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A Letter from our President	
Hello, 
 
This has been an exciting year for The University of Iowa American Marketing Association, and this 
Spring 2017 semester, we are improving even more.  
 
As a student organization within the Tippie College of Business, we lead our organization like a 
business. We work tirelessly to provide our members with unique experiences that will continue to 
help them excel beyond college and within their professional careers. Through workshops, speakers, 
and networking events, our members are exposed to opportunities that will help them grow both 
personally and professionally.  
 
Our members mean the world to us, and within The University of Iowa American Marketing 
Association, we know the importance of supportive social networks within our organization and 
professional networks outside of our student organization. Therefore, we strive to help our members 
develop these networks through our functions and events.  
 
The most important aspect of our organization is to take risks (after analyzing our target audience and 
financial situation, of course!). In order to improve, offer new opportunities, and adapt to the fast-
changing environment, we must take risks. Failure may be an option, but if you are not failing, you 
are not trying anything new. If we do fail, we learn from our mistakes, and never make them again.  
 
Throughout the year, we have developed strong business sense, leadership experience, and 
teamwork skills. Our experiences throughout the rest of the academic year will continue to strengthen 
and challenge us.  
 
We never give up, we learn from our mistakes, we are not afraid of failure, and we strive for success. 
 
We are The University of Iowa American Marketing Association.  
 
Best regards, 
 
Rhiana S. Chickering 
The University of Iowa American Marketing Association President 
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Executive Summary 
This 2016-2017 school year has already led to goal setting and AMA function and event planning in order to provide the 
University of Iowa American Marketing Association with exceptional opportunities. Our 2016-2017 Annual Report will allow 
the executive board of the American Marketing Association: University of Iowa Chapter to analyze our successes and 
mistakes from the Fall 2016 semester, learn from our mistakes, and strategize our plans for continued improvement for the 
Spring 2017 semester.  
 
 

Target Market 
Primary Target Market: Undergraduate Marketing Majors within The University of Iowa Tippie College of Business 
 

Secondary Target Market: Undergraduate Business Majors within The University of Iowa Tippie College of Business 
 

Tertiary Target Market: All Undergraduates of all Majors at The University of Iowa 
 

Mission 
The American Marketing Association, University of Iowa Chapter, is a student organization in the Tippie College of 
Business that strives to develop professionalism, philanthropy, networking, and personal branding in its members. 

 

Vision 
Our vision is to provide our members with exceptional opportunities unique to The University of Iowa Tippie College of 
Business through professional development, networking, philanthropy, and personal branding opportunities that will enable 
members to develop the skills and professional experience needed to secure a career of their choice. We strive to 
provide our members with a competitive advantage that may only be obtained through UIAMA membership.  
 
 

Stakeholders 
 

Current Members – Our current members are our main purpose for executing AMA events and functions. We 
strive to provide our members with every opportunity possible to enhance their professional skills, increase 
their professional network, promote philanthropy, and develop personal branding strategies.  
 
 

Chapter Executive Board – The University of Iowa AMA executive board organizes and executes all of our 
chapter’s functions and events. AMA provides the executive board with leadership experience necessary for 
their future careers. 
 
 

Chapter Alumni – University of Iowa alumni remain included in The University of Iowa long after graduation 
through philanthropy, professional events, and more! Our organization gives Alumni opportunity to connect with 
like-minded college students and other alumni. 
 

The University of Iowa Tippie College of Business – The University of Iowa Tippie College of Business thrives 
on its student organizations in order to assist the college in establishing professionalism amongst its students 
and to differentiate the college from its competitors. 
 

University of Iowa American Marketing Association Overview	
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The University of Iowa Community – Similar to The Tippie College of Business, The University of Iowa 
community, as a whole, utilizes AMA and other student organizations to enhance its image and promote 
professional development in its students.  
 
 

The Iowa City Community – The University of Iowa AMA partners with many Iowa City businesses for 
philanthropy and fundraising events and functions, which gives the Iowa City community to connect with 
students at The University of Iowa in addition to promoting Iowa City’s local businesses. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 

 

Key Objectives 
• Coordinate AMA around its core mission of providing opportunities for professional development, networking, 

philanthropy, and personal branding to facilitate professional growth and career placement. 
 

• Increase membership involvement and member retention by providing added value each semester. 
 

• Offer professional trips to enable members to network with companies that may lead to future careers. 
 

• Establish networks of alumni and professionals that members can refer to in career search, for career advice, and 
the creation of personal networks. 
 

• Learn from our mistakes and continue striving to improve The University of Iowa American Marketing Association 
throughout future years.  
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Professional Development 
 

Overall Goal: Provide opportunities that will provide members with unique knowledge, experience, and skills 
that may be used toward career acquisition, career performance, and project planning and managing. 
Executive Volunteers (NEW) 
Goal: We will recruit at least one volunteer sign up 

per executive volunteer positions to assist the 
AMA Officers.  

Result: 
• We recruited two executive volunteers to assist us 

with event planning, and due to her tremendous 
effort and participation, one of them was elected 
our new VP of Event Planning. 

 

Collegiate Certificate 
Programs & Workshops (NEW) 
Goal: Offer opportunities for members to obtain AMA 

Collegiate Certificates through Certificate 
Programs that include career development, 
marketing research, and sales relationship 
certificate programs. 

Result: 
• We successfully held three different workshops in 

order for UIAMA members to complete the AMA 
Marketing Research Certificate, which 17 of our 
members completed. 

• After the success of this opportunity, we decided 
to offer more certificates through Lynda.com, 
which will provide our members with certificates 
in not only marketing related topics, but also with 
knowledge of various industries our members are 
interested in such as publishing, media, film, and 
more. 

 
Résumé Book  
Goal: Obtain at least 50 résumés to place in a 

résumé book to Joey Gale, Director of Collegiate 
Membership & Relations for the Regional Iowa 
AMA chapter, that will be provided to professional 
companies and potential employers. 

 
Result: 

• We compiled 19 AMA member high-quality 
résumés, and sent the résumé book to Joey 
Gale, Director of Collegiate Membership & 
Relations for the Regional Iowa AMA chapter, to 
pass on the résumé book to professional 
companies and potential employers. 

 

Professional Speakers 
Goal: Schedule a minimum of 5 professional guest 

speakers for general meetings in order to present 
their experiences in their unique field. 

Result: 
• Not only did we host speakers during our 

general meetings, but we offered a lunch and 
learn session as well. 

• We hosted six speakers who presented on 
professional development, branding, and different 
career aspects of marketing, in addition to one 
lunch and learn event with Von Maur, a high-end 
fashion retailer in the Mid-west.  

• Due to the success of the speaking events and 
lunch and learn meetings, we decided to hold 
more lunch and learn sessions in the future. So 
far this semester, we have a lunch and learn 
session scheduled with Oracle. 

 

Workshops 
Goal: Hold a minimum of 6 workshops to prepare 

members for all aspects of the career acquisition 
process, and ensure that members have 
opportunities to improve and develop skill sets for 
their careers of interest during general meetings 
with an average attendance of 30 members.  

Result: 
• UIAMA held 6 workshops including a résumé 

workshop, personal branding workshop, LinkedIn 
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Primer, and Marketing Research Certificate 
Workshops.  

• Our average attendance at these workshops 
totaled approximately 20 members.  

 

Networking &  
Alumni Relations 
Marketing Mixer Event 
Goals: Strengthen networking skills while establishing 

relationships among current AMA members, past 
AMA members, professionals, employers, and 
other student organizations. Our plan was to host 
a “Marketing Mixer” with AMA Alumni, AMA 
Members, UI Marketing Faculty, MBA Marketing 
Students, and other Marketing Professionals. 

Result:  
• We learned an important lessen when planning 

and executing large events. 
• Before executing an event, we must receive 

commitment from invitees to attend the event in 
order to ensure that the number of attendees is 
sufficient enough to put on the event.  

• Unfortunately, due to the lack of alumni, 
professionals, and members being able to attend, 
we came to a difficult decision to cancel the 
marketing mixer. 

• In order to create an annual event, sufficient 
attendance is needed at the initial event to 
establish a strong reputation for the event, so the 
event will be in greater demand to be held 
annually.   

 
 

Professional Trips 
Goal: Through a minimum of two professional trips 

(one trip per semester) to a different city each 
semester, we will Increase member 
understanding by visiting 4-5 companies with a 
minimum attendance of 20 members at each 
professional trip. 

Result: 
• UIAMA coordinated a professional trip to 5 

companies in Chicago, IL in October 2016, 
achieving an attendance of 25 AMA members. 

• We visited C+R Research, Walker Sands 
Communication, and the Oriental Theatre. We 
planned to visit Rise Interactive and Starcom & 
Mediavest Spark; however, due to the Chicago 
Cubs parade as a result of their World Series 
win, the visits to our last two companies were 
cancelled. 

• Spring 2016, we are planning a professional trip 
to Kansas City. 

 
At Walker Sands Communication during our 
Fall 2016 Professional Trip to Chicago, IL. 
 

Regional Conference  
Goal: Send at least 15 members to The University of 

Wisconsin – Whitewater Regional Conference on 
October 14, 2016, and participate in at least 
three competitions at conference. 

Result: 
• We sent 3 UIAMA members to The University of 

Wisconsin – Whitewater Regional Conference, 
and we competed in the Digital Marketing 
Competition, taking home 3rd Place.   

 
Tippie Case Competition 
Goal: Each year The University of Iowa AMA hosts 

the Tippie Case Competition at The Tippie 
College of Business, and our goal is to increase 
the number of participants from four colleges to 
six colleges.  

Result: (The Tippie Case Competition will be held 
April 21-22, 2017) 

In preparation for our case competition:  
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• We sent sponsorship interest letters to 
potential sponsors in regard to our 5th Annual 
Tippie Case Competition 2nd semester, also 
notifying them of the benefits that come with 
sponsoring our Tippie Case Competition, and 
we have accepted Organic Valley’s 
sponsorship offer. 

• The President, Vice President, and VP of 
Finance meet to discuss our budget for the 
competition in order to assist in the event 
planning and to give the budget information to 
our potential sponsors. 

• UIAMA has notified other AMA chapters within 
The United States, and, so far, we have 
received interest from 15 other universities. 

• The VP of Event Planning will book the hotel 
rooms for other colleges and the event space 
for the competition after attendees confirm 
their participation in the case competition. 

• We are in the process of creating a panel of 
judges though our sponsors and university 
faculty. 

 

 

 

 

 

Community & Social Impact 
	

Overall Goal: The University of Iowa American Marketing Association would like to raise $1,500 of 
fundraising money to donate.  
 

Philanthropy Events 
Goal: Organize at least one philanthropy event each 
semester in order to raise at least $1,500 in funds to 
donate to a local charitable organization. 
Result: 

• We coordinated a Fall 2016 event, “Pumpkins 
in the Park,” that included pumpkin painting 
and face painting for the Iowa City Community 

while partnering with NAMI, National Alliance 
on Mental Illness.  

• We earned $258 in proceeds that were 
donated to NAMI.  

• UIAMA promote the event through multi-
channel marketing strategies, including a 
creative video that received a lot of awareness 
of our event. 

Pictured on the left is The University of 
Iowa team, receiving a first place award at 
the Fall 2016 Tippie Case Competition.  
 
This year, we are anticipating an increase 
of 5 participating teams, acquiring 10 
competing teams. 
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• We are currently planning a Spring 2017 
philanthropic event based on member 
suggestions. 

• Spring, 2017 we plan to place more of our 
promotions within community newsletters and 
newspapers.

Fundraising 
	

Overall Goal: In ordered to increase UIAMA added value and benefits to provide members, including 
participation in regional and national conferences, additional professional development opportunities, 
and several UIAMA activities, we will raise funds from local businesses and chapter fundraising events. 
 

Sponsorships (NEW) 
Goal: Create sponsorship packages and materials 
in order to acquire a minimum of $3,000 from 
businesses and organizations. 
Result: 
• UIAMA is in progress of reviewing 

sponsorship offers for our Tippie Case 
Competition. 

• We created a tiered sponsor package 
program that will provide sponsors with 
unique incentives. 

• We are also collaborating with The Tippie 
College of Business’s dean, administration, the 
UIAMA faculty advisor, and alumni in order to 
develop sponsorship packages. 
 

Padfolio Sales 
Goal: Sell 100 professional padfolios each semester to 
University of Iowa students prior to each semester’s 
career and internship fair in order to earn a $2,800 
profit. 
Result: 

• During the Fall 2016 semester, we sold 105 
padfolios, earning a profit of $2,725.  

• Promoted sales by advertising on the digital 
kiosks around The University of Iowa campus 
and targeted social media strategies. 

• UIAMA also set up a table at the UI Career 
Fair in order to better target students attending 
the career fair.   

• We will complete another padfolio fundraiser 
during the Spring 2017 semester.   

 
Whelan Events (NEW) 
Goal: Work with Whelan Events during at least 7 home 
Iowa Hawkeye football games and at the first ever 
Live Music Event at Kinnick Stadium with a member 
attendance of at least 10 members per game and 
event, which raises $9.17 per hour per person. Our 
goal is to raise at least $5,000 through fundraising 
with Whelan Events per semester. 
Result: 

• UIAMA worked with Whelan Events during 3 
home Iowa Hawkeye football games, 2 home 
basketball games, and the first ever live music 
event at Kinnick Stadium, volunteering at a 
total of 7 events.  

• We raised a total of $1050 through Whelan 
during the Fall 2016 semester. 

• Even though we did not reach our goal of 
$5,000, we never give up, and we will 
continue to work with Whelan during home 
basketball games and wrestling matches.  

• We completed the following action items 
during Fall 2016, and we will complete them 
again during Fall 2017. 

o Promote benefits of volunteering with 
Whelan that include résumé builders 
such as communication and customer 
service skills. 
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o Explain to members how the funding 
is planning on being used towards 
professional trips and regional and 
national conferences. 

o Include incentives for individuals 
whom participate in at least two 
games. 
 
 
 
 

 
 
Left Picture: UIAMA 
members and faculty 
advisor working at 
Kinnick Stadium’s first 
ever Live Music Event 
(Fall, 2016).  
 
 

 

Chapter Operations 
	

Overall Goal: Operate UIAMA strategically, similar to how one would operate a business, and provide 
AMA members with a plethora of opportunities. 
 

General Meetings 
Goal: Hold 15 general meetings per semester, 
organizing weekly functions to provide members with 
opportunities for professional development, 
networking, philanthropy, and personal branding 
Result: 

• We held 15 general meetings during the Fall 
2016 semester, providing our members with 
professional development, networking, 
philanthropy, and personal branding 
opportunities. 

• This Spring 2017 semester, we decided to 
focus on more event-based functions, such 
as lunch & learns, more so than regular 
general meetings, in order to provide 
members with further opportunities for more  

in-depth discussions, more successful 
networking, and more personal branding and 
professional development advice.  

• Therefore, we will hold one general meeting 
per month, which will entail the leadership 
team explaining the events and functions 
occurring throughout that month. 
 

 
 
 

• This tactic enables more members to attend 
more functions because the meeting time is 
not the same time and day every week, which  

• works better with college students’ varying 
schedules. 
  

Executive Board Meetings 
Goal: Hold at least 8 executive board meetings during 
Summer 2016, and 15 executive meetings per 
semester. 
Result: 

• We held 8 executive meetings during Summer 
2016, and 16 executive meetings during Fall 
2016. 

• We intend to have at least 15 executive 
meetings during Spring 2017.  

• Once a month, we will have a strategic 
planning meeting, during which we will ensure 
that we are on track to reach our goals set 
forth in the University of Iowa 2016-2017 
AMA Chapter Plans. 
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Socials 
Goal: Organize and execute at least 1-2 social events 
per semester, and increase involvement with our new 
Involvement System. 
Result: 

• UIAMA hosted its first ever UIAMA Winter 
Formal in December, 2016, which was a 
more professional social that resulted in a 
more cohesive environment for AMA 
members during preceding meetings. 

• As a result of the successful winter formal, we 
will coordinate a UIAMA Spring Formal. 

• Also, we plan to host more informal socials in 
order for members to get to know one 
another better, which will increase involvement 
because members will begin to feel a greater 
sense of belonging with in our AMA chapter.  

 

Member Feedback 
Goal: Obtain member feedback, especially regarding 
our new Involvement System, at least once a month in 
order to improve the system based on this feedback.  
Result: 

• We received member feedback formally (by 
survey) once at the end of the semester, and 

informally (member suggestion within 
conversation) throughout the semester.   
 

Annual Report 
Goal: Achieve 85% of all chapter plan goals that were 
set in the University of Iowa American Marketing 
Association 2016-2017 Chapter Plan. 
Result: 

• UIAMA utilized (and continue to utilize) the 
2016-2017 Chapter Plan as an evaluation of 
our goals. 

• Our AMA Executive Board meets once a week 
to ensure that we are aligning long term 
events with the chapter plans, which will better 
help us meet our future goals. 

• Even though we achieved approximately 75% 
of our chapter plan goals, 10% short of our 
target of 85%, we learned valuable lessons in 
business.  

• We treat our organization like a business, 
more so than other student organizations, and 
in order to improve a business, we must learn 
from our mistakes and shortcomings. 

 

Membership 
Overall Goal: Maintain UIAMA chapter reputable excellence by increasing membership, member 
retention, and member satisfaction 
 

Membership 
Goal: Convert 75% of potential members that attend our Fall 2016 information sessions to general AMA members. 
Strategies: 

• UIAMA proudly converted approximately 90% of potential members that attended our Fall 2016 information 
sessions to general UIAMA members. 

• In order to continue this progress, we utilized more recruiting strategies for Spring 2017, which included 
tabling in the Tippie College of Business, holding info sessions, and speaking to large classes for a short 
presentation prior to the start of class.  

• Our first general meeting was held February 1, 2017, and we had a large audience of 30-40 students, 
which is great. 

• We are currently in the process of receiving several new membership applications and dues. 
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Membership Dues 
Goal: Establish final status membership of 75 members in the Fall 2016 semester and 70 members in the Spring 
2017 semester. 
Result: 

• Established final status membership of 71 members in the Fall 2016 semester. 
• We intend to meet the Spring 2017 goal by marketing our Spring 2017 events within our recruiting activities 

in order to establish more demand and exclusivity for UIAMA.  
• In addition, for the first time during recruitment, UIAMA set up a table within The University of Iowa Tippie 

College of Business during the first few days of school in order to communicate the benefits of joining 
UIAMA to other college students. In order to attract more students, we offered cupcakes in our AMA Chapter 
colors to those who came to speak with us.   

• We also spoke to students at both The University of Iowa Student Organization Fair and the Tippie College of 
Business Student Organization Expo.  

 

Membership Database 
Goal: Develop a complete electronic database of current members, which includes information on major, current 
membership status, primary and alternative contact information, AMA ID number, career interest, and undergraduate 
graduation date. 
Result:  

• We have a running excel file on the UIAMA Google Drive that houses all of our member information. 
• The Google Drive also contains excel files that house information on previous members in order to save 

information on future alumni for alumni events.  
 
 

Involvement 
Goal: Increase member involvement and attendance at an average of 30 members per UIAMA function as a result of 
new initiatives. 
Result: 

• We achieved an average of approximately 21 members at each AMA function and event.  
• As an incentive for participation and attendance, UIAMA provided workshops, speakers, and other functions 

based on member career interests.  
• We sent biweekly email campaigns that include information on agendas for upcoming meetings and events 

as well as recaps of meetings. 
• UIAMA also posted consistent reminders of meetings and functions through UIAMA social media channels. 

   

Involvement System (NEW) 
Goal: Assist our members in developing skills for their future career by encouraging involvement in AMA. Fall 2016 
semester we are using an involvement system that explains how many philanthropy events, fundraising events, 
meetings, and socials must be completed in order to achieve each status. 
General Member - All members will begin each semester as a “General Member” 
Active Member – Requirement for an Executive Position 
Active Member with Honors - Requirement for an Executive Position, in addition to receiving certificates/awards. 
Result: 

• At the end of Spring 2016, we awarded 15 members with an Active Member with Honors status. 
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• Also, 18 members received active member status, and the remaining 38 members received general member 
status.  

• Therefore, almost half of our members were highly active (above average) within our organization. 
• UIAMA’s VP of Finance and Membership position maintained (and will continue to maintain) the member 

status database’s completeness and accuracy. 
• In order to apply for an executive position, members must reach active member or active member with 

honors status during the Spring semester.  
• UIAMA will continue to utilize its involvement system due to the increased membership engagement and 

participation that resulted. 
• Beginning Spring 2016, we are using our more updated involvement system to make the system more user 

friendly and simple. Please see below.  
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Internal & External Communications 

Overall Goal: Maintain internal and external relations and provide clear and consistent information 
about our chapter to the public and current AMA members. 
 

The University of Iowa American Marketing Association’s communication strategies include multi-channel marketing 
in order to keep in touch with current and perspective members, in addition to The University of Iowa community. 
 

Social Media Channels 
Goal: Increase social media interaction by 25%. 
Result:  

• UIAMA conducted multiple posts per month regarding marketing trends, University of Iowa events, UIAMA 
events, meeting reminders, and more utilizing the following platforms: 

o Main Website: http://www.biz.uiowa.edu/ama/ 
o Facebook Page 
o Facebook Private Group 
o Twitter 
o LinkedIn Group 
o Instagram 
o SnapChat 
o The University of Iowa OrgSync 

• We increased social media interaction by 5%. 
• In order to increase our efforts, we will post content over our social media platforms at least 3 times per 

week instead of only posting when we have a UIAMA event or function 
• For example, we will post and write marketing related articles that we believe our members will be interested 

in reading. 
 

Canvas: ICON (NEW) 
University of Iowa’s Course Management System 
Goal: The University of Iowa AMA executive board will utilize the University of Iowa’s Central Course Management 
System, in order to provide members access to documents. 
Result: 

• We began utilizing Canvas to share general meeting chapter plans, UIAMA Chapter Plans, UIAMA 
Constitution, the contact information for executive member, The UIAMA Involvement System, Regional and 
National Conference documents, Professional Trip documents, information on upcoming events, case 
competition materials, sign-up surveys for events and fundraisers, promotional content, and their status within 
the Involvement System. 

• We also utilized communication tactics by making announcements on the course page in addition to 
providing our members with meeting PowerPoints and handouts.  

• As a result, we were able to effectively communicate with our members in addition to providing them access 
to AMA documents, handouts, and PowerPoint presentations that were presented by both the AMA exec 
team and professional speakers.  
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Direct Marketing 
Goal: Establish an open and direct line of communication between executives and members about chapter updates 
and functions, and maintain an open rate of at least 60% in order to maintain transparency between the executive 
team and members. 
Result: 

• UIAMA sent direct emails to members by using MailChimp and The University of Iowa’s American Marketing 
Association – University of Iowa ListServ application. 

• Direct marketing of meeting reminders, general meeting recaps, executive meeting minutes, project updates, 
and various opportunities such as internships, etc., lead to an open rate of 41.88%. 

 

Mass Advertisements 
 
Goal: Reach the mass audience of members, Tippie College of Business students, faculty and The University of Iowa 
Community with UIAMA chapter promotions. 
Result: 

• UIAMA utilized the Pappajohn Business Building kiosks and placed AMA posters throughout common areas 
at The University of Iowa, and campus hot spots with high pedestrian traffic. 

• More successfully, we began creating Facebook Events in order to drive more demand and awareness of 
our UIAMA functions and events.  
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January 2017 

19: Strategic Executive Board Meeting 
25: The University of Iowa Student Organization Fair 
26: Tippie College of Business Student Organization Expo 

 

26, 31: Information Sessions for Prospective Members 
31: Executive Board Meeting 
 

 
 
 

1: General Meeting 
6, 16, 20, 27: Executive Board Meeting 
8: Hot Chocolate and Coffee Social 

 
February 2017 

 

13: Oscar Salazar (Co-Founder of Uber) Speaking Event 
13: Valentine’s Day Fundraiser Begins  
15: Sculpt (Digital Marketing) Professional Workshop 
17: Oracle Lunch & Learn Event 
19: Midterm or Certificate Study Group Session 

 20: Padfolio Sales Begin 
 23: University of Iowa Spring 2017 Career Fair 
 

 
 
 

March 2017 

1: General Meetings 
6, 20, 27: Executive Board Meeting 
8: Professional Speaker 
14: Pizza Party & Socialize 

 16, 18: International Collegiate Conference; New Orleans, LA 

 

23: Strategic Executive Board Meeting 
29: Required Professional Trip Meeting 
30, 31: Spring 2017 Professional Trip – Kansas City 

  
 3, 10, 17, 24: Executive Board Meeting 
 5: General Meeting 

 11: Professional Speaker 
April 2017 13: UIAMA Spring Formal 

 21, 22: AMA 5th Annual Tippie Case Competition 
 26: 2017-2018 Executive Board Election 

 
27: Strategic Executive Board Meeting 
 

May 2017 3: Changing of the Boards Meeting 
 

 

A Peek into the Spring 2017 Semester: 
Calendar of Upcoming Events 	
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Financial Overview	

We implemented the creation of separate income statements per AMA function category, including 
Professional Development, Philanthropy & Fundraising, and Events & Socials. Below is a combined 
income statement for Fall 2016, comparing the projected amounts with the actual amounts, and a 
combined, projected income statement for Spring 2017. 
	

The University of Iowa American Marketing Association 
Income Statement 

Fall 2016 

		 Projected	 Discrepancy	 Actual	
Beginning	Balance		 	$1,205.00		 		 	$1,205.00		

		 		 		 		
Revenue	 		 		 		

00	Funds	(Student	Organization	Account)	 		 		 		
Member	Fees	 	3,600.00		 	(720.00)	 	4,320.00		
Whelan	Fundraising	 	3,500.00		 	2,633.00		 	867.00		
Padfolio	Sales	 	4,000.00		 	(87.00)	 	4,087.00		
Philanthropy	 	1,000.00		 	450.00		 	550.00		
Other	 	100.00		 	(200.00)	 	300.00		

		 		 		 		
Total	Revenue	 	$13,405.00		 	2,076.00		 	$11,329.00		

		 		 		 		
Expenses	 		 		 		

Membership	Fees	 	(1,880.00)	 	376.00		 	(2,256.00)	
Padfolio	Purchases	 	(1,362.00)	 	-				 	(1,362.00)	
Fall	2016	Professional	Trip	 	(2,587.00)	 	619.00		 	(3,206.00)	
Philanthropy/Fundraising	 	(1,000.00)	 	(450.00)	 	(550.00)	
Socials	 	(1,000.00)	 	-				 	(1,000.00)	
Other	 	(1,000.00)	 	(200.00)	 	(800.00)	
		 		

	
		

Total	Expenses	 	$(8,829.00)	 	345.00		 	$(9,174.00)	

		 		 		 		
Net	Income	 	$4,576.00		 	2,421.00		 	$2,155.00		
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The University of Iowa American Marketing Association 
Projected Income Statement 

Spring 2017 
		 Projected	
Beginning	Balance		 	$2,155.00		
		 		
Revenue	 		

00	Funds	(Student	Organization	Account)	 		
Member	Fees	 	1,720.00		
Whelan	Fundraising	 	3,500.00		
Valentine's	Day	Fundraiser	 	200.00		
Padfolio	Sales	 	1,875.00		
Philanthropy	 	1,000.00		
Other	 	100.00		

Tippie	Case	Competition	Sponsorships	 	7,500.00		

		 		
Total	Revenue	 	$18,050.00		

		 		

Expenses	 		
Philanthropy/Fundraising	 	(1,000.00)	
Membership	Fees	 	(2,000.00)	
Padfolio	Purchases	 	(1,000.00)	
Spring	2017	Professional	Trip	 	(2,500.00)	
Socials	 	(1,000.00)	
Tippie	Case	Competition	 	(7,500.00)	

Other	 	(1,000.00)	
		 		

Total	Expenses	 	$(16,000.00)	
		 		

Net	Income	 	$2,050.00		
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This concludes our 2016-2017 Annual Report. 
 We had a great Fall 2016 semester, and we are  

looking forward to continued success within  
The University of Iowa American Marketing Association. 

 

 
	
	
  
	
	
	
	
	
  
	
	
	
	
	
	
	
	

 
 


