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American Marketing Association

Dear AMA Colleagues:

Welcome to the Chapter Plan of the lllinois State University Collegiate Chapter of #recAmMarketing
Association. The 1l linois State Universityods Am
esteemed, successful and outstanding student organizations on campus. Our members are recognized amo
the best in the College of Bugss and also Universityide. We have made it our goal to uphold our long

lasting relationship with the College of Business, Career Center, and the Bloor\gtoal community as a
whole.

The lllinois State University American Marketing Associatios haade its mission to prepare members for the
professional world. During the planning sessions held throughout the summer and year, the Executive Boarc
scheduled events that we thought would be exciting, as well as valuable to our members, whilelkseping t
mission in mind. Some of these events include providing professional speakers every month, scheduling unis
tours, and providing social events that will build strong ties among our members, faculty and the community &
large.

Our primary focus thigear has been to improve membership participation in our chapter along with building
long-lasting relationships within ISUAMA, the College of Business, and BloomingtBlormal community as

a whole. When setting goals and planning activities to achiege gjpals, we looked at previous years and
determined their strengths and weaknesses to establish different ways in which we could improve our chapte
a whole, while still benefiting members.

ISU-AMA is extremely motivated and aims to demonstrate oartmt o f or t-Nour Destiration fori A M
Success. 0 We want to create an exciting and ben
collegiate experience and help make an easier transition into the professional world.

This Chapter RiIn includes a detailed description of all the activities that our chapter has taken part in and tho:t
planned through the end of the May 208aril 2008 period. We believe that our inspiration, leadership skills,
and determination will make lllinois Staten i ver sit yés American Mar keting
remember.

Sincerely,
Chrystal Caban Melissa Sullivan Scott Preston Michelle Murray
President V.P. Programming V.P. Finance V.P. Communications

]I‘I‘]ﬂﬁﬂﬁﬂm [llinois State Univesity Collegiate Chapter
352 College of Business, Campus Box 5590, Normal, IL 66580
Phone: (309) 438261 http://www.cob.ilstu.edu/AMA
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Dignified- ISU-AMA has worked very hard to maintain a strong relationship with business students, the

facuty, the Car€er Centef, and the Bloomingtdormal community. Professionalism is maintained through

existing relationships with faculty; @mpleyers/recruiters, and community members.

Support- ISU-AMA. recei ves. full suppor t y-eightdacultythreighCol | e g e
encouragement and promotion of all  AMAGs even

Organizational Structure-ISU-AMA operates with an executive board of the president, three officers, and
twenty-five directors. Each executive board member oversees their respaocterd, who oversee
their respective committee members within the organization.

Faculty-Dr. James E. Cox has over fifteen years of experience as advisor with AMA, holding the honor of
International Advisor of the Year multiple times.

COB-Without the deprtmental support of the chapter, we would not be able to function in such a high manner

Lack of Director Expetienc&due to 99% tufnover in director positions, we had to train each director on their
position in arder to shapeithemsinto future leadé&iS0-AMA.
Member Commitment- Due to busy lifestyles, members struggle to attend atABAA events.

WebsiteWe havesthe opportunity to expand our Website into one that is easier to navigate.

RegisteredStudent Organizations- We have the opportunitytwor k al ong si de with o
projects that we may otherwise notibe able to do on our own.

Community- The local community is always looking for strong leaders to help with events-and we are glad to

assist them.
National Sponsorship Duetoour chapter és strong r e-pfstitedompany,, we
FI'ix55. com to promote their business among ||

presence for their company natianide.

Other Registered Student=@rganizatiod -$SU-AMA competes with sororities, fraternities, and other
Registered[Student Organizations in the recruitment of members. Within the College of Business, ther:
are 22 student organizations, four of which are in the marketing department. These foiabogas
have the same target market as doesAMA, leading to extreme competition for events and
participation.

Posting and Printing limitations- Posting regulations and printing limitations in the College of Business have
significantly reduced themaount of print advertisements ISAMMA can produce and post throughout the
building.



Environmental Analysis

ISU Undergraduate Marketing Majol ISU Undergraduate Business Major:

23%

0,
30% B Freshmen B Freshmen
B Sophomores B Sophomores
B Juniors B Juniors
B Seniors Bl Seniors
0, ==
20% 26% 21%
ISU-AMA Student Membershiy ISU-AMA Male vs. Female Membership
11%
23% B Freshmen 43%
B Sophomores B Males
W Juniors . B Females
B Seniors S7%

35%

Mission Statement: The lllinois State University American Marketing Association will provide opportunities for
professional and personal growth fa ihembers in a friendly and motivating environment. In the application of general
business and marketing concepts, 48MA will strive to remain ethically and socially responsible within our immediate
and extended environment.

Target Market: Our currentarget market is segmented into primary and secondary markets. The primary market
includes all College of Business majors or minors who are native or transfer students, marketing faculty and alumni. TI
secondary market focuses on our students withbuminess majors, ISU Career Services, corporate recruiters, and the
BloomingtonrNormal community.

Primary Target Market: 1SU-AMA will be focusing on all students with a College of Business major or minor, the
marketing faculty and alumni as the primaayget market. Our organization consists of a majority of upperclassmen, and
is targeting more underclassmen to become involved early in their college career. The marketing faculty has
demonstrated a great interest in WA and partners with our chaptts encourage student participation in activities.
Alumni serve as a critical resource in the development and success-8MBland we have focused on cultivating

personal relationships with alums.

Secondary Target Market: ISU-AMA will be focusing on enployers/recruiters, the Bloomingtdormal community,

ISU Career Services and all other majors. Developing relationships with employers/recruiters and ISU Career Services
serves as a benefit to our members and creates opportunities f8MBUWnembers tagain real world expertise. There

are many areas that support FAWA such as communications, advertising and promotions, finance, research and
development, and accounting, requiring expertise from students in different majors within as well as otliside of

College of Business.



Professional Development

Professional Relationships
Our goal is toincrease interaction with lllinois State University College of BesgFaculty, ISLAMA Alumnithe
Central lllinois Professional Chapter of AMA (CIRMA), and also businesses agsisting in their marketing and or
research.
] We will encourage interaction between members and faculty and improve our existing relationships by hosting
_ faculty luncheon once each semester.
] We will keep in good contact with our alumni so we can utilize them later on as speakers where sheyecan
their experiences since college.

j We will continually maintain contact with CBMA and invite our members to participate in at least two-CIP
AMA chapter events throughout the year, obtaining the attendance of at least four members each semester a
professional chapter event

Professional Speakers
Schedule professional speakers that will be informative on a variety of topics, including: career opportunities,
interviewing tips, and marketing applications strategies.

j Provide a diverse groug speakers from various professions, backgrounds and companies tishiangltheir

experiences regardirgt | east one of these topics during the
J Use ISU Marketing Faculty and Career Servicggrawvidebeneficial contacts tensure quality speakers are
obtained.

Practical Experience
Facilitate events that will provide members with the opportunity to gain professional experience by providing first hand
experience with specific marketing positions, pssionsand activities.

j Organize at least one in town and out of town professional company tour each semester to encourageynetwork
among students and company professionals

j Encourage members to develop and apply tigierience along with academic knowledgegle plannirg and
executing ISJAMA eventsand activities

j Assistour members in constructing their resumes disgussingnterviewing techniques through career
workshops including ctosting the annual etiquette dinner with the Career Center

Recruiter Awareness
Increase member exposure to recruiting emplogeadsother resources that could assist in the job/internship search
process.

j Maintain a link to erecruiting.com, the collegiate recruiting and-géarching tool available through ISU Career
Services, oithe ISUAMA Website so members will have an easy access to job openings and internships in the
area.We will also recommend-eecruiting as a tool for speakers and other companies that may be
unfamiliar with the service.

j We would like to have repsentatives from weknown local businesses and other experienced recruiters come
and share strategies to find employment upon graduation

Yearly Events at a Glance

Feon  an ey Some s sepemer ouber Nowrber Do _mmay ey wen  Am
Membership Drives - - - 1 1 1 1 1 3 1 2 -
Speakers 1 - 1 1 2 1 1 1 1
Socials - 1 - 2 1 1 1 1 1 1 1
Director Meetings - - 1 1 1 1 1 - 1 1 1
Officer Meetings 3 3 2 3 2 5 3 1 2 4 3 5
Executive Meetings 3 3 2 3 1 5 3 1 2 4 3 4
Member Meetings 1 - 1 1 1 1 - 1 1 1
Fundraisers 1 1 1 1 1 1 1 1 2 1 1
Community Service 1 - 1 1 1 1 1 1 1 1 1
Special Events 1 - - 2 2 - 2 - 1




Community Service

Membership Participation

Organize a minimum of one community service éwery month school is in session and achieve over 40%

involvement from members over the course of the school year. Additionally, have 25% of members participate in at lea:
half of the general events during the semester.

]

J
J

J

Host a variety of events concentrating on three communities: College of Business, ISU, and the surrounding
BloomingtorNormal community.

Co-sponsor service events with both business anebmgimess organizations at ISU.

Advertise upcoming communigervice events through the use of monthly calendarsik ISU AIM account,
signup sheets at each All Member meeting and through the university calendar, along with the College of
Business website.

Document every event through pictures taken by treédPHistorian and program event summaries.

College of Business Community
Devote at least 25% of our time to the College of Business, its registered student organizations, faculty, and students.

J
J
J

Create and maintain lasting relationships with fellagibess organizations by attending speakers and co
sponsoring events.

Participate in COBEC (College of Business Executive Council) to ensur&MAJis properly informed and
actively involved in events within the College of Business.

Participate in Cdége of Business Sponsored events such as The Giving Tree at Christmas, COBVangand
Business Week.

lllinois State University Community
Devote at least 25% of our time to Illinois State University, faculty, and students.

]
J
J

Promote community by supging ISU athletic teams.
Participate in campuwide cleaning to promote a safe, clean environment at least once a semester.

Organize at least one service event per semester with another registered student organization (outside the Coll
of Business)n which we can utilize the partnership to strengthen relationships, expand efforts, and participate in
larger, more beneficial, service events.

Bloomington-Normal Community
Respond to the growing needs of the Bloomingttmmmal by coordinating servicevents that directly help the
community.

L L e

Devote at least 50% of our time to the Bloominghtarmal community.
1/3 of service events will directly serve the needs of Bloomintarmal, such as Adofa-Highway.
Work with at least 2 different local charitable organizations that are in riessistance.

Compile a list of local and national organizations in which we can partner with to form lasting relationships to
better serve the community as a whole.

Organize community service events that allow participants to act locally. Thesgesathay include collecting
food, clothing, and finances for underprivileged families, children, and the elderly.

Increase awareness of the growing problem of homelessness by donating time and supplies to a local homeles
shelter.

Promote participon in at least 3 national neprofit organizations such as Relay for Life and The American
Heart Association.

Host an event in which proceeds will benefit a local organization or cause, such as Habitat for Humanity.

5



Fundraising Events
Generate at lest $2, 000 in revenues through chapimplemented fundraising events.

i Host Al SU I dol 6 during the fall semester based on A
photographers/wdeo cameras, and local entertainment during intermissiondgime jwill be based on talent and
the judges will have musical theatre backgrounds and radio personality backgrounds. This event will earn funds
from ticket sales, raffles and local sponsorships.

i Host fAl SU6s Next Top Mo dcemplete with judgesnpbotogrdpkers sina & host.grhes e me ¢
models will be judged on their style, creativity, catwalk and confidence. This event will earn funds from ticket F
sales, raffles and local business sponsorships.

i Partner with Flix55.com, an online videbaring website, to raise funds for the chapter by uploading videos and
promoting their new website. Members participate in curbside videos at eaotnalier meeting as well as help u
promote new registrations via-bionthly events/registration tables dretlllinois State University campus.

i Hold at least 2 small fundraising events each semester. n

Member Participation
Promote members to participate in at least 2 fundraising events each semester, reaching 20%\6AIBE mb er s 6 d
attendance at each event.

i Makeeach fundraiser creatiand ugful towards the marketing field, where members will want to attend the everr

i Invite faculty and prospective members to attend major fundraising events, increasing attendance.

i Promote major fundraising events to the Bloomingimmmal and ISU commutiés using a variety of promotional aﬂ

S

materials including flyers, handbills, spot on TV10 News, newspaper advertisements, chapter newsletter, tabl
event websites, chalking, wead-mouth, and the College of Business electronic bulletin board.

Sponsosship and Donations i
Have local business sponsorships and donations to account for 50% of the profit generating through thennajsers.
i Create professional proposals to attract local businesses to sponsor our events, and partnership with Steppingone
local realtor, in officially sponsoring all major chapter events with a $1000 donation to the chapter.
] Strive for events that benefhe community and local businesses as well as keeping a good reputation and =
networking for AMA.
Sustainable Events
Hold events that are sustainable and can be repeated annually with consistent to increased income possibility each yn

i Al SU | dgenkrate rewenuds of over $2,000 and have a crowd of over 500 this year.

i Several elements from the 2006 Al SU I dol o were tgli
obtaining a corporate sponsorship;fasting the event with anothmfglstered student organization, and providing
exceptional cash and plaque prizes to encourage par:t

activities to provide a template for future years.

Membership

Total Membership
Increase ISLAMA total membership by recruiting and maintaining at least 75 members by the end of this semester and 100
members by the end of this year.
i Hold two-day membership drives each month in the College of Business and on the quad, displaind S8 s k ey
achievements to attract potential members who have not yet joined.
i Promote upcoming events and publicize the benefits of joining by keepaapiact with those who showed interest in
ISU-AMA.
i Create a buzz campaign, by having our directors and members spread the potential benefits of becoming a member
ISU-AMA to friends and classmates.
Underclassman Involvement
Encourage underclassmengdet involved in ISLAMA early in their academic career.
i Build and maintain a relationship with the ISU College of Business faculty and have these faculty members encourag
their 100 level students to join ISASMA along with having our members speak hese classes.
i Dedicate a week to underclassmen involvement, attracting new members while promotXgASWith events and
socials geared toward this young target audience.
i Post informational flyers throughout the underclassmen dorms and tablentéetsiorm food courts to make
underclassmen aware of upcoming events, monthimathber meetings and the benefits of joining1/SJA.
i Distribute brochures in all dorm mailboxes to inform underclassmen abotAlNBA) reaching over 6,500 students.
Unique Recruitment
Promote ISJAMA in a way that will differentiate us from other student organizations on campus.
i Utilize AOL AIM and Facebook to promote ISAIMA by posting up to date information on future events while
encouraging communication through indtaressaging.
i Use the Dean of St undidatabasein doderfto recreisadivesse gradigeofihemigers.






