




LETTER FROM THE PRESIDENT

                                          UF-AMA has a strong reputation for developing our members personally and            
                                              professionally through any avenue of interest. The University of Florida has 
                                                a substantial reputation for providing academic success and preparing its 
                                                   students to become the next generation of leaders and innovators for 
                                                    generations to come. UF-AMA embodies that dedication to excellence, 
                                                     and continuously uses that mindset to grow every year.

                                                    Entering the 2019-2020 academic year, our chapter had one goal in mind:       
                                                  Become a top-25 chapter for the first time in UF-AMA’s history. After 
                                               extensive evaluation, we implemented many new initiatives to segment our 
                                           efforts in every area we saw a need for improvement. After analyzing these 
                                       opportunities, we first implemented a new “Case Director” position for the fall
semester exclusively, as a way to allocate our talented executive board toward a first-time entry in the 
AMA International Case Competition. 

Marketing Week was another significant opportunity for our chapter. With assistance from our Vice 
President of Professional Development, we were able to design and implement a five-day marketing week 
that provided developing digital customer strategies, building transferrable sales skills, and influencer 
marketing were just a few of the topics we covered in our successful marketing week relaunch.

Finally, corporate relations have soared for UF-AMA this year. After attending AMAICC last year, I learned 
the importance of sponsorship in leading a successful AMA chapter. We sought out to obtain a minimum 
of $2,000 in corporate sponsorships this year. Initiatives included creating a new corporate sponsorship 
proposal, sending hand-written thank you letters to speakers, and highlighting AMA’s potential impact on 
their organization. We were able to obtain sponsorships that valued $2,500 for the year, the highest ever 
obtained from any other executive board in the past. 

The University of Florida American Marketing Association is proud to influence the world’s next 
generation of business leaders. I want to thank every single executive board member, general body 
member, and other supporters for the work they’ve put into making this a successful journey, and year of 
growth for our chapter. This has been a once in a lifetime opportunity for me to learn and grow as a leader. 
I am honored to have served as the UF-AMA President and I am proud to present our 2019-2020 
annual report.
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GOAL EVALUATION

CHAPTER HIGHLIGHTS

• Hosted our first Marketing Week with speakers from Gymshark, SharpSpring, and PHOS Creative.
• Competed in the AMA Collegiate Case Competition for the first time in UF-AMA history.
• Exceeded our corporate sponsorship goal allowing UF-AMA to leverage opportunities at the 2020 

AMAICC.
• Increased collaboration among other business organizations to improve members’ AMA experience.
• Organized an AMA professional mixer with representatives from Proctor & Gamble, Gartner,   

Anheuser-Busch, Cisco, and others. 

The event or activity did not occur.

The event or activity mostly met the goal, but could still be improved to increase value to members.

The event or activity partially met the goal and could be greatly improved to increase value to members.

The event or activity did not meet the goal.

The event or activity met or exceeded the goal and provided superior value to members.

CHAPTER OVERVIEW
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Professional Development strives to provide opportunities for members that are educational, 
career focused, and skill-building while fostering an environment for continued professional and                        
personal advancement.

NETWORKING
Host a Professional Mixer in collaboration with Pi 
Sigma Epsilon (PSE) during UF Career Week
Goal: Host 8 companies and 40 students
Evaluation:
Outcome: UF-AMA hosted one professional mixer in 
September 2019 and one in January 2020 in 
collaboration with other organizations within the 
business school, reaching 28 companies total. The 
event is open to any major but is targeted to 
predominantly business majors. Companies in 
attendance included Proctor and Gamble, Keller 
Williams, Cisco, Anheuser-Busch, Oracle, Gartner, Aldi, 
and Motionpoint. This type of event allows students to 
meet recruiters in a more intimate and less 
stressful atmosphere. By leveraging the strengths of 
each organization, we were able to get many 
companies to attend the mixer. Next year, since the 
mixers are during recruitment season, we will consider 
using it more as a tool to recruit new members.

INDUSTRY EXPOSURE

PROFESSIONAL DEVELOPMENT
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Expose members to a variety of career paths by hosting guest speakers
Goal: Host 6 guest speakers at our general body meetings throughout the semester
Evaluation: 
Outcome: One primary goal of UF-AMA is to expose students to job opportunities through speaker 
series. We have hosted five corporate speakers and expected to host four more before year end. So far 
we have hosted PHOS Creative, E&J Gallo, Gartner, Altria, and Oracle. In the future we will host Sharp-
Spring, CDW, Aldi, and Premier Events. These companies add value to our club by providing students 
with skills workshops, industry knowledge, and recruitment advice. We offer a variety of different 
companies (local/national, large/small, etc), but we would like to gather more input from members on 
what they want to see and when they prefer to see it.

Alexis Filmer
Inbound Marketing Manager
September 12, 2019
44 Attendees

Kristi Bowen
Sales Recruiting Manager
October 3, 2019
30 Attendees



PROFESSIONAL DEVELOPMENT
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Host first annual Marketing Week during the week of 10/14
Goal: Host 4 unique sessions and over 100 unique attendees
Evaluation: 
Outcome: UF-AMA successfully hosted four unique sessions with attendance from 60 unique students. 
At the end of the week, we acquired feedback responses from 40+ attendees with an average of 4.5 
stars, raised $103 from a week-long nametag fundraiser, and added 26% of attendees emails (opt-in) to 
our email list. Throughout the week, attendees had the opportunity to hear about digital marketing, sales, 
social media, and apply technical skills through workshops. We were very proud after completing our first 
annual Marketing Week. We have high hopes that in the future we can invite more high-demand 
companies and provide more value to students who desire to enhance their knowledge of marketing-
related jobs, technologies, and processes.  

Madison Tighe
Campus Ambassador
October 24, 2019
12 Attendees

Lia Pizoli
Sales Recruiter
January 23, 2020
11 Attendees

Justis Mendez
Chief Executive Officer
November 14, 2019
11 Attendees

Nicole Hebel
District Manager
November 7, 2019
5 Attendees

Leah Zissimopulos
Director of Partnerships
February 6, 2020

Eric Manin
Chief Executive Officer
April 9, 2020

Monday
October 14, 2019
PHOS Creative
Speaker Session
10 Attendees

Friday
October 18, 2019
Felipe’s Taqueria
Social
11 Attendees

Thursday
October 17, 2019
Gymshark
Speaker Session
40 Attendees

Wednesday
October 16, 2019
Adobe and Google 
Analytics Workshop
18 Attendees

Tuesday
October 15, 2019
SharpSpring
Speaker Session
10 Attendees



EXPERIENTIAL
Create the first UF-AMA case 
competition team
Goal: Successfully form 2 competing case teams 
and achieve 100% case team meeting attendance 
to effectively strategize for the AMAICC case 
competition in the spring of 2020.
Evaluation: 
Outcome: UF-AMA created 2 competing case 
competition teams who both completed the 2 
cases. Both competing teams had full attendence 
at every meeting prior to the presentation of the 
Cotton Inc. case. Although the teams did not move 
on to the next round, UF-AMA strives to compete 
in the case competition nex year. 

Continue to cultivate creative and successful 
marketing plans for local Gainesville businesses
Goal: Involve 20 total members in competing 
marketing plans that involve 2 different local 
businesses.
Evaluation:
Outcome: UF-AMA is currently completing 2 
different marketing plans for local companies QU 
Parking and Premier Events Co. 10 members are 
involved in each of the marketing plans and both 
are in close contact with key decision makers in the 
businesses. The marketing plans are estimated to 
be completed in April 2020. 

PROFESSIONAL DEVELOPMENT
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QU Parking
4 student consultants currently 
creating a promotional 
marketing campaign to increase 
brand awareness

Premier Event Co.
6 student consultants enhacing 
Premier’s social media 
presence and managing its 
digital strategies 



Community and Social Impact activities allow members to demonstrate community engagement and 
passion by collaborating with local nonprofit organizations in the North Central Florida area. To achieve 
our objective we schedule service events that better our community by using members’ 
professional skills. 

Engage in TopSoccer volunteering events that benefit the 
Gainesville community and develop members’ 
social conscience
Goal: Schedule 1 TopSoccer opportunity per semester and organize 
4 teams of at least 10 volunteers at each event.
Evaluation: 
Outcome: UF-AMA members engaged in service events while
volunteering at the local TOPSoccer field. Members played soccer 
with disabled children, providing a fun and pleasant experience 
while interacting with the other TOPSoccer volunteers.
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Provide members with the opportunity to 
volunteer with marketing department 
professors on local nonprofit projects
Goal: Get 5 members paired with professors to
assist in a nonprofit project.
Evaluation: 
Outcome: The executive board was not able to 
identify a professor willing to work on a non-profit 
marketing project. In the future, the board plans on 
asking professors a semester in advance before 
starting a project. If a professor cannot collaborate 
with UF-AMA, the service director will spearhead 
the project for organizations UF-AMA has 
volunteered for in the past, such as the Alachua 
County Humane Society. 

Educate members on marketing roles within 
nonprofit organizations
Goal: Host an information session with a nonprofit 
organization to provide members with alternative 
marketing opportunities with 50 students in 
attendance.
Evaluation: 
Outcome: UF-AMA posted ongoing opportunities 
to increase accessibility to volunteering applications 
and contacts for working for nonprofits. We have 
begun informing members about careers within 
nonprofit organizations and plan on making this an 
initiative next year. Although this action needs to be 
further developed, we will continue to build 
awareness about nonprofits, crowdfunding, and 
host nonprofit organizations to speak at meetings. 

Promote and volunteer at the Alachua County Humane Society
Goal: Have a representative from the Humane Society speak about their 
mission and what roles volunteers play to educate members, then organize 
teams of 8 volunteers for each volunteering session. 
Evaluation: 
Outcome: Eight members volunteered at the local Humane Society 
cleaning cages, playing with cats and dogs, and making a happier and 
healthier environment for the animals. Members were educated by the 
Human Society about animal care and the services the Alachua county 
location provides for the animals. Next year UF-AMA plans on collaborating 
with the Humane Society on a promotional campaign to highlight 
volunteering opportunities.

COMMUNITY AND SOCIAL IMPACT



FUNDRAISING GOALS 
Fundraising goals aim to leverage members’ marketing skills to raise money for the chapter’s operational 
costs. Fundraising activities account for 100% of UF-AMA’s planned revenue.

Corporate Sponsorship
Goal: Secure a premium corporate sponsor who 
donates at least $2000 to UF-AMA.
Evaluation: 
Outcome: UF-AMA targeted a corporate and local 
company sponsor for the 2019 - 2020 
academic year. This year we created a local 
sponsorship package catered towards smaller 
companies so they could sign up for the bronze, 
silver, or gold package ranging from $250-750. 
Each package emphasizes the marketing perks 
that would be received upon donation. We were 
able to achieve 125% of our initial sponsorship 
goal for the year with total funds raised of $2500. 
Targeting two sponsorships has allowed us to go 
beyond our goals and provide a greater experience 
for our members.

FUNDRAISING

Use Flipgive account to get money back on 
GBM food
Goal: Receive 10% on food orders every week.
Evaluation: 
Outcome: The Fundraising Directors began using 
a Flipgive account to earn money back on food 
purchased weekly for general body meetings.
UF-AMA raised over $100 by incorporating Flip-
give into our weekly food purchases. By ordering 
at restaurants providing 10-15% cashback on 
every purchase, we have increased our profit and 
minimized our costs through a simple change. Our 
goal in the future is to utilize this resource for other 
purchases and add more general body members 
to the program.

Sell AMA apparel and nametags to members
Goal: Sell 30 nametags and 50 AMA shirts.
Evaluation: 
Outcome: UF-AMA created nametags to sell during marketing week for $15 
each with a cost of $7.45. Exactly 30 name tags were sold, generating $450. 
Additionally, we sold last year’s and this year’s UF-AMA shirt, $20 for new 
and $10 for the old design. We were able to completely sell out of last year’s 
design. Every year we also have dues and t-shirt bundle during the first 2 
meetings, which led us to make over $1800. Currently, we are collecting 
orders for a new t-shirt selling for $20 each.

Local Restaurant Fundraising Nights
Goal: Get 40 people to attend fundraising nights 
with a 10% return on purchases.
Evaluation: 
Outcome:One of the Fundraising Directors’ goals 
was to raise funds for UF-AMA through fun, creative 
events at local favorite restaurants. We achieved this 
goal by advertising through our social media pages 
and post fundraising nights on the amagator.com 
calendar. In the fall semester, we coordinated one 
of our most successful restaurant fundraisers yet 
at Sweetberries, raising exactly $100 and achieving 
our attendance and 10% return goal. Our strategy 
was to remind members about the event starting 
two weeks before, through advertisements in our 
Facebook and Instagram pages and our general 
GroupMe. Although we were not able to schedule 
another restaurant fundraiser in the fall, we have 
events scheduled in the spring semester. 
Create Fundraisers for Marketable Holidays
Goal: Sell 48 goodie bags of holiday cookies.
Evaluation: N/A
Outcome: The Fundraising Directors will utilize 
UF-AMA social media and meetings to advertise 
for Valentine’s Day fundraiser. We will purchase 96 
cookies for $10 and sell goodie bags of 2 cookies 
for $2. The event will be marketed to all UF students 
with a point incentive for AMA members. Some
improvements we made from past holiday 
fundraising events include more reasonable pricing 
and salience of information through increased 
advertisements and eye-catching packaging. 07



MEMBERSHIP GOALS 
Increase overall membership and retention rates by providing members a valuable experience in AMA 
throughout the 2019 - 2020 academic year.  

Increase attendence at weekly GBM Meetings 
Goal: Increase weekly rate of member 
attendance by 30%.
Evaluation: 
Outcome: UF-AMA has been able to boost
retention rate through the mentor/ mentee program 
as previously stated and as a result, our weekly 
attendance has increased greatly. In the fall 
semester, attendance was extremely high, but 
became consistently low. Thus far attendance in 
the current semester has been increased from 
approximately 5-7 members per week to 15-20 
members per week. We hope that by continuing to 
build on the mentor/ mentee program, as well as 
interacting with our members more frequently 
before our meetings begin, we will be able to 
continue steadily increase our weekly attendance.

MEMBERSHIP
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Increase membership for the 2019 - 2020 
academic year 
Goal: Increase number of due paying members 
by 25%.
Evaluation: 
Outcome: UF-AMA had a record-high number of 
due paying members in the Fall 2019 semester, 
56 members paid dues (not including executive 
board members). We are still currently collecting 
membership dues for the Spring 2020 semester 
and are optimistic that the number of dues-paying 
members will reach the number it did last 
semester. Our efforts to recruit new members 
have included Business Bash (club rush for the 
business school at the beginning of each
semester), tabling around campus, Facebook 
events, and TV ads in the business school.

Increase attendence at service & social events
Goal: Host 2 service events and 3 social events per semester 
with an average of 15 members at each event.
Evaluation: 
Outcome: UF-AMA successfully hosted 1 service event during 
the fall semester with the Humane Society of North Central 
Florida. We were only able to host 1 service event because we 
had a change in the Service Director position part of the way 
through the semester. For this event, the facility allowed us to 
bring 8 members. In the spring semester, we have 2 service 
events planned. One of the events planned is with TopSoccer, 
an organization that holds soccer leagues for disabled children. 
The other event planned is with the Mill Creek Farm – 
Retirement Home for Horses. We hope to see an average of 10 
members at each of these events based on space allowed at 
these facilities. We also successfully hosted 3 social events last 
semester. The first was at Sweetberries, a local sandwich and 
ice cream shop and 10 members were in attendance. The next 
social we hosted was at Felipe’s Taqueria with 15 members in 
attendance. The final social we hosted was a s’mores social 
with 16 members in attendance.



LinkedIn endorsement

AMA shirt & LinkedIn endorsement

Professional development session, free dues the following semester, AMA shirt & 
LinkedIn endorsement

Top 10:

The top 10, 5, and 3 point earners will recieve the following at the end of the semester:

Top 5:

Top 3:

MEMBERSHIP (cont.)
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POINTS SYSTEM
Members earn points based on events they participate in. Below are various events and meetings 
members are able to earn points from:

General Body Meetings

International 
Conference
 Attendence

Regional 
Conference 
Attendance

Marketing Week Attendance

Service / Social / Fundraising 

Presenter (i.e. Midpoint & Finals)

Marketing Team Member

1 point

2 points

2 points

2 points

1 point per session

3 points

5 points

Bolster retention rate of members each semester 
through AMA mentor/ mentee program
Goal: Pair 35 AMA mentees with an executive 
board mentor.
Evaluation: 
Outcome: UF-AMA’s retention rate has improved greatly 
through the application of our mentor/ mentee program. We 
have successfully paired 33 AMA mentees with an 
executive board member. Through these pairings, we have 
been able to strengthen our relationships within AMA and 
boost our retention rate. Mentors have encouraged 
mentees to attend weekly meetings and outside events as 
well as advising them on professional development matters.



COMMUNICATIONS GOALS 
By the end of the 2019-2020 school year, when polled about AMA awareness, increase the awareness of 
AMA within the University of Florida Campus by 1.5 of every 10 students. 

INTERNAL

Increase the retention rates of current members by at least 50%
Goal: Keep track of the traffic at each meeting as well as participation in the point system.
Evaluation: 
Outcome: UF-AMA strategically used GroupMe to improve retention rates for new and current members. 
This year we have over 130 GroupMe members who receive weekly updates on general body meetings, 
socials, service events, and fundraisers. Our goal for next year is to maintain 30 members per general 
body meeting. We have seen improvements in the spring semester, however, during the fall, the average 
number of members per meeting was 20 attendees, an increase from 15 attendees per meeting.  

Grow social media presence on Instagram and 
increase number of followers
Goal: Measure and analyze the interaction of 
social media followers with each social 
media account to increase Instagram 
engangement by 25%
Evaluation: 
Outcome: UF-AMA successfully increased the 
engagement and interaction on our Instagram 
account by 30%. This increase was due to the 
continued use and improvement of our new 
social media strategy that was implemented in the 
spring of 2018. In the future, we hope to continue 
this growth of approximately 25% of social media 
engagement with our chapter each semester. This 
success has especially been seen through our 
focus on using Instagram stories to frequently 
communicate information and creating Instagram 
posts to highlight moments from UF-AMA.

EXTERNAL

Develop further relations within the college of 
business
Goal: Solidify relations with three other Heaven-
er/ business organizations
Evaluation: 
Outcome: This year UF-AMA is participating 
in tangent with the Florida Women in Business 
in the Savings in the Swamp event, a personal 
finance workshop. By attending, members will 
learn about budgeting, investing, building credit, 
and have the opportunity to network with 
companies and organizations such as Wells 
Fargo and Hertz. Additionally, AMA solidified 
relationships with 4 business organizations. AMA 
hosted 2 professional mixers with Pi Sigma 
Epsilon and the Retail Center, featuring 20+ 
companies. Through this initiative, UF-AMA 
provided more involvement, networking, and 
employment opportunities to members. 

Expand presence into other colleges aside from the college 
of business
Goal: Survey members at the end of the year to find out what 
school they belong to evaluate differentiation amongst 
members.
Evaluation: 
Outcome: UF-AMA made efforts to collaborate on more
social events with other university-wide organizations. UF-AMA 
established its first joint social event across 2 different colleges 
within the University of Florida. UF-AMA, PSE, and AMSA will 
be hosting an out of town networking event in April to expose 
other colleges to marketing opportunities. 10

COMMUNICATIONS 
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COMMUNICATIONS (cont.)

Effectively use merchandise to advertise AMA 
throughout campus
Goal: Observe how much of the merchandise is 
sold and how often you seen members 
wearing it.
Evaluation: 
Outcome: UF-AMA sold out of its previous 
year’s merchandise during the first meeting of 
the fall semester. The PR Director created a new 
design intertwining AMAICC’s ‘Greater Together’ 
theme with our ‘Ohana Means FAMAily’ theme. 
We have collected orders for this latest design; 
however, we will be distributing them to 
members mid-February. We have reached 25% 
of our t-shirt goal and we hope to increase the 
amount sold by AMAICC. Next year we will 
design the t-shirt during the summer and have 
the new merchandise available to members by 
the first meeting of the semester.

Strategically make use of Marketing Week to increase the presence of AMA
Goal: Survey new members asking them how they heard of AMA, and seeing how much of that percent-
age stated that it was through 
Marketing Week.
Evaluation: 
Outcome: During Marketing Week UF-AMA our VP of 
Professional Development crafted a promotional 
strategy to gain new members and increase awareness 
of AMA on our campus. We utilized many mediums 
including the Warrington College of Business 
Newsletter, @amagator on Instagram, AMA Gator 
Facebook events, Digital ads within the business 
buildings, announcements in marketing-related classes, 
and chalk announcements on sidewalks across 
campus. Throughout the week our Instagram remained very active with recaps of each session and 
Instagram stories being shared by all executive board members at least 12 hours before each session 
happened. A feedback survey was administered via Google Form at the end of each session. We used 
this form to track demographics, measure attendance, and choose winners of our Gymshark swag 
bundle giveaway on Friday. Our target market was first years, second years, and transfer students who 
have not been exposed to the many professional paths that are impacted by or rely on marketing. We 
believe the need for this market is a sense of clarity and direction in order to successfully pursue an 
internship or job they would really love.

Improve communication within the 
executive board
Goal: Interaction of members on GroupMe and 
reposts of Instagram story
Evaluation:
Outcome: UF-AMA rolled a revamped American 
Marketing Association GroupMe to communicate 
with our members. After using this platform for 
communication within the executive board and 
seeing success, we felt it may be beneficial to 
use it for general body communications as well. 
This communication has seen huge success 
with over 130 members joining. In the GroupMe, 
members feel they can freely communicate with 
the executive board about the meetings and 
organization. Additionally, we have all 
executive board members to share Instagram 
stories with the main UF-AMA account posts. 
From this initiative, friends of those on exec have 
reached out and wanted to learn more about 
AMA and come to meetings. 



CHAPTER OPERATIONS
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Operational Goals aim to ensure successful management functions within UF AMA throughout the 2019 - 
2020 academic year. 

Increase attendance to a consistent 30 
members per week
Goal: Track number of members attending each 
meeting, and make sure that number is over 30 
each week.
Evaluation: 
Outcome: Over the fall semester, UF-AMA held 
an average attendance of 30 members per 
meeting. However, during the beginning of the 
spring semester, the average number of 
members per meeting was 15. During the past 
year, UF-AMA has looked to improve the quality 
of the weekly meetings by soliciting feedback 
from a wide variety of members. By interpreting 
insights from surveys and GroupMe polls, we 
have been able to generate more benefits that 
are favored by members.Gain a minimum of $2,000 in corporate

sponsor contributions
Goal: Florida AMA is not sponsored by student government, therefore we rely on dues and fundraising 
efforts in order to obtain our operating budget. This year, we place heavy emphasis on corporate 
relations, leading to a sponsorship.
Evaluation: 
Outcome: UF-AMA has been very fortunate this year with corporate sponsorships and relations. 
Throughout the year, we have welcomed: 2 sponsors valuing over $2,200, 5 new relationships with 
corporate-level companies, and 4 new local company relationships in the city of Gainesville. 
Additionally, a partnership/sponsorship with a local event planning company will assist in future events 
such as conferences, banquets, and social that will benefit current and future members. AMA is a 
go-to place for companies to recruit top talent. We are frequently recognized for our professionalism, 
culture, and internal operations from these relationships, and plan to continue to build these 
relationships further. Corporate relations are a critical part of AMA’s growth over time.

Create a more impactful executive 
board culture
Goal: Accomplishing all of our yearly goals by 
creative a cohesive executive board culture
Evaluation: 
Outcome: The UF-AMA executive board has 
reformed its culture to work efficiently and 
productively this past academic year. This year 
we implemented a mandatory executive board 
retreat to create a collaborative culture and 
become familiar with one another. By starting 
this tradition, every future executive board will 
begin their tenure as a cohesive unit that will be 
able to collaborate effectively on the goals and 
operations of the organization.  

Become an AMA top-25 chapter 
Goal: Develop a more substantial relationship with the AMA International by implementing new 
initiatives. These initatives include participating in the AMA International case competition, 
attending and competing at regional and 
international conference, and implemening new culture and traditions amongst executive board.
Evaluation: N/A
Outcome: Throughout the year, UF-AMA has implemented several new initiatives to improve our over-
all chapter ranking. We strived to place a higher emphasis on competing in international competitions 
such as AMA case competition, Marketing Week Competition, and the website competition. Additionally, 
we plan to have a competitive presence at the AMAICC in March. This academic year had a large focus 
on rethinking the culture of our organization. As a chapter, we wanted to place a stronger emphasis on 
engaging in productive and inviting environments that spark creativity and drive amongst the executive 
board and members. As an executive board, we urged our members to be more active in the initiatives 
we’ve taken, hoping this will guide UF-AMA into a top-25 chapter position.
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EXECUTIVE BOARD

Corey Reeves
President

Kaley Edmonds
VP Professonal Development

Caylin Duffy
VP Membership

Sarah Kendall
VP Communications

Sandra Cardenal 
VP Finance

Drew Marshall
Public Relations Director 

Ethan Hood
Marketing and Case Director

Jack Hermes
Marketing Director

Brittany Hillman
Chapter Development 

Logan Hyder & Alison Wynne
Fundraising Directors

Trenton Cimijotti
Vice President

Zoe Smith
Chapter Development 

Ty Hostettler
Social Director

Mariana Murzi
Service Director



BEGINNING BALANCE                                                     $1850.00

REVENUES                                                                        

EXPENSES                                                                           $3850.00

INCOME                                                                      $11451.56

ENDING BALANCE                                                       $7601.56

Fall Membership Dues  ..........................................................................  $3650.78

Spring Membership Dues  .....................................................................  $2650.78

Corporate Sponsorship .........................................................................  $2500.00

Fundraising Events ..................................................................................  $800.00

National Dues  .........................................................................................  $750.00

AMAICC Travel  .......................................................................................  $500.00

AMAICC Lodging ..................................................................................  $1200.00

Food & Drinks  ....................................................................................... $1200.00

Supplies ..................................................................................................  $200.00

BUDGET
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