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EXECUTIVE SUMMARY UPRM [|o1

What does it look like when a chapter truly levels up... not just in performance, but in purpose?

During the 2025-2026 academic year, our American Marketing Association chapter at University of Puerto Rico at
Mayaguez built on a legacy of excellence, earning recognition as one of the Top Chapters for five consecutive years, including
a Top 20 Collegiate Chapter finish last year. This year, we chose to align our annual theme with the AMA International
Collegiate Conference theme, “Level Up,” and we did exactly that: we expanded opportunities, increased participation,
strengthened operations, and elevated the chapter experience into something more inclusive, more strategic, and

more impactful.

Our work translated into real outcomes across every pillar. Professionally, we delivered 11 industry conferences, 3 workshops,

and 3 company/plant tours, plus hands-on experiences like campaign copywriting work and consulting through ELEVATE.
Competitively, we expanded our ICC participation to 24 members (more than three times the amount of last year's
participation) and sustained structured training to strengthen performance readiness. Organizationally, we improved internal
systems through standardized agendas, calendars, shared documentation, and cross-team coordination. Financially, we
generated $17,835.11 in total revenues and closed with an ending balance of $8,865.21, supported by fundraising,
membership growth, sponsorships, and consulting revenue—including support from partners like Infosys, Healthy Path

Markets / Supermercados Econo, and Eli Lilly and Company.

OUR COMMITMENT TO DEI

As a Puerto Rican chapter, we understand that DEI is not a slogan—it's our reality and our responsibility. \We “leveled up”
by designing experiences that are culturally relevant, accessible, and community-centered—making space for different
backgrounds, majors, schedules, economic realities, and professional goals. From Hispanic Heritage Month programming
and mental health initiatives to cross-campus collaborations and community service, our chapter focused on belonging,
representation, and long-term member growth—while still delivering measurable results.

In short: we didn't just host events... we built momentum. We didn't just grow numbers... we grew capability. We didn't just
participate... we elevated. And through every initiative, we stayed anchored to one thing: helping students become better
marketers while honoring our identity as a Puerto Rican chapter with a global standard.

So... what does it look like when a chapter truly levels up? It looks like this year.

YEAR-AT-GLANCE HIGHLIGHTS

Membership
e 92 total members; 52% retention goal achieved and

exceeded.

Professional Development
e 11 conferences, 3 workshops, 3 tours (including
collaborations with Telemundo Puerto Rico, Netflix, and
L'Oréal).
e Connected members to 12 verified opportunities,
strengthening the chapter’'s role as a bridge between
students and industry.

Marketing Week AM

e ~200 attendees; first-ever regional collegiate i T
conference component. o

Communications Growth
e [Nnstagram reach 12,087 accounts and 655,000 views;
227 media assets created:; website 246 Visits.

ICC Readiness
e 24 students registered + participation in EVERY spring
and fall competitions.

Community Impact
e Beach cleanup contributed to 603lbs removed (67 o

bags) + multiple service initiatives.

o Presiaent




PROFESSIONAL DEVELOPMENT |02

Overall Goal: To empower chapter members with diverse and impactful professional development opportunities, including networking events, workshops,
conferences, industry collaborations, and hands-on experiences. These initiatives aim to enhance members' skills, industry knowledge, and career
readiness while fostering collaboration and leadership.

Overall Results: Throughout the academic year, our chapter successfully organized and executed a variety of professional development activities,
INncluding 21 team meetings, 11 industry conferences, 3 workshops, 3 company plant tours, and multiple networking events. Members gained valuable
INnsights Into marketing trends, developed essential skills such as branding, storytelling, and strategic commmunication, and engaged In real-world
experiences through initiatives like the "Sanamos Juntos" campaign and ELEVATE consulting projects. The chapter also strengthened inter-association and
Inter-chapter relationships through collaborative events like Gala ADEM and PR AMA chapters' beach day. These efforts collectively enhanced members’
professional portfolios expanded their industry connections and prepared them for future career opportunities in the marketing arena.
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Goal: Double the number of people in charge of professional development tasks to ensure the successful execution of the chapter's professional
development activities.

Results: Four new Professional Development roles were created to improve the coordination and execution of chapter activities and initiatives. A total of
21 professional development team meetings were held to organize our efforts toward meeting our professional development goals for the year, such as
creating our consulting service team ELEVATE, finding internship opportunities for our members, and organizing the resources so that our members
can receive certifications, with a larger, more effective, collaborative team.

Marketing Week ‘g’ ‘@’ ‘&’ :-
Goals: Celebrate Marketing Week by increasing the diversity and scope of events held during this week to strengthen
professional connections, create new collaborative networks, increase brand awareness, and attract the interest of new
students and potential collaborators.

Result: Our celebration included a full week of conferences, workshops and networking activities under the theme
Leveling Up Marketing Skills. Marketing Week culminated with the Marketing Symposium. This third edition of the
symposium focused on artificial intelligence and its impact on the communications industry. Four speakers
representing advertising, marketing, and national newspaper companies shared with attendees the impact of Al on
their operations. This symposium also became our first-ever Regional Collegiate Conference, bringing together
students from multiple AMA chapters in Puerto Rico. Concurrently with the symposium activities, a team of four-
chapter members participated in AMA’'s online Digital Marketing Competitionsponsored by Gerber Life. The symposium

was finalized with a lunch sponsored by Eli Lilly. The activities of Marketing Week reach an audience of 200 attendees.

Sanamos Juntos:
Campaignh Copywriting
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Goal: Provide hands-on
learning opportunities for
members by involving them
In a real-world marketing
campaign that allows
students to apply
copywriting and strategic
communication skills in a
professional setting.
Results: Twenty AMA-UPRM
members participated in the
“Sanamos Juntos” campaign
for Telemundo Puerto Rico (a
local TV station), contributing
to the development of
copywriting for the
campaign as well as new
concepts which Telemundo
could choose from to create
their promotion for mental
health awareness. The phrase
“*Sanando Juntos Puerto Rico
Brilla” was chosen for display
on billboards around Puerto
Rico for a month to promote
their special mental health
awareness programming.

Conferences 'g’ ‘@’ f} . 0

Goal: Coordinate at least 3 monthly conferences with industry professionals to expose students to various facets of
marketing and industry trends, with an attendance of at least 15 students per conference.

Results: We successfully coordinated a total of 11 conferences with industry professionals, providing students with
exposure to diverse areas of marketing and valuable insights into current industry trends. However, we did not meet
our goal of 3 monthly conferences due to speaker's cancelations. Although our monthly goal wasn't met, our
attendance was surpassed at all the conferences, providing our members with relevant information for their
professional careers.

Lessons and Improvements: Find speakers willing to travel to the west coast of the island, since most
Marketing professionals reside in the metropolitan area. The conferences provided include:
e Marketing Sin Miedo by Joana Santiago Telemundo/August 2025/ Attendance: 20
e My Life Strategy Mistakes, and People by Rebeca Torres L'Oréal/ September 2025/ Attendance: 30
o Al Applications and Tools To Boost Your Work / September 2025/ Attendance: 40
o “Enfécate en el Propdsito” by Natalia Negron MIDA/ September 2025/ Attendance: 15
e My Experience Editing Netflix Commmercials and Trailers- Gabriel Diaz/October 2025/ Attendance: 26
e Social Media Connects by Meredith Lugo, October 2025/ Attendance: 20
e Celebrate Hispanic culture and its influence in marketing and business by
Jozze Rivera ARRK, October 2025/ Attendance: 15
The Connection: Power in Community by Etienne Orillano, October 2025/ Attendance: 15
Marketing for Everyone by AMA Professional Development Team /October 2025/ Attendance: 18
The Breakthrough: Turning Sweet into Street by Karla Martinez/ October 2025/ Attendance: 30
Customer Management of Creative Industries by Jesus Polanco RIMAS/ November 2025/ Attendance: 25

Upcoming Conferences:
e MedMarket: Where Healthcare Meets Marketing by Elkin Cabrera - Abbvie, February 2026
e Marketing No Es Publicidad; Es Control by Ramon Velez, February 2026
e Marketing No Es Publicidad. Es Control.” Di Amalfi, March 2026
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Workshops ‘@’ ‘@’ ‘@’ \f} 0
Goal: Organize 2 workshops per semester covering topics that highlight the importance of marketing while helping chapter members and non-
members develop essential marketing and life skills. Some workshops should target our members, and others the rest of our university. The assistance
goal is 15 participants.

Results: We successfully organized 3 workshops so far. One under the theme *“Marketing for Everyone,” which was given by our professional development team
INn October 2025, this workshop focused on how you can apply marketing techniques to your personal branding and business. The topic of the second workshop
was Linkedln and resume building. This workshop was also held in October 2025, and it was led by LinkedIn professional Sonia Ramos Marcano. The third

workshop was held in November 2025, led by our chapter advisor on how to provide consulting services. The last workshop will target the general student
population of the business school and will focus on the importance of applying marketing techniques to create a personal brand.

(N Y 1~

Plant Tours g° °g° °g° G IEx S8

Goal: Organize 3 company plant tours to give members real-life exposure to operations and the role of marketing in various industries.
Result: The organization successfully coordinated three plant tours, first with Coca Cola Music Hall on September 23™ with 35 attendees, where we visited
the entire hall and learned the logistics behind the operations for events, second with Telemundo on October 21** with 20 attendees where we learned the
daily operations of broadcasting, and the upcoming tour at Cristalia during the month of March, offering members valuable insights into operational
workflows and internal marketing strategies across the purified water bottling industry. Benefiting the chapter with valuable connections with companies
that are extremely well-known on the island.
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Networking Initiatives %’ ‘@’ ‘@ W o E

It can't all be working. Networking activities contribute to
professional development by building trust-based
relationships, increasing visibility, and facilitating the
exchange of knowledge and opportunities. These activities
help professionals gain new perspectives, develop skills, and
build a supportive community.

Overall Goal: Host four networking events to complement
the chapter's professional development initiatives.
Networking activities contribute to this end by facilitating
knowledge exchange and skill development, providing
access to mentorship opportunities, enhancing chapter
visibility, building confidence, strengthening soft skills, and
uncovering hidden job opportunities.

Overall Results: Throughout the academic year, the chapter
successfully advanced its overarching networking objective
by executing a diverse portfolio of initiatives that expanded
relationship-building opportunities, strengthened campus
and community visibility, and supported member
development across multiple dimensions. These efforts

AMA-UPRM Collabs with Business .
Administration Faculty g «Q¢ «8¢ g

Goal: Collaborate in the organization of
activities aimed at students, promoting their
participation In Job Fairs, where they can
obtain places to participate In Internship
Programs, Planned Cooperatives (PIPCS), and
even full-time jobs.

Results: We collaborated with the Business
Administration Deanship to organize and
execute the Fall 2025 job fair. The chapter
promoted this event across all its social media
platforms, fostering participation among Its
membership. Six-chapter members
collaborated with the event organizers on
logistics, assisted visiting companies, and
guided students to company exhibitors,
which helped our chapter gain valuable
networking opportunities with potential
employers. The Dean's Office has asked us to
collaborate in the upcoming Spring 2026 Job

collectively contributed to the chapter’'s mission of fostering Fair.
trust-based connections, facilitating knowledge exchange,

and enhancing students’ access to  professional
opportunities.

GALA-ADEM - December 2025 ‘g ‘g ‘¢ IEX °

(AR}

Goal: To actively participate in the planning, coordination, and execution of the 1% Gala ADEM. The objective of Gala ADEM was to celebrate and
acknowledge the accomplishments of the different students’ associations of the College of Business Administration during the academic year. Each
association contributed its expertise to the event logistics. Our chapter oversaw awareness and outreach efforts for the event.

Results: This joint effort strengthened inter-association relationships and provided a space to celebrate achievements and discuss shared goals.
Approximately 200 students, professors, and event sponsors attended, strengthening our chapter’'s connections and brand visibility on campus and with

local companies.

Students Helping Students ‘g’ °g’ ‘s’ IEX 98

1N

Goal: Foster a collaborative learning environment where members support each other's growth and facilitate peer-to-peer sessions where students can

teach and share useful skills, platforms, or course-related tools.

Result: Through a total of 5 peer-led sessions, members supported one another’'s academic and professional growth by sharing useful skills, digital
platforms, and course-related resources in a collaborative setting. These include our big & little exclusive study nights as well as our “Marketing for

Everyone” series led by our marketing consulting group ELEVATE.

From AMA to the Rest of UPRM - Professional Workshops '20 °2'

Goal: Increase our recognition as a chapter among other faculties outside
of the business administration department highlighting the importance
of marketing In everyday life, regardless of one's career choice.
Additionally, provide a space for students all over the campus to
participate in our professional development activities.

Result: The chapter increased its visibility across campus by delivering a
professional marketing workshop to students called “Marketing for
Everyone” from non-business faculties, providing practical tools and a
self-guided workbook to help participants strengthen their personal or
business marketing.

Internship Newsletter ‘g’ ‘g’ ‘g’ &8 D

Goal: Provide Students at the end of each month a newsletter via
WhatsApp and email informing them about upcoming internship/co-op
opportunities in and out of our business administration faculty.

Results: From September to February, Internship Newsletters were sent
monthly via WhatsApp and our shared AMA Google Drive, keeping
students informed of internship and co-op opportunities across the
marketing industry in Puerto Rico and the USA. A total of 12 internship

opportunities were shared.
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ICC 2026 Fall and Spring Competitions ‘@’ ‘@’ ‘@’ \, » &%

At ICC 2025, an eight-member delegation from our chapter participated
IN several competitions, including perfect pitch, sales, marketing strategy,
and marketing simulations. One chapter member reached the perfect
pitch finals.

Goals: Participate for the first time in ICC Fall competitions to increase
participation and exposure with the AMA Collegiate Chapter. Hold bi-
weekly training sessions to prepare chapter members for ICC Fall and
Spring competitions. Double the number of chapter members attending
ICC 2026 to participate in at least 4 of the Spring competitions in Chicago.
Results: Thirty-two chapter members actively participated in the 6 ICC
Fall competitions: marketing week, website, recruitment video, social
Impact video, digital marketing, and the MLB case competition.
Approximately 10 bi-weekly meetings have been held so far among
chapter members to prepare for the various Fall and Spring competitions.
Additional meetings are scheduled for February and early March. We
successfully tripled the number of chapter members (8 in ICC 2025) to 24
that will be participating in ICC 2026 competitions.

PR AMA-Crossover C@ a%

Goal: Strengthen our relétionship with the other AMA chapters in Puerto
Rico by assisting and inviting them to our chapter events throughout the
academic yeat.

Result: By participating in a beach day on September 21*, alongside other
AMA Sagrado and AMA UPRRP, AMA-UPRM contributed to strengthening
iInter-chapter relationships and reinforcing a collaborative marketing
community across Puerto Rico.

: e 00, 00, 0, &~ o
Professional Certifications ‘@’ ‘@’ ‘@’ \, » &5

Goal: Provide chapter members with free, Industry-recognized
certifications by identifying accessible resources that enhance their
resumes and expand their marketing, digital, and creative skill sets.

Result: The chapter successfully provided members with two professional
certifications to enhance their resumes and expand their technical skill
sets. Members completed the HubSpot SEO Certification and the Google
social media and E-commerce Certification, gaining practical knowledge
INn search optimization, digital marketing, and online commerce strategies,
32 members participated. Additionally, the chapter is in the process of
offering an Adobe Graphic Design Certification, which will further
strengthen members’ creative and technical competencies and support
their professional growth.




ELEVATE BY AMANPRM lcwe\ > € 04

by AMA UPRM
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ELEVATE by AMA-UPRM 'z‘ 'z' '8' E s

Goals: Create our first student-led consulting group (ELEVATE) that empowers members by providing real-world marketing solutions to businesses
while fostering hands-on experience in consulting, collaboration, leadership, and innovation. Strengthen the marketing and consulting capabilities of 7-
chapter members through skill development, Al integration, social media growth, branding, professional development, and industry exposure.

Results: ELEVATE supported the marketing and consulting capabilities of 13 members through weekly training sessions covering topics like branding,
SEO, brand image, marketing strategy, creativity, leadership, and consulting tools to prepare the team for real client work. Al tools were incorporated into
ELEVATE's workflows to enhance idea generation, research, and project organization, improving efficiency across all consulting activities. The team
visited a consulting company (ARRK Consulting), to get exposure to real-world consulting operations and hands-on interaction with industry
professionals. All members got certified in HubSpot SEO, Google Social Media Marketing, and E-Commerce. The team launched ELEVATE's brand
Identity and online presence showcasing its student-led services, building credibility and growing its Instagram audience.
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Consulting Services: ELEVATE by AMA-UPRM g o ' &9 m -

Overall Goal: Empower students through ELEVATE by offering practical experience, leadership opportunities, and impactful marketing consulting
projects, while generating between $5,000 and $10,000 to support AMA-UPRM's ICC 2026 travel plans.

Overall Results: ELEVATE has successfully generated $5,000 to date, with projections indicating $8,000 in total revenue by the end of the semester,
directly supporting ICC 2026 travel funding while providing members with hands-on consulting experience in the marketing field.

COMMUNITY & SOCIAL IMPACT

Overall Goal: Make Iinitiatives that positively impact both our students and the Puerto Rican community, while supporting diversity, mental health,
environmental awareness, and collaboration. Aim to impact over 100 people.
Overall Results: AMA UPRM leveled up its presence as a student association focused on purposeful impact. Members actively participated in initiatives
ranging from cleanups and food distribution to community support efforts. We successfully reached and exceeded our goal of impacting over 100 people,
while expanding our reach even further through social media engagement.

00, 00, 00 — v
Run for a Cause ‘g’ ‘g’ °g’ R% Wi ©
Goal: Enlist 10 students as volunteers in a Run for Cancer to stand with the cause.
Results: A total of 1 AMA members participated as volunteers for the Fuerza y Esperanza 5K and TOK Run, organized by |IQ Group. Volunteers assisted in
logistical meetings before the event, distributed water, provided directional support, and handed out medals at the finish line on the day of the event,
contributing to the day's success and supporting the cancer awareness cause in an event with +1.5k participants. Additionally, we provided pro bono
marketing support by producing reels and social media content that amplified the event's reach and engagement.

International Beach Cleanup Day ‘g’ °g’ ‘@’ @\ @'

Goal: Contribute to International Coastal Cleanup Day by bringing students together to clean our beaches and raise awareness about protecting coastal
environments. Collect 10 bags of trash and have 15 students cleaning together.

Results: We participated in a beach cleanup at Playa Buyé, Cabo Rojo, organized by Scuba Dogs Society, as part of International Coastal Cleanup Day,
bringing together a diverse group of approximately 130 volunteers committed to environmental protection. Together, we removed 603 pounds of waste,
equivalent to 67 bags of trash, promoting environmental awareness, community collaboration, and shared responsibility for preserving Puerto Rico’s
coastal environments.

Pass the note or Flowers with Messages ‘@’ ‘@’ ‘@’ IEX ©

Goal: Spread positivity and encouragement among students by sharing flowers with uplifting, handwritten messages. Foster a culture of kindness,
mental health awareness, and community connection across campus. Impact 15 students.

Results: On October 10, World Mental Health Day, we shared uplifting, handwritten notes with 15 students across the UPRM campus to spread
positivity. We elevated the initiative by documenting reactions in a video that reached 6,426 views and over 130 likes,expanding the message of
kindness far beyond campus and fostering mental health awareness through creative storytelling.

Sharing SmiI%s for Seniors
czo ogo oxo @

Goal: Visit a local nursing home to bring

joy, companionship, and support to
senior residents. Promote empathy,

Community Impact Award
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Goal: Although'this recognition was not part of
our initial strategic plan, our overarching goal
has always been to lead impactful, community-

The Borinctuen Culture ‘The Power is Gone’ Social
Passport ‘g’ °g

@ IEX @' Impact Video Competition
Goal: Embrace Hispani'é‘ Heritage '20 080 030 ) NEW! ¢ @ )
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Month by.V|S|t|ng Puerto Rican- Goal: Create a social impact video that
owned businesses to show support

intergenerational connection, and
community service among students.
Impact 30 seniors.

Results: Visited Hogar Casa Linda in
Mayaguez and organized three
engaging activities for 35 senior
residents, Including decorating vases
with paper flowers, playing a cup-
guessing game, and passing around a
balloon to share personal facts. While
some residents were resting during the
visit, we hope that the donations we
brought positively contributed to their
comfort and well-being.

for our community. Impact 4 local
businesses and pro bono creatively
assist them with their businesses.

Results: The activity engaged
through the AMA

students
Passport, rewarding the first 10
participants with a limited-edition
cup. It generated strong word of
mouth on campus and increased

INnterest among non-members,
while also supporting four local
Puerto Rican-owned businesses
through creative, Pro bono
assistance.

highlights the challenges caused by daily
power outages in Puerto Rico, sharing
stories of resilience, and emphasizing the
need for long-term solutions to the island’s
electrical system.

Results: Seven AMA UPRM members
participated in the production of “The
Power is Gone”, successfully raising
awareness about how power outages affect
families, businesses, and medically
vulnerable individuals. The video
encouraged community support for Puerto
Rico Somos Gente and called for action to
bring relief and hope to affected
communities.

centered initiatives that uplift Puerto Rico. This
award represents an unexpected validation of
that mission.

Results: At the Iinaugural GALADEM, the
premier student-led gala established to honor
excellence, leadership, and the transformative
impact of student organizations, our AMA
UPRM chapter was awarded the distinguished
“Social Impact Award.” This unexpected yet
profound recognition underscores the
chapter’'s exemplary service to Puerto Rico and
affirms its standing as a leader in community-
centered Impact and student-driven
Innovation.



Turning Extra Food into Support sg° °g° °g° ST @'

Goal: Collect leftover food from any of our campus activities and redistribute it to people In need, reducing food l ' p R M 05
waste and supporting the local community.

Results: After our marketing symposium, we prepared 20 leftover food boxes, reheated them, and distributed
them to people in need, ensuring the food did not go to waste and positively impacting our local community.

Paws for a Cause '3‘ ‘x‘ ‘8‘ ©

Goal: Provide dogs with support through donations and visibility while educating students on
the importance of fostering and adopting animals. Aim to bring attention to at least 5 animals in
need of homes.

Results: We fully organized and led an on-campus awareness event in collaboration with
Albergue Villa Michelle and the Pre-Veterinarian Association at UPRM. Our chapter coordinated
logistics, outreach, and promotion to engage students and spotlight animals in need of homes.
During the event, we collected over 100 supply donations (ranging from canned dog and cat
food, laundry detergent, sponges, brooms, mops, litter box sand, and cleaning supplies like
Clorox and Fabuloso) surpassing last year's results and successfully exceeding our initiative'’s
goals.

School Visit to Empower Marketeers ‘g’ \hf ©

Goals: Visit 4 nearby high schools to introduce students to the field of

marketing and the opportunities it provides. Inspire interest in UPRM’s undergraduate marketing program and highlight our student association, AMA.
Results: While this event has not yet occurred, we will collaborate with the Business Faculty to coordinate visits to nearby high schools between
February and March, introducing students to marketing and UPRM'’s undergraduate program. We also plan to take advantage of this opportunity to
donate one prom dress at each high school we visit to a student in need.

UPRM Art Spotlight Sl IEX @)

Goal: Partner with an artistic student organization to showcase at least 10 students in an Art Auction. Provide a platform for these students to
showcase their artwork and skills, connect them with potential buyers, and increase their network.
Results: This event is still in planning, and we will be collaborating with the Student Program for Visual Arts at UPRM.

vy o
Vaccination on Campus . IEX ©)
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Goal: Safeguard the health of students, faculty, and staff by providing convenient access to vaccinations on campus. Promote a culture of preventive
care and wellhess while strengthening community resilience against infectious diseases. Impact 50 students.
Results: We met with the Walgreens near our campus to coordinate the on-campus vaccination event. Although we initially planned to hold the

activity in November, we decided to reschedule it for February to ensure we could effectively reach our goal of impacting 50 students and provide a
safe, well-organized event.

Hospital Christmas Visit g’ @j’

Goal: Overall Goal: Bring the joy and spirit of Christmas to hospital patients and healthcare staff through music, gifts, and meaningful interactions.
Promote compassion, solidarity, and holiday cheer within the student community while supporting those spending

the holidays in medical care. Gift 10 patient care packages.

Results: Despite strong interest, scheduling constraints limited our ability to coordinate the visit before Christmas break. Moving forward, the team
plans to organize a non-themed hospital visit to support patients and healthcare staff.

AMA-UPRM

FUNDRAISING | iitas

Overall Goal: Coordinate and carry out (bring to life) strategic on-campus and off-campus fundraising initiatives that level up our work plan, support
members' professional development, provide chapter operations, and elevate recruitment efforts. Our approach cultivates a welcoming and
comprehensive community that values diversity, prioritizes mental health awareness, and fosters collaboration. Through these efforts/initiatives, we aim
to proliferate our membership to seventy (70) students and double the number of student members attending the 2026 ICC.

Overall Results: We welcomed sixty (60) new/returning student members as of April 2026, generating revenue of $3,097.00. Through a lineup of
fundraising activities, both on and off-campus, we generated an additional $2,605.66 in revenue. To financially support our event registration and/or
enrollment in the 2026 ICC, we pitched a sponsorship proposal to multiple entities, securing $7,000.00 in funding. Our marketing advisory group,
ELEVATE, has added $5,000.00 as of February 2026, with an additional/supplemental $4,000.00 on the horizon prior to 2the 026 ICC. As of this report, we
have generated $17,835.11 in total revenues and aim to raise an additional $7,000.00 by the end of the Spring Semester 2025-2026.

On-Campus & Off-Campus Fundraising Initiatives '3' '3‘ '3‘ $ a% g&

Goal: To successfully coordinate and carry out up to eight (8) fundraising activities for each semester (on-campus & off-campus) to generate
approximately $800 in profit per semester, and have our student members use their best skills to market/promote these initiatives.

Results: During the Spring Semester 2024-2025 (as of March 2025) & Fall Semester 2025-2026, we successfully accomplished thirteen (13) fundraising
activities with a reported profit of $2,140.66, showcasing the impact of innovative marketing, collaborative teamwork, and long-lasting commitment with
our community through outreach networking. The variety of activities coordinated includes: carwash, raffle, AMA merch sales, food sales fundraisers (on
and off campus), wellness fundraisers ( yoga, spinning, gelato & paint).

Sponsorships e ‘s ‘e 2 @ S D

Goal: Build lasting relationships' with industry leaders and community allies to drive innovation and positive impact across multiple platforms. Through
this networking, our university student chapter aims to scout potential/possible sponsors for the 2026 ICC. Our goal is to financially help out a mission-
driven, dedicated, and empowering twenty-four (24) university student members to take part/partake, display, and level up their marketing skills at the
upcoming 2026 ICC.

Results: With gratitude and excitement, we acknowledge the generous commitment of the following establishments/organizations that have said 'Yes'

to our mission-driven university student chapter: Eli Lilly & Co. ($1,000.00), Infosys Limited ($5,000.00), and Healthy Path Markets/Supermercados Econo
($1,000.00), for a combined sponsorship and/or partnership totalling of $7,000.00.



drAMAttire (AMA Merch Drop!) ‘g’ ‘@’ ‘@’ S ‘%

Goal: Display our 2025-2026 & 2026-2027 branding colours throughout aesthetically pleasing

wearables, such as hoodies, generating a profit of between $10 to $13 per round. COCA-COLA MUSIC
Results: Colours came to life, colds were kept at bay, and over twenty-one (21) cozies (hoodies) were HALL
proudly worn beyond, each helping our overall goal (cause) with $212.25 in profits. PLANT

TOUR!

Member Mode: On ‘g’ ‘g’ ‘@’ S ‘%

Goal: Strengthen collaboration between Fundraising and Membership by promoting a $52 annual
membership, with contributions reinvested into AMA-UPRM through activities, resources, and
programs like the Big & Little Program that foster growth and community.

Results: Via cross-team amid/amidst the Financial/Fundraising Team & Membership Team, we
successfully spellbound (made irresistible) our $52.00 annually membership, resulting in a
mushroomed (grow) new university student engagement. The variety of activities coordinated
Includes: Sunset Yoga, Gelato & Paint, Market, and Spinning Class.

Valentine's (Day) Raffle ‘g’ ‘&' S \‘:} e

N
Goal: To offer the chance to students, either for themselves or for their partner, the opportunity to invest only $5 in our one-of-a-kind raffle, where if your

raffle number gets called upon, you will receive up to $75 worth of gifts, and some roller skating.
Expected Results: Each participant sells about 20 tickets at $5 a piece, generating a revenue of $2,400.00.

Y Y ST X S -~ . .
Car Wash Saturday @ @& @& 9 \\ } SeasAMAly (AMA Spring/Summer/Fall/Winter Market)

Goal: Apply marketing skills in practice by hosting car wash events, "." $ \T} ) NEW! 4

generating $10 per car and $15 per SUV, with all proceeds supporting Goal: Organlze a seasonal market each semester where fifteen (15)
the chapter's participation in the 2026 ICC. student-owned businesses can showcase their products on campus,
Results: The semesterly (2024-present) ritual, community-driven helping them sharpen their student-to-student marketing skills.
fundraising initiative polished up $1,300.00 in total revenue across Results: From a dream to reality, our on-campus Pink Market
three (3) soap operas, by serving over sixty (60) auto friends (October 28th) opened their doors to twenty-four (24) student-
(vehicles). owned businesses

glAMAr (Professional Picture Session) S

Goal: Provide affordable professional photography sessions to help members and students strengthen their personal brand, aiming to generate $35-
$140 in profit by charging $5 for members and $7 for non-members.

Expected Results: The photo hang provides students (Undergrads & Grads) with a natural camera-ready baby step (chance) to elevate their LinkedIn
profiles infon their GRWM for my university/campus 17th Spring Job Fair.

MEMBERSHIP

Overall Goal: For the 2025-2026 academic year, the AMA UPRM chapter aimed to expand its membership to 60 students while ensuring accurate
classification of membership status. Membership tracking was based on effective dates to clearly identify new members, retained members with a one-
year post-graduation extension, and members whose membership expires at the end of the academic year.

Overall Results: Through strategic outreach, planned conferences, workshops, and networking initiatives, the chapter successfully achieved its goal,
surpassing it by growing from 70 to 95 members during the academic year. Clear tracking allowed the chapter to identify active, retained, and graduating
members, including 10 individuals whose membership will expire and who will not renew for 2027 due to graduation. As a result, the chapter strengthened
Its membership management and long-term organizational planning.

Member Scoreboard ‘g’ °g’ ‘@’ &%

Goal: Promote active members' involvement during the academic year through a point accumulation system, in which points are assigned based on
each activity's classification.

Results: Member participation was effectively monitored throughout the academic year, allowing the organization to formally recognize the three most
prominent members who demonstrated outstanding involvement by attending over 50% of scheduled events. These members were honored during
the initiation ceremony held on December 4, 2025.

Recruitment g’ °g’ °@’ 3 Our Student’s Majors Membership Database g’ ‘@ ‘&’ &% m=x
Goal: Recruit at least 60 new members to the Marketing: 76 Goal: Maintain an orderly Excel spreadshe“e‘t
American Marketing Association, Mayaguez Other business majors: 14 tracking 100% of current chapter members and
Campus, for this academic year. 1.Finance: 6 the activity status of all chapter events. Use a
Results: We did accomplish our goal. We 2.Accounting: 3 point-based system to measure member
gained 60 new members in this academic 3.Computerized Systems: 4 engagement and recognize the top-scoring
year. 4.Operations Management: 1 members during initiation, with the goal of
INncreasing participation in future events.

E-board bondina *a? *ae *ae 0‘ ﬂi? MENESEILE ELEE D LGS Results: The Financial Officer updated the
9 @ & & & 2, 1.Mechanical Engineering official membership list in the shared Google

Goal: Host 2 events where the e-board can £, POElelioely Drive, ensuring 100% of active members were
get to know each other better and i.gog;ﬁgﬁrlﬁgr?a{ure documented. This allowed the Administrative
strengthen our relationship as a team. ' . . it]
Resuﬁ:S' Wo o Iisk?ed o e 5.Software Engineering team to collect addl.t|onal personal data
Ilts: P g Y through 2 data-collection methods (Google
making 2 activities, such as the Telemundo 2 5 Forms and in-person collection), supporting
Plant Tour together with t.h.e Elevate accurate tracking of member participation and
Program, and Tramboliko Fundraising. 1 engagement.

. 00, 00, 00, of
Retention ‘g’ ‘@’ ‘@ &
Goal: Retain 50% or more of last year's members who are undergraduate students and have stayed in the Business Administration Department. We also

want to ensure that members who are graduate candidates for this academic year stay and acquire their one-year free professional membership.
Results: We have succeeded our primary goal to retain 52% of active members this year. We increased our membership from 70 to 90 members.




Weekly Meetings of the Big and Little Program Association Fair (August 21)

s 00, 00, 00 o o Vi 2 o
Membership e ‘e ‘e W e 'x‘ ‘3‘ 'z' ‘% IEX o Goal: Increase chapter visibility
Goal: Have weekly meetings In-person Goal: Gai o - and recruit hew members at

. oal: Gain at least 20 students .
for 30 minutes to 1 hour to update : : the start of the academic year.
by actively promoting the

necessary information. Also, schedule
new activities for the next month, etc.
Results: We accomplished 10 weeks of
IN-person meetings, surpassing our
original goal by 100%.

Results: During the
Association Fair, the chapter
executed targeted outreach to
promote AMA’'s mission, events,
and leadership opportunities.
From 30+ student
interactions, we achieved a
67% conversion rate, resulting
in 20 new active members
and measurable growth In
chapter engagement.

program and INncreasing
participation throughout the
semester. Make at least 1
activity each leader with their
groups and 1 joint activity with
all groups together per month,
for a total of 2 activities per
month.

Results: We met our
expectations by engaging 24
students and having each

Wellness Program ‘'g’‘g’ ‘@’ l@;!:!!@'

Goal: Develop activities that promote
the health of our members and their
families. Participate In various activities

(" '('u’{,!.u
Thedia la 1
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duriﬂg the semester, primar”y 2 leader Complete 2 activities per BIG & Little Meet and Greet
vxl/ellness activities: yoga class and spin month with their respective First Members Meeting (August 27) .z..x..x.“‘i‘a%
class. "2

Results: We met our expectations fundraising  events,  study (August 26) ..n.u‘o“ D G(I)atl'. Estﬁ.bllsh rrzjer:ctot[ mentele
successfully; the spin class is scheduled sessions, and professional Goal: Welcome new and rele 'Onts. 'Ps z.atr;]. tﬁs erh ezJaEry
for February 6, 2026. In the meantime, activities. In addition, we returning members  while connections within the chapter.

This INnitiative provided
personalized mentorship and
guidance, to promote a

we  successfully  completed our
health-related activities with members,

iIntroducing chapter goals and
semester plans.

successfully conducted 1 joint
activity per month with all

Bigs and Littles, and the yoga class groups together, achieving Results: The meeting :
with around 23% attendance 100% completion of planned welcomed approximately 50 Is:ltronﬁ:e.rs[;jnsebofbelontglhg.t d
participation. activities. participants, creating an eSults. Members participate

IN an Interactive meet and
greet that successfully paired
Bigs and Littles, encouraging
open communication and
connection.

engaging introduction to AMA
and setting a strong
foundation for member

BIG & Little Study Session_
2 iInvolvement.

A o Sunset\){oga"(September 17)
(September 16) '8"a"'a’ &2 S IE o @) 2 S

Goal: Support the academic success of o

new members while strengthening Big Goal: Prormote wellness,

: . . balance, stress relief, and 00, .00, .00 — 02
& Little relationships. " community bonding among | oo t1O & PAINT (September18) ‘gl e’ 5 TTK &b
Results: Approximately 15 participants members. Goal: Encourage creativity, social interaction, and stronger peer

attended a collaborative study session
that promoted peer support, academic
mentorship, productivity, and
strengthened mentor relationships.

relationships in a relaxed setting.
Results: With 30 participants, the event successfully combined art
and socializing, fostering meaningful connections among members.

Results: The event attracted 18
participants, offering a relaxing
environment that emphasized
mental and physical well-being.

BIG & Little Dinner -

TRES MONOS (October 8)
00, .00,

‘e’ ‘e’ ITT a‘

Goal: Déepen mentor-mentee
relationships through informal
social interaction.

Results: 10 participants attended
an Intimate dinner that
encouraged conversation and
connection outside of structured

meetings.

Personal Branding
Workshop (October 27)

ogo on oxo E ‘% mﬂm

Goal: Equip members with
professional skills to enhance
career readiness.

Results: The workshop attracted
15 participants, providing
actionable insights into personal
branding and professional

presence.

Getting ICC Ready ‘@’‘a’‘a’ &°

Second Members Meeting
(October 14) sgo g a%

Goal: Update members on
chapter progress and reinforce
INnvolvement opportunities.
Results: The meeting engaged
21 participants, providing
updates, gathering feedback,
and maintaining chapter
alignment.

BIG & Little Trivia Night

(October 28) ‘g’ '@’ 2§ IEX
Goal: Reinforce mentor-

mentee relationships through
INnteractive competition.

Results: 10 participants
engaged in a fun trivia event

that strengthened
relationships and chapter
spirit.

T || 3

Sunset Beach & Picnic Halloween Movie Niqht
Y

i 00, .00, of 00, .00
nglht (Octo:er 17) e’'a’ a‘ (October 22) c.oo.oa
Goal: Strengthen communit , ,
through ag P socia% Goal: Build community through

seasonal social engagement.

outdoor experience. e .
Results: 10 participants enjoyed a

Results: 15 participants

attended, fostering themed movie night that
connection and camaraderie encouraged casual interaction and
INn a welcoming environment. fun.

All About ICC g’ g ¥ & 1=m § [

(AR}

Overall goal: Strengthen AMA UPRM's readiness, competitiveness, and
participation in the 2026 International Collegiate Conference (ICC) by
developing members' skills, providing structured mentorship, securing
financial support, and ensuring seamless logistical coordination.

Overall Result: Effectively prepared and empowered 24 AMA UPRM
members to compete at the 2026 International Collegiate Conference
through comprehensive training, strategic mentorship, fundraising initiatives,
and full logistical management—resulting in high engagement, strong
competitive readiness, and sustained organizational growth.

Goal: Prepare and empower AMA UPRM members to successfully participate in the International Collegiate Conference (ICC) by strengthening
engagement, skills development, mentorship, and financial support.
Result: Successfully recruited and prepared 24 AMA UPRM members to attend the 2026 International Collegiate Conference through more than 10
training sessions, faculty support from 3 marketing professors, research and activities to financially aid the participants.

ICC Prep 101: Know Before You Go - Panel ".'"’.'"3‘ é $

Goal: Expand members' knowledge of the ICC and its key components, including budgeting, competitions, and past experiences, to motivate
participation and recruit new competitors.
Results: An informative panel delivered effectively, with members gaining a thorough understanding of the ICC and showing interest in participating.

Recruitment Video Competition ‘g’ ‘e’ ‘@ ﬂﬁ%
Goal: Participate in this year's Recruitment Video
Competition through the collaboration of an 8-
member ad hoc committee dedicated to the

creationof the project.

Results: Successfully completed and submitted the
video, reaching 144 views on YouTube

£~
00, .00, 00,

Goal:

Prepare
professor-guided performance feedback to support continuous improvement and
competitive excellence.

Results: Secure the guidance needed from our professors through more than five
meetings and dedicated competition-specific chats for fast, accessible feedback.

Tips from the Top - Workshops °g’'g’ ‘e’ &9 2§

ICC participants with strategic skills, analytical tools, and



Fund Level-Up &% S\ &

Goal: Organized and hosted fundraising events that raised atleast $1,000 to alleviate the
financial burden for AMA UPRM [CC participants.

Result: Successfully raised $1,099.20 and still counting that covered part of the 24
members trip expenses.

Next-Level Journey '80 'zv ‘3‘

Goal: Manage all trip logistics—
Including travel, accommodation, and
registration—to ensure a smooth,
stress-free experience.

Results: Effectively managed all
aspects of the trip to Chicago,
Including securing 24 flight tickets,
reserving 5 hotel rooms, registering
the 24 participants in the International
Collegiate Conference, and organizing
the itinerary.

ICC Trial Run ‘g’'g’‘g’ \f}‘%

Goal: Prepare members for ICC competitions through mock events that build hands-on
experience, teamwork, and confidence.

Result: Achieved the goal of holding biweekly meetings for a total of 10 sessions and
later increased the frequency to weekly meetings, completing 19 sessions in total.

INTERNAL/EXTERNAL COMMUNICATIONS

Overall Goal: Continue building an approachable and inclusive image that resonates with all of our chapter’s constituents: Current members, potential
new members, alumni, faculty advisors, and collaborators (Sponsors, Partners, etc.). By doing so, we aim to enrich the chapter’'s environment with
diverse perspectives, skill sets, and experiences in order to foster a community of professional networking students while strengthening lasting
connections across our entire network.

Overall Results: Throughout the year, the UPRM Chapter was able to showcase the continuous build-up towards a more approachable and inclusive
Image as previously established in the Chapter Plan. Through effective promotion and engaging content, we were able to attract our chapter’s
constituents. Consequently, enriching the chapter’'s environment with quite a diversity of expression and networking.

INTERNAL COMMUNICATIONS

WhatsApp Channels g* '@’ '’  New ¢ + amauprm - ¢

Goal: Create an official quick-communication channel between the members and the E-Board, as well as 2sona. AMA | UPR Mayaguez
between the E-Board Teams, in order to level up coordination and communication skills while continuously PIVES 530 1244 374
planning logistics and informing members of ongoing and approaching meetings, activities, and events. W, Fosts  followers  following
Results: Not only were proper WhatsApp channels established, allowing 603 media, links, and documents to
be exchanged between the E-Board, ICC 2026, and Members chats, but separate E-Board Teams chats were
also created in order to strengthen logistical planning and team coordination skills, with 631 media, links, and
documents continuously shared.

Community

| American Marketing Association UPRM Chapter %,
| Leveling UP!

| Top 20 AMA Chapter

| @elevatebyama

(2 linktr.eefamauprm and 1 more

(Q UPRM fAMAly @ #¥; 21 members

Team Weekly Meetings '3‘ ‘x‘ 'x‘ IEK

N Professional dashboard
7/ 36.1K views in the last 30 days.

Goal: Not only were proper WhatsApp channels established, allowing 603 media, links, and documents to be
exchanged between the E-Board, ICC 2026, and Members chats, but separate E-Board Teams chats were also
created In order to strengthen logistical planning and team coordination skills, with 631 media, links, and
documents continuously shared.

Results: Weekly meetings took place every Monday in order to reinforce task management and accountability + ) (@& &
skills, establishing a list of tasks for every position in the Communications Team, totaling 20 weekly meetings. SEBERET it getememe  poeesmie

Edit profile Share profile

Data Recollection & Analysis '2' D ) NEW!

1N

Goal: Recollect and use the data reports given on
Instagram In order to develop and level up analytical
skills, prioritizing content with higher views, likes, and
shares.

Results: While this remains an area of improvement,
the team began developing data analysis skills,
gaining Iinsight Into the conclusion that reels
promoting events, activities, and community impact
content generated the highest engagement.

Content Calendar °g’*g’‘g’

Goal: Facilitate the planning and execution of
content for every activity, as well as level up
strategic planning and task distribution skills
within the Communications Team.

Results: A content calendar was created via
Google Calendar to strengthen organizational
visibility and coordination skills for both the
Communications Team and the Presidential Team.

AMA UPRM Brand
Kit \l 00, .00, 00

000 ,00,0
IR 648
Goal: Create and

utilize a
predetermined color

EXTERNAL COMMUNICATIONS

Social Media Rebrand Rebrand for Marketing Updated Linktree

v

030080080 D W
Goal: Establish a new and
attractive brand image to be
applied to every social media
platform in order to level up
visual branding and audience
engagement skills and
captivate more attention.
Results: A cohesive color
palette and typography were
officialised and used to create a
total of 227 media arts and idea
concepts across different Canva
projects, strengthening content
creation and brand consistency
skills, organized by media type
and format.

Week .
030020080 D w
Results: In addition to the
overall social media
rebbrand, the
Communications Team
leveled up themed
branding and campaign
execution skills by
developing a rebrand for
the Marketing Week
Celebration, resulting in a
total of 41 media arts and
Idea concepts acCross

Canva projects organized
by media type and format.

\i
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Goal: Update the Linktree
to level up accessibility and
information management
skills, providing members
with actualized links to all
soclal media platforms and
registration forms.

Results: After rebranding
the Linktree and updating
its structure, the Linktree
received a total of T10
clicks, reflecting improved
navigation and user
engagement.

Fun-Fact Fridays °g° palette and

Series

Goal: Share a short,
fun fact every Friday
to level up curiosity
and marketing
knowledge among
members.

Results: Due to the
high demand for
content production,
a total of 5 Fun-Fact
Fridays were
uploaded.

typography to level
up branding and
content  production
skills, while
establishing a
consistent Image
across all social media
platformes.

Results: A cohesive
color palette and
typography were
officialized,

strengthening visual
consistency skills,
containing 10 colors
and two selected
fonts:. Anton and
Montserrat.
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Website Competition ‘g’ ‘@’'a’ | | IEX &P

Goal: Update and rebrand the official website to level up digital presence and information organization skills,
serving as an accessible medium for official information and a centralized space for the chapter’s vision, mission,
and achievements.

Results: An official AMA UPRM website was created with the help of a committee established for the |C202e
Website Competition, including a Welcome, About Us, Donations & Sponsors, Programs, and How to Beq
Member sections. Over the past few months, the site has generated 246 visits.

UPRM|Jos

Social Media Promos & Activities Content ‘g’ ‘g’ ‘@’

Goal: Promote events and activities through established social media platforms while leveling up conte
planning, execution, and multimedia storytelling skills, including photo and video recaps and trends.
Results: Through Canva, a total of 117 posts—including carousels, reels, and TikToks—were created an
uploaded across social media platforms such as Instagram, Facebook, and LinkedIn.

A.M.A Podcast: A Marketing Affair °g°g’ g’ xr

711\

Goal: Establish a monthly podcast series delivering short, engaging episodes (10-15 minutes) on r¢
marketing topics to level up communication, educational outreach, and audience engagement skills.
Results: The A Marketing Affair Podcast was created, producing a total of 4 episodes and accumulating 214
featuring content related to AMA operations, members’' businesses, and marketing campaign analysis.

Y o 8

“Keeping up with...” Mini Series '3"8' Iy W9

11N

Goal: Start a new social media miniseries to level up storytelling and behind-the-scenes content skills, offering members an informative and
entertaining, reality TV-style look into each E-Board Team throughout the semester.

Results: The “"Keeping Up With..." miniseries launched with the Communications Team episode, reaching nearly 3k views, and continued with additional
E-Board Team episodes, maintaining thematic consistency and engagement.

Member’s Business o,
Shout-Outs Series @

Goal: Start a new social media
series to level up community
support and promotional skills by
highlighting members who own
businesses and wish to further
promote their brand, product, or
service.

Results: Although a once-a-
month post was not achieved,
efforts are concentrated on
promoting three upcoming
businesses to Initiate the series
throughout the semester.

MAIN SOCIAL MEDIA INSIGHTS

Primary use of Communications
Followers: 1,244
Reach: 12,087
Views: 655,000

u Long-Formated Videos
Videos Posted: 6

Views: 878

AMA Merch ‘g°'g’'g’ TEX § o8
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Goal: Promote the AMA brand image among members while leveling up brand visibility
and member engagement skills, allowing members to showcase their affiliation with the
association.

Results: The official hoodie collection was launched and promoted, generating a total of
21 sales.

CHAPTER OPERATIONS

During the 2025-2026 academic year, AMA UPRM strengthened its operational structure through the implementation of standardized processes, clearer
communication, and tracking systems that improved internal efficiency and coordination across teams. The chapter executed its planned operational
INitiatives, achieving notable progress in organization, punctuality, role clarity, and strategic alignment. These efforts contributed to a continued level up In
the chapter’'s work culture, consolidating a more professional, goal-oriented environment and reflecting an ongoing commitment to administrative
excellence and continuous iImprovement.

Overall Goal: Our goal is to Improve member retention and engagement. We want to understand the needs of the E-board and offer valuable experiences
that motivate members to feel part of the AMA.

Overall Result: We achieved an increase in member retention and engagement within the chapter, reaching a total of 92 members, of which 74 were
retained, 18 were new, and 6 renewed their membership. This growth was made possible by understanding the needs of the E-board and designing
relevant, high-value experiences that strengthened members’ sense of belonging within AMA. Thanks to these initiatives, members felt heard,
represented, and actively involved in the community.

Professional Networking
Followers: 252

.0 e . 00, .00, .00, womry of . \ :
Transitional Meetings ‘g’ ‘@’ ‘@’ IEX g% Weekly Meeting Agendas ‘3"3"3‘@ Weekly Meeting .9, 00,
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Goal: Host an event where a proper farewell is given T

to those students who will leave the e-board before
the academic year ends, and provide the new e-
board with a personal Q&A session with students
who have experience in their soon-to-be e-board
positions. This will enable a transparent, smooth
transition between the new and old AMA e-board.
Result: All e-board positions completed a
documented transition process. All new members
reported clarity in their roles from the beginning of
the academic year, and operational errors decreased
significantly during the first months.

Goal: Host an event where a proper farewell is given to those
students who will leave the e-board before the academic year ends,
and provide the new e-board with a personal Q&A session with
students who have experience In their soon-to-be e-board
positions. This will enable a transparent, smooth transition between
the new and old AMA e-board.

Result: All e-board positions completed a documented transition
process. All new members reported clarity in their roles from the
beginning of the academic year, and operational errors decreased
significantly during the first months.

Goal: Within 24 hours of each e-board
meeting, the VP of Membership will
send a written summary with a to-do
list of tasks designated to each team
for the next meeting.

Result: All minutes were sent within
the established timeframe.
Additionally, tasks were assigned with
deadlines, which increased the
number of tasks completed before
the next meeting.



Weekly Individual Team Meetings -3--3--2- :.:

Goal: Each VP will schedule a weekly meeting with their members to talk about the logistics and specific
tasks strictly for their team, with no interruptions.

Result: Most departments held weekly meetings consistently, which reduced execution errors, improved
teamwork efficiency, and provided greater clarity regarding individual responsibilities.

Strategic Oversight °g’‘g’‘@’ ::

Goal: Providing individual feedback sessions for every departmental VP once a month to ensure that
everything from planning to execution is on track with the association’s chapter plan.

Result: One individual feedback session was held per month (one per VP per month, a total of 5 meetings).
100% of the vice presidents aligned their work plans with the chapter plan and were given feedback.

’
\
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E-Board Info-Tuesday ‘@’‘@’‘®’ Ll
Goal: Host weekly meetings with the entire e-board, where each VP can provide a progress report on their
current team projects, discuss any problems/roadblocks/concerns, and request assistance from another
team If needed.
Result: Hold weekly meetings with the e-board where each VP shares how their team's projects are going,
discusses any problems or obstacles they may have, and asks for support from other teams if needed,
ensuring that all meetings are held, that everyone participates, that clear actions are defined in most of
them, and that collaboration between teams improves visibly during the semester.

Management Plan °g’‘g’'g’ IERX

11N

Goal: Organize a weekly progress report every Friday between our Chapter Advisors, Chapter President,
Executive VP, VP of Membership, and VP of Finance to summarize each weekly e-board meeting and
acquire feedback/guidance from Chapter Advisors.

Result: A weekly meeting was held throughout the entire semester. Summaries were sent within 24
hours, and feedback from the advisors was received, with follow-up given to most of their
recommendations.

E-Board Google Calendar ‘g’ '@’ '@’ e ¢ D
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Goal: Have all activities, projects, and deadlines in their planning phase available, with detailed descriptions
that include time, room/place, and a brief activity description, as well as a professional guest speaker (if
applicable), to be carried out during the academic year.

Result: All activities (date, location, time, and description) were recorded in the institutional calendar. 95%
of the events were planned at least a month in advance, reducing scheduling conflicts.

Communications Google Content Calendar °g’*g’‘@’

Goal: Have all content ideas, preparation events, meetings, and promotions scheduled in a Google
calendar that will be carried out exclusively by the communications team during the academic year.
Result: All content ideas, preparation events, meetings, and promotions by the communications team are
scheduled in Google Calendar. Each activity has a date, time, assighed location, etc. It Is updated weekly,
and at least 90% of the activities scheduled during the academic year are completed.

Vi
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AMA-UPRM WhatsApp Community ‘@’‘@’‘e’ I=T
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Goal: Create a channel where all of the AMA-UPRM’s group chats can be found in one place to promote
easy and fluent communication between all critical parties.

Result: 100% of the chapter's official chats were centralized in a WhatsApp community accessible to all
members. 90% of announcements were viewed Iin less than 24 hours, and weekly interaction increased,
demonstrating that the platform effectively fulfilled its functions of internal communication,
strengthening the sense of belonging, and generating active interaction among members.

i
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Annual Report Sessions °g’‘@’ IETX
1N

Goal: Schedule one e-board meeting to be a discussion regarding Annual Report Guidelines exclusively,
study other chapter plans from other collegiate chapters, and divide each team into groups to brainstorm
and begin drafting their parts of the chapter plans.

Result: Two e-board meetings were held, focusing on the Annual Report Guidelines. At least three plans
from other chapters were reviewed, each team was divided into departments, and the teams began
drafting their sections of the annual plan during the meeting.

E-Board Assistance Log ‘3“8“3‘  nEw: ¢
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Goal: Reinforce E-boards' commitment to the association’s goal by keeping track of their assistance in E-
Board meetings and AMA-UPRM events via an Excel spreadsheet.

Result: All E-board attendance at meetings and events is recorded, the information is updated weekly,
members with the lowest attendance rates are identified, and this record is used to reinforce team
participation and commitment during the semester.

E-Board Certifications '2"2"3' P NEW! @
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Goal: Strengthen the technical capabilities of the E-Board through professional certifications in essential
areas such as design, digital strategy, data analysis, and content creation, with the goal of having at least
80% of the team complete a certification.

Result: 90% of the E-Board completed certifications during the 2025-2026 academic year. These included
web page creation, Adobe Graphic Design, Google Digital Marketing & E-Commerce, Google Analytics, and
SEO, among others. These credentials enhanced the chapter’s visual, strategic, and operational quality,
contributing directly to the fulfillment of the Chapter Plan and the overall process of improvement.

Summer E-Board Bootcamp

Ranking oxo cxo oxo m"ﬂ ﬁé?

Goal: Have at least"'tw8 summer
meetings where all of the e-board can
meet virtually and discuss this year’s
Chapter Plan for the Fall Semester.
Result: Three virtual meetings were
held. The adjustment period at the
beginning of the semester decreased
considerably, and all VPs started with
clearly defined priorities and
responsibilities.

E-Board
.z. 080 !80

Goal: To store all chapter information
In Google Drive, providing E-board
members and the advisor with an easy
and organized way to access It.

Result: All chapter documents were
stored and organized in standardized
department folders. Access was
granted to the entire e-board and the
advisor, and mMost documents
remained updated and easy to locate.

Shared Google Drive f
Ranking

Member’s Feedback & E\(aluation

11N

Goal: Effectively measufe progress and
adjust strategies based on chapter
needs by providing a Google form via
the member’'s group chat, where the
e-board can obtain anonymous
feedback on the activities that are
being done and what members wish
to see next from the AMA.

Result: A form was distributed at the
end of the semester, and a significant
level of participation was obtained. The
viable suggestions were compiled and
applied or adjusted in future activities
and strategies.
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Chapter Plan Sessions '2 g (P NEW! 4
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Goal: Schedule one e-board meeting
to be a discussion regarding Chapter
Plan Guidelines exclusively, study other
chapter plans from other collegiate
chapters, and divide each team Iinto
groups to Dbrainstorm and begin
drafting their parts of the chapter
plans.

Result: A total of three e-board
meetings were held, focusing on the
Chapter Plan Guidelines. At |least three
plans from other chapters were
reviewed, each team was divided into
groups, and the departments began
drafting their sections of the plan
during the session.




ICC 2026 Planning and Preparation

Goal: Increase the chapter’s participation in ICC 2026 and establish a more structured preparation plan, including

weekly practices for all competitions and an increase in the number of participants.

Result: AMA UPRM tripled the number of students who will attend ICC 2026, increasing from 8 to 27 participants.
All competition teams held practices between 1 and 2 times per week throughout the semester. To support travel
costs, fundraising activities such as donations, car washes, raffles, and sales were carried out, estimate $13,113. This

significantly reduced individual expenses and ensured the participation of all selected students.
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AUGUST

19: Info. Table at Student Center

20-27: Don Frappe Pre-Sale

21: Association Fair Info. Table & Popsicle Sale
25-29: AMA Welcome Week

25: AMA Info. Table & E-Board Media Day

26: First Members Meeting

27: First Big/Little Meet & Greet

28: First Info. Session w/ Telemundo: “Marketing
SIN Miedo”

30: E-Board Reveal Day

SEPTEMBER

2: Don Frappe Sale

8: Prof. Dvpmnt Team Weekly Meeting

9: Finance Team Weekly Meeting

9: Second Info. Session w/ TEAM1144: “Al para
Impulsar tu Trabajo”

9: E-Board Team Weekly Meeting

10-15: Sunset Yoga Class Registration & Sweet,
Coffee, Gelato, and Paint Registration

10: Third Info. Session w/ L'Oreal: “My Life Strategy,
Mistakes, and People.”

10: Membership Team Weekly Meeting

1: Community Service Team Weekly Meeting
14: 5/10k Caribbean Cancer Care Volunteering
15: Prof. Dvpmnt Team Weekly Meeting

16: Finance Team Weekly Meeting

16: E-Board Team Weekly Meeting

16: ICC 2025 Panel (Q&A Session)

17: Sunset Yoga Class

17: Membership Team Weekly Meeting

18: Gelato & Paint at Mercado Speakeasy

18: Community Service Team Weekly Meeting

20: Beach Clean Up w/ SMPR & Scuba Dogs Society

22: ELEVATE by AMA Launch Party

22: Professional Development Team Weekly
Meeting

23: Plant Tour Coca-Cola Music Hall

23: E-Board Team Weekly Meeting

24: Membership Team Weekly Meeting

25: Fourth Info. Session w/ MIDA: “Enfécate en el
Propdsito”

25: Finance Team Weekly Meeting

25: Community Service Team Weekly Meeting

JANUARY

19: Communications Team Weekly Meeting
19: Prof. Dvpmnt Team Weekly Meeting

20: Finance Team Weekly Meeting

20: E-Board Team Weekly Meeting

21: Fundraiser in Tramboliko

21: Membership Team Weekly Meeting

22: Community Service Team Weekly Meeting
24: Car Wash Fundraiser

26: Communications Team Weekly Meeting
26: Prof. Dvpmnt Team Weekly Meeting

26: Marketing Strategy ICC 2026 Practice

26: Perfect Pitch ICC 2026 Practice

27: Finance Team Weekly Meeting

27: E-Board Team Weekly Meeting

28: Membership Team Weekly Meeting

29: Third Members Meeting

29: Design Lab ICC 2026 Practice

29: Community Service Team Weekly Meeting

MARCH

2: Marketing Strategy ICC 2026 Practice

2: Perfect Pitch ICC 2026 Practice

5: Design Lab ICC 2026 Practice

6: Marketplace Simulation ICC 2026 Practice
7: Fourth Car Wash Fundraiser

29: Communications Team Weekly Meeting
29: Professional Development Team Weekly

Meeting
30: Finance Team Weekly Meeting
30: E-Board Team Weekly Meeting

OCTOBER

1: Membership Team Weekly Meeting

2: Comm. Service Team Weekly Meeting
3-7: Symposium Registration

: Fifth Info. Session w/ Netflix

: Communications Team Weekly Meeting
: Prof. Dvpmnt Team Weekly Meeting
Finance Team Weekly Meeting

E-Board Team Weekly Meeting

: Membership Team Weekly Meeting

: Comm. Service Team Weekly Meeting
13: Communications Team Weekly Meeting
13: Prof. Dvpmnt Team Weekly Meeting

14: Halloween Market at Placita Chardon
14: Finance Team Weekly Meeting

14: E-Board Team Weekly Meeting

15: Membership Team Weekly Meeting

16: Comm. Service Team Weekly Meeting
17: Nursing Home Volunteering

20: Communications Team Weekly Meeting
20: Prof. Dvpmnt Team Weekly Meeting
21-27: T-Shirt Design Competition

21: Second Member's Meeting

22: Student Assembly Sale

22: Membership Team Weekly Meeting
23: Finance Team Weekly Meeting

23: E-Board Team Weekly Meeting

23: Comm. Service Team Weekly Meeting
27: Communications Team Weekly Meeting
27: Prof. Dvpmnt Team Weekly Meeting
27-31: T-Shirt Design Competition Voting
27-1: AMA Marketing Week

27-6: RSVP for Chapter Initiation

27: Spin Class at Acropolis

28: Pumpkin Carving + Horror Movie Night
28: Finance Team Weekly Meeting

28: E-Board Team Weekly Meeting

29: Puppy Therapy Session

29: Fundraiser in Marakas

29: Membership Team Weekly Meeting
30: Comm. Service Team Weekly Meeting
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FEBRUARY

: Communications Team Weekly Meeting
Prof. Dvpmnt Team Weekly Meeting
Marketing Strategy ICC 2026 Practice
Perfect Pitch ICC 2026 Practice

Finance Team Weekly Meeting

: Membership Team Weekly Meeting
Community Service Team Weekly Meeting
Design Lab ICC 2026 Practice

Chili's Fundraiser

: Cristalia Plant Tour

: Marketplace Simulation ICC 2026 Practice
: Second Car Wash Fundraiser

: Communications Team Weekly Meeting

: Prof. Dvpmnt Team Weekly Meeting

: Marketing Strategy ICC 2026 Practice

: Perfect Pitch ICC 2026 Practice

10: Finance Team Weekly Meeting

10: E-Board Team Weekly Meeting

11: Membership Team Weekly Meeting

12: Comm. Service Team Weekly Meeting
12: Design Lab ICC 2026 Practice

13: Marketplace Simulation ICC 2026 Practice
9-13: Gloss Studio Fundraiser

16: Comm. Team Weekly Meeting

16: Prof. Dvpmnt Team Weekly Meeting

16: Perfect Pitch ICC 2026 Practice

17: Finance Team Weekly Meeting

COLVONNIUUUAWNNNN

NOVEMBER

1: T-Shirt Comp. Winner Announcement

1: AMA UPRM Symposium

3: Communications Team Weekly Meeting
3: Prof. DvpmntTeam Weekly Meeting

4: Finance Team Weekly Meeting

4: E-Board Team Weekly Meeting

5: Membership Team Weekly Meeting

6: Comm. Service Team Weekly Meeting
10: Communications Team Weekly Meeting
10: Prof. Dvpmnt Team Weekly Meeting

1: Finance Team Weekly Meeting

1: E-Board Team Weekly Meeting

12: Membership Team Weekly Meeting

13: Comm. Service Team Weekly Meeting
15: Art Auction Community Service Event
17: Communications Team Weekly Meeting
17: Prof. Dvpmnt Team Weekly Meeting

18: Finance Team Weekly Meeting

18: E-Board Team Weekly Meeting

20: Comm. Service Team Weekly Meeting

DECEMBER

1: Communications Team Weekly Meeting
1: Prof. Dvpmnt Team Weekly Meeting

2: UPRM Chapter Initiation

3: Membership Team Weekly Meeting

4: GALADEM

4: AMA Winter Market

17: E-Board Team Weekly Meeting

18: Membership Team Weekly Meeting

19: Comm. Service Team Weekly Meeting

19: Design Lab ICC 2026 Practice

20: Marketplace Simulation ICC 2026 Practice
21: Third Car Wash Fundraiser

23: Communications Team Weekly Meeting
23: Prof. Dvpmnt Team Weekly Meeting

23: Marketing Strategy ICC 2026 Practice

23: Perfect Pitch ICC 2026 Practice

24: Finance Team Weekly Meeting

24: E-Board Team Weekly Meeting

25: Membership Team Weekly Meeting

26: Community Service Team Weekly Meeting
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BUDGET

Beginning Balance: $3,551.48
Membership 35,097.00
On-Campus Fundraisers 819.30
Off-Campus Fundraisers 1,786.36
ELEVATE Marketing Advisory Group 5,000.00
Donations 132.45
Sponsorships '/,000.00
TOTAL $21,368.59
Expenses

Membership Fee $1,740.00
Marketing Week's Symposium 79714
Speaker Gifts 172.16
Roll Up Banner 125.00
Hoodles Sale 522.75
|CC Registration 7,176.00
INnitiation Ceremony 540.16
Food Sales 700.00
Membership T-Shirts 748.17
TOTAL $12,521.38

ENnding Balance

February 2026



Uprmf|i4

MEET OUR E-BOARD
2025-2026

“AMA UPRM is more than just marketing— it's where ideas are bullt, leaders are
shaped, and innovation iIs always under construction’.

LEVELING UP WITH
OUR NEW WEBSITE
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UPRM | 2025 - 2026

THANK
YOU

Where Marketing meets
Purpose

AMERICAN MARKETING
ASSOCIATION
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