chapter’s Officer List to 

AMA headquarters.  

iv) We will review and discuss four chapter plans 

of other chapters from the previous year.    

v) We will submit the Chapter Plan and Annual 

Report for competition at the ICC.  

vi) We will nominate the Chapter Faculty Advi-

sor for the Hugh G. Wales award.   

vii) We will nominate worthy, senior-standing 

marketing members for Alpha Mu Alpha.   

viii) We will refine our list of Executive Board 

functions by title.  All goals from this plan are as-

signed to specific members to ensure accountabil-

ity.   

ix) The vice president for communication will e-

mail all members at least two days before a chap-

ter event (e.g., speeches, fundraisers).   

x) We will improve the number of chapter mem-

bers who routinely participate in chapter fund-

raisers.  Fifty percent of members will participate.  

xi) We will maintain a membership mixture by 

class on the Executive Board to ensure continuity 

in the future (i.e., at least one freshman, sopho-

more, or junior).  This ensures that corporate 

memory does not reside merely with the advisor.    

xii) All students, members and nonmembers, at-

tending on-campus and off-campus events will be 

surveyed (questionnaire) after each event (except 

Boys and Girls Club events which are over-

whelming successful).  This will be disseminated 

to members and used to improve future events.     

xiii) All members will be surveyed 

(questionnaire) at the semester’s start to deter-

mine what fundraisers and events the chapter 

should do and at semester’s end to determine 

how we did.   

xiv) Starting in November and ending in March, 

we will elect a member of the month, whose pic-

ture will be displayed on our website.   

xv) In January, we will hold an execution meeting 

for Executive Board members, where each is re-

quired to explain how they will achieve his/her 

goals.  ▄ 

T hrough recognition of member accomplishments, rewarding those accomplishments, and  incorporating members’ 

feedback, we can increase membership and allow the chapter to operate efficiently and transition smoothly into 

the next year.  We want to develop a culture of accountability, where each member 

achieves assigned organizational goals, and assists others to ensure organizational 

success.   Executive Board members will run subcommittee  (after being trained in 

leadership) to involve all members and enhance their leadership skills.  Within these 

subcommittees,  future leaders can be groomed.   

The organization has 
impacted me so much I have 
declared a marketing minor. 

        Leandro Ingraham, 2011 



CALENDER of  EVENTS 
 August 2012 to May 2013  

 
August September October November December 

Survey members  

Social, chapter  

Tampa AMA (1)  

Boys & Girls (1,2) 

Speaker, chapter (1) 

Chapter plan  

Speaker , chapter (2) 

Etiquette dinner 

Care packages (1) 

Gift sales (1) 

Refine point system 

Officer report  

USF meeting (1)  

Mentoring program  

SGU leadership (1) 

University communi-
ty service (1)  

SOB speaker (1) 

Leadership , chapter 

Toy drive  

AMA Saves Lives  

Leadership, e-board  

Improve website  

AMA saves lives  

University TV ad  

Boys & Girls (3,4) 

Feed America  

Sales, chapter  

USF meeting (2) 

Newsletter (1) 

Improve Facebook 

Review other chapter 
plan (four)  

Freshman classes  

Alumni mentoring 
program 

Sporting event  

SGU application 
(regional and ICC)  

Regional conference 

Boys & Girls (5,6) 

 

Promotion: video and 
PowerPoint  

 Fall family festival  

 

Can drive  

Marketing week  

 

August 2012 to December 2013 

January February March April  May 

Other University org.  

Execution meeting 

Speaker, chapter (3) 

SOB speaker (3) 

Lecture, school (3) 

SOB speaker (4) 

Care packages (2) 

Gifts (2) 

Newsletter (2) 

Newsletter to alumni 

TV ad  

SOB speaker (2) 

Sales, chapter  

Tampa AMA (3) 

ICC  

ICC sales competition 

Easter basket  

Elections (eboard) 

Banquet 

Alpha Mu Alpha  

USF AMA (2)  

Other SLU club  

Community Day (2) 

Boys & Girls (7,8) 

Boys & Girls (9,10) 

SOB conference  

Lecture, school (4) 

SGU org. year  

SOB newsletter article  

SGU leadership (2) 

SOB business plan 

Hugh G. Wales  

Annual report  

Resume writing  

Interviewing skills 

Boys & Girls (11,12) 

Social, MKT faculty 

 

University communi-

ty service (2) 

Tour MR or Ads  Etiquette dinner    

January 2013 to May 2013 



BUDGET 
  Pro Forma Income Statement  

 

Net Revenue  4844 

Care Packages ($20 average package x 65 packages x 2 semesters) 2600  

Fall Family Festival ($2 per item x 50 items)  120  

Sporting Event ($75 x 15 participants)  1125  

Gifts ($10 x 60 items) 600  

Membership ($21 x 19 members)  399  

   

Cost of Good Sold   1796 

Care Packages ($11 per package x 60 per semester x 2 semesters) 1196  

Fall Family Festival ($.90 per item x 50 items)  45  

Sporting Event ($13 x 15 participants)  195  

Gifts ($6 * 60 items) 360  

   

Gross Margins  3048 

   

Operating Expenses  4321  

ICC ($592 x 4 members)  2368  

Community Service Activities (e.g., Christmas toys, Easter baskets) 254  

Tampa Bay AMA Business Chapter Meetings ($20 x 12 members x 3 240  

Banquet ($20 x 10 members)  200  

Plaques for speakers ($33 per item x 3 plaques) 99  

Etiquette dinner ($14 *20 members)  280  

Regional conference ($190 x 4 members)  760  

Social meetings ($60 x 2 meetings)  120  

Transportation  300  

   

Operating Income  (1723) 

   

Other Income   

Student Government (SGU)  1300  

   

Net Income  (423) 


