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Over the past 8 years, AMA-UPRM has become a testament to hard work, dedication, and continuous growth.
Since our chapter’s reintroduction to the campus community, we have steadily advanced from being ranked
among the Top 25 chapters in 2022, to the Top 20 in 2023, and finally securing a place in the Top 15 in 2024. This
progress reflects the passion and commitment of our members, as we remain focused on elevating our chapter and
achieving goals that once seemed out of reach. Our dedication to professional development and creating an
inclusive environment continues to drive our success and this can be evidenced through our efforts during the
2024-2025 academic year.

This year, we made significant strides in expanding our impact, hosting over 45 events and engaging more than
1,000 participants. We also created connections with globally recognized companies such as Burger King, The
American Cancer Society, Bacardi, and Coca-Cola, allowing our members to gain invaluable insights into the ever-
evolving marketing industry. These collaborations have broadened our perspective, offering firsthand knowledge
of how leading brands adapt to global markets. We’ve also facilitated 3 certification opportunities on Email
marketing, Al in Marketing, and Digital Marketing to over 20 students and achieved a total of 93 currently active
memberships. Additionally, our community service initiatives have evolved to support not only people in need but
also animals and nature, reflecting our commitment to social responsibility on all its scales.

Our chapter has also prioritized fostering unity within the business administration community. In this academic
year, we successfully partnered with 9 other student associations, creating a cooperative environment where mutual
support and shared growth are emphasized. Additionally, we collaborated with other AMA chapters both locally
and nationally, including the AMA-UW Whitewater and its president, Rafael Alvarez. These collaborations have
strengthened our network and reinforced the spirit of collaboration across campus. This inclusive approach
ensures that everyone feels welcomed, valued, and encouraged to contribute to the success of our community.

None of these accomplishments would have been possible without the support of our university, faculty, and

mentor, Dr. Edgar Soto, whose guidance has been instrumental in shaping our chapter’s s
our gratitude to our board members, all AMA-UPRM members, and other student assoc
whose contributions have been crucial to our growth.

As we look ahead, we are more determined than ever to continue breaking barriers and reac
new milestones, always guided by the values of professionalism, inclusivity, and an unwaverit
commitment to growth. With this strong foundation, we will continue to soar to even greater
heights in the future. It has been a true honor and privilege to serve as the AMA-UPRM
president for the 2024-2025 academic year.

Kiara Quintana Pérez
President

KEY AGHIEVEMENTS

%93 active memberships, 50.5% composed of new members that were recruited this academic year.

% Impacted and supported 55+ local businesses, 89.1% of them being student-owned.

% Broke the record of most collaborations in AMA-UPRM history expanding our outreach and exposure with a

- total of 9 student associations inside and outside of the business administration community.

“Introduced 9 new community service initiatives to expand our impact to different targets in need.

“34% average increase in followers across all our social media platforms.

% 3rd year in a row attending the International Collegiate Conference.

%80+ high school students were taught about marketing and the AMA. 01




PROFESSIONAL DEVELOPMENT

1000- PARTICIPANTS IMPACTED m 9 NON PROFIT ORGANIZATIONS 55+ LOCAL BUSINESSES IMPACTED

14 COMPANIES 26 SPEAKERS 9 STUDENT ASSOCIATIONS COLLABORATED WITH: 2 CERTIFICATIONS & 2 STUDENT MARKETS

OVERALL GOAL

We aim to take on the role of educators, committed to driving our members'
academic and professional growth and providing them with the necessary

OVERALL RESULTS

Our members thrive as
marketing stars through
tools to navigate the workforce successfully. Our goal is to prepare our educational and hands-on

members so they can stand out as highly competitive, innovative
professionals capable of contributing to an organization’s success and

evolution of the marketing field.

experiences that drive their
professional development. As
well as generate valuable
connections with companies

<% &% and agencies, expanding their
a ‘A d unlocki ibl
UNLOCKING EXPERTISE (CERTIFICATIONS) ERipi i

Gu nl_: Offer students the chance to earn at least 3 marketing-related certifications to enhance their resumes and
promote ongoing education and skill development.

nEsu I_Ts: We provided our members with the opportunity to take free asynchronous certifications in Email
Marketing, Al in Marketing, and Digital Marketing. 27 members registered and started their certifications to enhance

their resumes. .
THE EVOLUTION OF MARKETING ACROSS INDUSTRIES [ i3 lis
(MARKETING WEEK)

Gnnl.: In the last week of October, we will host events with industry professionals on marketing, expecting 20-30
students per session. Our goals are to attract new members, invite AMA members from other Puerto Rican
chapters and showcase our chapter's activity in the College of Business Administration.

n Esu I_Ts: The AMA-UPRM exceeded its expectations by acquiring industry leaders from globally recognized
companies such as Burger King and Coca-Cola and also raising awareness for breast cancer awareness month with
the American Cancer Society. We held a total of 7 activities (one every day of the week) including info sessions,

markets, food drives, symposiums, and networking events for our members.

&« 6 Guest Speakers |I| Ii |I In honor of breast cancer awareness month we raised aware on

& 150+ participants this illness through our posts and branding for the week as well as

having the American Cancer Society as a keynote speaker in our

<% 1aqe
‘&’ Guest Companies: “ symposium.
BINET MEDIA GROUP aaan g

00, .00 .00 o
GAREER READINESS BOOTCAMP f & & @
(WORKSHOPS)
= Offer workshops that foster professional growth by combining theoretical knowledge with practical
GOAL

examples from industry experts, enabling participants to apply their learning in real-life situations.

n Esu I_Ts:We exceeded our expectations with an accumulated attendance of 50 participants total in activities
strategically scheduled before the Business Administration Faculty Career Fair. These activities included: Resume
Workshops, Professional Picture Sessions, Mock Interviews, and Tips & Tricks for Interviews Info-Sessions. We
also took the chance to collaborate with our fellow business administration student associations to maximize impact
and promote inclusivity in our faculty.

NS GOLLABORATED WITH:g
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AMA JOURNEY INSIGHTS ey
NEW)

Eo ﬂ I.: Host meetings with members throughout
the academic year and motivate them to participate
in national events such as the AMA’s DLI and ICC
events.

n Esu I_Ts: We mentioned these AMAzing
professional development opportunities in 6 of our
members’ meetings where two of them were fully
dedicated ICC info-sessions and inspired 3
members outside the AMA-UPRM executive
board to apply.

CONNECTION ACROSS & &~
BORDERS D

ﬁﬂm.: Establish connections and a support
system with AMA members outside of Puerto Rico
to expand our network and grow together as
professionals in marketing.

n Esu I_Ts: Through events like ICC and DLI,
our chapter's president connected with Rafael
Alvarez, president of AMA UW-Whitewater. They
agreed to collaborate on two events: our members
attended their regional conference virtually, and
their chapter joined our Marketing Week
symposium via Zoom.

COMMITTEES IN ACTION k%

G onl_: Offer members the chance to join an ad-
hoc committee to create advertising campaigns for
two non-profit organizations, providing hands-on
marketing experience to bridge the gap between
theory and practice.

n Es “ I_Ts: We created an ad-hoc committee to

create an advertising campaign for a non-profit
organization called Albergue de Animales Villa
Michelle to raise awareness of the need for adoption
for animals in need. Although we only helped one
non-profit organization, the committee consisted of
6 members and was involved in the process of
planning and filming the campaign for all of the
social media of the organization.

|GG PREP SESSIONS B3

Gonl: Hold at least 2 ICC Competition Practices
in collaboration with AMA chapters around the
island to ensure we are prepared for this year’s
competitions in New Orleans, Louisiana.

n E s “ I_Ts: We have scheduled 2 independent ICC
practices for the UPRM chapter for March 15th and March
28th and invited the AMA chapters from the University of
Rio Piedras, Pontifical Catholic University of Ponce,
University of Sagrado Corazon, Inter American University
of Arecibo, Polytechnic University of San Juan and
University of Bayamon.

FIELD TRIPS TO SUCCESS B4 s

G onl_: Arrange at least 3 plant tours during the
academic year to provide members with direct insights into
company operations, offering opportunities to network
with executives and inquire about internship programs.

HES“ lTS: Due to the distance between our chapter on
the south-west coast and companies on the north-east coast,
it was difficult to coordinate a time when students could
visit. We had 3 plant tours on schedule: Bmedia, ARCO
Publicity, and Casa Bacardi P.R., but were all rescheduled
until further notice due to these difficulties.

WOMAN IN BUSINESS PANELE g

G 0 n I.: Organize an event where women in business talk
about their journeys and create an opportunity where they
can share advice on how to overcome adversity in the field
to inspire young women in the AMA who will become part
of the workforce in the future.

n Esu I_Ts: We’ve identified three women leaders in
marketing and are scheduling an event to take place between
March 27th-31st in the Business Administration
Amphitheater.

NEXT GEN E-BOARD

o0 oS 5%

G 0"'_: Prepare the new e-board members for the 25-26
academic year with a mentorship program.

n Esu I_Ts: We identified members who are interested
in soon-to-be-vacant positions in the AMA-UPRM e-
board and we have announcements scheduled for our
social media that will be posted before the ICC to begin
the mentorship process as of April Sth.

G 0 nl_: Our chapter aims to increase the number of
students participating in the ICC this year in comparison to
last year when our group consisted of 9 members.

n ES“I_TS: This year we created an AMA-UPRM
delegation consisting of 10 members, 7 of which have never

assisted.
03



MEMBERS REGRUITED FOR IGG GOMPETITIONS

MARKETPLACE SIMULATIONS: S & & & MARKETING STRATEGY: & & PERFECT PITCH:- & &
(]
-

DIGITAL MARKETING: S S 888 ARKETING WEEK: & & HIGHLIGHT REEL COMPETITION:
SALES COMPETITION: &

*Our chapter submitted the video for the competition and were informed that
there was a change in the rules, yet we couldn't reschedule the team to restart
the process for resubmission.*

COMMUNITY & SOCIAL IMPAGT

OVERALL GOAL OVERALL RESULTS

Strengthen our social impact in local communities by The American Marketing Association at UPR Mayagiiez
diversifying our pool of activities to target diverse needs [ promotes education and community leadership through
and expand our outreach. We plan to use our
knowledge in marketing to drive change and be the
voice of every one of the causes we will be targeting.

M
DESIGN LAB MARKETING CHALLENGE R 2 8 8 &
NEW! Best Social Impact Video: 2 8 222 &

DEI initiatives, wprking with local schools, non-profits,
and businesses to impact Yauco, Ponce, and Guayanilla
with tailored marketing campaigns.

n E I m. As a chapter, we understand that the values of diversity, equity, and inclusion are vital pieces to carry out

® our daily operations. DEI embodies our chapter's commitment to ethical principles and social responsibility,
raising awareness of societal issues and motivating a desire for constructive change. That's why we ensure each of
these values is reflected in our activities and that our members feel welcome regardless of their background. As a
Puerto Rican chapter that is proud of its Hispanic and Latino heritage, we embrace these values not only to create a
stronger chapter but also to contribute to a more just and compassionate society. We are DEI.

\V

()
New P
ﬁn nl_: Host a market inspired by Bad Bunny’s
new album “DeBi TiRar MaS FoTos” (an album
that’s a heartfelt tribute to Puerto Rico’s culture
and heritage). We aim to provide a sense of unity

and pride within the campus as well as support
small Puerto Rican businesses.

n E su I.Ts =We mentioned these AMAzing

professional development opportunities in 6 of our
members’ meetings where two of them were fully
dedicated ICC info-sessions and inspired 3 members
outside the AMA-UPRM executive board to apply.

INSPIRING FUTURER % 4"
MARKETERS

Gu nl_:Visit around 3 local high schools in Puerto
Rico to speak to the students and discuss the endless
possibilities of pursuing a career in marketing with
the University of Puerto Rico, Mayagiiez, and the
opportunities that come with being an AMA UPRM
member.

UnA WeLTitA por EL

mArKeT

n Esu I.Ts: We reached out to 6 local high schools

and gave a total of 4 speeches about the importance
of marketing in the business industry, as well as
endless educational and professional opportunities to
approximately 80+ students.

COLLABORATION - MA®
SORORITY

| nl_: Collaborate to organize two community service
events that help local underserved populations this
academic year. By working together, the American
Marketing Association and Mu Alpha Phi Sorority aim to
impact the community positively.

n ES“ I.Ts: We were unable to meet the expectations
set for out collaboration with the Mu Alpha Phi Sorority.

NURSING HOME VISITS J:io

Gn nl_: Organize at least two nursing home visits to
provide companionship and support for residents in the
local community. We aim to enhance the well-being of
seniors while fostering a sense of community engagement
among its members.

n Esu I_Ts: We have contacted the nursing home
Hogar Casa Amor to visit the elderly and donate first
necessity products that are needed.

ROOTS OF IMPACT P T 2 Xw2

G 0 n I.:Volunteer with an organization in the
agricultural community where we can engage members in
hands-on environmental stewardship by planting seeds
and plants, fostering both community involvement and
sustainability.




HESU I.Ts: Our chapter formed part of a group
of 49 volunteers in collaboration with Ricura
Caribefia and had a total of 7 hours of agricultural

work accomplished.
.0. @2

BEAGH GLEANUPS

ﬁu nl_ Promote sustainability and environmental
awareness within our communlty by visiting at least two
local beaches in the western region with other
associations to make sure we have increased the positive
impact the event will have on the environment.

n E s u I_Ts: We collaborated with the Financial
Management Association (FMA) to clean Crash Boat
Beach in Aguadilla, Puerto Rico. There were a total of
12 students. Together we had 30-gallon trash bags and
were able to fill out 6 of them around the coast.
PAWS FOR A CAUSE BXE 0 new I
En nl_:We aim to organize at least two events
annually with a non-profit focused on animal rescue,
using our university community to help these
organizations find loving homes for abandoned

animals. Our goal is to support the cause of giving these
creatures the care and love they deserve.

n Esu I.Ts: We partnered with Albergue Villa
Michelle, a non-profit, to set up a donation table in the
Business Administration lobby. The event featured 2
speakers: Dr. Laura Diaz, a clinical psychologist,
discussing the psychological benefits of pets, and Joyling
Vidal, president of Villa Michelle's board, explaining
their adoption and foster programs. Over 40 cleaning
products were donated, and students adopted 3 out of
the 4 puppies brought to the event.

PlIPPY THEIH\PY SESSIOII +
ADOPTION GENTER o

ﬁn nl_ Collaborate with a student association to host
a puppy therapy session in student common areas. Here
we aim to create a win/win situation where students can
ease their minds and puppies who are available for
adoption can receive lots of love.

HESUI_TS:We have set up a date in Marc with a
student association called RUMAR and we are currently
working on selecting the amount of puppies we can bring
to campus for the event.

THE GLOSET llF LOVE B &

o g
B o o @

Gonl.: Work with “Come Colegial”, a student
association that delivers free non-perishable food to
students in need, to do a food drive, and donate to
other students in the UPRM community.

n E s u I.Ts “We set up a table during our

Marketing Week Market dedicated to receiving non-
perishable items for our food drive. After we were
done, we delivered around 65 non-perishable items
to Come Colegial and gave back to our student
community.

1“&3-

Gu n I_: Organize at least two hospital visits,
allowing the AMA-UPRM to support patients and
their families through recreational events or
companionship initiatives.

n Esu I_Ts: Our chapter visited The Closet of

Love at Hospital de la Concepcion in San German,
Puerto Rico. Our e-board members donated 5 bags
of essential items collected from member donations.
This initiative includes 5 closets throughout the
hospital, where patients in need can find clothes,
blankets, sanitary items, and more.

HOOF AND HEART MO0O- B 4"
VEMENT =

ﬁ 0 n I_: Promote responsibility and commitment to
animal welfare through hands-on community service
in an organization dedicated to this initiative.

n E s u I_Ts = We assisted in calf care, including

bottle-feeding, monitoring temperature, and general
health check-ups in the Tai South Farm, Inc. This
was our first-ever experience visiting them, yet all of
the objectives were successfully achieved,

strengthening the connection with the agricultural
community.



OVERALL GOAL

Raise the necessary funds for the chapter’s
operations while providing our members with

OVERALL RESULTS

We successfully organized events and sales to reach our
fundraising goals, effectively sharing information through our

social media and student group chats to keep everyone informed
and engaged. By involving the community and encouraging
participation,we ensured the success of these activities.

Erofessional development opportunities. This will
elp them improve their selling and problem-
solving skills through real-life experiences.

F000 SALES PR3 AR WASH o,
. Organize at least two food sales each -
GOAL GOAL:

month, with an expected revenue of $2,300 for the
year. We encourage all members to use their skills to

Raise funds through a car wash event,
washing at least 50 cars and generating a minimum

promote and market these events, making each sale profit of $150.

a Success. nEsu I_Ts: We set up a team comprised of 7 e-board
HESUI_TS: A minimum of two food sales were members in charge of logistics and recruited 12
successfully organized each month, obtaining $2,428.09  volunteers that are going to be divided into teams on
in revenue goals and fostering team collaboration and Saturday, March 1st. The location we chose is the
feedback for continuous improvement. Marcos Gas Station Inc. | Total Energies, in Sabana

m a A e axwn
AN O
’ g geo

ﬁo n I_: Offer students exclusive AMA-UPRM

merchandise, including T-shirts, hoodies, and ﬁnnl: Raise a minimum of $250 by selling coffee,
b;lsgball caps designed by our Publicity Team, pastries, and snacks while building community spirit
aiming for a total profit of $1,000. and supporting our association.

RE s “ I.Ts: The designs for the merchandise RE su I_Ts = Partner with local coffee vendors, choose

have been finalized, and a pre-sale will take place high-traffic locations near student areas, promote

after member initiation. Promotions will begin through social media and campus newsletters, and
post-initiation to maximize engagement and sales. e meEhen (o G o (ely mod fovitg

00, 00 environment for customers.
SPONSORSHIPS B Feo e 30

ﬁ 0 n I_ - Obtain new sponsorships to cover the I_ 0 v E nT F I n ST B I T EI
costs of the symposium, member initiation, and ICC cl “ E M n “ “ n En 'I'H E S'I' n n S|

expenses, with a target of raising.

nEsu I_Ts: We were unable to acquire sponsorships ﬁo nl: Organize a fun Valentine's Day-themed

despite reaching out to 8 companies. movie night in collaboration with a local business. The
goal is to raise funds by partnering with the business to

ffer thei ducts, with ti f th 1
c 0 I- I-n B s w I T H I- 0 cn I- gogtrribu‘filrig It);ooiccilag:ér’s f?mgionrgl?;rggt. Weeailslil fg
B u SI “ Ess Es 89, 09, o0 ® make a total profit of $80 from the event.
Ly
‘ ‘ ‘ n Esu I_Ts: The event was promoted through social

ﬁnnl: Support local businesses while raising funds for media, where the local business donated a percentage
our chapter, with a total fundraising goal of $500 in of the sales to our fundraising efforts. The movie was
revenue all year-round collaborations. coordinated via social media, and our audience had the

HESULTS: We successfully partnered! with local opportunity to choose which film would be shown.

businesses and held fundraising events that helped meet Wiy s huiniouts wek lower dem egiesies., Ho ousil

- : . still achieved its goals, generating a significant
our fundraising goals. Members played an active role in o , D .
; : : : contribution of $120 to the chapter’s fundraising while
promoting these collaborations, ensuring effective

T s enhancing engagement with the local community. 0 6




MEMBERSHIP
OVERALL GOAL

Our goal is to recruit 75 members for the AMA UPRM chapter
2024-2025 academic year. We want to be the guide for each one of
ﬁe necessary tools to propel them in their
professional careers. In addition, it encourages volunteer help to
contribute to the development of a better country.

them and offer t

93 MEMBERS TOTAL:

New Members

Retained

Memberships Expire

15%

OTHER BUSINESS
MAJORS

8290
MARKETING

G 0 nl_: Provide members with an incentive to
participate in all our activities throughout the academic
year with a point system. The amount of points
assigned depended on the category that belonged to

each activity.
OUR POINT SYSTEM:

PROFESSIONAL DEVELOPMENT:
VIRTUAL: 2PTS

IN-PERSON: 4PTS
COMMUNITY SERVIGE: 10PTS
MEMBER’'S MEETINGS: 6PTS
FUNDRAISERS: 5 PTS

n ES“I_TS: We were able to successfully track the
assistance of all our members throughout the academic
year and were able to reward the Top 3 Most Prominent
Members who attended more than 50% of our events in
our initiation held on February 20th.

OVERALL RESULTS

We reached the goal of 75 members this
academic year, obtaining a total of 78
members at the end of the year. During this
period we were the key to opening doors in
their professional life, being of help with
different conferences, networking, and
workshops. Being the impulse to grow and
create a community where we provide the
necessary support for each of the members.
Helping us to improve ourselves and our

country.

BREAKDOWN BY MAJOR:
s 16

50

Meeting our FAMAIY B33

Gn n I_: Participate in the 2 open houses our university
hosts during the academic year for students across the
island where we can increase exposure for the AMA to
potential members.

n Esu I_Ts: We participated in both open houses for
future freshmen and 2 more student association fairs for

current freshmen this academic year. Reaching a total of
hundreds of students in just a few days. 0 7



BONDFIRE BEACH
NIGHTS

Gnnl: Recruit at least 40 new members to the

& & & D

American Marketing Association at the University of . ) ) ..
Puerto Rico, Mayagiiez Campus, for the 2024-2025 Gﬂnl_. Collab with multiple student associations to
academic year. create an inclusive environment that promotes bonding

.. in the business administration community.
BESUI_TS: We exceeded our goal by acquiring 47

new members this academic year, with approximately HESULTS: Our chapter collaborated with the other 6

74% of those new members being marketing majors and - gtydent associations in the business administration faculty

26% belonging to other majors. on 2 beach days this academic year. These beach days

00. _00_ 00 included jet ski rides, beach volleyball, and an AMAzing

MEM BEBSI‘"P nnTnBASE .‘. ". .‘. bonfire to end the night. Here we acquired the assistance
of around 30+ students who were arriving and leaving

throughout the day.

ﬁﬂﬂl: We want to maintain track of an orderly
Excel spreadsheet detailing the chapter's current
membership and activity status of all of our events.
We use a point system to track which students are the
most engaged, and we seek to award the members
with the highest points during the member’s
initiation. We intend to incentivize participation in
our future events.

n E s u I.Ts: In the shared Google Drive, the
Financial Officer updated the list of official
members, so the Administrative team could collect
additional personal information using tools such as
Google Forms or in-person data collection.

Retention B
Gunl_: Retain more than 50% of last year's E_Bonnn B““n"lﬁ o...o o...o 0...0

members who haven't graduated and have stayed in
the Business Administration Department. We also
want to ensure that members who are graduation
candidates for this academic year stay and acquire
their one-year free professional membership.

H Esu L'I'S . . . H E s u I.Ts - We held 2 extremely successful ir}-pgrson
= We did not meet our expectations. meetings where we got the chance to do team-building

exercises and eat delicious food together as a team and

achieved a perfect attendance of 15 e-board members.

ﬁnnl: Host an event where the e-board can get to
know each other better and strengthen our
relationship as a team.

We obtained an estimated 30% retention rate of
student membership due to most of them graduating.
Yet we still managed to increase overall membership
from 86 last year to 93 this year, with 51% being new
to the AMA-UPRM.

INTERNAL NETWORKING K-~ 3 i

WITH FAMALY NEW

on I_: Make at least three social activities in which
members of the AMA and other student associations
create an inclusive environment and provide a sense of
unity in the Business Administration Department.

BESUI_TS: We were able to meet the proposed goal
with a total of 9 fraternization activities (fundraiser and

not fundraiser related) with attendance ranging from 7
to 20 students. 08



ENTERNAL GCOMMUNIGATIONS
OVERALL GOAL OVERALL RESULTS

By implementing the strategies, we were able to
maintain consistency, thereby achieving the desired
result of awareness, increasing followers, and
connecting with our audience by delivering a
message.

Increase awareness through content on our platforms
that connects with our audience and keeps them
informed about our activities and dynamics.

INCREASED FOLLOWING " & %"

Gn n I_: Increase Instagram followers by 100 and grow 10-15
followers on other platforms (Facebook, X, LinkedIn, TikTok).

AGTIVE AGGOUNTS

*measured in the past year* n Esu I.Ts: We surpassed our goal of increasing follower
: counts by 97% on Instagram (+197 followers), by 39.8% on
I“Stagram LinkedIn (+ 73 followers), 4.7% on Facebook (+48 followers,
o...o 24% and by 68.4% on Tiktok (+90 followers). Yet in X, the goals

were still met.
(from 819 to 1,016)

69k -+ EVOLVING OUR BRAND g &~ Feo)

2.2k

135+ G 0 n I_: Organize and design a brand kit that genuinely

captures the essence of our chapter and associates with this

60+ year’s ICC 2025 theme of "Evolve."
11.4k+ ﬂ Es u I.Ts - Our publicity team created a brand kit

following the ICC 2025 theme "Evolve” including cohesive
colors, typography, and graphics. We followed this brand kit
84% for a total of 54 post. Still, as a team we decided to create a
more concise profile by limiting our color palette to strengthen
(from 107 to 197) visual identity, making the chapter look more professional and
21.9k eye-catching.

49.3% FEBRUARY MARCH  APRIL MAY

(from 148 to 221) NEW BHMII]IIIG
23.2k

e “DAY IN THE LIFE™ RS MIIHKETIIIG
STUDENTS IN UPRM

L} . . . . .
ﬁﬂ '-\ I. = Create a "Day in the Life" video series featuring e-
board members every two weeks to foster community, showcase
diverse experiences, and encourage interaction among students.

6.2% n Esu I_Ts: We posted a total of 2 days in the life obtaining a
o (from 161 to 171) total 4. 9k views between the 2 of them.
We are scheduled to post 2 more this semester. 09

6%
o (from 801 to 849)




Increase engagement in all platforms by
providing fun and compelling marketing and
publicity facts every Friday while increasing the
viewer's knowledge and awareness.

Consistently posted marketing and
publicity-related facts every Friday of the academic
year so far accumulating a total of 19 posts. This
created an engaging and educational dynamic for
our followers.

Create a brand kit specifically for s

marketing week to make it stand out in our feed.

Created a specific brand kit for the
week in honor of Breast Cancer Awareness Month,
we not only promoted every event with this brand
but also took the opportunity to explain to our
followers the meaning behind it in hopes of using
our marketing skills to spread awareness. We
uploaded a total of 12 posts this week.

AMA ASKS is a series that consists of chapter
participants asking questions regarding marketing, publicity,
business administration, or event themes in order to maintain

students' active participation.

Post monthly TikTok trending challenges and
videos to keep students intrigued and engaged.

We surpassed our goal by posting more than
one video per month this academic year on our TikTok
account. The total amount of content posted were 18 videos.

Expand media following and engagement by
uploading videos such as reels every Wednesday after every
chapter activity—increasing current and potential members'
interest, acknowledgment, and motivation.

-Maintained reel postings after each chapter activity.
-Increased views and shares on videos by 115+.
-Boosted recognition of the chapter both inside and
outside UPRM.

Not only did we go through with videotaping the
series, but students were extremely engaged with these questions
and frequently asked about the uploading of these videos.

INTERNAL GOMIMUNIGATIOND

Build a close community (relationship) with
all members and keep them informed throughout the
day/week/month of all upcoming activities.

Throughout the academic year a total
of 143 media, links, and docs were exchanged in the
group chat. This increased interaction and
communication among members and shared important
information in real-time.




Hold meetings every two months to foster
a safe, fun, and professional environment that
encourages participation and collaboration,
strengthening our chapter's community.

Bi-monthly meetings were successfully
held with a total of 2 meetings last semester held in
August and October, as well as 2 meetings this
semester so far in January and February. Our chapter
has scheduled another members’ meeting in April.

Facilitate communication between the
publicity team and not spam messages to other E-
Board members with messages not directed towards
them, we aim to create a group chat specifically for
members of the publicity team.

Our publicity team reduced the
spamming of messages in general E-Board chats and
created a space exclusively for content and media
management purposes. They exchanged a total of
545+ media, links, and docs.

CHAPTER OPERATIONS
OVERALL GOAL

Our goal is to look out for our Chapter to make it a
place where all our members can come and develop

the marketer they have in them. Offer different
opportunities that make them achieve their
full potential professionally and
have the greatest personal growth.

EXPANDING OUR EBOARD
FAMALY:

Gn‘"-: Create a position inside the e-board for a
photographer in charge to take high-quality pictures of
our activities and edit them to post on our social media
platforms.

@9

H Esu I.Ts: We introduced our new photographer,
Christian Alicea, to our e-board who has worked
restlessly in taking over and edited over 500+ pictures
throughout the academic year.

Organize content ideas in a calendar so the
Publicity Team can easily and methodically manage
all uploads.

At the beginning of each month, a
calendar was created to assign tasks, using a color-coded
system where each color represented the person
responsible. The calendar was updated as needed to
accommodate upcoming priorities. It helped organize the
team, track progress, and keep our social media up to
date. A total of 7 content calendars have been shared with
the publicity team thus far, and our chapter plans to
continue this monthly pattern.

OVERALL RESULTS

Our chapter was able to successfully manage our
chapter operations in an organized manner
throughout the entire academic year.

OFFIGIAL E-BOARD
WELCOME

Gn nl_: Have an efficient transition of the new E-board
at the end of the academic year by establishing a meeting
with the newly selected E-board members in person.

n ES“I_TS: During the spring semester, some
members interested in joining the E-Board for the next
academic year were identified. From May 9th to May
19th, the current E-Board members (2024-2025) will
conduct training sessions for the incoming E-Board
members (2025-2026) during finals week.

D®®O




INFO-MONDRYS B4 &4

Go nl_: Offer a space once a week where the E-
board can execute their responsibilities and plan how
to meet the Chapter’s necessities.

HESUI_TS: A total of 19 meetings were carried
out throughout the academic year, lasting an hour on

average, held via teams every Monday at 6:30
p.m.This schedule will continue until the end of the
Spring semester. Some of those meetings were held in
person as a new tactic, to make the E-board a more
united one and had more feedback from one another.
Implementing Info-Mondays facilitated the team
being on track and had an equal distribution of tasks.

SHAPING LEADERS B 34"

Gn nl_: Have team leaders inside the E-board that
give direction, motivation, and inspiration for reaching
goals to their team members (eg. Head of Finance,
Head of Publicity, Professional Development Officer,
and Community Service Officer).

n Es u I_Ts = Every team leader successfully met
with their team to assess their responsibilities and

develop tactics to reach the goals set, meetings that
took place both virtually and in person. Had direct
and more fluent communication by dedicating a
group chat for each team with both the president and
vice president in it.

CHAPTER PLAN R & &Y

G 0'-“.: Set new goals for the chapter, taking into
consideration all the achievements we want to
accomplish.

nEsu I_Ts: As a team, we reviewed our Chapter
Plan (2024-2025) to identify areas for improvement. We

then selected the Top 10 and Top 5 Chapter Plans
(2023-2024) as benchmarks. The chapter plan was
submitted on time, meeting the established deadline.

ANNUAL PLAN B &%

ﬁm“.: Work together as a team to accomplish the
proposed goals for the year.

n Es u I.Ts: The Chapter Plan (2024-2025) and past
Annual Plan (2023-2024) were used as benchmarks while
maintaining the previously stated goals. New activities
were added and analyzed to decide whether our efforts
fell short, met, or exceeded expectations. Additionally,
we selected the Top 10 and Top 5 Annual Plans (2023-
2024) as benchmarks for further improvement.

YEARLY EVENT PLANNER E~2" 23

G 0 n I.: Create and update a yearly event calendar
with all of the activities that are scheduled
throughout the academic year and make it available
to all E-Board members through our Google Drive so
that everyone can stay updated on all our events and
when they are scheduled to be happening.

n Es u I_Ts: At the beginning of the academic
year, the calendar was developed with the possible

activities to be carried out and as confirmation from
resources came in, the calendar was updated with a
more specific description of the activity. The calendar
also had to be revised at various times due to the
changes imposed by the university.

MONTHLY AGTIVITIES
REPORT 5 e o0

ﬁ 0 n I_: Send a digital report every month
throughout the academic year with all of the
activities that are taking place on campus to the
Department of Student Affairs, which is in charge
of overseeing the activities student associations
have on campus grounds.

n E s “ I_Ts = We kept updating the standardized

digital report format which improved the
organization and transparency of association
activities. There were a total of 45+ activities
reported separated by month and contained
information on date, attendance, speakers and
topics discussed which strengthened
communication with the Department of Student
Affairs.

SHARED GOOGLE DRIVE R4 & ¢

ﬁ 0 n I.: To store all the information about the
chapter in Google Drive so the E-board members
and the advisor can have an easy and organized
way to access it.

HESU I.Ts: The shared drive enabled every E-
Board member and mentor to quickly access and
locate pertinent information. The drive contains an
estimated total of 200+ documents, 580+ activity
pictures, and 100+ activity videos all divided into:
Administrative, Community Service, Financial,
Publicity, Professional Development, and E-board
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DR. EDGAR SOTO
CHAPTER MENTOR

KIARA llIIIIITﬂIH\ ﬂl.l]ll[lﬂﬂ SHHTII\GU I(IIISTM SEHHMII] 4
SECRETARY r~ul®

PRESIDENT VICE-PRESIDENT

. s £ . 1
NATHAN MILLAN JUSS”\N ﬂ\"lEs FABIANA ﬂl\,Eﬂﬂ

ARIANA YDIING
SUB FINANCIAL CONTENT CO CONTEN CO SOCIA
PICER™AL CREATION OFFICER CREATION OFYICER MEDIA MANAGER

JARIELIZ GARCIA
-~ FINANCIAL
OFFICER OF

WYNHEC RAMOS

FUNDRAISING
OFFICER

GHRISTIAN ALIGEA
PHOTOGRAPHER

T

CO SOCIAL
MEDIA MANAGER

GIANNA FAGUNDO

CO CONTENT
CREATION OFFICER

CLAUDIA VARGAS
COMMUNITY SERVICE
OFFICER

Activities:

Food Sales 2,428.09 Food Sale Expenses 1000.00
Cinema Under the Stars! Cinema Under the Stars!

/Love at first bite 120.00 /Love at First Bite! Expenses 0
Pop up! Coffee Shop 250.00 (expected) Photograph Fee 10.00
Professional Picture Day 20.00 Collabs Collabs Collabs Expenses 503.51
Collabs Collabs Collabs 604.00 Membership Fee pYRRNI]
fAMAIly Merch! 500.00(expected) Member’s T-Shirts 655.00(expected)
Sponsorships 1400.00 Miscellaneous Expenses 50.00
Membership 1392.00 ICC Expenses 2088.00(expected)
Marketing Week 100.00 Initiation Expenses 730.00
Car Wash 500.00(expected) Simposium Expenses 582.17
ICC Fund 688.00

Revenue:
Profit:

6,752.09
1,643.41
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LESSONS LEARNED

<@ We learned about the importance of ongoing
education and adaptability, essential for effective leadership and
professional growth.

o Reinforced in us the necessity of staying true to the
association’s values of giving back to those communities in need in order to
grow as human beings.

@ Membership: Highlighted the significance fostering a supportive and
engaged community to support one another on our professional journeys.
& Chapter Operations: As students, we learned about the importance of
strategic planning and clear communication to achieve the association’s
goals. As well to help eachother when struggling with keeping a balance

between AMA and our schoolwork.

& Fundraising activities: Taught us the value of resource management,
transparency, and building strong relationships with local businesses to
ensure financial sustainability.

IN MARKETING, LIKE OUR
PUERTO RICAN GULTURE,
WE TURN

INTO



