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- About the AMA

As the leading global professional marketing
association, the AMA is the essential community

for marketers. From students and practitioners to
executives and academics, we aim to elevate the
profession, deepen knowledge, and make a lasting
impact. The AMA is home to five premier scholarly
journals including: Journal of Marketing, Journal of
Marketing Research, Journal of Public Policy and
Marketing, Journal of International Marketing, and
Journal of Interactive Marketing. Our industry-leading
training events and conferences define future forward
practices, while our professional development and
Professional Certified Marketer (PCM®) advance
knowledge. With almost 70 chapters and a presence
on 330 college campuses across North America,

the AMA fosters a vibrant community of marketers.
The association’s philanthropic arm, the AMA’s
Foundation, is inspiring a more diverse industry and
ensuring marketing research impacts public good.

AMA views marketing as the activity, set

of institutions, and processes for creating,
communicating, delivering, and exchanging offerings
that have value for customers, clients, partners, and
society at large. You can learn more about AMA’s
learning programs and certifications, conferences and
events, and scholarly journals at AMA.org.

AMA Mission

The AMA strives to be the most relevant force and
voice shaping marketing around the world, an essential
community for marketers.
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https://www.ama.org/
https://www.ama.org/journal-of-marketing/
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https://www.ama.org/

AMA Board of Directors

G/ FY 2025 Board of Directors Members

The AMA Board of Directors is a group of volunteer leaders
who are impactful visionaries in marketing. The purpose of
the AMA Board of Directors is to oversee the mission of the
association in accordance with the organization’s Constitution
and Bylaws. The CEO and management team of the AMA
oversee the daily affairs of the organization and exercise all
powers not otherwise reserved to the Board or membership.

Through three councils and other volunteer groups, the Board
ensures the voices of members and communities are heard.
Their insight and guidance help AMA deliver on its promise to
put Answers in Action™.

The new Board appointments are effective July 1, 2024 and
are one-year terms through June 20, 2025. More information
about AMA’s Board of Directors is here.
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https://www.ama.org/ama-leadership/

o
O Executive Committee of the AMA Board

Mike Brady, Chair

The Rockwood Professor
of Marketing and Assistant
Provost, Rockwood School
of Marketing, Florida State
University

Lisa Bowman,

Immediate Past Chair
Founder and Chief Mojo
Officer, Marketing Mojo

Robin Tooms, Chair-Elect
Chief Marketing Officer,
Members Credit Union

Jeff Lupinacci, Treasurer
Chief Financial Officer,

Real Chemistry

Tiffany White, Secretary
Professor of Business
Administration and
Advertising and Bruce

and Anne Strohm Faculty
Fellow in the Gies College of
Business, University of Illlinois

o
Q AMA Board Members

Kim Whitler, Chair,

AMA Foundation

Frank M. Sands Sr.
Associate Professor,
Darden School of Business,
University of Virginia

Anders Gustafsson
Professor of Marketing,

Bl The Norwegian Business
School

Brian Fergemann
Senior Counsel, Marketing
and Intellectual Property,
McDonald’s Corporation

Rebecca Slotegraaf
Professor of Marketing

and Neal Gilliatt Chair in
Marketing, Kelley School of
Business, Indiana University

Angela Brutsche
Vice President

of Marketing and
Communications,
Texas REALTORS®

Christine Mathers
Head of Global
Communications
and Brand,

Noble Corporation

Eli Jones

Professor of Marketing,
Mays Business Schools,
Texas A&M University

Matt Witt
National Digital Experience
Lead, Deloitte Digital

John Kennedy
Managing Partner,
The Sorium Group

Maura Scott

Professor of Marketing

and the Edward M. Carson
Chair in Services Marketing
at the W. P. Carey School
of Business, Arizona State
University

Nadya Kohl
Former Chief Marketing
Officer, Volta Charging
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\_ Note from the AMA CEO

&J A Dynamic Community of Connected Marketers

i From last year’s annual report theme of marketing essentials, to this year’s

’ theme of community, we continue our future-facing progress to becoming a
more connected community of dynamic marketers.

r
|
|
|
.

AMA is there in both the loud and quiet moments that help define community
and business. We are committed to working to strengthen and build
relationships, and tell the compelling story of our marketing community.

PEOPLE FIRST: Community grows and helping to shape the marketing
through genuine human connection. We profession for future generations.
meet marketers at every stage of their

career, adapt to their changing needs, THE MARKETING UNIVERSE: The power

and support their growth—building a of community and insights. The AMA

professional network that connects, harnesses the collective knowledge

advances, and inspires. and power of marketing on a global
scale for the industry, profession, and

BE BOLD: Our contemporary world practice.

is truly dynamic. The AMA endeavors

to build forward-looking programs, COMPELLING EVOLUTION: The AMA

resources, and connections that develops thought leadership resources

challenge convention and expand supporting an ever-evolving profession

the approach to the profession. We through convening, curating, and

are unafraid to help the profession amplifying thought leadership, serving

navigate a constantly changing future. as a go-to credible source for the

We champion new ways of working industry, profession, and practice.

together, building better approaches,

Our strategic vision will create new moments of impact and
meaning for the AMA, our members, and the community.
Working together we’ll build new learning opportunities,
share insightful thought leadership, and convene events to
showcase the dynamic community of marketers. Together,
we are building the dynamic and essential community for
marketers that is AMA.

%e F. Johnson |
CEO of the American Marketing Association
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AMA Financials

The AMA has successfully increased its financial reserves through careful
management.

Diversified Organization

The AMA’s revenue reflects the many communities, programs, and activities
in which the organization participates. The AMA is more diversified than most
associations with revenue coming from five significant sources including:

Membership Dues
y Revenue from membership
fees for all AMA members, net
1 of dues paid to local chapters.
Includes both individual and
group memberships.

Publications

Revenue from licensing \
and publishing journal
content through third- 1
party partners.

Advertising & Sponsorship Professional Development

Revenue from sponsored
programs such as webinars,
dedicated emails, virtual
conferences, sponsored
content, job board, and live
event sponsors.

Community Events
Revenue from ticket sales
to AMA conferences across
communities.

‘10%

Revenue from sales of
certification exams & study
courses, virtual trainings, and
on-demand learning. Includes
both individual and corporate
training packages.

Other

Miscellaneous revenue for
other and non-recurring
sources.

Healthy & Growing Organization
The AMA has been growing by $1m

or more each year with the most
significant growth coming from
community events and professional
development. The revenue size of

the AMA puts us in the top 10% of all
associations.

$11.5M

AMERICAN MARKETING
ASSOCIATION
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AMA Membership
& Community

From students and practitioners to
executives and academics, with over
25,000 members across the world, AMA is
truly the global headquarters for marketing
professionals.

We start in 1937 when a group of academics
and practitioners realized the need to
understand the emerging marketing
discipline better. Today, the AMA leads a
fast-changing field with innovative research
and practical learning that helps marketers
on all levels enhance their knowledge. We
help advance careers by providing the
tools, training, and certifications to help
marketers stand out among their peers.

Together, we are
building a community
dedicated to making
our industry stronger
and showing that

marketing can be

a force for good. |
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Professional Membership Highlights \
The AMA, with over 14,000 professional members, has increased"
opportunities for professionals and specifically expanded programs for
senior marketing leaders this year.

* The Symposium for the Marketing of Higher Education, where 110
university marketing leaders from around the world addressed the
evolving challenges in higher ed marketing.

* Two Health Care Executive Summits, where record attendance explored
the impact of Al, federal policy shifts, and marketing’s role in patient care.

* The first Executive Marketer Summit, an invite-only forum for CMOs and senior
executives to address disruption, talent shifts, and cross-C-Suite alignment.

Academic Community

The AMA Academic Community has 21 special interest groups dedicated to
particular streams of research. Academics in these groups have developed
these subcommunities into thriving groups that support doctoral students,
hold conferences, provide programming for AMA conferences, and present
awards.

AMA hosts three highly regarded academic conferences: Winter AMA
Academic Conference, typically held in February; Summer AMA Academic
Conference, typically held in August; and Marketing & Public Policy Conference,
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which takes place in June. At these
conferences, academics gather
under the “Big Tent” (marketing
academia is generally divided into
Consumer Behavior, Quantitative,
and Strategy Research). The AMA
is the only association that brings
all these fields of inquiry together.
Attendees at these academic
conferences network, renew
relationships, share research, give
and receive feedback, and celebrate
successes at these conferences.

Collegiate Community

The AMA Collegiate Community is a vibrant network of nearly 11,000
students, representing over 330 chapters across various colleges and
universities. This community fosters student development through a range
of opportunities, including the Virtual Collegiate Summit in the fall and the
in-person International Collegiate Conference each spring. Additionally, the
AMA provides a Career Forum Grant Program designed to support students
in their professional growth and assist in regional conference planning.

Another one of the community’s key initiatives is the Collegiate Mentorship

-
|

|

L
=
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to attend college. The Collegiate Chapters Council, a governing body of
marketing professors and faculty advisors, oversees the strategic direction of
the community.

Among the most talked-about aspects of the collegiate experience are the
various competitions that offer students a chance to shine. These include the
prestigious Case Competition, as well as video, social media, Perfect Pitch,
Marketing Strategy, and sales competitions. These events provide valuable
real-world marketing experience and are a highlight for many students.

Collegiate chapters vary in size, with membership ranging from as few as 10
students to more than 300. As a special token of appreciation, graduating
seniors receive a complimentary one-year membership to the AMA’s
professional community, offering a seamless transition from collegiate to
professional engagement.

Alpha Mu Alpha

Founded in 1981, Alpha Mu Alpha is AMA’s national marketing honorary
recognizing top undergraduate, graduate, and doctoral students, as well as
faculty, for academic excellence. More information: Alpha Mu Alpha

Having complied with the provisions pregcribed by the
Hmerican Marketing Assoriation

Ffaith Rops

g hereby inducted into

Alpba Mu Alpbha

National Macketing Lonorary Societr tn recogmition of outstanbing
seliolastic achiebement in the marketing discipline.
Date: September &, 2024

Alpba Mu Alpha, Chairman CED, Anierican Marketing Assonation
Jersica  Sovatl 7

AMERICAN MARKETING
AFSOCIATION
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AMA Chapters

The AMA thrives because of the effort of
our volunteers. They give their time and
knowledge to help fellow marketers find
their potential and advance their careers.
Their efforts have moved the marketing
industry forward through research and
leading peer-reviewed academic journals.
With a presence on over 330 college

and university campuses, our collegiate
chapters prepare undergraduate students
for the start of their careers. Our nearly 70
professional chapters across North America
support local communities through
networking and educational programs. Our
volunteers do more than support AMA,
they support the marketing industry.

Professional Chapters Council

The Professional Chapters Council (PCC) is a
dynamic, action-oriented team that not only
offers advice but also consistently delivers
tangible results, continually elevating the
PCC. Their work is driven by a commitment
to upholding the AMA’s high standards.

PCC members are dedicated to serving
chapter leaders by a social contract of trust,
friendships, and connections that ensure
accountability in all they do.

Each year, the PCC evolves with the addition

of dynamic leaders from across North America.
Our community benefits immensely from their

contributions, which continue to strengthen
and advance our collective mission.

Thank you

to the FY25
PCC Members for
their leadership
and inspiration for
our chapters.

Karen McFarlane,
New York

Craig Lund,
Toronto

Tina Portillo,
Toronto

Kendra Clarke,
New Jersey

Andrea Smith,
Washington DC

Misty Wilson,
Triangle

Stephen Brent May,
Houston

Kimberly Strong, @ .
Atlanta

Richard Conner,
Connecticut

Christina Strong-Regan,

Detroit /

Vanessa Torres,
San Antonio

Andy Noller,
Cincinnati

Ashlan Glazier-Anderson, °
PDX

12 FY25 AMA Annual Report

AMERICAN MARKETING
ASSOCIATION



The Board Leadership Accelerator
As our community engagement models evolved, the PCC led the charge in
creating new approaches to keep our member community moving forward.

The Board Leadership Accelerator represents more than a training program;

it is an intentional investment in leadership growth. Grounded in the belief

that Stronger Leaders = Stronger Chapters, the initiative builds upon

the foundation of prior PCC efforts—such as Regional Retreats and the
-~ Leadership Summit—while introducing new content, innovative formats, and
- experiences designed to equip chapter leaders for today’s unique challenges
and opportunities.
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https://www.ama.org/ama_chapleader/bla/

Chapter Highlights

AMA Wilmington (NC) launched in Fall
2024, expanding our presence in the
Southeast. In its first year, the chapter
has collaborated with peers to share
best practices, build connections, and
establish a strong foundation.

The 2025 Ric Sweeney
Chapter Volunteer of
the Year Award went to
AMA Baltimore’s Dov
Hoffman, recognized for
16 years of exemplary
leadership that has
advanced the profession
and strengthened the

- volunteer community.

S

Sinc4974, the Chapter Excellence
Awards (CEA) have honored professional
chapters for achievements in leadership,
membership, programming, finance,

and communications. Recent winners
showcase the volunteer spirit and vital
role chapters play in advancing AMA’s
mission.

AMA 5an Diego

OFF &t the AMA San Diego Sandie Awards? Wwe

wearing 1o SHOW ;
Wt Ay e ol fion for award show atiire that matches the

askad ChatGPT to provide some inspira G
theme SHOW OFF this year Check put the suggestions. M

ARIS A_"_'M Richmand

6ma « @

Meet our Speaker, J. Danfres
community coliaborstio . o
v lire Tenanitay o Ay thyg

@ Brown, & strategic thoy,
™ U on Feb 27th to hear
Astre Bhvid camme abraul, Liy

g.ht. lesder Passionate abgyt
his insights ang fear first hang
kit e o e

Driving Change Through
Creative Leadership:

Ifle Arthur Ashe Bouleyard Story
With Speaker Dontrege Brown
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AMA Marketing,
Social Media & Media

Website

Over the last year, the AMA website has seen a 21% increase in new users
compared to last year. The increase in new users came from direct traffic
(29 % increase) in combination with marketing efforts such as emails (28%
increase) and referrals (17% increase).

higniishts | \ B

@

000
cCOd

AMA Symposium for

the Marketing of Higher
Education continues to
lead in terms of event
pageviews and users, 2%
increase and 11% increase
respectively

The “Definition of . The average engagement
Marketing” and 3 per user remained
“Membership” webpages - relatively the same
garned significant . compared to last year
impression, 17M and 12M 3

respectively.

Email

Email is a major communications channel for the AMA and due to incredible
staff collaboration, the AMA has seen open rates increase, maintained a
fantastic unsubscribe rate, and met the diverse needs of many stakeholders.

Unsubscribe rate well
below industry average of
0.4% at 0.15%; down 0.29%
from FY24

Total sends for FY25:
1,204. Up 4.8% from FY24
(1,146)

Open rate FY25: 13.58%.
Up 1.3% from FY24 (12.28%)

Notes: Results show steady progress. Because AMA transitioned to a new email system mid-year, some
figures required manual calculation. The new system makes tracking easier, though a few percentages
may reflect minor variances.

AMERICAN MARKETING
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Social

Since early 2023, the AMA Marketing team has revitalized social media with
stronger event coverage, curated content, and regular posting experiments
to fuel ongoing learning. Guided by data and feedback, we shifted focus

to LinkedIn and Instagram—where our community is most active—and saw
significant growth across nearly all key metrics.

= e Overall engagements up 67%
D * Engagement rate of 2.1% across all platforms

e« Linkedin total audience growth of 8.8%; net audience growth
of 9.3%—AMA surpassed 350,000 followers in June
® e Linkedin impressions up 8.9%; engagements up 97%,;
‘ engagement rate up 80.9%

* Instagram total audience growth of 22.8%; net audience

growth down 48.1%
‘

e |nstagram impressions up 175.3%; engagements up 11.6%

16 FY25 AMA Annual Report /\M > | AssoCIATION



Media Outreach

In FY25, AMA expanded its media outreach, issuing 45 press releases—a
32% increase over last year—that showcased member achievements and
organizational impact. These efforts generated 5,500+ mentions of AMA
and its chapters, reaching over 8.4 billion impressions. AMA’s journals added

another 5,400+ mentions and over 17.4 billion impressions.

Marketing for Small Business Owners

Plastic bag bans can sometimes backfire: Study

Lead Marvels Resource: How Three Associations Are Boosting Member

Engagement with Content

Creative Ways To Energize Your Next Association Meeting
The Magic of Marketing with Bennie F. Johnson - Field Notes | Podcast

on Spotify
Leading with Agility: Thriving Amidst Rapid Industry Shifts by The

Association Insights Podcast

AMA CEO Bennie Johnson: What He Sees for Marketers in 2025

The skills marketers need in 2025 and beyond | MarTech

Why Understanding Al Doesn’t Necessarily Lead People to Embrace It
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https://www.futureofbusinessandtech.com/small-business/marketing-for-small-business-owners/
https://thehill.com/policy/energy-environment/4996359-plastic-bag-ban-policy-impacts-study/
https://leadmarvels.com/resource/leadmarvels-how-three-associations-are-boosting-member-engagement-with-content
https://leadmarvels.com/resource/leadmarvels-how-three-associations-are-boosting-member-engagement-with-content
https://www.themeetingmagazines.com/acf/capture-your-audience-ways-to-energize-association-meetings/
https://open.spotify.com/episode/1FJL4Cf5iQjaMoaVGYUyYI?si=yHiwLkwzTm2KSHW_B_HKlQ&nd=1&dlsi=fb349bf10be3426d
https://open.spotify.com/episode/1FJL4Cf5iQjaMoaVGYUyYI?si=yHiwLkwzTm2KSHW_B_HKlQ&nd=1&dlsi=fb349bf10be3426d
https://creators.spotify.com/pod/profile/theassociation100podcast/episodes/Leading-with-Agility-Thriving-Amidst-Rapid-Industry-Shifts-e2p911r/a-abiih9v
https://creators.spotify.com/pod/profile/theassociation100podcast/episodes/Leading-with-Agility-Thriving-Amidst-Rapid-Industry-Shifts-e2p911r/a-abiih9v
https://www.mmgdesign.net/podcast/bennie-johnson
https://martech.org/the-skills-marketers-need-in-2025-and-beyond/
https://hbr.org/2025/07/why-understanding-ai-doesnt-necessarily-lead-people-to-embrace-it

AMA Marketing / Aad
Podcast -

AMA’s Marketing / And podcast explores “l am inspired by the
valuable insights our

the future of marketing through

, ith g , ind guests share, and
conversations with academics, industry I’'m excited to share
leaders, and creative thinkers. Hosted their perspective
by AMA CEO Bennie F. Johnson, the with marketers |
series highlights how marketers can across the globe.” |

: : : : - Bennie F. Johnson,

drive responsible practices and strategic AMA CEO
innovation. |

N i ARKETING/AND
00 MARKETING/AND Sahy :«am-smwmoum" )

\II‘I‘HMFMSDH
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https://www.ama.org/marketing-and-podcast-with-bennie-f-johnson/

Season 3 Guests

Season 4 Guests

Season 5 Guests

w
2
-l
)
=)
| =
(o]
(11]

Dan Csont, Chief Marketing
Officer of Corpay

Radhika Duggal, Chief
Marketing Officer of Major
League Soccer

Alex Morrison, Former Chief
Marketing Officer
of Pearpop

Leah Chandler, Former Chief
Marketing Officer of Discover
Puerto Rico

Richard Nunn, CEO of Mileage
Plus for United Airlines

Steve Dennis, Author of
Leaders Leap: Transforming
Your Company at the Speed
of Disruption

Tiffany Wilburn, Fractional
Chief Marketing Officer at
Clever Disruption

Dov Hoffman, Vice President,
B2B Marketing, Weber
Shandwick and AMA’s 2025
Volunteer of the Year

Kate Price and Adam
Tremblay of Prophet

Rebekah Pagis, President of
Design Bridge

Marcus Collins, Author of For The Culture:
The Power Behind What We Buy, What We Do,

and Who We Want to Be

Jen Martindale, EVP, Marketing and
Communications, Chicago Cubs

Lena Petersen, Chief Strategy Officer,

Sugar23

Clemence Sop, Head of
Marketing Innovation at

InterSystem

Krenda Frushour, Senior
Director International at
Blistex Inc.

Erin Levzow, CMO and the
Growth Advisor for Batch &
Box

Robert Rose, Founder and
Chief Strategy Officer of The
Content Advisory

José Villa, CEO of Sensis

Brian Rosenberg,

President Emeritus,
Macalester College and author
of the book, Whatever It Is,
I'm Against It: Resistance to
Change

in Higher Education

Donna Sharp, Managing
Director for MediaLink and

current partner at United
Talent Agency

Alexis Eyre and Paul Randle,
AMA’s 2024 Berry Book
Award and authors of the
book, “Sustainable Marketing:
The Industry’s Role in a
Sustainable Future”

LaFontaine E. Oliver,
President & CEO of New York
Public Radio

Lerzan Aksoy, Ph.D., Gabelli
School of Business, Fordham
University

Fernando Romero, SVP
of Digital Ad Sales at
TelevisaUnivision

Forest Young, Executive
Director of Design,
FUNDAMENTAL.co

Paul Frampton, Global
President of Control vs
Exposed (CvE)

Jon Cook, Global CEO
of VML

Eugenia Blackstone,
Chief Marketing Officer for Iris
Powered by Generali

Jason Brown, Former CEO
of Pearlfisher

Dr. Rajesh Bagchi, the

R.B. Pamplin Professor of
Marketing at the Pamplin
College of Business, Virginia
Tech

David Edelman, Author of Personalized:
Customer Strategy in the Age of Al

Kevin Babcock, Head of

Creative Partnerships, Google

Matt Witt, National Digital Experience

Leader, Deloitte Digital

AMA’s Marketing / And is available on AMA.org, Apple, Spotify, Simplecast, and
wherever you listen to your podcasts.
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https://www.ama.org/marketing-and-podcast-with-bennie-f-johnson/
https://podcasts.apple.com/us/podcast/ama-marketing-and-with-bennie-f-johnson/id1722664630
https://open.spotify.com/show/0h6y76fTNffTrInTWMpnEN?si=66b2237506f849c0&nd=1&dlsi=0f14209661cd4591
https://ama-marketing-and-with-bennie-f-johnson.simplecast.com/
https://ama-marketing-and-with-bennie-f-johnson.simplecast.com/episodes/the-strategy-of-brand-why-brand-in-more-than-the-logo-and-understanding-the-company-business-9BLqhwF0
https://ama-marketing-and-with-bennie-f-johnson.simplecast.com/episodes/finding-opportunities-in-the-pain-points-knowing-that-innovation-is-about-trying-and-understanding-the-art-of-persuasion-YGyT_5Nk
https://www.ama.org/episode-from-campus-to-national-radio-the-culture-of-radio-and-the-relationship-between-social-media-and-marketing/
https://ama-marketing-and-with-bennie-f-johnson.simplecast.com/episodes/enabling-your-team-the-value-of-a-thank-you-and-saying-yes-_wPu5Raa
https://ama-marketing-and-with-bennie-f-johnson.simplecast.com/episodes/alue-of-the-professional-community-learning-from-partners-in-the-global-space-and-understanding-emotional-connections-with-customers-ND3f27qN
https://www.ama.org/episode-the-academic-journey-in-marketing-encouraging-the-next-generation-of-marketers-and-the-importance-of-relationships/
https://ama-marketing-and-with-bennie-f-johnson.simplecast.com/episodes/being-a-creator-first-community-entrepreneurial-spaces-and-the-value-of-simplicity-_zzRXtS6
https://ama-marketing-and-with-bennie-f-johnson.simplecast.com/episodes/why-we-need-to-build-experiences-and-human-connections-the-integration-of-emotional-intelligence-and-technology-and-why-leaning-into-guilty-pleasures-is-a-good-idea-14KvlR7c
https://www.ama.org/episode-the-early-days-of-the-internet-authenticity-of-audiences-and-showing-up-all-the-time-and-why-living-in-new-york-city-is-a-gift/
https://ama-marketing-and-with-bennie-f-johnson.simplecast.com/episodes/finding-connective-threads-understanding-perceptions-and-how-tourism-can-change-lives-BRuGtXFAhttps://ama-marketing-and-with-bennie-f-johnson.simplecast.com/episodes/finding-connective-threads-understanding-perceptions-and-how-tourism-can-change-lives-BRuGtXFA
https://ama-marketing-and-with-bennie-f-johnson.simplecast.com/episodes/on-being-a-marketing-fanboy-the-evolution-of-content-marketing-and-why-we-need-to-focus-on-delivering-value-5Hum6Phs
https://www.ama.org/episode-career-journey-from-consulting-to-in-house-sustainability-the-capacity-of-caring-and-why-design-has-the-power-to-transform/
https://www.ama.org/the-travel-mindset-and-the-travel-vertical-creating-the-living-room-in-the-sky-and-the-complexity-of-logistics/
https://www.ama.org/navigating-chaos-changing-the-trajectory-of-business-and-the-impact-of-the-hispanic-market/
https://www.ama.org/difference-between-the-map-and-terrain-deeply-understanding-people-and-why-marketing-is-about-humanity/
https://www.ama.org/retail-and-changes-in-commerce-making-mind-leaps-and-the-value-of-the-foundational-elements-of-marketing/
https://www.ama.org/resistance-to-change-in-higher-education-finding-good-ideas-in-non-traditional-spaces-and-why-we-need-to-do-the-research/
https://www.ama.org/the-importance-of-nostalgia-in-rest-global-scale-and-local-experience-and-taking-the-time-to-imagine-and-create-your-own-future/
https://www.ama.org/being-fearless-the-expanding-senior-executive-marketing-space-staying-connected-and-the-value-of-critical-thinking/
https://www.ama.org/being-the-chief-magic-officer-learning-to-accept-feedback-and-getting-better-at-dealing-with-change/
https://www.ama.org/helping-others-a-convergence-of-marketing-worlds-and-supercharging-your-work/
https://www.ama.org/leaning-into-luck-measuring-authenticity-and-culture-as-a-skillset/
https://www.ama.org/finding-talent-tackling-risk-aversion-and-the-necessity-of-curiosity/
https://www.ama.org/journey-to-transformation-evolution-and-growth-mindset/
https://www.ama.org/journey-to-transformation-evolution-and-growth-mindset/
https://www.ama.org/global-impact-of-marketing-making-marketing-better-and-the-circular-economy/
https://www.ama.org/human-intelligence-ethical-leadership-and-why-the-fundamentals-remain/
https://www.ama.org/from-ding-dongs-to-nasa-and-the-homogeny-of-design/
https://www.ama.org/moments-of-aha-creative-destruction-and-applying-the-so-what/
https://www.ama.org/why-every-brand-needs-its-legends-and-lore/
https://www.ama.org/why-curiosity-and-tenacity-will-always-win-the-day/
https://www.ama.org/broad-role-of-the-cmo-unlocking-challenges-and-understanding-the-business/
https://www.ama.org/experimentation-and-innovation-working-together/
https://www.ama.org/building-the-space-for-innovation-and-creating-environments-to-inspire/

AMA Mentorship

AMA Collegiate Mentorship Program

The AMA Collegiate Mentorship Program connects
students with experienced marketing professionals,
providing guidance, resources, and support for
their career paths.

In FY25, participation expanded beyond first-
generation students to include the full collegiate
community, while still prioritizing first-generation
students in mentor matching.

Looking ahead, the FY26 goal is 100 mentor-
mentee pairings, with mentors able to support
up to two students each.
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AMA Professional
Development

Learning & Training

In FY25, AMA

Marketers have the power to change minds, delivered
improve lives and impact the world for good. over 10,400+
But, the pace of change in marketing moves professional

development
opportunities for
the marketing |
community.

fast. As the industry’s go-to resource for

skill development, the AMA is a community
dedicated to helping marketers gain the skills
and connections they need to stay ahead and
advance their careers. The AMA’s learning
portfolio is based on custom industry research
and is mapped to our Competency Model.

The AMA provides high-quality research-backed learning experiences /
and credentials for professionals who want to drive impact for themselves
and their organizations. AMA learning leads with contemporary guidance,
empathy, and recognized credibility. Learn more: Training for Marketing.

Marketing Certification

Built for You

Certifications & Certificates

Earning an AMA certificate or Professional Certified Marketer® (PCM®)
credential strengthens skills, boosts career opportunities, and helps
marketers stand out in today’s competitive market. Learn more: Certification
and Certificates.
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https://www.ama.org/training-for-marketing/
https://www.ama.org/certificates/
https://www.ama.org/certificates/

AMA Professional Certified Marketer (PCM®)
Achieving Professional Certified Marketer® (PCM®)
status signals credibility to peers and employers
and demonstrates the skills to solve modern
business challenges. More than 6,000 marketers
currently hold AMA certifications, using them to
advance their careers and continue learning.

of graduates have said that our

digital marketing course has had

a positive impact on their career

of graduates have been
promoted after completing
one of our digital marketing
programs

Confidence
Prepared

of AMA Professional Certified
Marketer® graduates are working
at (or have been promoted to)
senior or management levels
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Professional Certified Marketer”

PCM® Marketing
Management

PCM® Digital
Marketing

/AM>> | professional Certified Marketer*

PCM® Content
Marketing

Marketing Management

The Professional Certified Marketer® (PCM®)
in Marketing Management demonstrates
broad expertise across strategy, research
and analytics, pricing, customer insights, and
product positioning.

Digital Marketing

In partnership with the Digital Marketing
Institute (DMI), the PCM® in Digital Marketing
provides up-to-date training in GA4, social
media, paid search, Al, and more. Graduates
earn dual recognition from AMA and DMI.

Content Marketing

Developed with the Content Marketing
Institute, the PCM® in Content Marketing
equips marketers to design, manage, and
measure effective content strategies in
today’s evolving media landscape.
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Marketing Certifications for High School Seniors

In the spring of 2025, AMA partnered with Stukent to launch industry-
recognized high school marketing certifications. Through this collaboration,
high school students across the country now have access to AMA-certified
marketing and social media marketing certifications designed to equip them
with career-ready skills and real-world experience.

This initiative ensures that students gain industry-recognized credentials

that enhance their college and career prospects. These certifications will be
integrated into Stukent curriculum offerings, allowing high school teachers to
incorporate them seamlessly into their marketing courses.

The Marketing and Social Media Marketing certification exams assess a
students’ marketing skills to increase their credibility, employability, and value
in the job market. As a leader in marketing education and research, the AMA
produces premier certifications and courses for marketing professionals. The
partnership between Stukent CTE and the AMA offers hands-on, engaging
educational materials that prepare students for the workforce.

The AMA Marketing Certification tests
students’ understanding of foundational

A M > AMERICAN MARKETING . . . .
ASSOCIATION marketing topics, including market
research, strategic planning, and the
marketing mix.
MARKETING * Ethical marketing
CERTIFICATION * Value propositions

e Product differentiation
e Market research

The AMA Social Media Marketing

Certification tests students’

AMERICAN MARKETING

/\M> ASSOCIATION understanding of foundational social

—— 9 media topics, including paid ad
campaigns, keyword research, data

SOCIAL MEDIA e

MARKETING * Major social platforms

CERTIFICATION e ampalene

Keyword research
e« Data analysis

24 FY25 AMA Annual Report /\ M > | AssoCIATION



https://www.stukent.com/high-school-ama-marketing-certification/?utm_source=referral&utm_medium=website&utm_campaign=ama-website
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Enterprise Solutions

This year, the AMA advanced its role as a
trusted partner for organizations seeking
to elevate the skills of their marketing
teams. Guided by our Learning Business
Ecosystem strategic pillar, we focused
on building scalable, research-based
professional development solutions that
serve marketers across every stage of
their career.

Key Initiatives Included: K.J

Enterprise Training Solutions /

e Expanded our tailored training programs designed for corporations, associations,
and government agencies.

e Developed offerings that align with AMA’s PCM® credential and Competency

“Our research has
shown, and marketers
have told us, what they
need is training in gen
Al. This new certificate
is another way we are
supporting our AMA |
learners and marketers
around the world.” |

- Molly Soat, VP, Professi<1nal
Development, AMA

Model, ensuring participants gain knowledge and proof of competency.

Partnership with the United States Army

 Delivered a custom training program to enhance marketing, communications,
and leadership capabilities for U.S. Army marketing personnel.

e Structured around AMA’s professional standards, this initiative demonstrated
how AMA training can translate marketing best practices into large-scale,
mission organizations.

LinkedIn Learning Partnership

e Entered into a new partnership with LinkedIn Learning to launch the Al for
Marketing Professionals Certificate.

 This collaboration connects AMA’s PCM® standards with a global learning
platform, creating new pathways for marketers to upskill, and achieve recognition.

Cross-sector Engagement

e Engaged higher education institutions, nonprofits, and Fortune 500 companies in
conversations about workforce readiness, reskilling, and continuous professional
development.

« Positioned AMA group training as a bridge between academic research and
applied marketing practice.

Learn more about AMA’s enterprise learning solutions at AMA Team Training.
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AMA Research & Innovation

In 2024, AMA launched a new Research and Innovation department to
generate knowledge that strengthens the marketing profession. By early
2025, the team released a landmark report on the skills marketers need to
advance their careers, along with insights on Al adoption across the field.
This positions AMA as a trusted source for research that shapes the future

of marketing.

Skills-research Report

This new research highlights skills marketers

need to succeed in a changing job market. The
report identifies the key capabilities marketers
must develop for an evolving industry. The AMA
conducted the research to better understand the
trends and skills necessary to evolve with the
marketing industry. It expanded to include topics
and technologies marketers need to stay ahead,
including Generative Artificial Intelligence and data
privacy. This research aims to identify key abilities
to support marketers in their roles beyond, and
points to the power of a well-rounded marketer as
the industry expands.

Key Findings

* In this age of automation, marketers who want to stay competitive

Marketing in the Age of Disruption:
The Skills Marketers
Need in 2025 and
Beyond

DOWNLORD

- 1.5K Users

should not lose sight of the importance of “human” skills—especially | !

communication, innovation and adaptability.

* When it comes to job-specific skills, the largest current competency gaps
are in digital marketing, data and analytics, proving ROl and data privacy
and compliance. These are areas where marketers are not fully equipped to

meet the demands of their roles today.

e Marketers report a high level of uncertainty about how skills related to
technology and channels will change over the coming years. This volatility is

most apparent in Al, data privacy, search, and social media.
e Gen Al is the top rated future skill, with 43% of survey respondents
predicting it will become more important in five years.

a wave of comprehensive state-based regulations and mounting consumer

pressure.
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https://www.ama.org/2025/01/31/2025-marketing-skills-report/

AMA Marketing Competency Model

The AMA is the home of impactful learning for marketers on the move. Our
data-backed approach to building the training and certification marketers
need to advance their careers makes AMA unique.

Recognizing that marketing is constantly evolving, the AMA regularly
updates its framework to reflect the changing needs of the profession. Our
skills research offered new insights into the capabilities marketers need to
stay competitive today and in the future. Guided by these findings, along
with input from industry experts and the AMA Learning Panel, we expanded
our framework in 2025 into a more comprehensive Competency Model.

The newly updated and
expanded 2025 Competency k
Model consists of six primary \ !
domains, which, together,
represent a full life-cycle of
marketing activities. They are not
completely independent of each
other, as some skills will overlap
between domains. The domains
are: marketing ethics, essential
capabilities, strategy and
planning, content and branding,
channels and technology, and

data and analytics. \ .

We focused on: \
e Centering marketing ethics |

* Introducing Essential Capabilities, a new domain focused on
interpersonal and cognitive skills
« Evolving ‘Customer Experience’ to ‘Channels and Technology’

CONTENT AND
BRANDING

DATA AND
ANALYTICS

STRATEGY AND CHANNELS AND
PLANNING TECHNOLOGY

The Competency Model guides how the AMA approaches creating
training, certification, and resources to help marketers make an impact
and advance their careers.

Learn more about the AMA Marketing Competency Model.
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Al Revolution Driven by Executive Leaders

New report highlights adoption patterns,
challenges, and opportunities across the

marketing profession

A report released in December 2024 by
Lightricks, in partnership with the AMA,
revealed that executives are driving Al

“Al is a tool that can
help shape strategy and
operations and we know
it can have the ability
to transform our work
and industry. I’'m glad
we’re having meaningful
conversations about |
adoption and asking
questions about
ethical concerns.” |

- Bennie F. Johnson,
AMA CEO |

adoption in their organizations. The results

of this research were revealing: Al adoption
in marketing has surged to 90% and the
transformation is distinctly driven from the
top down. Unlike previous technological
transformations in marketing, where adoption
typically originated at the entry level and
permeated upward, Al integration today is
being led by executive leadership.

Adoption Findings

of executives are using Al weekly or more, compared to 53% ‘
of entry-level staff, indicating that Al is reshaping notonly
operations but strategic leadership in marketing.

according to another recent survey by the AMA, 48% of
marketing leaders say generative Al is very or extremely
important to their current roles, compared to only 34% of
individual contributors. This difference suggests that Al isn’t
just another digital tool—it’s becoming a core component of
high-level decision making.
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Confidence Gap Findings

Contrary to expectations, executive-level marketers display a higher
confidence in Al’s creative potential than entry-level team members:

Executive-level: 55% are very confident in Al’'s ability to

improve creative outputs; only 7% lack confidence.

Entry-level: 33% are very confident, 48% somewhat confident,
and 19% not confident.

While entry-level staff are often seen as digital natives, the data suggests
that business experience and strategic perspective play a larger role in
driving Al confidence and adoption.

777777

N Training Findings \ !

Executives are receiving training Entry-level marketers show a

through multiple channels: different pattern:

received company- rely on self-directed
provided training learning

pursued formal training received company-
outside the company provided training

supplemented with l want training but
self-directed learning ! haven’t received it

Perhaps most concerning is that more than a quarter (27%) of entry-level
marketers want training but haven’t received it, compared to just 13%

of executives. This unmet demand for training among entry-level staff
represents a missed opportunity for organizations to build stronger Al
capabilities from the ground up.
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Ethical Concerns Findings \ ; /

Entry-level concerns focus on ethics:
express concerns about the quality or accuracy of Al-

generated content

worry about ethical issues such as bias and copyright

infringement

express concerns about whether Al-generated work will be
acceptable to their company and clients

For more information and to download the full report visit—Leading from the
Top: How Marketing Execs are Driving Al Adoption. Additional findings from
the study on how marketers are using Al were published in an article on the
AMA website—Generative Al Takes Off with Marketers.

AMERICAN MARKETING
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AMA Conferences & Events

AMA Winter Academic Conference

More than 900 attendees gathered in Phoenix, AZ to share research,
explore the future of marketing, and celebrate academic award winners.
Live coverage extended the excitement to both on-site participants and the
broader online community.

Social Media Highlights \ \ '
N

Engagement rate

(7% increase)
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2 AMA WINTER
ACADEMIC
25 CONFERENCE

FEBRUARY 10 « VIRTUAL
FEBRUARY 14-16 « PHOENIX, AZ

Honorees
AMA-Irwin-McGraw-Hill Distinguished Marketing Educator Award |
John G. Lynch Jr. (Distinguished Professor, University of Colorado)

William L. Wilkie Marketing for a Better World Award | David W. Stewart
(Emeritus President’s Professor of Marketing, Loyola Marymount University)

Erin Anderson Award for an Emerging Female Marketing Scholar and Mentor |
Anna Tuchman (Professor of Marketing, Northwestern University)

The AMA Foundation Robert Lusch Early Career Research Award |
Julian R.K. Wichmann (Assistant Professor of Marketing, Tilburg University School
of Economics and Management)

John A. Howard/AMA Doctoral Dissertation Award | Maayan Malter (Senior Lecturer
in Marketing, Hebrew University Business School)

V. Kumar Doctoral Student Mentorship Award | V. “Seenu” Srinivasan (Adams
Distinguished Professor of Management, Emeritus, Stanford University)

Leonard L. Berry Marketing Book Award | Paul Randle and Alexis Eyre for
“Sustainable Marketing: The Industry’s Role in a Sustainable Future”

AMA Fellows | Sundar G. Bharadwaj (University of Georgia), Rajesh K. Chandy
(London Business School), Rajdeep Grewal (University of North Carolina at Chapel
Hill), Kevin Lane Keller (Dartmouth College), and Rebecca J. Slotegraaf (Indiana
University)
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https://www.ama.org/ama-irwin-mcgraw-hill-distinguished-marketing-educator-award/
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https://www.ama.org/the-leonard-l-berry-marketing-book-award/
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AMA International Collegiate Conference
Nearly 1,650 students attended International (
Collegiate Conference (ICC) in New Orleans, a 10%
increase over last year. The event opened with a
parade of AMA collegiate chapters, the world’s largest
marketing pep rally, and brought together students
from 150+ chapters to sharpen professional skills

and expand their networks. Hundreds also competed
in events such as Sales, Perfect Pitch, Marketing
Strategy, Marketplace Simulation, and the Chapter
T-Shirt competition.

“It was a great way
to network and meet
new people. | also
enjoyed getting the
opportunity to learn

how to improve |
and grow my AMA
collegiate chapter.” |

- Student Attendee |

Award Highlights

Celebration of honorees at the award event:

Leslie Kendrick, AMA Collegiate Faculty Advisor at Johns Hopkins
University, was honored with the AMA Lifetime Achievement Award
for her longstanding contributions to the collegiate community.

Dr. John (Jack) Schibrowsky, Ph.D., AMA Collegiate Faculty
o Advisor at the University of Nevada, Las Vegas, received the Hugh
- G. Wales Faculty Advisor of the Year Award in recognition of his
exceptional mentorship and leadership.
Karla Amaro, a student at Texas State University, was named the
2025 Student Marketer of the Year, celebrating her excellence in
marketing leadership and impact on campus.
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AMA Executive Marketer Summit

In May 2025, the AMA hosted its inaugural Executive Marketer Summit in
Chicago—an exclusive, application-based event that convened over 70
senior marketing leaders from across industries and business models. With
nearly 1,000 marketing professionals expressing interest in attending,

the demand underscored a clear appetite for peer-to-peer connection

and candid conversation at the highest level. The Summit’s programming
tackled how disruption—across technology, markets, talent, and influence—
can be a catalyst for innovation and business growth. Attendees included
leaders from Harvard Business School, McDonald’s, Hasbro, e.l.f. Beauty,
Chicago Fire FC, and NASCAR, among others.
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AMA Summer Academic Conference

Nearly 600 attendees gathered in Boston to share research, explore the
future of marketing, and celebrate academic award winners. Live coverage
extended the energy from the event to the broader AMA community.

AMERICAN MARKETING
ASSOCIATION

2024
AMA Summer

Academic Conference

August 12 « Virtual
August 16-18 » Boston, MA

AMA’s live social media coverage generated: ;

Award Highlights /

e 217K impressions e 16K engagements ¢ 12K clicks.

2024 AMA-EBSCO-RRBM Award for Responsible Research

in Marketing

Madhubalan Viswanathan, Nita Umashankar, Arun Sreekumar,
and Ashley Goreczny, “Marketplace Literacy as a Pathway to a
Better World: Evidence from Field Experiments in Low-Access
Subsistence Marketplaces” | Journal of Marketing (January 2021)

Winners

® Wendy De La Rosa, Abigail B. Sussman, Eric Giannella,

. and Maximilian Hell, “Communicating Amounts in Terms of
Commonly Used Budgeting Periods Increases Intentions to Claim
Government Benefits” | Proceedings of the National Academy of
Sciences (September 2022)
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Award Highlights

Winners

Claudia Gonzalez-Arcos, Alison M. Joubert, Daiane Scaraboto,
Rodrigo Guesalaga, and Jérgen Sandberg, ““How Do | Carry All
This Now?’ Understanding Consumer Resistance to Sustainability

5

Interventions” | Journal of Marketing (May 2021)

Kristopher O. Keller and Jonne Y. Guyt, “A War on Sugar?
Effects of Reduced Sugar Content and Package Size in the Soda

Category” | Journal of Marketing (September 2023)

Jenny Olson, Scott Rick, Deborah Small, and Eli Finkel, “Common

Cents: Bank Account Structure and Couples’ Relationship
Dynamics” | Journal of Consumer Research (December 2023)

Nathaniel Posner, Andrey Simonov, Kellen Mrkva, and Eric

J. Johnson, “Dark Defaults: How Choice Architecture Steers
Political Campaign Donations” | Proceedings of the National
Academy of Sciences (October 2023)

Nicole Robitaille, Nina Mazar, Claire |. Tsai, Avery M. Haviyv,

and Elizabeth Hardy, “Increasing Organ Donor Registrations
with Behavioral Interventions: A Field Experiment” | Journal of
Marketing (May 2021)

2024 Charles Coolidge Parlin Marketing Research Award
Monica Wood, VP of Global Consumer & Member Insights at
Herbalife, and Venkatesh Shankar, Harold M. Brierley Endowed
Professor of Marketing, Southern Methodist University
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AMA Symposium for the
Marketing of Higher Education

Held in Las Vegas, the Symposium drew
1,790 attendees from 484 institutions
across 49 states and 14 countries,
making this the largest and most
successful gathering in its 35-year
history. As the premier event for higher
ed marketing, the conference focused
on strategy, branding, reputation,
enrollment, and financial sustainability,
with speakers highlighting the sector’s
rapidly evolving landscape.

Total sessions

e 52 presentations
e 8 fireside chats

e 32 idea exchange
e 5 keynotes

e 7 workshop

Speakers

Sponsor Highlights:
e 309 individuals onsite -,
e 85 unigue companies

e 86 booths
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The AMA Foundation Higher Education Marketer of the Year Award |
Sponsored by Yes& Lipman Hearne

Individual Winner: Grant J. Heston, Virginia Commonwealth University
Finalists:

e Lauren Griswold, Boise State University

e Tony Proudfoot, Western Michigan University

The AMA Foundation Higher Education Marketer of the Year Award
Sponsored by Yes& Lipman Hearne

Team Winner: The United States Military Academy at West Point
Finalists:

e Point Loma Nazarene University

e EdPlus at Arizona State University

The AMA Emerging Marketer in Higher Education Award Winner
Winner: Devin Purgason, Forsyth Technical Community College
Finalists:

 Allyson Schatzer, Ohio University

* Katelyn Mills-Erickson, University of lowa
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AMA Marketing and

Public Policy Conference

The AMA Marketing and Public Policy
Conference brought together over
200 academics, policymakers, and
government relations professionals
in Washington, DC to discuss and
share the latest advancements in
public policy theory and practice.
This event has seen a 37% increase
in submissions YOY. This year, the
theme of, “Building Resilience

by Building Bridges: Business,

AMERICAN HARKETING
ASSOCIATION

2 AMA MARKETING
& PUBLIC POLICY
Marketing, and Policy for Societal 25 CONFERENCE

Well-Being.” The conference is an
opportunity for professionals from
government, industry, and academia
to examine the intersection of

JUNE 20-22 + WASHINGTON, DC

marketing and public policy.

AMA-Sheth Doctoral Consortium

The AMA-Sheth Foundation Doctoral Consortium is the premier global
gathering for doctoral students in marketing. Since 1966, it has brought
together top PhD candidates and leading faculty to explore diverse research
topics, methods, and theories—helping students expand their perspectives
and prepare for their first faculty roles.

In 2025, The Ohio State University hosted the Consortium, welcoming 230
attendees with a 1:1 student-to-faculty ratio. Programming included research
and teaching workshops, professional development, and special sessions
such as a review-writing workshop led by incoming AMA Board members
Hari Sridhar and Karen Winterich. Student fellows praised the event as a
transformative experience in their academic careers.
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Virtual Conferences and On-Demand Trainings

The AMA provides a broad range of opportunities to collaborate, network,
learn, and grow professionally. Below are some of the bootcamps and
training offered for the community in FY25; a full list of events can be found

at AMA.org.

Virtual Conferences

e Marketing in Higher Education Conference
e Building Your Brand

e« Content Marketing

 Virtual Collegiate Summit

* Virtual Conference: Digital Marketing

* Social Media and Influencer Marketing

e Artificial Intelligence

Bootcamps

 First-Time Manager Bootcamp: Management and Leadership Essentials
e Google Analytics Bootcamp

e AMA Social Media Bootcamp

* Elevate Your Video Content: From Concept to Creation

e Brand Management Bootcamp
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Trainings and Webinars

Digital Marketing Bootcamp

Creating Brand Conversations that Convert

How to Write a Powerful Creative Brief

From Numbers to Narrative (Data Storytelling and Visualization)
Build Your Brand with Smarter Video and Why You Can Always
Afford It

Content Chaos: Staying Relevant in a Crowded Landscape

Bring the Noise: Modernizing Discussion-Based Learning

The Future of C(TV) is Now

Mastering Product Positioning and Messaging

Customer-Centric Marketing

Mastering ABM Metrics for Maximum Impact

2024 Digital Engagement Benchmarks

Direct Marketing: What’s Old is New

Beyond ChatGPT: Elevating Marketing with Al-Generated Graphics,
Audio, and Video

Al Made Easy: Practical Tools for Marketing Transformation

This is How You Win: Develop Strengths, Remedy Weaknesses
From Data to Dollars: Strategic Insights to Maximize ROI

Creating Compelling Sales Enablement Content

Meta Social Media Advertising

Core Components of Branding

Smarter TV, Smarter Data: The Future of University Marketing

The Al Advantage: Shaping the Future of Marketing Project
Management

Need New Students? Supercharge Your Enrollment #s by Properly
Attributing Your Leads to Marketing Channels

Beyond Breakthrough: Building Messages that Resonate \
9 Ways to Increase Response Using Behavioral Science

Reimagining the Creative Process for Marketing \
Maximising RIO with Strategic Budget Management

AMERICAN MARKETING
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Members-Only Webinars
AMA’s monthly webinars
connect members with experts
from industry and academia for
meaningful conversations on
marketing.

Since launching in FY24 with
300 registrants, the series now
averages 585 registrants and a
29% attendance rate in FY25.

Topics include Al, ethics,
personalization, data privacy,
sales, lead generation, and
public policy. Interest in Al has
more than doubled: the first
session drew 304 registrants
and 104 attendees, while the
2025 follow-up attracted 672
registrants and 290 attendees.

e 909 registrations for
the June 2025 Lead ‘
Generation webinar (highest |
registration).

e 290 attendees for the
February 2025 Al webinar
(highest attendance).

e 6,436 total registrants, 1,846
total attendees, and 75 on-
demand views across all
members-only webinars.

* Lead Generation and Al
were the most-watched
topics on demand.

A

SRR
N

<
‘1

What 1.6 Billion
Form Interactions
Reveal About UX,
Conversions, and
Drop-Off

J kés U ", H.unﬁlor in
Marketing is In

Capturing Cultural
Moments - How to
Measure Brand

Impact with Social

Listening
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AMA Journals & Publications

The AMA is built on a foundation of In FY25, we published 41 Journal of
credible, peer-reviewed scholarly Marketing and Journal of Marketing
research. The Journal of Marketing, Research Scholarly Insights, 20
AMA’s flagship journal, was founded Research Insights, and five Impact
in 1936, the year before the AMA at Journal of Marketing Research
officially came into being. The AMA pieces, resulting in over 107K views,
Academic Community nurtures not including press releases and
new ideas, fosters collaborative other academic content. Journal
relationships, and advances the articles in FY25 have reached over
field of marketing by engaging 4.3 million readers.
scholars from across the world.
AMA Academic Journals publish The My Journal Reader newsletter
the latest peer-reviewed research saw 546,716 total opens and 603,648
aimed at advancing our industry and clicks across 25 sends in FY25.
equipping business professionals
with the insight needed to make The journals’ social media channels
better managerial decisions. enjoyed explosive growth this year!
Promoting research, award winners,
The AMA publishes five highly journal updates, and event-related
ranked academic journals: Journal information though these channels
of Marketing, Journal of Marketing continues to help our journal
Research, Journal of Interactive research reach a wider audience.
Marketing, Journal of Public Journals channels saw well over
Policy & Marketing, and Journal of 100,000 engagements, over 71,000
International Marketing. Journal post link clicks (3.5% higher than
of Marketing ranks 11th out 316 FY24), an overall engagement
business journals in terms of five- rate per impression of 6% (23.1%
year Impact Factor (17.9). higher than FY24), and our overall

audience grew by over 15,000.

AN /(e )
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JOURNAL of

Marketing

Editor in Chief: Shrihari (Hari) Sridhar
Coeditors: Cait Lamberton, Detelina Marinova, and Vanitha Swaminathan

AMA Journal of Marketing develops and disseminates knowledge about real-

world marketing questions useful to scholars, educators, managers, policy makers,

consumers, and other societal stakeholders around the world. It is the premier outlet
for substantive marketing scholarship. Since its founding in 1936, Journal of Marketing

has played a significant role in shaping the content and boundaries of the marketing

discipline. Learn more: Journal of Marketing.

Journal of Marketing
aroichai

vesstigating important real-world #marketing phenomena that existing

the

can't quite ¢xplain?

1f 50, Marc Fischer. Kelly Haws, Jan-Benedict Steenkamp, and Harald Van Heerde

ur mest innovative, real-world data-inspived research

frwite you to sub

for Joumal of Marketing's farthcoming Specis! tssue on Empirics First,

Empirics-first {EF) research starts with #data, not with #theory, It is ingpired by
emergent phenemena, contradictary ohsenations, o new data sources that apen
novel questions. Rather than starting wi watheses, BF research explares,
discowers, and abstracts—producing are stakeholder-relevant and
theoreticafly generative but without being theory-bound.

Thee special e seeks ngorows, phenomensn-driven research that:

Aates new marketing practices, palicias, ar consimer behaviars
ngagas with underexplored domains, data. or geographiss
« Surfaces empirical reqularities ar generates actionable staksholder insights

Whather your wirk facuses on figenai, regula
non-Western contexts, or unstructured data, if it
imiportant. we want to read it

is not required (1 is empirics-first after all), but relevance, rigor, and

transparen:

Submission Deadline: Fet

wary 1, 2026

Fieadd the full Call for Pagers here: hitps/,

#MarketingResearch #CallforPapers #CIP Marketing Scholars: Call for Papers,
Research News and mare

M Journal of Marketing
e ®

Thie newly released Journal Celabion Reparts eveal thee top cited Journal of

Marketing articles from 2021-2022. Congratulations to the following author teams!

1. "Consumers and Artificial Intelligence: An Experiential Perspective.” by Stefano
Puntoni, Rebecca Walker Receek, Markus Gieslen, and Simona Botli {avaikabie
here: hittps/fInkd.in/gnNNW cFi)

2. "Blame the Bob: Anthropomonphesm and Ancger in Customier-Chatksot

Interactions.” by Cammy Crolic. Felipe Thomaz, Rhenda Hadl. and Andrew Stephe
{available here: hitps://Inked In/gZ 0 Yg2y)

3. “Artificia
Effect” by i

tefligence in Utilitarian vs. Hedonic Contexts: The "Ward-of-Machine’
ara Longoni and Luca Clan {available here: hrtpsy/Inkd in/gy38Ye2r)

4. “An Emerging Theory of Avatar Marketing.” by Frad Miao, Irina

Kozlenkova, Wang Haizhong, Taa X, and Robest Patmatier {available

heres hitps//Inkd.in/gtum3tRE}

5. "Attnbute Fmbedding: Learming Hiesarchseal Repgresentations of Produc! Altibuty
from Consumner Reviews.” by Shane Wang. Jiaxiu He. David J. Curry. and Joseph

Ryoa (available here: httpsy//Inkd In/aqdmaax2)

#marketing #marketingreserach #MarketingAcad #marketingscholarship
#academicjournals #academila #reserachimpact

JOURNAL of

Marketing
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Editor in Chief: Rebecca Hamilton

Impact factor:5.0; Scimago journal ranking: 6.321

JOURNAL of

MARKETING

RESEARCH

Coeditors: Brett R. Gordon, Raghuram lyengar, Kapil Tuli, and Karen Page Winterich

AMA Journal of Marketing Research delves into the latest thinking in marketing research

concepts, methods, and applications from a broad range of scholars. It is included in
both the Financial Times top 50 business journals and the University of Texas at Dallas

research rankings journal list. Learn more: Journal of Marketing Research.

u Journal of Marketing Research

In this in-depth guide, marketing prafezsars Kathy Li, Lan Lus, and Adithya Pattabhi
dive into the methodological toolkit available to empirical researchers interested in
making causal inferance using quasi-experimental data

W Drawing on decades of academic research, they cover

* The difference-in-differences (DID) method
= Synthetic control and refated methods:
« Selaction on ab: bles fand o juently, on

#research #data #experimentaldata #marketing
#marketing ¥experiments ¥researchmodels

- IMPACT at JMR: Causal Inference with Quasi-
cperimental Data

885

Original Accepts

Submissions

ﬂ Jaurnal of Marketing Research
A0 s

Technelegical advances have created new opporunities for marketers to create and
capture value; for consumers to engage with products, services, organizations and
each cther; and far marketing researchers 1o combine data across modalities and
touchpaints,

This Journal of Marketing Research Special Issue seeks papers testing new and
improved methods for the future of marketing, These methods may collect insights
from new sources, analyze new or existing data in new ways, combine data from
muttiple sources or multipls media, or improve on existing methods by analyzing
data maore accurately or efficiently.

See the full Call for Papers far mane infarmatian and a list of potential reseasch
ideas: hitps/finkd in/gUU4ry6)

= submission Deadline: September 1, 2025

Special kssue Editors: Rebecca Hamilton, Brett Gorden, Raghu lyengar, Kapil Tuli,

and Karen Winterich

Downloads:
1,288,022

Special Issues:
Mitigation in Marketing
(August 2024)
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Impact factor: 4.7

Editor in Chief: Jeremy Kees and Beth Vallen

Journal of Public Policy & Marketing
806 Tollowers
Tmio

. . . The spread of #misinformation continues to pose significant risks. This Journal of
AMA Journal of Public Policy & Marketing Public Policy & Marketing special issue will highlight cutting-edge research on
interventions and mechanisms W combat mis- and disinformation &

is a forum for understanding the nexus of

To spur creative ideas, as well as reduce the incentive to try small, incremental ideas

marketing and public policy, with each issue ;‘:'mjf;ig{;r‘;ﬂgﬁ;ﬂﬁgﬂ“"‘"““"“T""“’“P’*“‘*""f"‘“’“"“ﬂ’“'-”“
featuring a wide-range of topics, including, gistied Haports '3 pulblishing Tormst st anphastiss o mpoitatce of iy

. . . . research question and the quality of methadalogy by conducting peer review prior
but not limited to, ecology, ethics and social to data collection. High quality protocols are then provisionally accepted for

publication if the authars follow through with the registered methodology.

This call for papers asks authors o submit a registered report that proposes new
empirical work designed to initiate, develop, and test patential salutions to

responsibility, nutrition and health, regulation
and dereQUIation’ Security and privacy' Learn mitigating the generation and propagation of mis- and disinformation in an

. . . ecolagically valid way. The 1 is to encourage the i f =i i
more: Journal of Public Policy & Marketing. sy

77777777777777777777777777777777777777777777 Learn mare by reading the full #callforpapers here: htrpss/finkd.in/ggeNQpHE

T Spedal issue editors Gita Johar and Leonard Lee will be helding a free webinar
on Friday, January 24, 2025, from 9-10 am U5, Eastern Time to discuss the issue and
answer any questions you might have. Sign up to attend here: https://Inkd.in/g--
DAiac

facademia NCIP Smarketingresearch Beth Vallen Jeremy Kees Marketing Scholars:
Call for Papers, Research News and mare

Special Issues: Call for Papers:

Downloads:
291,401

TCR Impact (July 2024);
Marketing to End War,
Create Peace, and Enhance
Sustainable Well-Being
(January 2025)

Mitigating Misinformation
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Impact factor: 4.2

Original
' Submissions

Impact factor: 7.8

JOURNAL of

INTERACTIVE
MARKETING

Original

Submissions

! Downloads:
1 2,236,469

1 284,494

Editor in Chief: Aysegul Ozsomer
AMA Journal of International
Marketing is dedicated to advancing
international marketing practice,
research, and theory. Aimed at both
international marketing/business
scholars and practitioners at

senior- and mid-level international
marketing positions, the journal’s
prime objective is to bridge the

gap between theory and practice in
international marketing. Learn more:
Journal of International Marketing.

Special Issues: Brands and
Branding in an International
Context (September 2024)

Editor in Chief: Peeter Verlegh
Coeditor: Beth Fossen

AMA Journal of Interactive Marketing
aims to identify issues and frame ideas
associated with the rapidly expanding
field of interactive marketing, which
includes both online and offline topics
related to the analysis, targeting,

and service of individual customers.
We strive to publish leading-edge,
high-quality, and original research
that presents results, methodologies,
theories, concepts, models, and
applications on any aspect of
interactive marketing. Learn more:
Journal of Interactive Marketing.

. Downloads:
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AMERICAN MARKETING ASSOCIATION AMAORG WINTER 2025

MarketingNews

The AMA’s Marketing News is a quarterly digital publication that presents
practitioner-friendly overviews of the latest AMA journal research. AMA members
have access to Marketing News, and it is archived in the EBSCO database.

DOES AUTOMATED LEAD NURTURING
REALLY WORK?

Does Automated Lead Nurturing
Really work?

A new study challenges the hype

|: READ MORE )

Can You Trust Your Ad
Data?

A new study exposes a hidden flaw in A-B testing on

digital ad platforms

™
READ MORE )
.
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AMA Partnerships -
& Sponsorships -

The AMA partners with companies like Google, Salesforce, Dell, Cvent, Sprinklr,
Deloitte, MNTN, and US News and World Report around learning and thought
leadership throughout the year. These partnerships provide resources and
content for members in the form of guides and toolkits, help to broaden the AMA
audience, and allow us to create greater impact for the marketing profession.

« Adobe collaborated with International Collegiate Conference (ICC)

attendees to explore how to redesign and relaunch Adobe Express.
* Deloitte led sessions at ICC on leadership, creativity,

personalization, and business transformation.

e Sprinklr hosted AMA’s largest learning event of the year—a four-
part Social Media & Al bootcamp with 1,427 participants.

e Virtual conferences drew ~1,500 unique live attendees per event, up
17% YoY (year-over-year).

e Sponsorship revenue hit a record $1.46M for live events, up 36%

from the previous high.

e 196 unique clients joined AMA in FY25, including 91 first-time

partners.
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Sponsored Guides and Toolkits
Guides and eBooks are affordable,
accessible tools that help marketers
reach current audiences and attract
new ones online. Faster to produce than
traditional print pieces and optimized
for mobile, they offer practical insights
on key marketing topics.

Here, you’ll find a collection of AMA
sponsored articles and research
insights focused on Guides & eBooks.

The Tech Company's
Blueprint to Leveling
Up CX

READ THE E-GUIDE -

SPONSOR

L act-on

Marketing
Automation
Strategy Guide

Proven strate

xtu?

The No-Nonsense
Guide to a High RO
Loyalty Program for
Distributors

SN\
&5 MediaValet

Unleash your team'’s

true DAM impact

2025
DAM Trends
Report

SPONSOR

Gen Z Insights «

e - ob
| SPONSOR & -
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https://www.ama.org/topics/white-paper/

Thank you

to AMA’s sponsors for
their support of our programs
and members this past year.

1600ver90

24Notion

25th Hour Communications

AB Tasty

Act-On Software

Adobe Systems Incorporated
Advance Education, a division of
Advance Local Media, LLC

Ai Media Group LLC

Airship Group, Inc.

Alchemer

AmbioEdu

Amplitude, Inc.

Amsive

Atmosphere TV

AXios

Bandwango, Inc

Beacon Technologies

Beyond Media Digital Inc. operating as
Circuit Virtual Tours

BITS School of Management (BITSoM)
BlueOcean Al

Borshoff

Bowstring Studios

BrandExtract

Breakout Learning

Bruce Clay, Inc.

Caerus US 1 Inc. (Operating as Citeline)

California State University Northridge
Canto

Canva Pty Ltd

Carnegie Dartlet LLC

Celtra

Cesim Business Simulations
Charter Communications, Inc
Cint USA, Inc.

Claravine

Clarity

Clear Channel Airports, Inc.
Columbia University School of
Professional Studies
Concept3D

Concord USA, LLC

Conductor

Constant Contact, Inc.

Copy.ai

CoreMedia Corporation
Creative Communication Associates
Credamo

Customer.io

Cvent, Inc.

Data Axle, Inc.

Dell Technologies

Deloitte Consulting LP
DemandJump

Digital Marketing Institute
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Digital Pulp, Inc.

Digital United

Digital Wave

DME Delivers

EAB

Eastern Standard, LLC

Ebsco Publishing, Inc.

Echo Delta
EducationDynamics, LLC
Electric Citizen

Element451

Emerge Next Leaders, NFP
Emma, Inc.

Encoura

Enterprise Mobility

Epic Hire

Epicosity

Everspring Inc.

Extu

Fastenal

Flatpage

Foleon Inc

FullThrottle

Fuseideas

Gartner Digital Markets
Gartner, Inc.

Gecko Labs, Inc.

Georgetown University School of
Continuing Studies

Gerber Life Insurance Company
GetResponse Inc.

Glacier OOB (SOLD TO NextGrad)
Global Brigades/Kambia
Goldcast

GORDON M. BUITENDORP ASSOCIATES,
INC., (GMB)

N

Gray Television

Halda, Inc

Hannon Hill

Hanover Research Council, LLC
HARMAN International Corporation
HarperCollins Focus
HawkPartners

Home Front Alliance, LLC
lbotta

lgnition App

IIBD Global | SABRE

Informa Connect NA-INO5
Inside Higher Ed

Insight Global

Interpretive Simulations
Ilterable, Inc.

Ivy.ai Inc

JenSpark, Inc. (DBA Spark451)
Kantar

Kasi Insight

Keap

Knowledge Matters, powered by
eDynamic Learning

Kogan Page Inc.

KWALL LLC

Lettuce Financial

LevLane Advertising

LPS Holdco LLC

Lytho

Magellan Promotions, LLC
Marketplace Simulations
McGraw-Hill Education
MediaCross, Inc.

MediaValet

Meltwater

Microsoft Corporation

/|

(a AT\
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Mighty Citizen

Mindpower, Inc

Modern Campus
Mongoose Research Inc
Motion.io

Net Natives Ltd

NetLine Corporation
NewCity

NextGen Insights LLC dba TeenVoice
NextGrad

Niche

Noodle

Northstar Education Services, LLC d/b/a
Campus Sonar

OHO INTERACTIVE

Okta, Inc.

Ologie Inc.

ON24, Inc.

Pantheon Systems, Inc.
Paskill

Path Education Inc.
Pendulum Intelligence, Inc.
PhotoShelter

Planable, Inc.

PlayPlay, Inc.

Promotional Products Association
International, Inc (PPAI)
Quantcast Corporation
Quantis

Ring Digital

Robert Half Inc.

RW Jones Agency

S P Global

SAGE Publishing
SearchStax

Sendinblue Inc
Sherwin-Williams
Siteimprove

Social News Desk
Springer Nature America (Palgrave
Macmillan)

Sprinklr, Inc.

Squiz, Inc.

Steel Advertising

Storykit AB

Strata Language Services, LLC
StratX Simulations

Stukent

Sunrise International
SurveyMonkey

Terminalfour

The Chronicle of Higher Education i
The University of Alabama Online
Truly Engaging (Previously dba
MagnetStreet)

U.S. News & World Report i
Umbrella Digital, LLC
University of Pittsburgh Center for '
Branding

University of San Francisco
Validity / Litmus

VBROADCAST LIMITED

VEGA

Ventures FM (dba University FM)
VideoRequest LLC !
Vision, Inc dba CampusReel

VisionPoint Marketing

Viv Education LLC iy
Wave Direct, Inc.

Wessex Press PublishingCo NN\
WPP o
Wrike -
WVU John Chambers College of
Business and Economics ? Graduate
Programs Office

Yabble c/o YouGov

Yes& Lipman Hearne i !
YouScan

Zappistore, Inc.

Zillion Agency, LLC
Zoomlinfo Technologies LLC

_____

= ———
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AMA Job Board

At the AMA, we support a community of over 445,000 people who work,

research, and study in the field of marketing across the globe. Our purpose

is to build a community of practitioners, academics, and students committed
to cutting through the noise and untangling the mess of marketing advice.
They rely on us for knowledge, training, and tools to enhance their careers
and make meaningful connections within the industry.

The AMA Job Board is another resource, connecting marketers with new
opportunities and employers with top talent.

AMA Open Marketing Job Academic Job
Positions Board Board

EXPLORE l10BS

1,198,751

Job Views

12,043

Apply Now
Button Clicks

EXPLORE JOBS

EXPLORE 10BS

1,778 | 864
Job Seeker Job Postings
Signups l
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AMA Foundation %

As the philanthropic arm of the AMA, the AMA Foundation strengthens
and elevates the marketing profession by advancing knowledge, building
a global community of marketing leaders, and supporting marketing
initiatives that drive innovation and societal impact. The AMA Foundation
was established by the action of the AMA Board of Directors in June 1992.
The AMA Foundation was established for future restricted contributions
as well as to encourage marketers to contribute their time, talents,
experience, and other resources to foster the use of good marketing
practices to benefit the larger society in addition to the organizations for
which they are working, or had worked.
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AMA Foundation Advisors

The AMA Foundation Board of Advisors has equal representation from the
academic and practitioner fields and strives to serve the unique philanthropic

goals of both organizations.

Members of the AMA Foundation Board of Advisors:

Michael Ahearne

Professor of Marketing and C.T. Bauer
Chair in Marketing at University of
Houston

Shanita Akintonde
President of ShanitaSpeaks, LLC

Hami Vo Arrington
Founder of One Foot Over

William Cron

Visiting Professor at University of
California-Davis and Professor Emeritus
at Texas Christian University

Lisa Gudding
President, Strategic Growth, at IPSOS

Jim Lecinski

Clinical Associate Professor of
Marketing at Northwestern University’s
Kellogg School of Management

Robert Leone

J. Vaughn and Evelyne H. Wilson
Chair in Marketing at Texas Christian
University

Rebeca Perren
Associate Professor of Marketing at
California State University San Marcos

Linda L. Price

Professor of Marketing and Dick and
Maggie Scarlett Chair of Business
Administration at University of Wyoming

Aric Rindfleisch

John M. Jones Professor of Marketing
and Executive Director of the lllinois
MakerlLab at University of Illinois

Kimberly A. Whitler

Frank M. Sands Sr. Associate Professor
of Business at University of Virginia’s
Darden School of Business
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Donations to the AMA Foundation

We are incredibly grateful for the support of the marketing community. Donor support
enables the AMA to foster a more diverse, vibrant marketing community. Through
their contributions, we have been able to showcase the power of marketing research
to address critical challenges and drive positive societal change. They are a vital part
of the industry’s transformation.

Gifts to the Foundation help connect industry and academia, empower future

generations, ensure marketing impacts public good, and celebrate influential and
transformative marketers and their work. The AMA Foundation encourages the
community to come together to raise awareness and support for the AMA programs.
The AMA Foundation currently supports over 40 awards, scholarships, and programs
to elevate outstanding marketers, celebrate innovative work, and inspire diversity in
the community. There are many ways to support the AMA Foundation.

Learn more about how to give.

Thank you

to our FY25 Donors

Kristin Minetti
Amanda Nelson

Eileen Acello
Hami Arrington
Mike Brady

Myra Perez Sheth Foundation

Timothy Butler
Carla Childers
William Cron
Chris Hofstetter
Loran Jarrett
Bennie F. Johnson
Leslie Kendrick
John Kennedy
Angie Korarik
Virginia Lusch
Christine Mathers

Vithala Rao

Aric Rindfleisch
Melinda Rodrigues
David Stewart
James P Thompson
Robin Tooms

Eric Van Steenburg
Konya Weber

Kim Whitler
EBSCO

Sage

In honor of the 2024
Leonard L. Berry

Marketing Book Award
recipients: Paul Randle

and Alexis Eyre

AMAF Chapter Partner

Program Partners:

Baltimore, Houston, Las
Vegas, Lincoln, New York,

Cincinnati, Portland,

Richmond, and San Diego
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Diversity Leadership Institute

The AMA Diversity Leadership Institute (DLI) is

a transformative program designed to empower
cohorts of undergraduate marketing students
from a diverse cross section of underrepresented
identities who are passionate about advancing
inclusive marketing practices. Over an immersive
four-day retreat, participants collaborate with their
peers, faculty members, and industry leaders to
address real-world marketing challenges, reflect
on the intersection of identity and leadership,
and develop skills that will shape their future
contributions to marketing.

Participants

Emily Morales, The University of Wisconsin Whitewater
Farrell Zulkarnain, Montana State University

Prisca Paul, Florida Atlantic University

Francesca Lopez, SUNY New Paltz

Naliyah Edwards, University of San Diego

Jayden Cooper, University of South Alabama
Aaliyah Brown, University of lllinois Urbana - Champaign
Allison Fong, California State University, Long Beach
Tony Rivas, University of Houston - Downtown
Jasmine Pierce, Virginia State University
Khaliah Wesley, University of lllinois Urbana-Champaign
Raeleen Solis, University of Texas Rio Grande Valley
Jonael Rivera Cruz, University of Puerto Rico - Rio Piedras } -
Annitha Krishnan, San Diego State University \
Dwight Smith, University of Maryland Global Campus '
Victoria Harper, Western Governors University ,,i__-,i\
Asianna Danielle Junge, Rice University | e \ .‘/
Kailee Edwards, University of South Florida Lo L___.___.:J ooor K
Y
e

Adriel Anguiano, Lake Forest College \
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From June 25-28, the University lllinois Urbana-Champaign
Gies College of Business hosted the 2025 Diversity Leadership
Institute. This experience allowed participants the opportunity
to meet and build relationships within an intimate cohort of
marketing students from a variety of backgrounds while being
led by marketing faculty and professionals who serve as DLI

facilitators. Thank you to the AMA staff, faculty, and facilitators
who brought this event to life. And a big thank you to this
year’s participants for joining us.

_____

Thank you .

Staff, Faculty & Facilitators

Aria Childers, AMA
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AMA Marketing
Excellence Awards

AMA Foundation Awards and Scholarships

Each year, the AMA Foundation Awards and Scholarships recognize marketing
visionaries who have elevated the field and support the next generation of
marketers who will transform the profession. Please note: The awards listed
below were recognized in FY25, July 1, 2024 - June 30, 2025.

Academic Awards \ /

AMA Fellows Award :
Recognizes marketing academics who have made significant contributions to the - ---
research, theory and practice of marketing, and to the service and activities of the

AMA over a prolonged period of time, while providing regular opportunities for
fellowship and discussion.

AMA 2025 Fellows:

¢ Sundar G. Bharadwaj, University of Georgia

¢ Rajesh K. Chandy, London Business School

¢ Rajdeep Grewal, University of North Carolina at Chapel Hill
e Kevin Lane Keller, Dartmouth College

¢ Rebecca J. Slotegraaf, Indiana University

AMA-Irwin-McGraw-Hill Distinguished Marketing Educator Award
Honors a long-standing leader in marketing who has made extensive contributions
to marketing education and the marketing discipline in general.

John G. Lynch, Jr., University of Colorado Distinguished Professor at the Leeds
School of Business, University of Colorado-Boulder

Charles Coolidge Parlin Marketing Research Award

Honors distinguished academics and practitioners who have demonstrated
outstanding leadership and sustained impact on advancing the evolving profession
of marketing research over an extended period of time.

Monica Wood, Vice President of Global Consumer & Member Insights at Herbalife

Venkatesh (Venky) Shankar, Harold M. Brierley Endowed Professor of Marketing
and Academic Director, The Brierley Institute of Customer Engagement, Cox
School of Business, Southern Methodist University
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https://www.ama.org/about-the-ama-fellows/
https://www.ama.org/ama-irwin-mcgraw-hill-distinguished-marketing-educator-award/
https://www.ama.org/press-releases/john-g-lynch-jr-wins-2025-ama-irwin-mcgraw-hill-distinguished-marketing-educator-award/
https://www.ama.org/charles-coolidge-parlin-marketing-research-award/
https://www.ama.org/press-releases/monica-wood-and-venkatesh-shankar-win-2024-charles-coolidge-parlin-marketing-research-award/
https://www.ama.org/press-releases/monica-wood-and-venkatesh-shankar-win-2024-charles-coolidge-parlin-marketing-research-award/

AMA-EBSCO-RRBM Award for Responsible Research in Marketing

Academic Awards ¥ .

This award honors outstanding research that produces both credible and useful -
knowledge that can be applied to benefit society.

Distinguished Winners:

Madhubalan Viswanathan, Nita Umashankar, Arun Sreekumar, and Ashley
Goreczny, “Marketplace Literacy as a Pathway to a Better World: Evidence
from Field Experiments in Low-Access Subsistence Marketplaces” | Journal
of Marketing

Winners:

Wendy De La Rosa, Abigail B. Sussman, Eric Giannella, and Maximilian Hell,
“Communicating Amounts in Terms of Commonly Used Budgeting Periods
Increases Intentions to Claim Government Benefits” | Proceedings of the
National Academy of Sciences

Claudia Gonzalez-Arcos, Alison M. Joubert, Daiane Scaraboto, Rodrigo
Guesalaga, and Jérgen Sandberg, ““How Do | Carry All This Now?’
Understanding Consumer Resistance to Sustainability Interventions” |
Journal of Marketing

Kristopher O. Keller and Jonne Y. Guyt, “A War on Sugar? Effects of
Reduced Sugar Content and Package Size in the Soda Category” | Journal of
Marketing

Jenny Olson, Scott Rick, Deborah Small, and Eli Finkel, “Common Cents:
Bank Account Structure and Couples’ Relationship Dynamics” | Journal of
Consumer Research

Nathaniel Posner, Andrey Simonoyv, Kellen Mrkva, and Eric J. Johnson, “Dark
Defaults: How Choice Architecture Steers Political Campaign Donations” |
Proceedings of the National Academy of Sciences

Nicole Robitaille, Nina Mazar, Claire |. Tsai, Avery M. Haviv, and Elizabeth
Hardy, “Increasing Organ Donor Registrations with Behavioral Interventions:
A Field Experiment” | Journal of Marketing

Finalists:

Chris Blocker, Jon Zhang, Ron Hill, Caroline Roux, Canan Corus, Martina
Hutton, Joshua Dorsey, and Elizabeth Minton, “Rethinking Scarcity and
Poverty: Building Bridges for Shared Insight and Impact” | Journal of
Consumer Psychology

Jochen Wirtz, Werner H. Kunz, Nicole Hartley, and James Tarbit, “Corporate
Digital Responsibility in Service Firms and Their Ecosystems” | Journal of
Service Research
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https://www.ama.org/press-releases/ama-ebsco-rrbm-award-for-responsible-research-in-marketing-2023-winners-announced/
https://doi.org/10.1177/0022242921998385
https://doi.org/10.1177/0022242921998385
https://doi.org/10.1073/pnas.2205877119
https://doi.org/10.1073/pnas.2205877119
https://doi.org/10.1177/0022242921992052
https://doi.org/10.1177/0022242921992052
https://doi.org/10.1177/00222429231152181
https://doi.org/10.1177/00222429231152181
https://doi.org/10.1093/jcr/ucad020
https://doi.org/10.1093/jcr/ucad020
https://doi.org/10.1073/pnas.2218385120
https://doi.org/10.1073/pnas.2218385120
“Increasing Organ Donor Registrations with Behavioral Interventions: A Field Experiment”
“Increasing Organ Donor Registrations with Behavioral Interventions: A Field Experiment”
https://doi.org/10.1002/jcpy.1323
https://doi.org/10.1002/jcpy.1323
https://doi.org/10.1177/10946705221130467
https://doi.org/10.1177/10946705221130467

Academic Awards x i /

Eli Jones Article Award for Long-Term Impact in Sales Research
This award is made annually for a paper published in a refereed journal that has -
made a significant long-term impact on the theory and practice of professional

selling and sales management.

e Holger Ernst, Wayne Hoyer, and Carsten RUbsaamen, “Sales, Marketing, and
Research-and-Development Cooperation across New Product Development
Stages: Implications for Success” | Journal of Marketing

Erin Anderson Award for an Emerging Female Mentor and Scholar
Recognizes emerging female marketing scholars and mentors, while honoring
and celebrating the life of Erin Anderson.

¢ Anna Tuchman, Professor of Marketing at Northwestern University’s Kellogg
School of Management

AMA/Marketing Science Institute/H. Paul Root Award

Recognizes the Journal of Marketing article that has made the most significant
contribution to the advancement of the practice of marketing within the
calendar year.

¢ Maximilian Beichert, Andreas Bayerl, Jacob Goldenberg, and Andreas Lanz
for their work: “Revenue Generation Through Influencer Marketing”

Hans B. Thorelli Award

Recognizes the Journal of International Marketing article that has made the
most significant and long-term contribution to international marketing theory
or practice.

e Jan-Benedict E.M. Steenkamp Global Versus Local Consumer Culture: Theory,
Measurement, and Future Research Directions, Vol. 27, No. 1 (March 2019)

John A. Howard/AMA Doctoral Dissertation Award
Recognizes the excellent marketing related doctoral dissertation for a given year.

Recipient

¢ Maayan Malte, “Essays on Disability: Consumer Needs, Tradeoffs, and
New Product Design;” Dissertation Chairs: Gita Johar and Melanie Brucks,
Columbia Business School

Honorable Mentions

¢  “Hot Triggers vs Cold Preferences: Consumption Patterns in Digital Media,”
by Bruno Castelo-Branco

e  “Solo and Joint Aspects of Consumer Behavior,” by Theresa (Tess) Kwon

e “The Role of Owned Social Media in Brand Strategy,” by Georgia Liadeli
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https://doi.org/10.1509/jmkg.74.5.080
https://doi.org/10.1509/jmkg.74.5.080
https://doi.org/10.1509/jmkg.74.5.080
https://www.ama.org/erin-anderson-award-for-an-emerging-female-marketing-scholar-and-mentor/
https://www.ama.org/press-releases/anna-tuchman-receives-the-2025-erin-anderson-award-for-an-emerging-female-marketing-scholar-and-mentor/
https://www.ama.org/marketing-science-institute-h-paul-root-award/
https://www.ama.org/press-releases/2024-ama-marketing-science-institute-h-paul-root-award-winners-announced/
https://doi.org/10.1177/00222429231217471
https://www.ama.org/hans-b-thorelli-award/
https://doi.org/10.1177/1069031X18811289
https://doi.org/10.1177/1069031X18811289
https://www.ama.org/john-a-howard-ama-doctoral-dissertation-award/

N Y

Journal of Interactive Marketing Best Paper Award

This award honors the best Journal of Interactive Marketing article published ina -----
given calendar year. The award is given to an article that has made a significant
contribution to the advancement of the practice of marketing.

e German Zenetti and Koen Pauwels for their work, “Amplifying Off-Site
Purchases with On-Site Retail Media Advertising“

Leonard L. Berry Marketing Book Award
Recognizes emerging female marketing scholars and mentors, while honoring
and celebrating the life of Erin Anderson.

Winner
e “Sustainable Marketing: The Industry’s Role in a Sustainable Future” by Paul
Randle & Alexis Eyre

Finalists

e The Feeling Economy: How Artificial Intelligence Is Creating the Era of
Empathy” by Roland T. Rust and Ming-Hui Huang and “Voice Marketing:
Harnessing the Power of Conversational Al to Drive Customer Engagement”
by Laurence Minsky, Susan Westwater, Scot Westwater, and Colleen Fahey
with the foreword by Philip Kotler.

Louis W. Stern Award

Recognizes the outstanding article, in a widely recognized and highly respected
refereed journal, which has made a significant contribution to the literature on
marketing and channels distribution. (Interorganizational Special Interest Group
Award)

¢ Brett Josephson, Ju-Yeon Lee, Babu Mariadoss, and Jean Johnson,
“Uncle Sam Rising: Performance Implications of Business-to-Government
Relationships,” (Journal of Marketing, January 2019)

Paul E. Green/Vithala R. Rao Award

Recognizes the best article in the Journal of Marketing Research that
demonstrates the greatest potential to contribute significantly to the practice
of marketing research.

3

¢ Szu-chi Huang, Michal Maimaran, and Daniella Kupor, “Using Price
Promotions to Drive Children’s Healthy Choices in a Developing Economy,”
Volume 61, No. 6, December 2024
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https://www.ama.org/journal-of-interactive-marketing/
https://doi.org/10.1177/10949968241246257
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https://www.ama.org/press-releases/sustainable-marketing-the-industrys-role-in-a-sustainable-future-by-paul-randle-alexis-eyre-receives-the-2024-leonard-l-berry-marketing-book-award/
https://www.ama.org/louis-w-stern-award/
https://doi.org/10.1177/0022242918814254
https://doi.org/10.1177/0022242918814254
https://www.ama.org/paul-e-green-award/
https://doi.org/10.1177/00222437241237483
https://doi.org/10.1177/00222437241237483

Academic Awards % i /

Robert J. Lavidge Global Marketing Research Award
Recognizes marketing practitioners or educators from anywhere in the world, -
who have demonstrated success in implementing a research procedure with

practical implications within the past five years.

e Simon Blanchard, Dean’s Professor and Professor of Marketing at
Georgetown University’s McDonough School of Business

Robert Lusch Early Career Research Award

This award aims to recognize a scholar who has published an article early in
his/her career in an AMA Journal (Journal of Marketing, Journal of Marketing
Research, Journal of International Marketing, or Journal of Public Policy &
Marketing).

Winner
e Julian R.K. Wichmann, Assistant Professor of Marketing, Tilburg University
“The Platformization of Brands,” Journal of Marketing (2022)

Finalists

¢ Alison Joubert, Senior Lecturer in Marketing, University of Adelaide

e “How Do | Carry All This Now?” Understanding Consumer Resistance to
Sustainability Interventions,” Journal of Marketing (2021)

S. Tamer Cavusgil Award

Recognizes the Journal of International Marketing article that has made
the most significant contribution to the advancement of the practice of
international marketing management within the calendar year.

e Mark Cleveland, Within and Between Two Worlds: Conceiving, Measuring,
and Applying Mixed-Ethnic Identity in Three Countries, Vol. 32, No. 2 (June
2024)

Shelby D. Hunt/Harold H. Maynard Award
Recognizes the Journal of Marketing article that makes the most significant
contribution to marketing theory and thought within the calendar year.

e Bastian Kindermann, Daniel Wentzel, David Antons, and Torsten-Oliver
Salge, “Conceptual Contributions in Marketing Scholarship: Patterns,
Mechanisms, and Rebalancing Options”
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https://www.ama.org/robert-j-lavidge-global-marketing-research-award/
https://doi.org/10.1177/10949968241246257
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Academic Awards % \/

Sheth Foundation/Journal of Marketing Award
Recognizes the best article published in the Journal of Marketing that has made
long-term contributions to the field of marketing.

e Jonah Berger, Ashlee Humphreys, Stephan Ludwig, Wendy W. Moe, Oded
Netzer, and David A. Schweidel, “Uniting the Tribes: Using Text for Marketing
Insight” Volume 84, Issue 1

Thomas C. Kinnear/Journal of Public Policy & Marketing Award
Honors the Journal of Public Policy & Marketing article that makes the most
significant contribution to the understanding of marketing and public policy
issues within the most recent three-year time period.

e Carlos Diaz Ruiz and Tomas Nilsson, “Disinformation and Echo Chambers:
How Disinformation Circulates on Social Media Through Identity-Driven
Controversies”, Vol. 42, No. 1 (January 2023)

V. Kumar Doctoral Student Mentorship Award
Recognizes academics in the field of marketing who are productive scholars
and who have been instrumental in developing doctoral students in marketing.

e V. “Seenu” Srinivasan, Adams Distinguished Professor of Management,
Emeritus, Stanford University

Valuing Diversity Ph.D. Scholarships
Seeks to widen the opportunities for underrepresented populations to attend
marketing doctoral programs.

e Sydni Fomas Do
e Gheremey D. Edwards
e Megan Trillo

Varadarajan Award for Early Contributions to Marketing Strategy Research
Honors a marketing faculty member who has completed ten or fewer years after
receipt of his/her doctoral degree for his/her contribution to marketing strategy
research. (AMA Special Interest Group Award with AMA Foundation endowment)

e Vamsi Kanuri, Viola D. Hank Associate Professor of Marketing at the University
of Notre Dame’s Mendoza College of Business
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Academic Awards \ l /

Vijay Mahajan Award
Honors a marketing educator affiliated with an institution of higher learning, who =4
has made sustained contributions to marketing strategy literature over a span

of ten or more years. (AMA Special Interest Group Award with AMA Foundation
endowment)

e Lisa K. Scheer, Professor of Strategic Business-to-Business Management at
the University of Graz in Austria

Weitz-Winer-O’Dell Award

Recognizes the Journal of Marketing Research article that has made the most
significant, long-term contribution to marketing theory, methodology, and/or
practice.

¢ Martin Mende, Maura L. Scott, Jenny Van Doorn, Dhruv Grewal, and llana
Shanks “Service Robots Rising: How Humanoid Robots Influence Service
Experiences and Elicit Compensatory Consumer Responses”, Vol. 56, No. 4,
August 2019

e Oded Netzer, Alain Lemaire, and Michal Herzenstein “When Words Sweat:
Identifying Signals for Loan Default in the Text of Loan Applications”, Vol.
56, No. 6, December 2019

William L. Wilkie “Marketing for a Better World” Award

Honors marketing thinkers who have significantly contributed to our
understanding and appreciation for marketing’s potentials to improve our
world, and from whose work notable advances have ensued.

e David W. Stewart, President’s Professor Emeritus, Department of Marketing
and Business Law, Loyola Marymount University

Williams-Qualls-Spratlen (WQS) Award
Recognizes world class marketing scholars and mentors of color, while carrying
on the legacy of Jerome Williams, Bill Qualls, and Thaddeus Spratlen.

e Samantha N. N. Cross, Associate Professor of Marketing and the FW. Olin
Distinguished Chair of Global Business at Babson College
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AMA Special Interest Group (SIG) Awards \ l /

Interorganizational SIG Lifetime Achievement Award
e Alégre Hadida, Jan Heide, and Simon Bell; and the winning article is “Hadida,
A. |, Heide, J. B., & Bell, S. J. (2019). The Temporary Marketing Organization.
The Journal of Marketing, 83(2), 1-18.

Marketing and Society SIG Lifetime Achievement Award
e Sonja Grier, American University

Marketing and Society SIG Emerging Scholar in Marketing and

Society Award
e Tracy N. Rank-Christman, University of Wisconsin-Milwaukee

Marketing Research SIG Donald R. Lehmann Award
 “Discovering Online Shopping Preference Structures in Large and
Frequently Changing Store Assortments” | Min Kim, Jie Zhang
«  ““Revenue Generation Through Influencer Marketing” | Maximilian
Beichert, Andreas Bayerl, Jacob Goldenberg, and Andreas Lanz

Marketing Research SIG Gil Churchill Award
* Kannan Srinivasan
* Birger Wernerfelt

Marketing Research SIG V. Seenu Srinivasan Young Scholar Award in

Quantitative Marketing
e Shunyuan Zhang

Selling and Sales Management SIG Lifetime Achievement Award
e Andrea Dixon, Baylor University

Selling and Sales Management SIG Sales Teacher of the Year
e Tim Butler, Southeastern Louisiana University

AMERICAN MARKETING
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https://doi.org/10.1177/10949968241246257

Practitioner Awards % \/

4 Under 40 Emerging Leaders Award

Honors individuals who have already made significant contributions to the field
of marketing and its subfields, and have demonstrated leadership and continuing
service. The program is highly selective, with four individuals selected annually.

e Stephan Brown, Digital Marketing and Creator Management Expert

e James Gutteridge, Manager of Paid Marketing, Analytics and Systems at the
University of Victoria

e Dan King, Area Business Manager at PolyNovo

¢ Nandini Nandakumar, G/obal Marketing Director, Smirnoff, Diageo at Diageo
North America

Chapter Excellence Awards
Recognizes and rewards excellence in AMA professional chapter leadership and
operations.

Chapters Of The Year

e GOLD: San Antonio

e SILVER: Cincinnati

e BRONZE: Lincoln (tie) and Houston (tie)
¢ TURN-IT-UP: Kansas City

Excellence Awards

Leadership Excellence Membership Excellence Communications

e San Diego * Atlanta Excellence
e Triangle e Chicago e Chicago
e Omaha « Omaha e San Francisco
¢ Triangle
¢ Omaha
Finance Excellence Programming Excellence Community Outreach
e San Diego ¢ Omaha Excellence
*  Wichita  Atlanta e Triangle
e Washington DC e Chicago e« Atlanta
e Atlanta e San Francisco

AMERICAN MARKETING
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Practitioner Awards

Special Merit Awards

Leadership Special
Merit

e Chicago

* San Francisco

e Madison

e PDX

¢ Oklahoma City

Finance Special Merit
e PDX

e Omaha

e Oklahoma City

e Connecticut

¢ Chicago

Membership Special
Merit

e Central PA

e Connecticut

¢ San Diego

e Boston

* San Francisco

Programming Special
Merit

*  Wichita

* San Francisco
 Connecticut

« Oklahoma City

* Indianapolis

e Triangle

Communications and
Marketing Special Merit
* Nashville

e Connecticut

* Atlanta

e PDX

Community Outreach

Special Merit

e Chicago
 Connecticut
*  Wichita

* Indianapolis
e Omaha

Platinum Club of
Continuing Excellence
* Atlanta

e Chicago

* Cincinnati

e Houston
 Triangle

e Washington DC

Higher Education Marketer of the Year Awards

Recognizes individuals and teams who show extraordinary leadership and
achievement in the field of higher education marketing and are brought to you
by the AMA Foundation and its founding sponsor Lipman Hearne.

The AMA Foundation Higher Education Marketer of the Year Award
¢ Individual Winner: Grant J. Heston, Virginia Commonwealth University
¢ Finalists: Lauren Griswold, Boise State University, Tony Proudfoot, Western

Michigan University

¢ Team Winner: The United States Military Academy at West Point
e Team members: Luke High; Nathan Pfaff; Damian Shepard; Emily Baird;

Peter Kinton
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Practitioner Awards § . /

Higher Education Marketer of the Year A wards ==
Recognizes individuals and teams who show extraordinary leadership and

achievement in the field of higher education marketing and are brought to you

by the AMA Foundation and its founding sponsor Lipman Hearne.

Finalists:

Point Loma Nazarene University

Team members: Dave Gladson, Associate VP for Marketing; Jill Chou, Director
of Creative and Brand; Sachi Sterns, Design Manager; Erin Togerson, Director of
Marketing Operations; Nate Hamill, Director of Content Strategy; Tyler George,
Website and Content Strategy Manager

EdPlus at Arizona State University

Team members: Casey Ambrose, Deputy Chief Growth Officer; Steven
Barthelemy, Sr. Multimedia Marketing Specialist; Mary Brewer, Assistant
Manager; Courtney Coudret, Educational Outreach Manager; Lexy Fairfield, Sr.
Marketing Copywriter; Matt Freed, Sr. Director of Marketing; Ashley Gallagher,
Assistant Director, Special Projects; Lauren Hanneman, Communications
Coordinator; Chad Hays, Sr. Marketing Content Strategist; Carrie Holstein,
Associate Director of Marketing Services Management; Hannah Hunter, Social
Media Specialist; David Ifergan, Marketing Research Analyst Sr.; Tabitha
Karaba, Multimedia Marketing Assistant; Margot LaNoue, Sr. Media Relations
Coordinator; Charrie Larkin, Social Media Manager; Jesse Millard, Sr. UX
Writer; Allison Mills, Director, Content Strategy; Quinn Mitchell, UX Writer;
Stephanie Morse, UX Content Manager; Breena New, Marketing Services
Manager; Domenico Nicosia, Associate Director, SEO Technical Operations and
Strategy; Grace Olson, Social Media Asset Coordinator; Dakota Parks, Marketing
Copywriter; Katie Paulson, Marketing Copywriter; Carrie Peterson, Associate
Director, Media Relations; Faith Popov, Multimedia Marketing Assistant; Carlos
Samano Ramirez, Sr. Director, Enrollment & Retention, Communications;
Meenah Rincon, Public Relations Manager; Jordan Roberts, Associate UX
Writer; Ty Seibel, Associate Director, Student Success Communications; Abby
Terlecki, Associate Director, Content Strategy; Ruben Tinoco, Multimedia
Marketing Team Lead; Marianna Touloumes, Communications Specialist; Katelyn
Tse, Multimedia Marketing Specialist; Jennifer Wagner, Associate Director,
Recruitment Communications; Brooke Weiler, Communications Manager;
Kelsey Wiseman, Manager of Performance and Digital Engagement; Madison
Woodward, Marketing Services Manager
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The AMA Emerging Marketer in Higher Education Award Winner
e Devin Purgason, Forsyth Technical Community College

N Y

Finalists:
¢ Allyson Schatzer, Ohio University
¢ Katelyn Mills-Erickson, University of lowa

Ric Sweeney Chapter Volunteer of the Year Award
Honors AMA professional chapter leaders whose contributions have added
significantly to the AMA’s goals.

e Dov Hoffman, Vice President of Sponsorship + Past President of the AMA’s
Baltimore Chapter and Vice President, B2B Marketing at Weber Shandwick

Student Scholarships and Awards % i /

Recognizes individuals and teams who show extraordinary leadership and
achievement in the field of higher education marketing and are brought to you =~
by the AMA Foundation and its founding sponsor Lipman Hearne.

AMA Foundation Diversity Leadership Scholarship

is awarded to student leaders who serve others, inspire greatness and achieve
remarkable things through empowerment and action. Students must be a
member of one of the following underrepresented groups: American Indian

or Alaska Native, Asian, Black or African American, Hispanic or Latino, Native
Hawaiian or other Pacific Islander.

e Rafael Alvarez-Reyes, University of Wisconsin-Whitewater
e Eecho Yuan, University of Pennsylvania

e Ipinoluwa Akintola, East Tennessee State University

¢ Farrell Zulkarnain, Montana State University

¢ Kailee Ewards, University of South Florida

AMERICAN MARKETING
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Student Scholarships and Awards

EBSCO Student Scholar Award

presents tuition scholarships to exceptional marketing students involved in
developing their marketing skills on and off campus, including demonstrating
leadership within their AMA collegiate chapter.

e Sydney Fox, University of lowa
¢ Maddie Nerden, University of New Hampshire-Durham
e Jackson Redder, Montana State University-Bozeman

E.G. Chingos

Funds collegiate memberships in the AMA and AMA New York Chapter for third-
and fourth-year undergraduate students majoring in marketing at New York
colleges and universities.

e Fordham University,

e Pace University,

e Monroe University, and
e Stony Brook University

Lee Epstein Scholarship
Supports talented undergraduate students with a passion for marketing in the
tri-state area of New York, New Jersey, or Connecticut.

e Cole Pryor, University of Pennsylvania

Robert DelLay Social Impact Scholarship
is awarded to student members who have made a positive impact in their local,
regional or large community.

e Catherine Tang, University of Pennsylvania
e Daisy Dai, University of Pennsylvania
¢ Teja Vankireddy, University of Pennsylvania

Stryker Buonocristiano Scholarship
aims to support talented undergraduate students from diverse backgrounds and
with broad skill sets who have a common desire to pursue a career in marketing.

e Daniel Prieto, The University of Texas at Dallas
e Jayden Cooper, University of South Alabama
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Collegiate Competitions \ \/

AMA offers collegiate members numerous opportunities throughout the
academic school year to seamlessly transition theory into practice by competing
against other schools! AMA Competitions elevate students’ readiness for the

Jjob market as they showcase skills in front of industry leaders and peers on a
national stage.

Collegiate Case Competition

This academic year-long competition brings together top marketing students
to work on a business challenge submitted by a sponsoring organization. The
case sponsor will provide a detailed marketing problem and is looking to gain
the perspective of AMA students as they develop a marketing strategy in this
nationally recognized competition.

Winners co-sponsored by Adobe and Deloitte Digital
1st Place Team: Indiana University - Bloomington
2nd Place Teams:

e Capilano University

e  Temple University

¢ University of Wisconsin - Whitewater

3rd Place Teams:

e British Columbia Institute of Technology

¢ Montana State University - Bozeman

¢  North Central College

e Slippery Rock University

e University of Pennsylvania

e University of Puerto Rico - Rio Piedras

Marketing Week Competition

This online competition allows AMA Collegiate Chapters to showcase their
career opportunities in marketing and highlight the benefits of AMA membership
through programming on their campus.

e 1st Place Team: John Carroll University
e 2nd Place Team: The University of Oklahoma
e 3rd Place Team: University of Puerto Rico - Rio Piedras
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Collegiate Competitions \ /

Website Competition

This online competition is one of our most valuable competitions, as your
chapter’s website is one of the most important communication tools for your
chapter members and the public at large.

e 1st Place Team: University of South Florida
¢ 2nd Place Team: University of Tampa
e 3rd Place Team: Carnegie Mellon University

Best Recruitment Video Competition

This online competition allows AMA Collegiate Chapters to produce a video that
can be shared on their chapter’s website or social media platforms, aimed at
enticing prospective members to join their chapter.

¢ 1st Place Team: University of Wisconsin - Whitewater
e 2nd Place Team: University of Houston - Main
e 3rd Place Team: Southern lllinois University - Edwardsville

Best Social Impact Video Competition

This online competition allows AMA Collegiate Chapters to create a video to be
posted on their chapter website, social media or a client’s website to help create
excitement around a social cause.

Sponsored by Deloitte Digital

e 1Ist Place Team: John Carroll University

e 2nd Place Team: University of Nevada - Las Vegas

e 3rd Place Team: University of Puerto Rico - Rio Piedras

Outbound Sales Competition
The online competition is designed to improve students’ telephone and video
conferencing communication skills.

Sponsored by Insight Global
e st Place:
¢ Gauri Manjunath, University of Florida
e Jeremy Sanders, Pace University
¢ 2nd Place:
e Taylor Wojcinski, University of Wisconsin - Whitewater
e Abby Hodnik, University of Wisconsin - Whitewater
¢ 3rd Place:
¢ Noah Bulgrin, University of Wisconsin - Whitewater
e Christian Johnson, Southeastern Louisiana University
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Collegiate Competitions % 1 /

Outbound Sales Competition
The online competition is designed to improve students’ telephone and video
conferencing communication skills.

Sponsored by Insight Global
e 4th Place:
e Abby Zimmerman, University of Wisconsin - Whitewater
¢ Alex Malcic, Capilano University
e 5th Place:
e Margot Yelle, University of Wisconsin - Whitewater
e Lauryn Seidel, University of Wisconsin - Whitewater

Sales Competition

This in-person competition takes place at the AMA International Collegiate
Conference (ICC). It is an ideal opportunity to compete one-on-one against
other marketing students and test your ability to close a sale!

Sponsored by Insight Global
¢ 1st Place:
 Taylor Wojcinski, University of Wisconsin - Whitewater
e Megan Arnold, University of Kentucky
¢ 2nd Place:
« JJ Szot, University of Wisconsin - Eau Claire
e Garrett Dobbertin, University of Wisconsin - Whitewater
¢ 3rd Place:
e Hezekiah Chatelain, Southeastern Louisiana University
» Tiffany Ackerbloom, Florida State University
¢ 4th Place:
e« Jake Bacon, University of Nevada - Las Vegas
e Christian Johnson, Southeastern Louisiana University
e 5th Place:
Victoria Adams, Virginia Commonwealth University
* Robin Sidhu, Capilano University
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Collegiate Competitions

Perfect Pitch Competition

This in-person competition takes place at the AMA International Collegiate
Conference (ICC). It is a 90-second interview in which you position yourself as
being “right for the job.” The end goal is to move forward to the next step in the

hiring process.

Sponsored by Gartner

1st Place:

e Kylie Hill, Texas State University

* Valeria Ruiz, Kennesaw State
University

2nd Place:

¢ Aidan Chin, University of
Central Florida

¢ Alex Malcic, Capilano University

3rd Place:

e Taylor Wojcinski, University of
Wisconsin - Whitewater

e« Katie Gelderman, University of

Georgia

4th Place:

e Julian Lee, Northwood
University

e  Mohamed Turay, Virginia
Commonwealth University

5th Place:

e Alana Lewis, University of
Wisconsin - Whitewater

e Christopher Escalante,
Northwood University

6th Place:

¢ Russell Magpayo, Virginia
Commonwealth University

¢ Luke Strassberger, St. John
Fisher University

7th Place:

 Eli Givens, Marian University

e Garrett Dobbertin, University of
Wisconsin - Whitewater

8th Place:

¢ Caden Kretsinger, University of
Wisconsin - Whitewater

¢ Adam Hvitfeldt-Matthews,
Virginia Commonwealth

University

9th Place:

e Ben Dobberfuhl, Carroll
University

¢ Matthew Rizoli, Bryant
University

10th Place:

¢ Milla Santos, University of
Nevada - Las Vegas
¢ Sydney Epps, Virginia Tech
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Collegiate Competitions

Marketing Strategy Competition

This in-person competition takes place at ICC. It will challenge your team of
two’s wit, speed and presentation skills. You will receive a marketing challenge
brief 30 minutes before your presentation time, and you will use your knowledge
and experience to quickly present a case solution.

Sponsored by Epic Hire and Deloitte Digital

e st Place: University of Maryland - College Park,Giana Colonna & Mathew
Calderon

e 2nd Place: Plymouth State University, Thomas Giessler and Carissa Adams

e 3rd Place: Montana State University - Bozeman, Blair Ringer and Abbie Tietz

e 4th Place: The University of New Hampshire - Durham, Zachary Morin and
Laura Holmansky

e 5th Place: John Carroll University, Caroline Weber and Dain Bartlebaugh

Marketplace Simulations Competition

This in-person competition takes place at ICC. It will put you at the helm of your
own marketing department for an up-and-coming niche bicycle industry. You
will compete against other schools, putting your skills to the test to become the
industry leader!

Sponsored by Marketplace Simulations
¢ 1st Place Team: St. John Fisher University
¢ 2nd Place Team: Missouri State University
¢ 3rd Place Team: University of Central Missouri
¢ Market Masters:
¢ Florida International University
¢ Tennessee Technological University

Chapter T-Shirt Competition

This in-person competition takes place at ICC. Collegiate Chapters are encouraged
to design a chapter T-shirt that represents their chapter or University spirit. All
chapters participating in this competition must bring one sample t-shirt to be

on display, and students attending ICC will have the opportunity to vote for their
favorite t-shirt.

Sponsored by Memberpromos.com

e 1st Place Team: Montana State University - Bozeman

¢ 2nd Place Team: University of Puerto Rico - Rio Piedras
e 3rd Place Team: University of South Florida
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Collegiate Competitions % \/

Instagram Highlight Reel Competition

This in-person competition takes place at ICC. Students are asked to produce an
engaging and informative Instagram reel highlighting your chapter’s experience
at the conference.

Sponsored by Wondershare Filmora
e 1Ist Place Team: Montana State University - Bozeman

Design Lab Marketing Competition

This in-person competition will take place at ICC. The Design Lab Marketing
Challenge will be a two-hour engaging session in which teams compete against
each other as they design and create a two-page creative marketing strategy
plan.

Sponsored by JBL

¢ 1Ist Place Team: British Columbia Institute of Technology
¢ 2nd Place Team: Pace University - NYC

e 3rd Place Team: University of Houston - Main

Digital Marketing Competition
This in-person competition will take place at ICC. Teams will create digital
marketing outputs based on a real-world challenge.

Sponsored by McGraw Hill

¢ st Place Team: Montana State University - Bozeman

¢ 2nd Place Team: University of North Carolina - Charlotte

e 3rd Place Team: California Polytechnic State University - San Luis Obispo
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