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American Marketing Association

Dear AMA Colleagues:

Welcome to the Annual Report of the lllinois State University Collegiate Chapter of the American Marketing
Associati on. The 1l linois State Universityos Am
esteemed, successful and outstagditudent organizations on campus. Our members are recognized among
the best in the College of Business and also Univewadye. We have made it our goal to uphold our fong
lasting relationship with the College of Business, Career Center, and the Bpporrilormal community as a
whole.

The lllinois State University American Marketing Association has made its mission to prepare members for th
professional world. During the planning sessions held throughout the summer and year, the Executive Boarc
scheluled events that we thought would be exciting, as well as valuable to our members, while keeping this
mission in mind. Some of these events include providing professional speakers every month, scheduling uni
tours, and providing social events thatlwilild strong ties among our members, faculty and the community at
large.

Our primary focus this year has been to improve membership participation in our chapter along with building

longlasting relationships within ISLAMA, the College of Business, aBloomingtorrNormal community as

a whole. When setting goals and planning activities to achieve these goals, 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 i s extremely motivated and ai msYour Destidationfon s t
Success. 0 We want to create an exciting and ben
collegiate experience and help make an easier transition into the professional world.

This Annual Report includes a detailed description of all the activities that our chapter has taken part in and
those planned through the end of the May 2807l 2008 perod. We believe that our inspiration, leadership

skills, and determination wil/ make | Il inois Sta
remember.

Sincerely,

Chrystal Caban Melissa Sullivan Scott Preston Michelle Murray

President V.P. Programming V.P. Finance V.P. Communications

352 College of Business, Campus Box 5590, Normal, IL 66530

ILLINOIS STATE lllinois State University Collegiate Chapter M
Phone: (309) 438261 http://www.cob.ilstu.edu/AMA
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Dignified- ISU-AMA has worked very hard to maintain a strong relatigms¥ith business students, the
faculty, #he Career Center, and the Bloomingdormal communityProfessionalism is maintained
through existing“relationships with,faculty, employers/ré¢erai and community members.

Support- ISU-AMA. recei ves. fully suppor it -eightdawultythreghCol | ege
encouragement and promotion of all  AMAG6s even

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

Faculty-Dr. James E. Cox has over ninetgears of experience as adwisvith AMA, holding the honor of
International Advisor of the Year multiple times.

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

Lack of Director Expetiencddue to 99% tufnover in directpositions, we had to train each director on their
position in arder to shapeithemninto future leaders of ABILA.
Member Commitment- Due to busy lifestyles, members struggle to attend atABA events.

WebsiteWe hayesthe opportunity to expand ouebgite into one that is easier to navigate.

RegisteredStudent OrganizatonsWe have the opportunity to work a
projects that we may otherwise notibe able to do on our own.

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

assist them.
National SponsorshipDue t o our <chapter 6s st r on-gfstateconpang,t i on,
FI'i x55. com to promote their bus.imteascshelaceatma | |

presence for their company natiande.

Ot her Regi_sidwemged SISU-AMATTOMpddes with sorodtiast fiaterniti@ss and other
Registered/Student Organizations in the recruitment of members. Within the College esButsiare
are 22 student organizations, four of which are in the marketing department. These four organizations
have the same target market as doesABIA, 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 the amount of print advertisementsABA can produce and post throughout the
building.



Environmental Analysis

ISU-AMA Student Membership

11%

35%

@Freshmen
BSophom ores
@Juniors

@seniors

ISU-AMA Male vs. Female Membership

BMales

BFemales

Mission Statement: The lllinois State Univeity American Marketing Association will provide opportunities for
professional and personal growth for its members in a friendly and motivating environment. In the application of gener:

business and marketing concepts, 48MA will strive to remain ethially and socially responsible within our immediate

and extended environment.

Target Market: Our current target market is segmented into primary and secondary markets. The primary market
includes all College of Business majors or minors who are nativarmfer students, marketing faculty and alumni. The
secondary market focuses on our students withhusmess majors, ISU Career Services, corporate recruiters, and the

BloomingtonrNormal community.

Primary Target Market: ISU-AMA has focusen all gudents with a College of Business major or minor, the

marketing faculty and alumni as the primary target market. Our organization consists of a majority of upperclassmen,

is targeting more underclassmen to become involved early in their college cHneemarketing faculty has

demonstrated a great interest in BMA and partners with our chapter to encourage student participation in activities.
Alumni serve as a critical resource in the development and success-AM8land we have focused on tivating

personal relationships with alums.

Secondary Target Market: ISU-AMA has focusean employers/recruiters, the Bloomingtbiormal community, ISU
Career Services and all other majors. Developing relationships with employers/recruiters and ¢ 3&aies serves
as a benefit to our members and creates opportunities feAMMA members to gain real world expertise. There are
many areas that support ISAMA such as communications, advertising and promotions, finance, research and
development, andccounting, requiring expertise from students in different majors within as well as outside of the

College of Business.
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