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1.1 Establishing a Student Club 

The first step in establishing a student club at the Ross School of Business is to register your club with the school’s Student Government Association (SGA) and the University’s Student Organization Accounts Services (SOAS) office. SOAS provides your club with a University Account Number and access to reserve rooms across UM campus.  However, to take advantage of SGA support, your club must be registered with SGA and the Michigan Student Assembly (MSA), the central student government at the University of Michigan that represents students from every school and college. To register, complete the following steps: 

Registering your club with SGA
1. Establish a Charter – Provide SGA with a copy (example in 1.11)

2. Obtain a Faculty Advisor – Provide SGA with the advisor’s name and signature stating support of the club 

3. Elect Club Officers – Provide SGA with an Officer Roster (example in 1.11)

4. Register with the Michigan Student Assembly (MSA) – You can register via the MSA web site at http://www.umich.edu/~msa. There are several steps involved in registering with the MSA. Complete instructions are available on the MSA web site. 

5. Create a membership list – Provide SGA the list of members 

6. VP of Clubs is the contact person for all the issues related to registration.

1.2 Club Charter 

A charter provides the ground rules for leading and operating your club. Not only is a charter necessary to register your club with the SGA, but it’s also helpful in guiding the club’s purpose and activities year to year. 

Suggested amendments to a club’s charter may be proposed by any member or board member.  Proposed amendments should be submitted in writing to any board member.  The receiving board member should then present the amendment at the next board meeting.  The board or larger membership then votes on the change; the amendment is typically adopted if approved by a 2/3 majority of the board.

A template for a student club charter is available at the end of this chapter. Examples of mission statements are also available. (See 1.11 for examples)

1.3 Governance Structure

Two types of governance structures are common among clubs:


The executive board consists of elected officers and is led by the club’s president. In clubs that have an executive board and committee chairs, committee chairs are usually not part of the executive board. 


1.4 Elected and Appointed Officers & Job Duties

The following officer positions are common across many clubs at the business school. Your club may decide to elect or appoint officers, combine functions or have two or more people fill the position of one office (co-VPs of education, for example). Clubs do not need to have all of the listed positions.

Common Officers and Responsibilities 
	Officer
	Description of Responsibilities (Examples)

	President
	The president is responsible for facilitating the activities of all the VPs, leading the development of club strategy and ensuring that resources are provided to get things done. He/she is also responsible for representing the club on the Club council, the SGA and other public forums where representation of the Club is beneficial. Other responsibilities include, communicating with the faculty representative, overseeing the budget, and ensuring the compliance with all SGA and Ross rules and regulations.

	Vice President (VP) of Finance or Treasurer
	The VP of Finance is responsible for all aspects of the finance of the Club, conducting all financial transactions, including budgeting, administration of the SOAS student account, collection of fees from members, and payment of creditors. He/She is also responsible for leading the fundraising via sponsorships from companies. Serves as financial consultant to other VPs and ensures they are reimbursed in a timely manner. Tracks expenses, membership fees and corporate sponsorships.

	VP Firm/Corporate Relations
	The VP of Firm Relations is primarily responsible for establishing, maintaining and building solid relationships with companies that the Club can benefit from. Responsibilities include being the point of contact with all company liaisons, organizing company tours, and overseeing any formal communication between the other VPs and the companies.

	VP Education
	The VP of education is primarily responsible for coordinating case competitions and other educational events such as case workshops, company speakers etc. May also work on developing new classes with professors and other UM schools.

	VP Communication
	The VP of Communications works with the entire management team to ensure that information is properly shared between officers, Ross administration and faculty, and Club members. He/she is responsible for ensuring that all events are effectively communicated to the right target audience at the right time.

	VP Technology (Webmaster)
	Works with the board to develop and update content of the club's website. Also provides technical support as needed for club events.

	VP Marketing
	All club communications and marketing of events and club. Includes website development/updating, poster boards, newsletter. Marketing of club and events to other Ross groups, collaborate with other officers. Marketing of club to companies, including developing existing and new relationships with industry companies. Market research/recruiting statistics - examining environment and trends of student-company recruiting.

	VP Career Development
	Develop career develop sessions for membership. Awareness of needs of student members as they prepare for industry and interviews. Develop materials. Work with companies to manage Mock Interviews in fall.

	VP Membership 
	Manage all membership responsibilities. Integral role with marketing of club to students and others. Help develop membership club documents. Ensure membership books are correct.

	VP Alumni Relations
	Coordinate communication with alumni and create appropriate opportunities with alumni.

	VP International
	Represents club’s international students and facilitates events and education relevant to and representative of the club’s international students’ experiences.

	VP Evening Students
	Represents club’s Evening MBA students and facilitates events and education relevant to and representative of the club’s Evening MBA students’ experiences.

	VP Social or Community
	Fosters a strong, supportive community for Club members by promoting networking and social events.



	Officer
	Description of Responsibilities (Examples)

	VP Conference / Forum / Special Trips
	Organize the Club’s flagship event to provide industry education and networking opportunities.  Generate sponsorship, recruit panelists and speakers, and manage logistics.  Market event to students, faculty, alumni, recruiters, and other related-companies.  Excellent opportunity to demonstrate leadership and results-orientation to prospective employers 

	Directors or Liaisons
	Serve as communications channels to student audiences, Ross administration, faculty and/or other UM schools. Help develop strong and appropriate relationships with respective schools and organizations to facilitate interdisciplinary learning and productive exchange. Potential Liaisons might represent and communicate with: Evening Students, BBA students, Admissions, Faculty, other schools, alumni, International students


Single VP vs. Co-VP Decision

For some positions, clubs will elect two or more people. Potential reasons for doing this might be to spread responsibilities across leaders and reduce potential burn-out, to have more people on the club’s executive board, or to involve first-year club members. Common positions for co-leadership include the following:

· VP Marketing – often if the position combines Marketing and Communications functions

· VP Conference / Forum / Special Trip – because of the importance of the event and the breadth of planning involved, clubs will elect more than one person to organize a flagship event.

· VP Corporate Relations

· VP Education

In most clubs, the two people who garner the most votes for a co-position are the co-VPs. In some cases, clubs allow people to run as teams, but this is the exception not the norm.

Elected vs. Appointed Positions

Some clubs decide to appoint people to certain positions. Often, appointment positions do not entail as much responsibility as elected positions and are quite often filled by first-year club members (MBA1s, for example). Members interested in filling an appointed position are typically required to submit a short essay to the club’s executive board. Upon reviewing submitted essays and/or resumes, an Officer (the President, for example) or the Executive Board may select an appointee at that time or hold a round of interviews, after which an appointee will be selected.


1.5 Elections

The president and/or executive board typically determines the date when elections will be held and announces this date to the larger membership. This date is usually noted in the club’s charter. Many clubs hold elections in February. 

Officers typically serve one-year terms. The outgoing President votes only to break a tie.
Nominations

Clubs often ask for nominations prior to voting. Most often, members can nominate themselves or other members. In some clubs, nominated members are required to submit a position statement a week or two prior to an election, which the president then shares with the general membership before the election. In other clubs, members nominate themselves or others on the night of elections and deliver a short statement of intent prior to the actual vote.

In-person vs. online voting

Many clubs conduct elections in person, while some others ask members to vote via online survey formats. Clubs that use online voting do so to enable all members to vote and curb the potential problem of having “only a handful” of members attend an in-person election. 

In-person

· Most common. 

· Members meets in a room at the business school. 

· Current president leads voting. 

· Goes down the list of open positions. 

· Reads list of nominated members. 

· Individuals may deliver short speeches prior to voting. 

· Secret ballot voting – many clubs use the “heads down, arms raised” voting method

Online

· Candidates submit statements prior to election

· Webmaster posts statements on website

· Current President creates and sends a Zoomerang (or similar) survey

· Members have two days to vote by completing and submitting the survey – usually over a weekend.


1.6 Membership
Membership composition typically depends on the purpose of the club and its related activities. Membership eligibility is typically determined by the executive board or membership. Clubs are usually open to any BBA, MBA or MAcc student currently enrolled full-time or part-time at the Ross School of Business.  Many clubs also offer membership to students outside of Ross.  This is often a great benefit for the club with increased membership and viewpoints, and is much appreciated by students of the greater University.

To be defined as a “member”, students typically sign up to be on the club’s e-mail distribution list and participate in a defined number of club events each semester. The number of events that members must participate in each year is determined by the club’s executive board and/or membership.
Some clubs charge annual membership fees, usually payable online via PayPal. Annual membership is common, but some clubs offer lifetime membership as well. 

Some clubs offer tiered membership structures, with different benefit levels available for corresponding different levels of dues.
1.7 Committees

A club’s executive board may convene, at its discretion, committees of members to assist in the duties of running the club or holding specific events.  The typical method for convening committees is to provide sign-up sheets at the first meeting of the year and encourage new and prospective club members to sign-up for one or more committees. 

1.8 Meetings

Clubs determine membership and executive board meeting frequency based on the club’s needs. Some clubs, such as the Michigan Consulting Club and the Finance Club, meet weekly – typically on Sundays – however other clubs meet only once or twice a semester. Executive boards typically meet more often than the general membership – once a month is common for many clubs.

1.9 Advisory Board

Corporate advisory boards (CABs) are used by some professional and affinity clubs. CABs provide a club’s executive board with strategic guidance and feedback that helps to mold club activities year to year, and are likened in intent to a corporate governing board. CABs often consist of alumni, although having a mix of alumni and non-alumni is recommended by clubs that have CABs. CAB size differs across clubs, but a group numbering 15-20 is average. Board members’ time commitment is typically one year, and members are usually invited to join the CAB by current club officers. 

Benefits of having a CAB

· Source of panelists and speakers

· Helps to spread the Ross brand in a particular industry or among recruiters

· Connects the club with alumni and facilitates networking among board members
Meetings

· Typically two meetings per year is sufficient

· Meetings may be in-person (usually in conjunction with a flagship event, such as a conference or forum) or by conference call

· The Club President manages the CAB and leads all meetings
1.10 Leadership Transition

Guidance for a club’s leadership transition is as follows:

No later than April 1 or the election of the new officers, whichever comes first, the outgoing President shall assemble a transition binder containing the following information:

· The most recent edition of this charter.

· A consolidated balance sheet for the club, including beginning and ending balances in all club accounts.

· A consolidated statement of cash flows for the club during the year.
· Any other club documentation deemed relevant for the next officer team, including, but not limited to:

· Procedures for re-registering the club with SGA and MSA

· Details of any financial accounts, including account numbers, access procedures, etc.

· Details of any electronic distribution lists

· Meeting minutes, photos, and summaries of the year’s events

· A roster of the board members and their contact information

· A list of anticipated club events for the following year, including descriptions and estimated dates (when possible).  A copy of this list must be presented to the SGA’s VP Clubs.
This binder shall be handed to the incoming President.

The incoming President must select a representative—who must also be a board member—to be the chief liaison with SGA over the summer.  This liaison must be readily and reliably accessible by e-mail or phone throughout the summer.

Strategy retreats

After elections and before the end of the school year, some clubs hold day-long strategy retreats for all executive boards members. 

· Held on a Saturday or Sunday at the business school or the Michigan Union

· 10am – 4pm, club pays for lunch

· Agenda covers the club’s purpose and goals for the next year, its budget, priorities and initiatives

A sample retreat agenda is available at the end of this chapter

1.11 Sample Documents

Student Club Charter 

Charter For The XXX Club 

At The Ross School of Business 
Section I:
Club name and address

The Club XXXXXXXXXXXXXX

c/o RSB Student Government Association

701 Tappan Avenue

Ann Arbor, MI 48109-1217
Section II: 
Description of the club
The Operations Management Club is a student organization that focuses on education, career development and networking in Operations Management.

Section III:
Mission statement, purpose, and goals
“The mission of the Ross School of Business Operations Management Club is to provide RSB students interested in careers within the Operations Management (OM) function the necessary means to learn about the operations function in different industries and interact with students, alumni and faculty with similar interests as well as industry representatives working and recruiting in this area.”

The purpose of the club is to provide opportunities to the RSB students to:

· Learn about the operations management,

· Network with industry representatives and recruiters,

· Interact with faculty, alumni and students with similar interests.
The goals of the club include, but are not limited to, 

· Raise the visibility and reputation of the MBA Program in the OM area/function to outside recruiters and place it as one of the top sources for talented and passionate OM leaders

· Promote the understanding and integration of OM in business practice through the education and development of its members and the RSB community

· Provide a forum for students involved in the OM field to share their interests and experiences and to learn more about the OM function in different industries like automotive, aerospace, banking, consulting, consumer goods, entertainment and media, hi-tech, and retail.

· Develop and facilitate educational opportunities for its members to learn about OM and relevant areas of interest both in theory and practice

· Empower members with real-world knowledge of different OM career paths through Meet the Interns, OM Speaker Series, Career Development Workshops and Mock Interviews

· Organize teams to participate in case competitions in other schools

· Develop and organize with the support of a company sponsor a local competition in OM

· Develop and distribute a Resume Book

· Serve as the channel between individuals passionate about OM and faculty, staff, and administration to ensure that the university environment supports engagement in the field throughout the curriculum and campus
· Demonstrate the value that effective OM, integrated with business practice, provides to managers, employees and organizations in all industries

Section IV:
Club rules for membership
Any BBA, MBA, or MAcc student currently enrolled full-time or part-time at RSB may join the Operations Management Club.  By joining the Operations Management Club, all members agree to adhere to all RSB policies and regulations, including the school’s non-discrimination policy.

To be defined as a “member”, a student must sign up to be on the club’s e-mail distribution list and must participate in at least two events each semester.

To be defined as a “prospective member”, a student must sign up to be on the club’s e-mail distribution list and must state their intention to participate in at least two events each semester.

The club aims to be accessible to all students and not to impose a significant financial burden on its members.  The club will charge a yearly membership fee to finance part of the activities.
Section V:
Club bylaws

Part a:  
Executive Board structure
The Operations Management Club (OM Club) shall be led by an Executive Board (the “board”) of officers.

The duties of the officers are as follows:

President:  The president is responsible for facilitating the activities of all the VPs, leading the development of club strategy and ensuring that resources are provided to get things done. He/she is also responsible for representing the club on the Dean's council, the SGA and other public forums where representation of the OM Club is beneficial. Other responsibilities include, communicating with the faculty representative, overseeing the budget, and ensuring the compliance with all SGA and RSB rules and regulations.

Vice President of Finance: The VP of Finance is responsible for all aspects of the finance of the Club, conducting all financial transactions, including budgeting, administration of the SGA student account, collection of fees from members, and payment of creditors. He is also responsible for leading the fund raising via sponsorships from companies. The VP of Finance works with the president to catalyze some of these activities.
Vice President of Firm Relations: The VP of Firm Relations is primarily responsible for establishing, maintaining and building solid relationships with companies that the OM Club can benefit from. Responsibilities include, being the point of contact with all company liaisons, organizing plant tours, and overseeing any formal communication between the other VPs and the companies.
Vice President of Education: The VP of education is primarily responsible for coordinating case competitions and other educational events such as case workshops, company speakers etc.
Vice President of Communication: The VP of Communications works with the entire management team to ensure that information is properly shared between officers, faculty, OM Club members. He/she is responsible for ensuring that all events are effectively communicated to the right target audience at the right time.
Vice President of Technology (Webmaster): Works with the board to develop and update content of the club's website. Also provides technical support as needed for club events.
Part b:
Election of officers
All officers shall be elected once per calendar year no later than April 1 and serve a one-year term.  All officers shall be elected at a general meeting announced by e-mail to members, prospective members, and to RSB as a whole at least one week in advance. Any member or prospective member (as defined in Section IV) is eligible to run for an officer position, as are current officers, provided that they will be RSB students the following year.  Officers shall be nominated to run for an officer position either by themselves or by another member or prospective member.  Nominees shall then be voted upon by secret ballot, administered by the current President and voted by all present members and prospective members.  Nominees shall gain the officer position if they receive a simple majority of votes.  The outgoing President shall vote only to break a tie.

Part c:

Meetings
The board shall arrange and facilitate general meetings at a time convenient for all members, including evening students.  General meetings shall occur at least once per semester.

Part d:
Repeal or change of by-laws
Suggested amendments to this charter may be proposed by any member (as defined in Section IV) or board member.  Proposed amendments shall be submitted in writing to any board member.  The receiving board member shall present the amendment at the next board meeting.  The board shall vote; the amendment shall be adopted if approved by a 2/3 majority of the board.

Part e: 
Officer vacancies
If an officer position is vacated for any reason, the board may hold interim elections, subject to the conditions in Part b, at any time during the year.  The interim-elected officer shall serve until the next officer elections.

Part f:

Committees
The board may convene, at their discretion, committees of members or prospective members (as defined in Section IV) to assist in the duties of running the club or holding specific events.  Committee members shall be selected by the board from volunteers.

Part g:

Transparency and openness of records
The club is committed to transparency and openness of its financial records.  To that end, every member and prospective member of the club (as defined in Section IV) has the right to review the club’s books of accounts, financial records, and financial institution account information.  This is exercisable at any time upon giving notice to the Vice President of Finance of at least one day.  The Vice President of Finance is responsible for ensuring that all requests pursuant to this section are satisfied.

Part h:
Transition plan
The board is responsible for ensuring the smooth transition of power from one officer team to the next.  To that end, the President shall be responsible for leading the transition plan.  The transition plan is as follows:

No later than April 1 or the election of the new officers, whichever comes first, the outgoing President shall assemble a transition binder containing the following information:
· The most recent edition of this charter.

· A consolidated balance sheet for the club, including beginning and ending balances in all club accounts.

· A consolidated statement of cash flows for the club during the year.

· Any other club documentation deemed relevant for the next officer team, including, but not limited to:

· Procedures for re-registering the club with SGA and MSA

· Details of any financial accounts, including account numbers, access procedures, etc.

· Details of any electronic distribution lists

· Meeting minutes, photos, and summaries of the year’s events

· A roster of the board members and their contact information
· A list of anticipated club events for the following year, including descriptions and estimated dates (when possible).  A copy of this list must be presented to the SGA’s President and Vice President of Business School Student Government.

This binder shall be handed to the incoming President.

The incoming President must select a representative—who must also be a board member—to be the chief liaison with SGA over the summer.  This liaison must be readily and reliably accessible by e-mail or phone throughout the summer.
Section VI:
Faculty advisor

The faculty advisor for the Operations Management Club is Professor XXX.  Professor XXX is the Raymond T. Perring Family Professor Business Administration & Professor of Operations Management.  Professor XXX can be reached by email at: email@umich.edu , by phone at xxx, or by postal address at:

University of Michigan Business School
D8207 Business Administration 1234
701 Tappan Avenue
Ann Arbor, MI 48109
Section VII:
Other requirements

As a club committed to the integrity of RSB and its student governance process, the club agrees to abide by all other SGA rules and requirements.  Any provisions of this charter found to be in conflict with SGA rules and requirements, or any omissions to this charter which prevent SGA rules and requirements from being followed, shall be rectified immediately by the board to ensure compliance with SGA provisions.

Strategy Retreat Agenda
2004-2005 Strategy Development Session
April 18, 2004 – Tentative Agenda

Michigan Union, Welker Room

	Start Time
	End Time
	Agenda Item
	Presenter(s)

	10:00 AM
	10:30 AM
	Introductions,  Purpose, Vision
	Neela

	
	
	
	

	10:30 AM
	10:55 AM
	Corporate Relations Strategy
	Subbu

	
	
	
	

	10:55 AM
	11:20 AM
	Education & Special Events Strategy
	Geoff and Shamik

	
	
	
	

	11:20 AM
	11:45 AM
	Membership and Alumni Strategy
	Gitesh

	
	
	
	

	11:45 AM
	12:15 PM
	Interdisciplinary Strategy
	

	
	
	Evening MBA
	Allison

	
	
	International Students
	Ying

	
	
	Medical School
	Neel

	
	
	School of Public Health
	Peter

	
	
	Pharmaceutical Engineering
	Kahn

	
	
	ISPOR
	Anish

	
	
	
	

	12:15 PM
	12:40 PM
	Finance Strategy
	Laura

	
	
	
	

	12:40 PM
	1:15 PM
	Lunch
	

	
	
	
	

	1:15 PM
	1:45 PM
	Healthcare Forum
	Lyssa, Lauren and Jason

	
	
	
	

	1:45 PM
	2:15 PM
	Wolverine Biosciences and Wolverine Biotech & Device Forums
	Dong and Cynthia

	
	
	
	

	2:15 PM
	2:40 PM
	Career Development Strategy
	Katherine

	
	
	
	

	2:40 PM
	3:10 PM
	Marketing and IT/Website Strategies
	Tony and Gregg

	
	
	
	

	3:10 PM
	3:30 PM
	Ambition, Personal Contracts, Closing Remarks
	Neela


Section 2 

Finance and Fundraising 

2.1 Budgeting
2.2 Bank Accounts and Student Organization Account Services (SOAS) 
2.3 Financial Policies and Guidelines
2.4 Funding Sources 
2.4.1 Dues
2.4.2 Event Fees
2.4.3 Fundraisers
2.4.4 Corporate Sponsorship
2.4.5 Other Sources (SGA, MSA, Dean’s Office) 
2.5 Corporate Relations—Do’s and Don’ts When Approaching Companies for Funding Requests
2.6 Insurance and Risk Management
2.7 Examples
2.8 FAQ
2.8.1 Club P-Cards
2.8.2 Shortcodes
2.1 Budgeting

It is very important to set a budget for your club each year, soon after the new club leadership is in place.  As most clubs turn over in January-March, you will want to determine the time period for the budget, and plan accordingly.  At a minimum, this budget should be established and reviewed and approved by the board of directors prior to leaving campus for the summer break.  This is a process that should be done in conjunction with outgoing club leadership, who can help walk you through the prior budget and actual amounts of money spent on different events and other club activities.  Getting a clear picture of the activities that you want to have during the year, and the associated expenses, will also give you a flavor of the amounts of money that you need to raise, so that you can think about revenue sources.  It is very important to nail down the plan for these down early, so that you can be a part of a coordinated corporate sponsorship outreach program, and can also set your dues accordingly for new members who will be joining in the fall.

Here are some examples of budgets: 

	Position
	Cost Item
	 Budgeted Amount 
	 Actual Expenses 
	Notes

	President
	Board Social activities
	 $          400.00 
	
	Social event

	
	Club social activities
	 $          750.00 
	
	Social event

	
	Go Blue Rendezvous
	 $          500.00 
	 $          477.00 
	Social event

	
	New Board Transitioning Session
	
	
	

	
	Misc & Supplies
	 $            75.00 
	
	Photocopying, Name Tags, Supplies, etc

	
	Club locker rental
	 $            85.00 
	 $          105.00 
	Needed for storing casebooks & supplies

	
	Bulletin Board bidding
	 $          200.00 
	 $          167.00 
	

	
	Event
	 $                 -   
	 $          103.07 
	

	 
	Sub Total
	 $       2,010.00 
	 $          852.07 
	 

	VP of Internal Consulting
	Miscellaneous
	 $          400.00 
	
	Printing of resume, postage, etc

	 
	Sub Total
	 $          400.00 
	 $                 -   
	 

	VP of Content
	Magazine
	 $            35.00 
	 $          134.95 
	

	
	
	
	
	

	 
	Sub Total
	 $            35.00 
	 $          134.95 
	 

	VP of Case Competition
	Case competition


	 $          200.00 
	
	

	
	Case competition
	
	 $            53.20 
	

	
	Case competition
	 $          200.00 
	 $            33.52 
	

	
	Case competition
	
	 $            59.00 
	Must pay judging awards

	
	Case competition
	
	 $          161.00 
	

	
	Food/drink for judges at case comps
	 $          200.00 
	
	

	
	Raffle
	 $                 -   
	 $            50.00 
	

	 
	Sub Total
	 $          600.00 
	 $          356.72 
	 

	VP of Communication
	Poster Board
	 $            81.00 
	
	$27 each, for 3 events

	
	Copies & Flyers
	 $            29.00 
	
	

	 
	Sub Total
	 $          110.00 
	 $                 -   
	 

	Treasurer
	Misc & Supplies
	 $            60.00 
	 $            14.75 

	 
	Sub Total
	 $            60.00 
	 $            14.75 
	 

	VP of Education
	Alumni workshop
	 $          750.00 
	
	

	
	Super Sundays
	 $          800.00 
	 $            98.07 
	

	
	Trip to Chicago
	 - 
	
	

	
	
	 $                 -   
	
	

	
	
	
	
	Enrollment covered entire cost

	
	
	
	 $          191.01 
	

	 
	Sub Total
	 $       1,550.00 
	 $          289.08 
	 

	VP of International
	Workshop activities
	 $            75.00 
	
	

	
	Phone calls
	 $            50.00 
	
	

	
	Misc. & Supplies
	 $            75.00 
	
	

	 
	Sub Total
	 $          200.00 
	 $                 -   
	 

	VP Evening
	Placeholder (Evening alumni panel, happy hour, etc)
	 $          400.00 
	 $          483.67 
	 

	 
	Sub Total
	 $          400.00 
	 $          483.67 
	 

	VP of Firm Relations
	5-6 Happy Hours/Indoor Games with company representatives
	 $       1,500.00 
	
	

	
	Souvenirs to company representatives (who participate in the games/happy hours)
	 $          500.00 
	 $          767.00 
	will ship t-shirts to selected recruiters, will likely result in overrun

	
	Speaker visits (3)
	 $       1,500.00 
	
	moved to education

	
	Reach out to firms that do not currently recruit at MBS (mostly phone expenses)
	 $          100.00 
	
	

	
	Chicago Trip
	 $       1,750.00 
	 $       1,277.29 
	(Approximate cost)

	 
	Sub Total
	 $       5,350.00 
	 $       2,044.29 
	 


2.2 Bank Accounts and Student Organization Account Services (SOAS)

Each club should set up and maintain a SOAS account.  Some clubs also maintain bank checking accounts.  It is important to have a smooth transition and complete understanding of the bank account process by the incoming treasurer/VP Finance.

SOAS 

1. Overview of SOAS; how it works: 

a. Organizations must be registered members of Michigan Student Assembly (MSA) 

i. Registration for each school year begins at the end of August or the beginning of September and expires September 30 of the following year

ii. Groups may register anytime throughout the year

iii. Registration is to be completed online at www.umich.edu/~msa
iv. MSA office is located on the third floor of the Michigan Union, Room 3909; 734-763-3241
b.  Requirements for becoming a MSA registered student organization:

i. More than ½ of the total membership of the group must be currently enrolled as students at UM

ii. At least 2/3 of the total membership must be comprised of UM students, alumni, faculty or staff

iii. The group must contain at least 5 students

iv. Student organizations must demonstrate maximum student participation in leadership of organization

v. If your organization has or will have a SOAS project/grant at least 3 of these 5 students must be authorized signers on the SOAS project/grant

vi. No organization may be created whereby individual members financially benefit as a result of the groups activities
vii. No organization may adopt a name which may be construed as misleading by the university community as to the nature of the group

viii. “The University of Michigan” or any abbreviation thereof may not be used in the beginning of any student organization name

ix. Online registration and a new registration form are required for each school year

x. Groups must update MSA with new contacts and authorized signer information as changes occur 

c.  Benefits of registering with MSA:

i. Upon request, an on-campus mailing address and mail file (located in the MSA office)

ii. Ability to reserve/rent space in University buildings for meetings, lectures, films, etc.

iii. Access to table space in Angell Hall for bake sales and distribution of information

iv. May apply for office space in designated student organization spaces.  Look for details via email at the beginning of Winter semester 

v. Ability to request funding from MSA and other University funding sources.  For a list of funding sources please visit www.umich.edu/~funding
vi. The registering clubs get handbooks withinformation on various restaurants and other services needed for the club management activities. 

2. SOAS Project/Grant Registration Process 

a.  Complete the MSA registration process

b.  Prior to submitting the original signature page to MSA you will need to indicate a minimum of  3 SOAS authorized signers.  These individuals will be the only ones able to receive any information regarding the organization’s project/grant, or authorize the release of funds.  

c.  Turn in a date stamped copy of the MSA signature page into a SOAS representative 

d.  Be prepared to make a $10.00 deposit into your new project/grant; this is required at the time your organization receives its chartfield combination.  The $10.00 must be maintained as a minimum balance for a project/grant to remain active.
3. Deposits, Withdrawals, Reconciling Accounts

a.  Depositing Funds

i. All funds deposited are subject to the UM and SOAS Rules and Regulations as stipulated in the SOAS Guidebook.

ii. Deposits must be made at the Michigan Union Cash Office window and can be made by any person that an authorized signer has provided the project/grant number to

iii. Currency: separate by denomination with bills facing up.  A count of fifty bills of the same denomination can be wrapped with a bill strap, which is available from the SOAS Cash Office.  No Canadian currency accepted.  

iv. Coin: include small amounts in the total of the deposit.  Large amounts of loose coins (including bucket drives) can be sorted and counted by the Cash Office staff using their coin counting equipment.  Please call ahead (763-5767) for large amounts.  Large bucket drives brought in after 3:30 may not be processed until the next business day.  Please remove all foreign coin/objects before making a deposit
v. Check/Money Orders: must be payable to the name of your organization and endorsed on the back right end with the group’s name and project/grant number.  Endorsements must be made in the allowable sum of 1-1 ½’’.  A rubber stamp with the groups name and number, ¼’’ in height, can speed up the process.  Note: two party checks will not be accepted.  No Canadian checks accepted.

vi. Returned Checks: will be charged back against the organization’s project/grant in the amount of the check, in addition to a $5.00 processing fee.  

vii. Completing the Deposit: depositor will fill out a deposit ticket.  A Cash Office staff will verify the cash, checks and coin, then prepare a receipt of your deposit.  The organization should retain this receipt for its records for subsequent verification against your Financial Statement of Activity.  This statement can be picked up in the SOAS office, around the third week of the following month.  

b.  Withdrawing Funds

i. SOAS serves as your fiduciary advisor and therefore, your group will not be given a checkbook to write checks whenever necessary.  SOAS will issue the checks for you, based on your request and pending verification of the information provided.

ii. Before any withdrawals are processed the following required information must be verified for accuracy by SOAS: the project/grant number, the authorizing signatures, supporting documentation, the project/grand balance.

iii. Any transactions that will place a project/grant under the minimum balance of $10.00 will not be process until sufficient funds are placed into your project/grant.  

iv. Funds may be disbursed from your project/grant in the following ways: disbursement authorization form (check request), purchase order (payment to vendor), funds transfer form (within University departments), services rendered worksheet packet (individual services).  

c.  Maintaining Balances in Project/Grants

i. A computerized Statement of Activity from University Financial Operations is generated for every project/grant any month in which financial transactions have occurred.  Statements are printed each month and generally are available to be picked up at SOAS the third week of every month.  

ii. Account balances and account numbers are available by telephone: contact the SOAS office at 763-57-67 and an SOAS representative will confirm the ID of the caller and provide you with the requested information.

iii. Deficit Balances: organizations are not permitted to run deficit balances.  If a deficit situation should somehow occur, SOAS will place a freeze on the organizations’ project/grant, and no further transactions will be permitted until the project/grant balance is increased to the required $10.00 minimum.  

iv. University Investment Pool (interest earned):  organizations that maintain a positive balance in their SOAS Project/Grant may be eligible to earn interest through the University Investment Pool (UIP).  No action is required by your organization to receive this allocation.  

v. Audits: financial records of student organizations are subject to audit by the UM and Freedom of Information Act at any time.
4. Contact Information

a.  2400 Michigan Union

b.  763-5767

c.  www.soas.umich.edu
d.  See: Numbers You Should Know 

2.3 Financial Policies and Guidelines

There are not SGA or Ross mandated financial policies or guidelines for clubs, other than SOAS account policies.  However, it is strongly recommended that internal control processes and procedures are created that meet the needs of your club while securing financial assets.  These are usually included in the club charter, and examples can be found later in this section.

Clubs currently have a large level of flexibility in their financial processes, and are accountable to their members.  However, there have been certain areas that can provide a bit of controversy, and I wanted to briefly mention them so that the board can have a proactive discussion if needed:

1. Club dues – Some students feel that club dues are excessive or are not value added.  To help with this, you might want to educate members on the budgeting process, and to review with them periodically how funds are spent.

2. Club fundraisers – If you have a fundraiser that targets other students, such as a silent auction, students often like to know exactly what the money is supporting.  You might want to consider identifying a specific area that you are targeting, and to openly communicate it to the student body so that they are comfortable with knowing where the money is going.
3. Internal awards and appreciation dinners – The club officers often do a huge amount of work for their club, and some clubs feel that it is appropriate to provide rewards, such as a nice dinner, to the board in appreciation for their hard work.  Occasionally, this has caused club morale issues, and some club members don’t view it as appropriate.

2.4 Funding Sources

2.4.1 Dues

Many clubs charge dues to members.  The money is then used to fund events that benefit members.  Many clubs, such as service clubs, do not charge dues because it would limit the appeal of joining the club.  Sometimes clubs decide to use other sources of revenues instead of dues, to encourage more members.  

2.4.2 Event fees

Many clubs charge event fees to members, to more accurately align costs with benefits.  This happens extensively during sporting events, or other situations where the full membership might not participate, and the event has a large variable cost.

2.4.3 Fundraisers

There are lots of ways to raise money.  Bake sales, silent auctions & cleaning Cliff Keen Arena are just a few ways that groups creatively raise funds.  These activities are not regulated by Ross, however if any Ross branded merchandise is going to be sold, the group is strongly encouraged to coordinate it through the Office of Student Life and the Communications Department.  

2.4.4 Corporate Sponsorship

Most clubs that hold events or conferences obtain corporate sponsorships.  It is recommended that clubs identify sponsorship opportunities, and related company benefits, during the spring for the following academic year.  These opportunities are captured in a centralized list that is available to companies.  It is important to periodically update this list, as companies will frequently contact the school to fund student events.  Also, there is a desire to coordinate outreach to companies, so that multiple clubs are not reaching out to the same clubs, and that certain clubs may have “lead” responsibilities when contacting companies.  This process continues to evolve, and the Office of Student Life will provide you with additional changes and updates as necessary.

2.4.5 Other Sources (SGA, MSA, Dean’s Office)

The Student Government Association will often provide grants to clubs.  This process changes periodically, but should be considered during the spring budgeting process.  Watch for communications from the SGA VP Finance on when and how to apply for available funds.

The Dean’s Office occasional contributes funds to different organizations.  Historically, most of the funding has been towards large scale conferences that provide a benefit to a large number of students.  The guidelines for these grants are still evolving, but a number of criteria need to be present for funding to be considered.  Please contact the Office of Student Life for additional information.
2.5 Corporate Relations—Do’s and Don’ts When Approaching Companies for Funding Requests 

When soliciting gifts from corporations, it is important that the club clearly communicate the correct processes for submitting donations.  The most important of these is that checks be made payable to the "University of Michigan" otherwise the donating companies will not get tax credit for the gift.  Secondly, in order for the Development and Alumni Relations Office to know that the money is for your club, all donations should come with documentation or notation specifying which club the gift is for.  Lastly, for the company to get the necessary tax documentation returned to them, all gifts need to be deposited by the Development and Alumni Relations office, not by the club directly.  We prefer that checks be mailed directly to our office at: 

University of Michigan Ross School of Business

Attention: Gift Processor

701 Tappan Street, D1235

Ann Arbor, MI 48109-1234

When contacting companies, it is also important that your communication with them be accurate and in accordance with University policy.  Please use the following letter as a guide when soliciting funds.  Most critically, please note the paragraph explaining the University’s status as a not for profit, charitable organization.  Also, be careful with the language used when talking about “sponsorship” benefits.  Most companies will donate with the expectation that their gift is tax deductible.  In order for this to be the case, no services or goods may be given in exchange for the funds.  Use the letter below for suggestions on how to communicate the sponsorship like benefits while in keeping with the legal rules for gifts. 
Here is an example:

4th Annual BBA Conference

Invoice #001

January 25, 2005
To: John Smith, Brown Corporation

Re: 2004 Michigan Business School BBA Conference Sponsorship



Dear Mr. Smith:

On behalf of the University of Michigan Stephen M. Ross School of Business Student Government we are pleased to welcome your company to the University of Michigan 4th Annual BBA Conference family of sponsors.  This letter and invoice confirms Brown Corporation’s $1500 commitment for Gold level sponsorship.

The BBA Conference will be held on Friday, February 4 from 11-3 pm.  

In recognition of your generosity, we will display your company logo on all BBA Conference t-shirts given away to participants and you will be identified as a sponsor in the Monroe Street Journal.

Sponsorship contributions to the 4th Annual BBA Conference are tax deductible.  The BBA Conference is an official student organization of the University of Michigan, a tax-exempt charitable organization under Section 501(c)(3) and 170(c) of the Internal Revenue Code.  The University’s federal tax identification number is 38-6006309.  Checks should be made payable to “University of Michigan” and sent along with a note specifying “in support of the BBA Conference” to:
University of Michigan

Stephen M. Ross School of Business

Attention: Jenni DeSelm

701 Tappan Street, D1235

Ann Arbor, MI 48109-1234

Your gift is due no later than 14 days after the date of this invoice.  Please know how grateful all undergraduates at the University of Michigan Business School are for your support to our school and the 4th Annual BBA Conference.  We look forward to a great event for students and your organization.  You will be receiving logistical information by email with arrival time, directions, and contact information for the day of the event.

Sincerely,

Jane Washington

Finance Chair

jw@umich.edu

734.555.5555
Other things to keep in mind when contacting a company to request funding, please keep the following items in mind:

· Do provide the benefits (marketing exposure, contact with students interested in jobs, press coverage) of the sponsorship to the company.  Some clubs provide gold-silver-bronze type tiering of benefits

· Do be professional with all email and phone exchanges

· Do provide thank you notes to key sponsors

· Do coordinate outreach efforts within your club and through a centralized process (in development)
2.6 Insurance and risk management

Clubs are not covered under University insurance, because the activities are not directed by University employees or agents.  If clubs are sponsoring risky activities, waivers should be obtained and participants should be required to have medical insurance.  If a club is large enough and becomes incorporated (501c(3)) for example, insurance for the board and other activities should be considered.

2.7 Examples

Proposal to HP to request funding
xxxx has two goals for this academic year: ensure the club’s sustainability at Ross as well as keep it the fun, social club that is has been for several years.  The fundamental challenge to achieving these goals stems from the fact that XXX is a small group comprised of active members who have many competing priorities.  Accomplishing these goals requires a significant amount of effort and support from individual members and outside supporters.  We hope that HP will consider joining us in that effort, particularly in providing funding for sending XXX members to the Conference.  As you will see below, having most XXX members attend the conference benefits both the club and the Ross School of Business.

Our club has agreed upon two initiatives to ensure XXX’s future sustainability: (1) increase the number of recruiters that approach XXX, (2) develop of a strong alumni network.  To that end, I have approached several XXX members to lead one specific initiatives.  The include:

1.  Increase the Number of Recruiters that approach XXX

For the past few years, XXX members have enjoyed the opportunity to participate in many diversity recruitment events throughout the fall.  Many of these events are geared towards groups that are under-represented at Ross as well as the corporate world.  

In addition to these events, XXX has one or two recruitment that are exclusive to club members.  Boston Consulting Group has held an annual dinner for XXX for many students. 

2. Develop a Strong Alumni Network

Due to the small number of current members of XXX, as has been seen throughout the years, part of the success in keeping the club sustainable is the support that has been received by various alumni members of the Ross School of Business.  Therefore, VP of Alumni Affairs, is taking on the task of creating an alumni network.  This will be accomplished twofold.

· First, XXX will contact all alumni members that have supported or were a part of XXX in the past.  This will help us to start building up the database of alumni.  

· Secondly, by working with the Alumni Office at the school, XXX is hoping to reach out to all alumni in an effort to gather new names of individuals who would want to be added to our database as well.  

This alumni network will be beneficial to the current and future members of XXX by allowing us to utilize their knowledge and experience within the academic and professional careers.

While the Ross Student Government Association and the University of Michigan Student Assembly provide funds to various campus clubs, it does not cover our biggest cost: travel and conference fee reimbursement to the Conference.  For the past two years, the club reimbursed each XXX conference attendee with $300, which covered about 50% of the costs to travel to the conference.  Given the number of people who have attended in the past two years, the club has used $4,000 to reimburse attendees, leaving the club with approximately $900.  Much like the generous donor from two years ago, we would like to ask HP for $5,000 so that we can send XXX members to the conference for the next two years.  In return for our contribution, we would like to provide some value to HP, including by not limited to advertising on our club’s website and/or bulletin board located at Ross.  

Thank you again for contact XXX.  I hope that this letter demonstrates the amount of effort that has been put into the club this year as well as the value of attending the conference.  We look forward to hearing from you.

Respectfully, 

President

VP of Corporate Affairs

VP of Communications

VP of BBA Affairs

VP of Alumni Affairs

Transparency and openness of records (an example from a club charter)
The club is committed to transparency and openness of its financial records.  To that end, every member and prospective member of the club (as defined in Section IV) has the right to review the club’s books of accounts, financial records, and financial institution account information.  This is exercisable at any time upon giving notice to the Vice President of Finance of at least one day.  The Vice President of Finance is responsible for ensuring that all requests pursuant to this section are satisfied.

Example of club guidelines:

· Budget was decided & approved by board members at the beginning of the year 
· Any changes to the budget over $100 must be approved by the board 
· Receipts are required to be submitted to Treasurer for any reimbursement 
· Checks are only signed & written by Treasurer

· Anyone who wants to see the budget can 
· Club members are not to use dues for personal items.
2.8 FAQ

2.8.1 Club P-Cards
Can clubs get P-Cards?  No, P-Cards (The University sponsored purchasing card for employees) are only available to employees.  However, occasionally there are discounts associated with these cards, and staff members will purchase items for clubs and are later reimbursed by the clubs.  See the Office of Student Life for additional information.

2.8.2 Shortcodes

Do clubs need shortcodes?  If a club has a shortcode associated with an SOAS account, funds can easily be transferred into the account from corporate sponsorship funds received through the Development Office.  This also allows clubs to pay for internal service items such as printing or posters.  
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3.1 Branding Communication

Branding should be a primary consideration for all official communications across all media channels.  For example, brochures, flyers, resumes, business cards, cover letters, invidation and club Web sites all provide an opportunity to be systematic in the way we present the school’s image.

The Strategic Positioning Toolkit provides an overview of the school’s core values, key messages and is available online (see also 6.1).  It includes branding guidelines for the school’s name and signature, brand mark (logo), color palette, templates, typefaces and how to achieve graphic consistency.  Refer to the Editorial Style Guide for terminology and puncutation.

The Office of Communications works to raise the visibility and build the reputation of the school through faculty research promotion, general promotion and strategic brand leadership.  Contact: Tel. 734.936.2150 or email StrategyToolKit@umich.edu.
3.2 Member Communication

Communicating with club members is typically handled through email. A useful communication method used by many clubs is a weekly club newsletter, which is emailed and often posted to the club’s website. A weekly newsletter diminishes the chance that a club will spam members with too many emails.

Common Sections in Weekly Newsletters

· President’s Update

· Upcoming Events (routine events, e.g. resume reviews, office hours, speakers, etc.)

· Key Event Updates (big events, e.g. conference update, recruiting trips, etc.)

· Additions to the Web Site

· Announcements

· FAQs
Newsletters are often compiled and delivered by the club President, but could be created and delivered by the VP of Communications or other officer. 

Listserves

Most clubs create listserves through the umich.edu directory to simplify emailing groups of members. Multiple listserves can be set up at http://directory.umich.edu. For example, one club has set up the following listserve hierarchy:

I.  CLUB@umich.edu

   a.  CLUBOfficers@umich.edu

   b.  CLUBPremium@umich.edu

      1.  CLUBPremium1@umich.edu

      2.  CLUBPremium2@umich.edu

      3.  CLUBPremiumOther@umich.edu

   c. CLUBStandard@umich.edu

II.  CLUBAlumni@umich.edu

III. CLUBCommunity@umich.edu
Key Detail:  Keep the moderator field blank, otherwise the listserves do not cascade -- THIS IS VERY IMPORTANT.
Clubs do have the option of making listserves private, which helps eliminate receiving a lot of spam.  Here are some basic options: 

1. You can make all of the individual members of the group private (hidden). This protects the names of people, but does not prevent anyone from sending to the mail group (spamming). This is handled by the "Private Group" flag on the email group list.

 

2. You can also make the group name private (hidden) by using the "Members-Only Group" flag on the email group list. This option makes it so that that only members of the group can send to the group name.

 

3. The final option is to define the group as moderated through the "Moderated Groups" flag. In this case, messages sent to the group are only received by the moderator who then decided whether not not to forward to the rest of the members. There can be more than one moderator for each such group. This option keeps the group name public, but prevents everyone in the group from receiving inappropriate or "spam" messages.

 
Here's a link to the help information on creating a "Members-Only Group". Information on setting up the other options from above are available in the left column menu: http://directory.umich.edu/ldapweb-bin/page?template=membersonly-group
Officer Updates

Some club presidents ask their officers to provide them with formal updates at various times during the year, especially during the summer post elections. After receiving the updates, the president compiles the information and sends out an email to the executive board. 

A template for formal updates is available at the end of this chapter.
3.3 Recruiter Communication

· Clubs typically communicate with companies to invite them to recruit on campus or host club events. 

Example emails used by one club to communicate with recruiters are included at the end of this chapter.
3.4 Alumni Relations

· Alumni clubs are great contacts for geographically-focused “forums.” Contact information for alumni club presidents is available through the Admissions Office (main telephone number: 734-763-5796; rossmba@umich.edu; or just stop by.)

· Development & Alumni Relations are another resource to use for contacting alumni club presidents (main telephone number: 734-763-5775; alumni@umich.edu).   

· The best way to reach out to alumni with an e-newsletter is through MichiganMail 

A sample newsletter sent by the Healthcare & Life Sciences Club is included at the end of this section.
3.5 Posters for On-Campus Events

· Posters on easels can be placed in front of the Kresge Library, 2nd floor. 

· No easels are to be placed in front of the student lounge. 

· Posters may go on the bulletin boards outside of the student lounge. 

· All easels must be reserved at least 24 hrs in advance by contacting facilities (facilities@bus.umich.edu)

· Posters/flyers are prohibited from being hung on the walls, windows or doors of the School. No windows in doors can be obscured.
· Contact: Stephen M. Ross School of Business Software Support
Email: RSBsofthelp@umich.edu 

Website: http://www.bus.umich.edu/Technology/ 

Services: Posters; Billboards

Comments: Accepts shortcodes for payment.  Two options for creating posters: 1) Design yourself in PageMaker; email file to Dave and to Softhelp 2) Have Computing Services Software Support design a poster for you.
3.6 Other Promotional Items

The University of Michigan has strict guidelines for licensing and manufacturing promotional items and, as a unit of the University, the Ross School of Business must adhere to these guidelines when using University trademarks or logos.  For detailed information on promotional items for the school, contact Marketplace.  For information on University licensing and trademark guidelines visit http://logos.umich.edu/univpolicies/.

Please refer to the Strategic Positioning Toolkit for branding guidelines prior to desinging print and other promotional items (see also 6.1).  For individualized consulation, contact the Office of Communications at Tel: 734.936.2150 or email StrategyToolKit@umich.edu.  

Many clubs print marketing collateral. T-shirts and brochures are common:
· T-Shirts: A list of approved vendors is provided in Section 9.

· Brochures: Many clubs create one-page handouts that are used to market the club to recruiters and prospective members.  Please refer to the school’s branding guidelines and Editorial Style Guide and be certain to share this information with any designers.  For additional help, contact the Office of Communications.
An example marketing piece from the High-Tech Club is included at the end of this chapter.

3.7 CTools – See Section 5.9

3.8 Stationary
University of Michigan Printing Services is the official vendor for all school stationary and business products which are avialable online at http://mbiz.bf.umich.edu.  Please note that school stationary items may not be altered in any fashion.  

· OCD provides material support to clubs, such as name tags, folders, and stationary when clubs have panels and smaller forums. 

· The Office of Student Life stocks letterhead, stationary and note cards that can be used by clubs in small quantities.

· Folders, paper and pens should be purchased by the club. 

· For branded items and gifts, clubs are encouraged to go through Marketplace.  For brand consulation, contact the Office of Communication at Tel: 734.936.2150 or email OfficeofCommunications@bus.umich.edu.    

3.9 Recruiting Prospective Members

· Most clubs recruit new members at the annual “Meet the Clubs” event, held at the beginning of fall semester. 

· Many clubs also send an invitation email to all first-year students at the beginning of the fall semester

· New memberships are typically accepted throughout the year, although this depends on the club. 

Examples of member recruiting fliers, invitation emails and a new member form are included at the end of this section.
3.10 University Quick Reference Guide 

Please review the following Quick Reference Guide to determine how the University marks and logos are to be used.  See the following website for more information: http://www.logos.umich.edu/.

University of Michigan

QUICK-REFERENCE GUIDE
For usage and required approvals

PLEASE NOTE: To view and download University marks and logos, please visit the Graphics Toolkit section ( http://www.umich.edu/~identity/toolkit/ ). You will need to authenticate using your U-M uniqname and password to access this section of the site. If you do not have a U-M uniqname, please email leedoyle@umich.edu .
To print out a pdf file of the Quick-Reference Guide visit: 

http://www.adobe.com/products/acrobat/readstep2.html
	Description
	Approval

Requirements


	Whom to Contact



	SEAL

Use of seal by University-affiliated units and departments for academic

uses, officially sponsored University events, official University business, websites, and stationery.
	No Approval Needed 


	n/a

	Student use of seal is prohibited on printed matter and web pages, as students do not represent the

University in an official capacity
	Prohibited
	Office of the Secretary of the

University

Contact Nancy Asin

nasin@umich.edu



	Use of seal – on commercial

products for sale


	Approval Required
	Trademark Licensing Office,

Department of Intercollegiate

Athletics

Contact: Kristen Ablauf

licensing@umich.edu


	Description
	Approval

Requirements


	Whom to Contact



	All other uses of seal 

	Approval Required
	Office of the Secretary of the

University

Contact: Nancy Asin

nasin@umich.edu

	LOGOS

Commercial use of logos on merchandise sold for profit.


	Approval Required


	Trademark Licensing Office,

Department of Intercollegiate

Athletics

Contact: Kristen Ablauf

licensing@umich.edu

	Use of name or logos on

merchandise given away or used for internal University functions


	Review required and

items must be purchased from a licensed provider


	Review by and release from

Trademark Licensing Office

required

Contact: Kristen Ablauf

licensing@umich.edu

	Use of name or logos in letterhead design, business cards, official University publications, course materials


	No approval required
	If a new logo design, send

informational copy of letterhead to Chief of Staff, Office of Vice President for Communications

Contact: Lee Doyle

leedoyle@umich.edu

	Use of name or logos by local

businesses, vendors, suppliers and contractors
	Generally prohibited, except as a factual reference to a relationship with the University. Call 763- 5800 with questions
	University Name & Images Review Committee

Contact: Lee Doyle

leedoyle@umich.edu

	Advertising, Sponsorship,

Endorsements, and Fundraising

Use of name or logos in advertising, sponsorship, endorsement or fundraising activities by an entity outside the University
	Approval Required
	University Name & Images Review Committee

Contact: Lee Doyle

leedoyle@umich.edu

	Use of name or existing logos for advertising of official activities or programs approved or sponsored by the University


	No approval required


	n/a



	Description
	Approval

Requirements


	Whom to Contact



	Students

Use of name or logos by MSA registered student organizations or clubs:

-use of seal is prohibited

-use of name is allowed, with

restrictions; call with questions

Use of seal, logo, and name by non-registered student groups is prohibited
	Generally prohibited except for use of name or logos by registered groups as verified by Student Affairs. Call with questions.


	Student Affairs – verify registered group

University Name & Images Review Committee approves use.

Contact:

Director of Student Activities &

Leadership, 734-763-5900



	Questions regarding use of name in a political campaign

	Generally prohibited.

Call with questions


	OVP- Secretary

Contact: Nancy Asin

nasin@umich.edu

	Filming and photography on

campus


	Approval Required
	Office of the Vice President for

Communications

Contact: Lee Doyle

leedoyle@umich.edu

	Partnerships and affiliations not governed by other University mechanisms
	Consultation requested


	Office of the Vice President for

Communications

Contact: Lee Doyle

leedoyle@umich.edu

	Creation of new marks
	Consultation requested
	University Name & Images Review Committee

Contact: Stan Bies, Office of

General Counsel

stanbies@umich.edu


3.11 Sample Documents

Officer Update Template

HLS Executive Board

Progress Update for E-Board Meeting
Date:

From:

Role:
Progress Update on Initiatives

· I have set date for Wolverine Biotech & Device Forum – January 2005

· Received X level corporate sponsorship for HLS Forum


Set or Tentative Dates for my Events:

· Date for Meet the Interns event is X

Dependencies:

· Waiting on X to get Z

Questions/Issues to be raised to the E-Board at next meeting:

· Need resources/volunteers for logistics committee – volunteers?

· Anyone have ideas for keynote speaker for WBDF?

· Need people to submit updates for HLS newsletter by X date; specifically from ABC

Other:
Sample Emails to Recruiters

Email invitation to a recruiter to host an event

Dear [Recruiter’s Name], 

 

I am writing to follow up with a conversation you had with Maija Cirulis yesterday regarding the Michigan Chicago Consulting Forum.  As discussed, The Stephen M. Ross School of Business at the University of Michigan Consulting Club is having a Consulting Forum in Chicago on September 9th and 10th that includes an evening reception and office sessions the next day. 

 

As the formal invitation will be sent out not before Monday, August the 9th, following are additional details on the forum:

 

Reception:              
The reception is designed as a networking event aimed at fostering ongoing connections between Michigan alumni, current students and the Chicago consulting community. The reception is hosted by the Ross School of Business, Office of Career Development.
 
Thursday, September 9, 2004
6:30 – 8:30 p.m. 
The Westin Michigan Avenue, Chicago
909 North Michigan Avenue, Michigan Room
Chicago, IL 60611
 
Office Sessions:
The office sessions are a 1 to 1.5 hour sessions hosted by the different firms at their offices and aimed at getting to know the firms and their people better. A session could be in any format you believe would be the most efficient (presentation, Q&A etc.).
 
Friday, September 10, 2004
9:00am – 6:00 p.m. 
Various locations
 
In case you are interested in hosting a session, please contact me by August 18th, 5pm, while providing me with two options for slots between 9:00am to 6:00pm, preferably one morning and one after noon. Also, as soon as the details are finalized, please send me information about the session format, and BIOS of the participants.
 
Please do not hesitate to contact Ms. Cindy Cantrell from OCD (cantrell@bus.umich.edu ), Ms. Maija Cirulis - the Michigan Consulting Club President (mcirulis@umich.edu ), or myself regarding any question regarding the forum.
 
We would be delighted to host you in our first “Chicago Consulting Forum”,
 
Sincerely, 
Michal Karnibad
VP Firm Relations – Michigan Consulting Club
Ross School of Business 
 
michalk@umich.edu
(734) 330 9322 (effective from August 23rd)
Thank you email to recruiter whose company hosted an event

Dear [Recruiter Name],

The Michigan Consulting Club would like to thank you for participating in our first Chicago Consulting Forum.  We especially would like to thank you for the time and efforts you put in arranging and coordinating your firm attendance in the reception.  Your help was definitely a significant part of the forum success; we would have never had such a great forum without your assistance. Additionally, our members are certainly appreciated and value the new opportunity that you provided with them - to get to know your firm better. We have received a number of messages from attendees also wishing to pass on their thanks.
We hope that [Company] found this forum both useful and enjoyable, and we wish [Company] will be able to participate in future forums.   We certainly found the forum to be a valuable addition to the Michigan Consulting Club calendar and a great way to learn more about firms such as yours.

Sincerely,

Blair Nelson    Maija Cirulis   Michal Karnibad

Chicago Consulting Forum Organizing Committee
Member Recruiting Flyer

The Stephen M. Ross School of Business

BBA Marketing Club

If you are interested in a career in Marketing, then join the BBA Marketing Club!

Marketing Club Philosophy

To enhance the Stephen M. Ross School of Business’s reputation as an outstanding school by encouraging active involvement in our goals by the university community as a whole.

The BBA Club is committed to helping students understand the field of marketing and the many career opportunities available. We actively cultivate relationships with companies to encourage them to recruit and hire RSB students for internships and full-time employment. The club is a great opportunity for students to exchange marketing experience and ideas, as well as to meet people with similar interests.

Sample Planned Activities

· Exclusive company presentations

· Resume books

· Internship help 

· Mock interviews

· Company networking events

· Study breaks

· Club dinners

· And more…

1st meeting: Tuesday Sept. 14th , @ 4:30 pm in E0550
------------------------------------------------------------------------------

If you want to be part of the Stephen M. Ross School of Business BBA Marketing Club, fill out this form and return the bottom portion to Megan Melvin’s (BBA2) folder in the student lounge by Monday September 20th, 2004. The membership fee is $20 for BBA 2s and $30 BBA 1s. Please make checks payable to “BBA Marketing Club”.

Name____________________________________________________BBA1_____BBA2_____

Phone Number________________________________E-mail___________________________

Best days to meet

Mon___  Tue___ Wed___ Thu____ Fri____

“Invitation to Join” Email

(This iMpact message has been sent to All First Year Day MBAs)

Dear Class of 2006,

The Michigan Consulting Club would like to welcome you to Michigan. As you begin thinking about your job search I would like to invite you to learn more about the Michigan Consulting Club.  Our kick-off meeting will be:

    Sunday, September 12th    4-6pm

    Hale Auditorium

You can also find out additional information at Meet the Clubs on Wednesday.

Our board has been working over the summer to position the club to provide you with the best possible education services and to expand the consulting career options available, both with traditional consulting firms and with non-consulting firms that might have internal-consulting positions.

Some of the major efforts this summer have been related to:

- Strengthening our ties with firms that comprise the foundation of consulting recruiting at Michigan

- Attracting new consultancies that have not had a relationship with Michigan

- Re-establishing ties with firms that have been absent the past few years

- Increasing the number of non-consulting firms that recruit for internal consulting positions at Michigan

- Re-vamping and expanding education services to improve case, cover letter, resume and networking instruction

- Increasing firm involvement in club activities

As a club member you will have preferred access to club events including firm-sponsored resume reviews, case competitions and workshops.  You will also receive the club's case book and have access to some unique efforts to reach out to consulting firms that do not recruit on campus.
We are excited about the coming year and are working hard to bring new ideas and strategies to bear to ensure that consulting continues to maintain its central position as one of the primary job functions for Michigan interns and graduates.

Hope to see you at our kick-off meeting!

Maija Cirulis

MCC President

Membership Form

BBA MICHIGAN BUSINESS WOMEN’S CLUB

Mass Meeting

September 15, 2003
Welcome to the Michigan Business Women’s Club! The mission of the BBA Michigan Business Women is to educate and create awareness of business issues pertaining to women, to create a sense of community within the Business School, and to develop skills and opportunities that will enhance our success in the business world.

A few plans for the year include:

· BBA2 internship panel

· Cover letter and interviewing workshops

· BBA mentorship program

· Social events

The lifetime membership fee is $20, which will cover expenses for food and social events.  Please make checks payable to “Michigan Business Women’s Club,” and leave both the payment and completed membership form in Karen Gibbons mail folder (BBA2) no later than Friday, September 19.

If you ever have any questions, please email us at MBWBoard03-04@umich.edu


Membership Form

NAME: 

EMAIL:


YEAR:    BBA1
BBA2

CONCENTRATION INTEREST (undecided is okay!): 


What are you interested in doing with the club this year? You can add onto a current idea, or recommend something entirely new:  

Section 4 

Event Planning 

4.1 Beginning
4.2 Delegation
4.3 Budget
4.4 Timeline
4.5 Checklist
4.6 Vendors—See Section 9
4.7 Room Scheduling—See Section 8.2
4.8 Parking and Ground Transportation
4.9 Computing Services—See Section 5.9
4.10 Nametags
4.11 Posters
4.12 Fundraising—See Section 2.4
4.13 Speakers
4.13.1 Sources
4.13.2 Gifts
4.14 Business School Policies
4.14.1 Alcohol Policy
4.15 Examples
4.16 FAQ
4.17 Do’s and Don’ts
4.1 Beginning

When planning an event, it is imperative to establish a budget, list of tasks and a timeline for those tasks before any other actions are taken.  Once these items have been created it is necessary to delegate the tasks to ensure that enough personpower is available to complete the tasks in the allotted time.  Gather those participating in the development of the event to discuss tasks, budget, timeline and delegation.  Be sure everyone knows what he or she is responsible for and what the deadline is for each task.  With these steps in place from the start, planning will be much easier.

4.2 Delegation

Planning a large event involves the work of many people to be successful.  It is very important that the   chair of the event delegate as much as possible.  Delegating distinct tasks that the member can “own”, yet also provide leadership experience/allow for creativity or initiative is ideal.
4.3 Budget

	
	
	
	
	
	
	
	

	______________ Event Expenses: (Date        )
	
	
	
	
	

	
	
	
	
	
	
	
	

	Service
	2005
	Vendor/s
	Comments
	
	
	
	

	 
	 
	 
	 
	
	
	
	

	Labor/Setup Services
	 
	 
	 
	
	
	
	

	Audio Visual
	 
	 
	 
	
	
	
	

	Cleaning Services
	 
	 
	 
	
	
	
	

	Union Labor
	 
	 
	 
	
	
	
	

	Electrical
	 
	 
	 
	
	
	
	

	Security
	 
	 
	 
	
	
	
	

	Shipping/Drayage
	 
	 
	 
	
	
	
	

	 
	 
	 
	 
	
	
	
	

	Equipment/Rentals
	 
	 
	 
	
	
	
	

	Audio Visual
	 
	 
	 
	
	
	
	

	Computers
	 
	 
	 
	
	
	
	

	Printers
	 
	 
	 
	
	
	
	

	Technical Consultants/Operators
	 
	 
	 
	
	
	
	

	Furniture Rentals
	 
	 
	 
	
	
	
	

	Other Setup Rentals
	 
	 
	 
	
	
	
	

	 
	 
	 
	 
	
	
	
	

	Communication Charges
	 
	 
	 
	
	
	
	

	Phone Rentals
	 
	 
	 
	
	
	
	

	Phone Usage
	 
	 
	 
	
	
	
	

	Two-way radios
	 
	 
	 
	
	
	
	

	Other
	 
	 
	 
	
	
	
	

	 
	 
	 
	 
	
	
	
	

	Speaker Expenses
	 
	 
	 
	
	
	
	

	Fee
	 
	 
	 
	
	
	
	

	Accomodations
	 
	 
	 
	
	
	
	

	Travel
	 
	 
	 
	
	
	
	

	Food
	 
	 
	 
	
	
	
	

	Other
	 
	 
	 
	
	
	
	

	 
	 
	 
	 
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	Service
	2005
	Vendor/s
	Comments
	
	
	
	

	 
	 
	 
	 
	
	
	
	

	Catering & Hospitality
	 
	 
	 
	
	
	
	

	Lunch
	 
	 
	 
	
	
	
	

	Food
	 
	 
	 
	
	
	
	

	Drinks
	 
	 
	 
	
	
	
	

	Service Staff
	 
	 
	 
	
	
	
	

	Florist
	 
	 
	 
	
	
	
	

	Other Decor
	 
	 
	 
	
	
	
	

	Misc. Rental Linens
	 
	 
	 
	
	
	
	

	Reception
	 
	 
	 
	
	
	
	

	Food
	 
	 
	 
	
	
	
	

	Drinks
	 
	 
	 
	
	
	
	

	Service Staff
	 
	 
	 
	
	
	
	

	Florist
	 
	 
	 
	
	
	
	

	Other Decor
	 
	 
	 
	
	
	
	

	Misc. Rental Linens
	 
	 
	 
	
	
	
	

	 
	 
	 
	 
	
	
	
	

	Music
	 
	 
	 
	
	
	
	

	Parking
	 
	 
	 
	
	
	
	

	 
	 
	 
	 
	
	
	
	

	Printed & Promotional  Materials
	 
	
	 
	
	
	
	

	Invitations: Design
	 
	 
	 
	
	
	
	

	Invitations: Printing
	 
	 
	 
	
	
	
	

	Labels: Purchase & printing
	 
	 
	 
	
	
	
	

	Signage/Poster: Design
	 
	 
	 
	
	
	
	

	Signage/Poster: Printing
	 
	 
	 
	
	
	
	

	Program: Design
	 
	 
	 
	
	
	
	

	Program: Printing
	 
	 
	 
	
	
	
	

	Newspaper Ads
	 
	 
	 
	
	
	
	

	Photographer
	 
	 
	 
	
	
	
	

	Other
	 
	 
	 
	
	
	
	

	 
	 
	 
	 
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	Service
	2005
	Vendor/s
	Comments
	
	
	
	

	 
	 
	 
	 
	
	
	
	

	Misc.
	 
	 
	 
	
	
	
	

	Misc. Admin Supplies
	 
	 
	 
	
	
	
	

	Other
	 
	 
	 
	
	
	
	

	 
	 
	 
	 
	
	
	
	

	 
	 
	 
	 
	
	
	
	

	 
	 
	 
	 
	
	
	
	

	 
	 
	 
	 
	
	
	
	

	 
	 
	 
	 
	
	
	
	


4.4 Timeline
6 Months

1. Decide on date

2. Decide on conference title or topic 

3. Decide on a facility.  Reserve the room and provide deposit if necessary.

4. If serving food or refreshments, decide on a caterer.  Determine a rough price 

per-head and begin working on a menu.

5. Finalize the list of attendees. 

6. Execute your caterer contract and send deposit.

7. Start auditioning bands or DJ’s.

8. Set up appointments with different florists to discuss options.

9. Interview and get price lists from several photographers and/or 

videographers.

10. Book band or DJ, execute contract and send deposit. 

11. Reserve photographer and/or videographer, decide on package, execute 

contract and send deposit.

12. Get quotes from printers, determine their turn-around time and order 

invitations, announcements or advertisements.

13. Talk to people who you would like to speak at the event.

14. Choose florist and send a deposit to reserve their services.

15. Set aside blocks of hotel rooms for out-of-town attendees.

16. Contact out-of-towners with the final event date.

17. Finalize wording for event invitation, announcement or advertisement, and 

place printing order.  

18. Finalize menu and service details with caterer.

4-5 Months

19. Reserve tables, chairs or other rental equipment.

20. Compile a packet of hotel reservation and city information for out-of-town 

attendees, and mail it out.

21. Decide on flowers, negotiate prices and sign a contract outlining what you 

agreed upon.
2-3 Months

22. Make or buy favors if you are using hem.

23. Pick up invitations, announcements or advertisements.

24. Talk to people who you would like to speak at the event (should be done 6 

months in advance, 3 months at the latest).  

25. Address invitations and send out invitations or announcements, or place 

advertisements in necessary places. 

26. Arrange day-of transportation or parking. 

6 Weeks

27. Order liquor, wine or beer if serving, and if not included in catering contract.

28. Begin writing and planning event program or other event materials.

29. Confirm reservations for attendees or speakers arriving from out-of-town.
3-4 Weeks

30. Finish and print programs or other event materials.

31. Work on a playlist for band/dj

32. Work out day-of timing and details, draw up a schedule and make sure all 

committee members have a copy.

33. Confirm head count, delivery time and location with the caterer. Confirm set-

up instructions and menu items.

34. Contact attendees who have not confirmed their attendance.   

35. Determine day-of assignments for committee members.  Make sure everyone 

knows what they are responsible for and the timeline for the day.

1-2 Weeks

36. Call facilities and make sure all vendors have access to site when they need 

it.

37. Confirm delivery locations, times and final arrangement count with florist or 

for other decorations being used for the event.

38. Confirm all final payment amounts with vendors.

39. Confirm location, date and time with photographer and/or videographer, and 

provide with a must-take list.

40. Fax transportation providers a schedule and addresses for day of pick-ups.

41. Distribute day-of directions, schedules and contact list to those involved in 

planning.

42. Designate who will meet, greet and handle each vendor on day of.

Day Before

43. Put final payments and cash tips in marked envelopes and give to designated 

person to distribute day of.

44. Confirm date, location, time and play list with band/DJ.

Day After

45. Make sure all vendor bills have been paid in full

Event Timeline Template 

	2004-2005 (________) Series
	
	
	
	
	Event:
	Date: 
	
	

	Timeline of Activities
	 
	
	
	
	Topic:  
	
	
	

	
	
	
	
	
	
	
	
	

	Pre-Event
	Activity
	X
	Vendor
	Responsible
	Other Comments
	Due
	Start
	Complete

	 
	 
	 
	
	 
	 
	 
	 
	 

	Speaker Coordination
	Upon confirmation of acceptance
	 
	
	 
	 
	 
	 
	 

	 
	Follow-up to thank & confirm date
	 
	
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Identify Staff Contact Person
	 
	
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Request Bio and Headshot
	 
	
	 
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Presentation Needs
	 
	
	 
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Release form
	 
	
	 
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Travel & hospitality coordination
	 
	
	 
	 
	
	 
	 

	 
	Flights
	 
	
	 
	 
	
	 
	 

	 
	Car service
	 
	
	 
	 
	
	 
	 

	 
	Hotel
	 
	
	 
	 
	
	 
	 

	 
	Special needs
	 
	
	 
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Prepare and send letter with  
	 
	
	 
	 
	
	 
	 

	 
	proposed format & sch for event
	 
	
	 
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Request topic for presentation
	 
	
	 
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	
	 
	 
	 
	 
	 

	Coordination w/
	Send following:
	 
	
	 
	 
	 
	 
	 

	Communications
	Bio
	 
	
	 
	 
	 
	 
	 

	 
	Headshot
	 
	
	 
	 
	 
	 
	 

	 
	Topic of presentation
	 
	
	 
	 
	 
	 
	 

	 
	Contact pre-event
	 
	
	 
	 
	 
	 
	 

	 
	Schedule of event
	 
	
	 
	 
	 
	 
	 

	 
	Any special features to be aware of
	 
	
	 
	 
	 
	 
	 

	 
	 
	 
	
	 
	 
	 
	 
	 

	 
	Protocol re journalists
	 
	
	 
	 
	 
	 
	 

	 
	Part of Q&A
	 
	
	 
	 
	 
	 
	 

	 
	Accessibility to speaker
	 
	
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Pre-Event
	Activity
	X
	Vendor
	Responsible
	Other Comments
	Due
	Start
	Complete

	 
	 
	 
	
	 
	 
	 
	
	 

	Coordination w/
	 
	 
	
	 
	 
	 
	
	 

	Communications
	 
	 
	
	 
	 
	 
	
	 

	 
	Request Hire Photographer
	 
	
	 
	 
	 
	
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Promotion
	
	 
	 
	 
	
	 
	 
	 

	 
	Put on school calendar/s
	 
	 
	 
	
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	General Invitation
	 
	 
	
	 
	
	 
	 

	 
	Copy and layout
	 
	 
	
	 
	
	 
	 

	 
	Create distribution list
	 
	 
	
	 
	
	 
	 

	 
	Distribute
	 
	 
	
	 
	
	 
	 

	 
	 
	 
	 
	
	 
	
	 
	 

	 
	Hard Copy Invite
	 
	 
	
	 
	
	 
	 

	 
	Create VIP Invite list
	 
	 
	
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Program
	 
	 
	
	 
	
	 
	 

	 
	Design & printing
	 
	 
	
	 
	
	 
	 

	 
	Content
	 
	 
	 
	 
	 
	 
	 

	 
	Posters
	 
	 
	
	 
	
	 
	 

	 
	Copy and layout
	 
	 
	
	 
	
	 
	 

	 
	Printing
	 
	 
	
	 
	
	 
	 

	 
	Location
	 
	 
	
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Other Advertising
	 
	 
	
	 
	
	 
	 

	 
	School Newspaper - Michigan Daily
	 
	 
	
	 
	 
	 
	 

	 
	Ann Arbor News
	 
	 
	
	 
	
	 
	 

	 
	Monroe Street Journal
	 
	 
	
	 
	
	 
	 

	 
	Other
	 
	 
	 
	 
	 
	 
	 

	Reserve Locations
	 
	 
	 
	 
	 
	 
	
	 

	 
	 
	 
	 
	 
	 
	 
	
	 

	 
	 
	 
	 
	 
	 
	 
	
	 

	 
	 
	 
	 
	 
	 
	 
	
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	AV Needs
	Hire videographer
	 
	 
	 
	 
	 
	
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Pre-Event
	Activity
	X
	Vendor
	Responsible
	Other Comments
	Due
	Start
	Complete

	 
	 
	 
	 
	 
	 
	 
	
	 

	Presentation Equip
	 
	 
	 
	 
	 
	 
	
	 

	 
	Wireless Lavalier Mic.  
	 
	 
	 
	 
	 
	
	 

	 
	Podium with mic
	 
	 
	 
	 
	 
	
	 

	 
	Laptop
	 
	 
	 
	 
	 
	
	 

	 
	Handheld Wireless Mics for Q&A
	 
	 
	 
	 
	 
	
	 

	 
	Screen
	 
	 
	 
	 
	 
	
	 

	 
	DVD player
	 
	 
	 
	 
	 
	
	 

	 
	Other
	 
	 
	 
	 
	 
	
	 

	 
	AV Tech Assistance
	 
	 
	 
	 
	 
	
	 

	Other Equipment
	 
	 
	 
	 
	 
	 
	
	 

	 
	AV equipment
	 
	 
	 
	 
	 
	
	 

	 
	Other
	 
	 
	 
	 
	 
	 
	 

	Catering
	 
	 
	 
	 
	 
	 
	
	 

	 
	Caterer
	 
	 
	 
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	
	 

	 
	Chose menu'/s
	 
	 
	 
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	
	 

	 
	Dinnerware
	 
	 
	 
	 
	 
	
	 

	 
	Reception
	 
	 
	 
	 
	 
	
	 

	 
	Dinner
	 
	 
	 
	 
	 
	
	 

	 
	 
	 
	 
	 
	 
	 
	
	 

	Décor
	Flowers
	 
	 
	 
	 
	 
	
	 

	 
	 
	 
	 
	 
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	
	 

	 
	 
	 
	 
	 
	 
	 
	
	 

	 
	 
	 
	 
	 
	 
	 
	
	 

	 
	Linens
	 
	 
	 
	 
	 
	
	 

	 
	 
	 
	 
	 
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	
	 

	 
	 
	 
	 
	 
	 
	 
	
	 

	 
	Candles/Votives
	 
	 
	 
	 
	 
	
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Pre-Event
	Activity
	X
	Vendor
	Responsible
	Other Comments
	Due
	Start
	Complete

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Layout/Furniture
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Location #1
	 
	 
	 
	 
	 
	 
	 

	 
	Tables
	 
	 
	 
	 
	 
	 
	 

	 
	Chairs
	 
	 
	 
	 
	 
	 
	 

	 
	Other
	 
	 
	 
	 
	 
	 
	 

	 
	Catering Tables
	 
	 
	 
	 
	
	 
	 

	 
	Reception Tables
	 
	 
	 
	 
	
	 
	 

	 
	Chairs
	 
	 
	 
	 
	 
	 
	 

	 
	Trash bins
	 
	 
	 
	 
	
	 
	 

	 
	Coat rack
	 
	 
	 
	 
	
	 
	 

	 
	Floor plan
	 
	 
	 
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Other Locations
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Week of Event
	Activity
	X
	Vendor
	Responsible
	Other Comments
	Due
	Start
	Complete

	 
	 
	
	 
	
	 
	
	 
	 

	Spkr Coordination
	 
	
	 
	
	 
	
	 
	 

	 
	 
	
	 
	
	 
	
	 
	 

	 
	 
	
	 
	
	 
	
	 
	 

	 
	 
	
	 
	
	 
	
	 
	 

	 
	 
	
	 
	
	 
	
	 
	 

	Coordination w/
	 
	
	 
	
	 
	
	 
	 

	Communications
	 
	
	 
	
	 
	
	 
	 

	 
	 
	
	 
	
	 
	
	 
	 

	 
	 
	
	 
	
	 
	
	 
	 

	 
	 
	
	 
	
	 
	
	 
	 

	 
	 
	
	 
	
	 
	
	 
	 

	 
	 
	
	 
	
	 
	
	 
	 

	 
	 
	
	 
	
	 
	
	 
	 

	 
	 
	
	 
	
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Week of Event
	Activity
	X
	Vendor
	Responsible
	Other Comments
	Due
	Start
	Complete

	 
	 
	
	 
	
	 
	
	 
	 

	Promotion
	 
	
	 
	
	 
	
	 
	 

	 
	Check ads run when promised
	
	 
	
	 
	
	 
	 

	 
	 
	
	 
	
	 
	
	 
	 

	 
	Distribute reminder email
	
	 
	
	 
	
	 
	 

	 
	 
	
	 
	
	 
	
	 
	 

	 
	Put up poster Kresge Library
	
	 
	
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Location
	 
	
	 
	
	 
	
	 
	 

	 
	Verify room rental dates and times
	
	 
	
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	AV
	 
	
	 
	
	 
	
	 
	 

	 
	Verify times and what need post-event
	
	 
	
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Equipment
	 
	
	 
	
	 
	
	 
	 

	 
	Verify with speaker needs
	
	 
	
	 
	
	 
	 

	 
	Confirm order & times with vendor
	
	 
	
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Catering
	 
	
	 
	
	 
	
	 
	 

	 
	Finalize menu/s and numbers
	
	 
	
	 
	
	 
	 

	 
	Finalize timing of event
	
	 
	
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Décor
	 
	
	 
	
	 
	
	 
	 

	 
	Confirm all orders and setup time/s
	
	 
	
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Layout/Furniture
	 
	
	 
	 
	 
	
	 
	 

	 
	Confirm with vendor
	
	 
	 
	 
	
	 
	 

	 
	Table seating assigned for dinner
	
	 
	 
	 
	
	 
	 

	 
	 
	
	 
	 
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Event Materials
	 
	
	 
	 
	 
	
	 
	 

	 
	Prepare Name Tags
	
	 
	 
	 
	
	 
	 

	 
	Prepare table numbers
	
	 
	 
	 
	
	 
	 

	 
	Prepare vegetarian markers
	
	 
	 
	 
	
	 
	 

	 
	Other printed information
	
	 
	 
	 
	
	 
	 

	 
	 
	
	 
	 
	 
	
	 
	 

	Staffing
	 
	
	 
	 
	 
	
	 
	 

	 
	Schedule and hold briefing for staff
	
	 
	 
	 
	
	 
	 

	 
	Registration table  x 2
	
	 
	 
	 
	
	 
	 

	 
	Greeters for doors x 2
	 
	 
	 
	 
	 
	 
	 

	Week of Event
	Activity
	X
	Vendor
	Responsible
	Other Comments
	Due
	Start
	Complete

	 
	 
	
	 
	
	 
	
	 
	 

	Dean and Mrs. Dolan 
	 
	
	 
	
	 
	
	 
	 

	or other Faculty/Staff
	Prepare detailed breakdown of
	
	 
	
	 
	
	 
	 

	 
	event activities and their roles within it.
	
	 
	
	 
	
	 
	 

	 
	 
	
	 
	
	 
	
	 
	 

	 
	Briefing 
	
	 
	
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Day of Event
	Activity
	X
	Vendor
	Responsible
	Other Comments
	Due
	Start
	Complete

	 
	Supervise vendor setup
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Confirm & monitor all arrangements for 
	 
	 
	 
	 
	 
	 
	 

	 
	speaker arrival and departure
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Arrange for all office generated  
	 
	 
	 
	 
	 
	 
	 

	 
	materials to be taken to event site
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Oversee breakdown and return
	 
	 
	 
	 
	 
	 
	 

	 
	of materials to offices
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	Move poster from library to event
	 
	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 

	Post-Event
	Activity
	X
	Vendor
	Responsible
	Other Comments
	Due
	Start
	Complete

	 
	Thank you letters
	 
	 
	 
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	
	 
	 

	 
	Request vendor invoices
	 
	 
	 
	 
	
	 
	 

	 
	 
	 
	 
	 
	 
	
	 
	 

	 
	Prepare expense report
	 
	 
	 
	 
	 
	 
	 


Timeline Notes and Suggestions 

· Obtaining quotes from printing services

· determine know turnaround time in order to set your timeline accordingly.  Be aware that if you are dependent on other groups for information, you should build in a few extra days for delays.  It is important to know other groups' timelines too because they could affect yours (e.g. if you're handling nametags, you will need to know when registration ends before you get a hold of names.)  Also be flexible, some other groups may hit snags along the way, which affect their deadlines as well as yours.

· Invoice Companies

· be sure to do so at least a month ahead of time because it can take awhile for them to process registration fees and get a check mailed out to you (e.g. some companies take 2-3 months).  If the company is paying by credit card, that would be more efficient though you might want to check with paypal, to determine types of processing fees that are charged.  

· Have a hard deadline for when you stop accepting company sponsorships/registration.  This will give you a much better way to gauge the number of attendees.

· Programs 

· for some events, have the programs printed closer to the event so that it will contain the most current information.  This is particularly important when dealing with sponsors; they like to change a lot of things up until the last two weeks—but be firm when dealing with them re: your deadline for receiving logos, etc., especially for the cover

· a trick to use, is have the outside of the program printed earlier than the inside of the program if possible—usually the names are printed on white and can be turned around much quicker.  

· Information Checklists

· final schedule with address and contact information—including telephone numbers of event coordinators

· dress code

· how to get from the airport to the location

· airport shuttle information

· expectations (e.g. for the Marketing Symposium, we told them they would primarily be with first years--most repeat sponsors know, but new ones do not remember that)

· whether nametags will be provided

· display booth logistics: 

· setup and shipping in and out

· how they can pick up the boxes and at what time 

· availability for set-up

· bringing return shipping labels for anything they want to return

· make sure to have copies of packing slips on hand for all of the major carriers (UPS, Airborne Express, Federal Express, DHL)

· be sure to have the phone numbers for each carrier 

· inform companies of a place and time to leave their “ready-to-ship” boxes

· make packing tape available to companies

· keep in mind the some carriers do not pick up after a certain time or on the weekends; if this is the case, ensure that the venue has a place to hold the boxes until the carrier comes for pick up

4.5 Checklist

9-11 Months

_____Decide on a date.

_____Decide on conference title or topic

_____Determine planning committee members.

_____Determine a budget.

_____Determine tasks and timeline for those tasks.

_____Delegate tasks. 

_____ Decide on a facility.  

_____Reserve the room and provide deposit if necessary.

_____If serving food or refreshments, decide on a caterer.  

_____Determine a rough price per-head and begin working on a menu.

_____ Finalize the list of attendees. 

_____Execute your caterer contract and send deposit.

_____Start auditioning bands or DJ’s.

_____Set up appointments with different florists to discuss options.

_____Interview and get price lists from several photographers and/or videographers.

_____Book band or DJ, execute contract and send deposit. 

6-8 Months

_____
Reserve photographer and/or videographer, decide on package, execute 

contract and send deposit.

_____ 
Get quotes from printers, determine their turn-around time and order 

invitations, announcements or advertisements.

_____ 
Talk to people who you would like to speak at the event (should be done 6 

months in advance, 3 months at the latest).  

_____
Choose florist and send a deposit to reserve their services.

_____
Set aside blocks of hotel rooms for out-of-town attendees.

_____
Contact out-of-towners with the final event date.

_____
Finalize wording for event invitation, announcement or advertisement, and 

place printing order.  

_____
Finalize menu and service details with caterer.
4-5 Months

_____
Reserve tables, chairs or other rental equipment.

_____
Compile a packet of hotel reservation and city information for out-of-town 

          
attendees, and mail it out.

_____
Decide on flowers, negotiate prices and sign a contract outlining what you 

agreed upon.
2-3 Months

_____
Make or buy favors if you are using hem.

_____
Pick up invitations, announcements or advertisements.

_____
Talk to people who you would like to speak at the event.

_____
Address invitations and send out invitations or announcements, or place 

          
advertisements in necessary places. 

_____
Arrange day-of transportation or parking. 

6 Weeks

_____
Order liquor, wine or beer if serving, and if not included in catering contract.

_____
Begin writing and planning event program or other event materials.

_____
Confirm reservations for attendees or speakers arriving from out-of-town.
3-4 Weeks

_____
Finish and print programs or other event materials.

_____
Work on a playlist for band/dj

_____
Work out day-of timing and details, draw up a schedule and make sure all 

          
committee members have a copy.

_____
Confirm head count, delivery time and location with the caterer. Confirm set-

up instructions and menu items.

_____
Contact attendees who have not confirmed their attendance.   

_____
Determine day-of assignments for committee members.  Make sure everyone 

          
knows what they are responsible for and the timeline for the day.
1-2 Weeks

_____
Call facilities and make sure all vendors have access to site when they need 

it.

_____
Confirm delivery locations, times and final arrangement count with florist or 

for other decorations being used for the event.

_____
Confirm all final payment amounts with vendors.

_____
Confirm location, date and time with photographer and/or videographer, and 

           
provide with a must-take list.

_____
Fax transportation providers a schedule and addresses for day of pick-ups.

_____
Distribute day-of directions, schedules and contact list to those involved in 

          
planning.

_____
Designate who will meet, greet and handle each vendor on day of.
Day Before

_____
Put final payments and cash tips in marked envelopes and give to designated 

          
person to distribute day of.

_____
Confirm date, location, time and play list with band/DJ.
Day After

_____
Make sure all vendor bills have been paid in full

4.6 Vendors  - See Section 9
4.7 Room Scheduling – See section 8.2

4.8 Parking and Ground Transportation 

Vendor Parking

For day-of-event parking at the loading dock for vendors, contact the Dean’s Office at 764-1463 to request a pass.  Spaces are limited and reserved early.  Thus, please contact this Dean’s Office in advance so as to ensure that the spaces are available.  

Visitor Parking

Visitor Parking Passes 

Dean’s Office

Contact: tbd (Contact Office of Student Life, studentlife@bus.umich.edu for current information.) 

Note: Limited amounts available. $8 each.  Payment can be made via cash or shortcode.
Visitor parking is available at the City of Ann Arbor’s Forest Avenue parking structure, which is located three blocks east and one block north of the Business School.  A permit is not required for this lot.  The rate is $1.00/hour.  Credit cards are not accepted.  

Street parking is available; however it fills up quickly in the morning.

Parking is extremely limited on the Ann Arbor campus.  We encourage the use of a taxi to/from the airport if possible.  

Ground Transportation

Detroit Metro Airport is located 30 miles east of Ann Arbor on I-94.  It takes approximately 45 minutes to reach the Business School from the airport.

A2Aid www.a2aid.com
Ann Arbor Airport Shuttle Express www.aaairportshuttleexpress.com
MetroCars 800-456-1701, One-way rate: $50

Veterans’ Taxi Cab 734-662-4477. Approximate one-way rate: $40.  Recommended drop-off and pick-up: Corner of Tappan and Monroe Streets.

Yellow Cab 734-663-3355.  Approximate one-way rate: $40.  Recommended drop-off and pick-up: Corner of Tappan and Monroe Streets.
4.9 Computing Services – See section 5.8

4.10 Nametags
To request Nametags/Nametents:

Email RSBsofthelp@umich.edu your request.  Your request should include the following information:

1)
Excel file of names.  The Excel file should be set up with Column 1: First 


Line (first name); Column 2: Second Line (last name); Column 3: Third Line 


(company or title). 

2)
Short code number

3)
Specifics on Nametags: Dean’s Std. – card stock, sticky back, ink specs, full-color logo.  

Cost for Nametags:

Check the Computing Service website for current costs: http://www.bus.umich.edu/Technology/.
Stephen M. Ross School of Business, Software Support

Contact: Software Support 
Email: RSBsofthelp@umich.edu
Services: Nametags and Nameplates

Comments: Very Fast turnaround.  Fairly inexpensive.  Accepts shortcodes for payment.

To request nametags or nameplates, email a request to RSBsofthelp@umich.edu.  Include the following in your request: 1) Excel files of names.  The Excel file should be set up with Column 1: First Line (first name), Column 2: Second Line (last name), Column 3: Third Line (company name or title); 2) Short code number; 3) Specifics on nametags (e.g. Dean’s Standard – card stock, sticky backing, full-color logo, etc.).   

4.11 Posters

To request Posters:

Email RSBsofthelp@umich.edu.  

2 options:

1) Design yourself in PageMaker.  Email file to Dave and Softhelp.

2) Have Software Support design your posters.  

Cost for Posters:

Check the Computing Service website for current costs: http://www.bus.umich.edu/Technology/.
4.12 Fundraising -- See section 2.0 
4.13 Speakers

4.13.1 Sources 

Many clubs strategically identify and reach out to speakers.  If clubs book speakers more than three (3) months in advance, the Dean's Office will help to send a letter and make follow up calls on your behalf.  The Club would need to pay for Executive Residence, meals, and perhaps a gift. 

Additionally, many alumni, corporate employees and other civic and business leaders often reach out to RSB to find an opportunity to speak.  This list and process around this is continuing to evolve, but will be coordinated through the Office of Student Life.  Stay tuned for further developments!

4.13.2 Gifts 

Thank-you gifts for alumni panelists, speakers, etc. can be purchased through Marketplace (http://www.bus.umich.edu/Marketplace/) 

4.14 Business School Policies

4.14.1 Alcohol Policy 

BUSINESS SCHOOL GUIDELINES FOR SERVING ALCOHOL TO STUDENTS AT BUSINESS SCHOOL EVENTS ON BUSINESS SCHOOL PROPERTY

In accordance with the general University policy, the Ross School of Business strongly discourages the serving of alcohol to students even if they are of legal age.  Under certain very restrictive conditions, however, alcoholic beverages may be served at the Business School as part of a more general School event:

 

1. The event must be approved by the Dean of the Business School.

2. Only Business School and/or University personnel may sponsor such an event.  No other entity – including recruiters, student organizations, or outside vendor – is authorized to sponsor events at which alcoholic beverages may be served.

3. The event must be attended by deans and/or faculty members.

4. The event must have a purpose beyond the consumption of alcohol.

5. In addition to alcohol, there must be substantial food and other beverages served.

6. Alcoholic beverages may be served by a licensed caterer or by Executive Residence staff of legal age within designated and approved Executive Residence areas (the Executive Residence, the Executive Residence Courtyard or Phelps Lounge).
7. Discretionary funds must be used for billing purposes. General fund money cannot be used.  

8. Sales of alcoholic beverages are only permitted in the Executive Residence’s licensed facility.

9. For events held outside areas designated for the service of alcoholic beverages by the Executive Residence, Central Facilities must formally approve the particulars of the event.  (Contact:  The Office of the Associate Vice President for Facilities and Operations, 4-3402).
4.15 Examples

Marketing SYMPOSIUM ADVICE for next year

Day-of

· Get second year students to handle hotel logistics and registration
· Bring a printer

· People need to be responsible for traffic cops, signage, registration, panelists/moderators, AV (especially with presentations) etc.

Breakout/lunch tables

· All sponsors get one table each (unless student base gets larger)

· Overbook the tables to account for MIA students/reps

Pre-event planning

· Book hotel space early (check for fall break)

· Event brochures and nametags should be printed at the end (nametags should be colored by sponsors/committee/students) to accommodate changes in participant names

· Get paypal account to handle payments

· Get tax ID#, P-card #
· If estimated 130 students participate; limit # sponsors accordingly

· Registration for cocktail reception and day event separately: 2nd years and evening students tend not to come to day event

· Sponsorships need to be nailed down (and companies should be aware if sponsorships change)

· Nail down contact information for sponsors

· Registration should be done in a manner that allows for resume books/table assignments can be given to sponsors prior to event

· Assign a group of people to deal with hotel logistics (and AV equipment) and meet with these people prior to event

· Arrange with hotel for boxes to be received early and shipped out later for career fair

· Logos-keep the eps files we have now and reuse them for next year (make sure to train on proper use of these files to avoid fuzzy images!) (see below for Grace’s tips)

· Committee- groups that needs to work with EPS files should be trained and limited to a number of people.  These groups are signage, brochure, nametags…

· Presentations/ads/bios-try to get them earlier (although this can be tricky at times b/c sponsors can take awhile to get it to you)

· Co-chairs should go through each committee and lay out their responsibilities

· Timeline should be created (see spreadsheet for example)

· Determine if morning sessions are appropriate given lack of student response
4.16 Frequently Asked Questions

Q: How do you work with images, including logos, etc.?

A: Below is information regarding company logos, incorporating images into word documents, working with printers, and the school logo.  It should be noted that, when using a company logo, you should never change any aspect of their brand mark, including the color. Refer to University guidelins for co-branding, suing logos or trademarks from sponsors and to the Strategic Positioning Toolkit (section 6.1) when using the school’s logo.   

 

Every company registered now has a logo for them on my public directory (http://www.umich.edu/~gracedl/mktgsymp).  Some still have lower resolution images, so I'll have to update those as we get higher resolution copies from the companies.  But I know several committees need them to move on, and for the sake of consistency, I just thought it would be easier to just get most onto my public drive. 

 

As for working with images, here's a guide I've found useful in working with images to incorporate images with the following extensions.

 

PDF
· In adobe, use the snapshot tool and highlight everything you want copied (once you finish highlighting, it should have copied the image to the clipboard) 

· Go to working document in word, edit --> paste special --> paste as device independent bitmap

JPG/TIFF/EPS
· In your working document in word, go to insert --> picture --> from file

DOC
· Copy the image, paste into your working document by going to edit --> paste special --> paste as picture (enhanced metafile)

When you're working in word, anytime you need to paste an image, go to edit --> paste special --> paste as picture (enhanced metafile).  It will keep the image crisper.  Sometimes, even after you "insert" the image into word, you might get a crisper look if you copy and paste it through paste special --> paste as picture (enhanced metafile).  Doesn't work every time, but it sometimes does the trick!

Also, when you submit your layouts to the printer (unless they specify otherwise of course), convert your word doc to pdf (if you don't have the program to convert, I imagine the school does) or they might charge you extra.  Some places will ask you to email the file; others might ask you to drop by with a disk.  But usually they're pretty helpful in assisting you.

 

To download school logos, visit http://www.bus.umich.edu/NewsRoom/.  In the Resources box at the right, you will see a “Download Brand Marks” link.  Click and follow the instructions.  Note: school logos may not be altered in any way.    

Note: if working from PageMaker rather than the premier program, Quark, additional charges could be present.  

4.17 Do’s and Don’ts

Do: Provide guests with logistical information prior to their arrival.

Logistical information should contain a list of area hotels, restaurants and places of interest.  In addition, specific event information should be provided ahead of time.
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5.1      Getting on the University Site Listing (coming soon)

5.2      Creating a Website (coming soon)

5.3      Website Template (coming soon)

5.4      Additional Features (coming soon)

5.5 Website Development Sources, Sample Vendor Proposal 

There are many ways that clubs develop websites.  Sometimes a club member has expertise.  Sometimes more advanced features are desired, and an external vendor is sought out.  Additionally, the School of Information has students that are very good in this area, and will often work for a reduced rate.  Attached is a request for proposal, and a proposal for a very developed (and expensive) website.  Most clubs will not need these features.

   Michigan Consulting Club

Stephen M. Ross School of Business

Request for Proposal- Website Redesign and Development

Issued April 13, 2004

I.  Project Overview

The Stephen M. Ross School of Business Consulting Club is soliciting proposals for the redesign and development of our organization’s website, currently located at:

http://webuser.bus.umich.edu/Organizations/~consclub/ 

Password:  

The mission of our website is to communicate the Consulting Club’s professional excellence to both internal (current RSB students, faculty, etc.) and external (Fortune 500 recruiters, prospective students, alumni, etc.) audiences and build a strong relationship with those audiences.   

To achieve that mission, the Consulting Club Web site must present a refined and visually appealing design. In addition, the site must be user-friendly with easy-to-access educational content, professional resources, and registration tools. 

All proposals must be received (via email or in writing) by May 3rd, 2004 to be considered for this project.  Please include reference websites and contacts of previous work in your proposal.

II.  Project Objective

The primary objective of this proposed project is to enable the RSB Consulting Club to accomplish its communication goals by improving the design and functionality of the organization’s website, in addition the website must be able to allow students to sign up for company sponsored events.

III.  Project Scope

Phase One

Phase One will set the new foundation of the Consulting Club’s website.  The focus will be on improved design, navigation, company event sign up and organization/presentation of content.  

Specifically, Phase One will include the following:

· Complete graphic redesign of the site, including:

· Attention-grabbing home page that includes placeholders for sponsor logos and does not require scrolling to view.  The home page must be updatable, and include ‘teaser’ items to entice a visitor to enter the site (news items, job postings, upcoming events, etc.) but should not be crowded with content. The upcoming events should be linked to the calendar and ideally updates weekly from the calendar. 

· Dynamic, professional color scheme and meaningful images that emphasize content.  Please use the Ross School of Business Web site as a reference for school colors and fonts.

· Improved navigation, including:
· Clear view of content sections with easy-to-navigate features such as informative tabs and drop down menus.  Must be accessible from all areas of the site.  In all likelihood, content should be reachable within 3 clicks from the homepage.

· Separate sections for students, prospective students, club board members, and companies.

· Basic search functionality to allow users to quickly find what they need as the site grows in size.

· Highly organized, well-labeled content delivered to user in most convenient format
· May include hyperlinks, PDF files, Microsoft Office documents, or HTML information pages.

· PLEASE SEE APPENDIX A FOR SPECIFIC CONTENT REQUIREMENTS.

· Easy maintenance/dynamic updating that allows the Consulting Club to manage the site.  Desired features include:

· Ability to easily add new pages/content (consistent with the design of the site).  For example, we will need to add newsletter updates and presentations to the appropriate parts of the site.

· Ability for students to sign up for company sponsored events on line (first come, first served basis) and ability for web master to download list of students who signed up for event (see appendix A)

· Ability to hold surveys of members (or partner with someone such as Zoomerang)

· Improved site access/security, including:

· Password protection for portions of the site, including the ability to set unique usernames and passwords for members of the club.  We would like the site to have four permission levels of accessibility – general public, club members, club board members, and corporate partners.   

· Built-in scalability to allow for future site expansion (both content and functionality)

IV.  Additional Information
· The design of the Consulting Club website must fit within the umbrella of the Stephen M. Ross School of Business site located at http://www.bus.umich.edu.  Any redesign recommendations must fit within the overall brand identity and image of the site.    If you have any questions regarding design, contact the Office of Communications at Tel: 734.936.2150 or email OfficeofCommunications@bus.umich.edu 

· Below are examples of marketing club sites from other MBA programs that appear to be effective in communicating their message:

http://dolphin.upenn.edu/~consultg/index.html 

http://mbaa.fuqua.duke.edu/fuquacc/index.html  

http://www.kellogg.nwu.edu/student/club/consulting/index.html 

http://mba.tuck.dartmouth.edu/pages/clubs/consulting/ 

· The architecture of the site must incorporate the Consulting Club’s need to frequently update/add/change the site’s content.  To minimize costs and administration time, the management of this effort must be kept within the Consulting Club. On an ongoing basis the Webmaster should not have to spend more than a couple of hours each month on updating “list of events” etc.

· The site must be compatible with various platforms, resolutions, and browsers. 

Appendix A:  Desired Website Content

The pages listed below present an outline of the content the Consulting Club would like to have available on its site.  Some of the below content can currently be found on the existing Consulting Club website.  Any information that is not currently available will be developed in conjunction with this project.

· Home page (described earlier in detail)

· About the Club (mission and activities undertaken by club)

·       Membership page (soliciting membership through a description of benefits

· A second page allowing individuals to join CC through PayPal

· Online account setup activated after PayPal processes payment

· Executive Board page.  Listing of Executive Board members, their positions, and their contact information.

· Member Contacts page.  Listing of all club members, including previous summer’s interns and the companies at which they worked.  Includes contact information.

· Alumni contact page. Listing of all alumni and companies they are currently working for.

· Overall Events page.  Includes a quick description of all child pages.  Each child page links both to the Events page and to the Calendar.

· Educational Events page.  Includes specific educational programs, conferences (both on campus and nationwide), etc.

· Recruiting Events page.  Includes planned corporate presentations, office hours, etc. Includes link to allow students to sign up on line for these events. See sign up details below.

· Social Events page.  Describes events in greater detail.  

· Special Trips page where planned trips outside of Ann Arbor are listed (with descriptions and perhaps logistics).

· Consulting Club Calendar (updatable) – with links from each event to the relevant child page above.

· Overall News page.  Each child page links back to the News page.

· Newsletter page (used as the backbone of an HTML email newsletter).  Displays current version of the Consulting Club’s newsletter/ board minutes

· Newsletter Archive page.  Has separate links for all past versions of the Consulting Club newsletter

· Consulting Interview Resources page.  Includes links to additional information pages and documents.

· Consulting Industry Overview page detailing the various types of Consulting firms, industries, links to other school’s consulting web sites and careers.

· Educational Resources page.  Includes links to presentations, case books and documents.

· Curriculum/Classes page.  Describes classes (or links to department website), strategy, curriculum changes, reviews of elective classes by former consulting focused students.

· Career Resources page (includes links to additional information pages and documents)

· Resume/Cover Letter Preparation page.  Includes all existing documents.
· Interview Preparation page.  Includes links to presentations and existing documents.

· Career Councilors link to current consulting based career councilors + MBA2s willing to mentor MBA1s.
· Questionnaire page – enabling Consulting club board to set up questionnaires for all members. Members must be able to vote once and Webmaster must be able to download completed results.

· Web-board page – allowing membership discussions to take place and pose questions to the board.

· Corporate Relations/Recruiting page with information accessible to corporate partners and recruiters.  Must also include high-level tips for getting involved with recruiting with the CC and/or OCD.

· Current consulting resume booklet

· Link to alumni currently working in consulting

· Contact Us page with general contact information (including Executive Board contact information)
On-line sign up:

The consulting club helps to organise frequent events on behalf of Consulting firms where the number of participants are limited due to resource constraints. A system needs to be developed where by members of the club can sign up on line. Specifically:

· Web master sets date and time when sign up is available

· Web master broadcasts date and time on web 

· At given time the sign up becomes ‘live’

· Students sign up for either a) the event or b) a particular time/room combination, depending on the nature of the event

· When students log on they only see free slots

· When all slots are full, students see a “full” notice and the webmaster is notified that the sign up is complete

· The Webmaster is able to download and print out copies of the signed up students.

· Students receive electronic notification that they have successfully signed up for slot
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Sidereal Designs, Inc. - 18920 Festival Drive - Boyds, Maryland 20841 - USA

4th May, 2004

Timothy J. Cochrane:

tjcochr@umich.edu

Dear Tim:

Here is our proposal for your web site as per our phone conversation and your document. The proposal reflects essentially what we discussed so far with some additional suggestions and questions.

The kind of work you need, a somewhat specialized database and content management system that will require some custom back-end coding, together with cutting-edge presentation technology, is the sort of work in which we have great expertise. I think we can provide a solution with which you will be very happy, which will continue to serve you well as your traffic and database size increases, and which will be a source of pride for your organization. Today’s web-oriented visitors will be most responsive to a site that is easy to understand, reliable, and easy to use while appearing sophisticated and polished. Our niche in the market is high-quality, custom, commercial web sites, professionally-coded, with solid and reliable operation. We try to position ourselves at the low-priced end of that high-end market niche, although never to sacrifice performance and quality for cost.

Some examples of our work are available at http://siderealdesigns.com/examples22.php, and some testimonials by past clients can be seen at http://siderealdesigns.com/testim.shtml.

I apologize that the document is a bit long and dense, but I wanted to try to identify and discuss for you all of the factors and options affecting your web site development, including our own work, third party costs, and subsequent operating costs. Better to give you too much information than too little. I hope you find it useful and informative.

I thank you for inviting us to quote on this project; we sincerely appreciate your interest. I’ll be happy to try to address any other questions you may have, and to revise the proposal if anything more needs to be included. We look forward to working with you on this web site.

Best regards,
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Dr. Ernest W. Kent, 

Chief Technology Officer

Sidereal Designs, Inc.

301-916-5702

Executive Summary
This proposal presents our view of the approach and technologies required for this web development project, and presents an itemized bid for the features of the project. 

For this project we assume that the most important features are, impressive presentation, ease of use, low-maintenance  technology, and solid and reliable operation. We discuss the requirements of the project in relation to possible technologies to achieve these objectives and indicate our proposed solutions and the available options. We present our recommendations for issues of approach and design and discuss the steps we would take to implement them. 

Estimates provided reflect our best current understanding of your requirements. In some cases additional information seems necessary and we indicate these issues and the assumptions on which the estimate is made.

Approach

We will put together a team of experienced designers and coders to work on this project under the direction of a single project manager who will be your point of contact for all aspects of the project.

We will construct a private development site that you and we may review at any time and on which we will develop design mockups and testing platforms. We will work closely with you to evaluate on-going work and to provide course-corrections as necessary.

At appropriate stages of the project we will interface technically with all required third-party vendors and services and, if desired, we will act as your agent wherever possible in evaluating and obtaining their services.

Detailed discussion

This proposal considers requirements for developing this web presence that include appearance factors, ease of use factors, functional performance requirements, content management and operating requirements, as well as hosting, support, and maintenance issues. 

1. Scope

The site’s primary purpose is to present the Consulting Club’s professional excellence to several audiences and to build a relationship with those audiences.  In addition to presenting information about the Consulting Club, the site will provide access to educational content, professional resources, and registration tools.  A corollary purpose is to enable the site owner to achieve efficiency and control operating costs in so doing. 

2. Design and Layout Considerations

Appearance

The initial page is key to capturing the visitor. Our general philosophy is to make the initial page brief and to the point, serving to orient the visitor to the purpose and contents of the site with a minimum of required reading. In particular we believe that the visitor should be able to understand the overall purpose and available features of the site in the first screen, without scrolling. Confusing clutter should be avoided, and careful consideration must be given to placement and size of any ordinary content material on this page.

The home page treatment should be developed to give the visitor an immediate subjective reaction to the site. In the case of your site it will be important to provide a visual experience that will give an impression of professionalism and sophistication; especially corporate visitors need to feel you are operating at their level or above. They will tend to perceive you as they perceive your visible web presence. Often a part of the home page’s most important message is subliminal and can be incorporated into the graphics of the home page. 

We recommend creation of two layouts: one for the home page, optimized for visitor orientation and for setting the proper tone, and one a visually-coordinated design to be used as a template for all the interior pages which is optimized to provide space for presentation of material. Use of a consistent design and layout contributes to ease of use and a sense of cohesion for the site.

Navigation

We will develop an effective navigational scheme that will allow access to all parts of the site while making it simple for the visitor to find desired information and to move from place to place. We will analyze the information and functionality of your site from the standpoint of different types of visitor and perform a topology study to select the best scheme. 

This will produce a navigational architecture specific to your data and your classes of visitor. Often the best structure for one class of visitor is not the best for another. Most frequently at least two schemes are required, one in a standard navigation section for the person trying to find the information they seek by stepping down through successively narrower topics, and another scheme oriented to the returning visitor who already knows what they want and desires to get there with minimal clicks. In the case of your site additional classes of registered and unregistered visitor present additional requirements. In general, the connectivity structure of the site should be as flat as possible, and click depths greater than three should be avoided. 

We find that dynamic menus that hierarchically unfold to more specific information on mouse-over are often excellent means of helping a visitor to move rapidly into the depths of a site with a minimum of actual clicks and page loads while still keeping the menu simple enough in visual plan to avoid confusion and clutter. This greatly speeds and improves the visitor’s navigational experience. We are experts in the technologies required to produce such active menus.

A text-search capability can be provided to allow users to quickly find specific items. For efficiency the search should not be performed with every request but should operate on an efficient database generated by the search code which will be updated periodically on command of the site administrator. The update should be performed whenever significant content changes occur. 

Site organization

We will create separate areas of the site for general visitors, for different classes of registered visitors, and for administration, with password-protection to restrict functions and files to the appropriate classes. Users will be able to select their own passwords and user Ids, which is an aid to remembering them, and we will provide a facility for emailing passwords to the registered address of those who forget them.

Static content

Those pages that will not be updated regularly by the site owner will be created with ordinary fixed content using the interior appearance templates described above. Creation of a reasonable number of such pages will be done as part of the basic cost of creating the site and the exact number will not impact the estimate. We will implement these pages with your content as required.

Dynamic pages
Dynamic pages are pages with variable content obtained from a database. They are created on-the-fly at the moment of request by server side programs. They come in two basic types. There are unique pages which are essentially static pages with included areas of dynamic content, such as your home page with current topic teasers dynamically included, and pages which are entirely dynamic such as lists of links to archived newsletters, the newsletters themselves, current events listings, etc.

The former are typically one-of-a-kind designs with the layout determining where the included dynamic material appears and would typically not be repeated. The latter are typically very simple templates with the layout contained in the dynamic material itself and are frequently repeated simply with different content such as newsletters or, successive pages of listings of various sorts. The former are typically estimated on a case by case basis, while the latter are usually priced by the class since creation of multiple instances of the class once designed and coded is an automated process.

In general you will want to use one-of-a-kind dynamic pages as important parts of your site’s main presentation, and these should be planned and included as part of the initial design and construction. Dynamic classes that provide access to updateable material of various generic sorts can be added at any time as new services are provided by the site. There is a small advantage to creating them at the time of initial construction in that the navigation structure of the site can then can be built to include them initially vs. being updated to include them later, but this is often outweighed by the ability to add services in a modular fashion for budgeting reasons or because new needs arise.

The dynamic pages that we understand you to require are:

Home page

Member contacts

Alumni contacts

Overall Events

Educational Events

Recruiting Events

Social Events

Special Trips

Consulting Club Calendar
Overall News

Newsletter page

Newsletter Archive
Consulting Interview Resources:

Educational Resources page

Curriculum/Classes page
Career Resources: 

Career Councilors
Corporate Relations/Recruiting: 

Alumni currently working in consulting
It is not clear in every case which should be dynamic classes and which should be unique pages. We assume the home page certainly is unique. The Consulting Club calendar is a separate issue because of the special software it requires and is discussed separately, but is presumed to draw from databases serving the other pages mentioned.

For the remainder we feel it is most economical to treat pages in related classes as a single underlying class. For example, in the case of the events pages it would be best to have a single format and a single database for all types of events. There seems to be no compelling reason to have different formats for these event types. In the database an event type then would be another item along with its dates and descriptive material and would be used as a selection criterion when viewing or editing events. Selecting one or the other of the event pages then would simply produce the same page but with a different type of event selected for listing and the viewer would be unaware it was a selection from an underlying database of all events. Where that seems possible we will assume that this is satisfactory and quote accordingly.

The newsletter system is a bit different and will require a single page with an underlying database of all former newsletters as the archive and another type of dynamic page that accumulates links into them as they are added to serve as an index.

Some of the other categories may or may not be able to be merged into single classes depending on the specifics of your display and data requirements. For purposes of this estimate we will assume they are separate but can work with you to find ways to coalesce them and thus reduce costs if this is possible.
Questionnaire

We believe from your description that this is a page where the board may pose an issue and have the membership vote on it. We assume that this will be more complex than a simple yes/no vote and may include multiple response categories from which the most favored response is selected. The site is then to tally the responses by category. We will provide this capability with corresponding management tools for posing questions and tallying results.

Bulletin-board

We assume this will be a standard bulletin board system with no special requirements and users numbering in the low hundreds. We will provide a typical bulletin board system with the usual characteristics and appropriate supervisory controls for this purpose. If a more specialized system is required we will be happy to quote on it.

On-line signup
A signup system for events with limited capacity is required. The essential feature is that the signup be permitted at a given time and be closed once the capacity is reached. We assume that multiple such signup sheets may be present at the same time. We provide a quote covering the signup pages, database and management facilities for this function.


3. Functional attributes

User interaction and controls 

General users. 

All customary and familiar web page usages and methods of interaction will apply throughout the site. We do not at this time foresee the need for any unusual or non-standard functionality. Wherever it may not be clear what the user is to do next, for example in a registration process, we will supply adequate labeling and direction.

A decision must be made concerning the extent to which the site should be “508 compliant.” This refers to section 508 of the Federal Disabilities Act and covers features required to make web sites accessible to the handicapped, including blind, deaf, and paralyzed users – see http://www.section508.gov.  Federal web sites are required to attempt (but rarely achieve) full 508 compliance. Full 508 compliance would limit a site to little more than plain text and some still images on a plain, unstructured page. Partial compliance with the major features includes issues such as ensuring that graphics contain hidden descriptions of their content that can be read aloud by audio browsers employed by the blind. 508 compliance is generally a costly process and every site must consider the optimal balance between cost and accessibility for its particular mission and audience. The estimate in its present form does not contain allowance for 508 compliance items. If desired, Jamie Kent of Sidereal Designs is developing the intranet for the National Institutes of Health and is an expert in 508 compliance issues.

Administrators.

The controls for administrators will necessarily be more complex than for general visitors because they will need to create dynamic content. Nonetheless there should be no operations that are not familiar to anyone using the web; that is, fill-out form operations, cut and paste, and selections from lists. We will provide detailed instructions wherever necessary that will enable anyone with an ordinary secretarial level of computer expertise to manage the required operations.
Mail services

We will set up behind-the-scenes programming of mail services such as e-mail forwarding, reformatting and mailing information from routine fill-out forms, and other standard web site functions as required. You will have multiple e-mail addresses of the form somebody@somewhere.com, where ‘somewhere.com’ is your domain name and ‘somebody’ is anything you please.

We can construct one to several newsletter distribution systems which will self-maintain an automated subscription, un-subscription, and mail-out service. Visitors will be offered a web page on which to sign up for the newsletter and, when they do, their e-mail address will be added to the mailing list. Should they elect to unsubscribe it will be removed. Specified users in your organization will be able to e-mail newsletters to the on-site software at its own mailbox address and it will then redistribute these as individual mailings sent to each person currently on the list. 

On-line payment methods

Users will be able to make real-time credit card payments over the web. There are a number of ways in which this can be accomplished, but for this site the simplest and least costly method may be adequate. Since you do not require immediate confirmation that enables automated processes to control further permissions for the visitor, it will be adequate to use a service that provides off-line notification of payment to the site administrator who will subsequently enable the user’s registration.

If the class of user who will be registering will not be likely to be deterred by the Paypal requirement of having or obtaining on the spot a free Paypal account, then Paypal will be your most cost-effective option. Else, consideration should be given to direct transaction gateways obtained through a merchant account. We can provide either option, and are pricing the present estimate under the assumption you wish to use Paypal for your on-line payments.

Administrative functions
We will create a password-protected section of the site for administration. From an initial menu the administrator will access screens to:

· Add, delete, and edit dynamic page entries.

· Upload PDF, Word, and other file types and link them.

· Manage the newsletter subscription lists.

· Manage the user registration systems.

· Present and manage questionnaires.

· Manage bulletin board system.

· Present and manage signup system.

· Manage other functions as required by selected options.

All of these screens would have simple controls and/or text-entry fields similar to a form or spreadsheet, and would be usable by anyone with ordinary, secretarial levels of computer skill.

4. Technical proposal

Compatibility

There are many combinations of antique browsers, off-brand browsers, and uncommon computer hardware in use. Most of them have very low incidence among general on-line users. Most of them present severe issues of cross-browser and cross-platform compatibility. Special techniques are necessary even to ensure that pages look similar in recent versions of Internet Explorer such as IE 5.5 and IE 6.

There are techniques for dealing with all of these issues, up to and including detecting the browser and platform in use and shunting the viewer to a different version of the site constructed for that specific combination. Obviously there is a point of diminishing returns where catering to a few users with rare systems is too costly to justify. We find that attempting to accommodate more than 95% of viewers is not economically justifiable for most web sites. Getting the last 1% can multiply the cost of the project by an order of magnitude, and is only appropriate for sites such as Yahoo, Amazon, and The New York Times.

Browser compatibility 

As standard practice we currently produce page layouts that are accessible to browsers from Internet Explorer 5.0 to the present, and Netscape 6.0 and above (includes some recent AOL browsers based on Netscape.) If desired we can also produce a site which is accessible to Netscape 4.x and IE 4, and which degrades gracefully under their limitations. However, this would entail additional cost and is not recommended in view of the very low (less than one-half of one percent and falling) usage of these browsers.

Display compatibility 

Horizontal scrolling is a great deterrent to viewers and should be avoided. We will normally produce pages that will accommodate to show well without horizontal scrolling in window sizes from 800 x 600 up, which is currently within the capability of more than 97% of all users’ systems. We can if desired design for the 640 x 480 screen size that will be within the capability of all current desktop and laptop devices without horizontal scrolling, but this may then appear cramped to the majority of users. “Web TV” systems are too uncommon to justify including and are decreasing. Mobile and hand-held systems require special treatment that would not be economically justified at this time, but their use and capabilities are increasing, and in the future it will likely be worthwhile to consider adding capability for them. 

In its present form this estimate does not provide for unique and unusual compatibility requirements.

Static image optimization

We will prepare photographs and other graphics for web presentation on the static pages of the site by color-balancing for monitor display, and anti-aliased resizing. We are sensitive to load-time issues and will use optimal, region-specific compression which gives greater compression in areas of low detail and lower compression in areas of high detail that tend to be the focus of the viewer’s eye. This achieves a lower load size while retaining a psychological impression of a high-resolution image. 

Dynamic image resizing

For images in dynamically changing material it will usually be the case that they must be resized to fit a specific template. We will provide software on the site that will accept images in JPG or PNG format in any size larger than that required and resize them on the fly to fit whatever requirement is at hand on the page currently being displayed. Images smaller than the maximum allowed by the template will be printed full-size.

Platform 

Our strong recommendation is for hosting on a Unix/Linux-based platform. 

Similarly, we recommend an Apache server solution and a MySQL/PHP configuration for database and server-side programming as the optimum combination for considerations of performance, cost, and portability.

Until your traffic demands higher capacity, a shared virtual hosting arrangement is by far the most cost-effective. We think it is unlikely that a site of this nature will ever require greater capacity than this option will provide.

We will identify a suitable hosting service and act as your agent in making arrangements for the hosting and in setting up the infrastructure of the account. One suitable host with whom we have had excellent results is oneworldhosting.com. With this host and a one-year hosting contract your hosting costs would be $145/year plus a one-time setup fee of $15 the first year.

For all hosting scenarios we will manage getting your domain name(s) properly registered and connected to a shared virtual and/or dedicated hosting account as required. 

5. Maintenance

We will provide complete web site maintenance services tailored to your requirements after the site is completed. We offer this either on-call at hourly rates, or on contract for a fixed, monthly fee. 

Our hourly rates are $50/hour for minor tasks such as page editing, and $100/hour or more complex tasks and coding. We have a minimum of ½ hour for non-contract maintenance jobs. 

We will be happy to quote you a flat monthly rate for a maintenance contract at the conclusion of site development if you prefer a maintenance contract.

We will provide you at the conclusion of construction with copies of all passwords, database keys and tables, programs, and other materials necessary to enable any other party to maintain the site.

6. Timeline 

Our usual recommendation would be that a site such as this might be constructed in 30 to 60 days, depending on the complexity of some of the options selected, but it is always wise to plan for the inevitable delays and for adequate testing. In point of fact, our most common source of delay is waiting for the client to provide materials and decisions, so much of the time-line is really in your hands. We will make a good faith effort to complete the site as quickly as is consistent with good practice. We do not foresee any difficulty completing the project by your September timeframe.

7. Comments

For a truly attention-grabbing initial presentation you may wish to consider some Flash components. We will quote on these in consultation with you on the specific content if desired.

8. Expected third party Costs

In addition to the one-time development costs presented in this proposal you can expect to pay the following as recurring costs to third parties:

An annual domain name registration fee. About $12/year per domain (varies by registrar.)

An annual shared account hosting fee. About $145/year. (Assuming a one-year hosting contract. Greater savings are available with longer contracts.) Usually an initial setup fee is required for first time accounts, usually about $15. 

For a Paypal account, something on the order of 2.5% of gross.

9 Estimate 

For the above-specified site, produced at a level of high commercial quality, we estimate the following. We are happy to implement the various items in any staged order or combination that is technically feasible, or to add or delete items as you see fit. 

Infrastructure, setup and design:




$2500

Includes graphics design, basic static templates, mounting content of static pages, navigation systems, email accounts, and all normal and necessary tasks to create and launch an ordinary web site.

Home page dynamic content:





$ 300

Includes database and server side coding required to add static content and administrative controls.

Newsletter subscription/distribution system: 



$ 250

All software pages and controls required to manage subscriber list and publish the newsletter.

Newsletter archiving system:





$ 500

Includes database of articles, page with automatic indexing of editions, display of archived pages, and administrative update facility.

Dynamic display category classes:




$500/class

Includes such classes of dynamic pages as Events, Contacts, Resources, Courses, Councilors, etc., with all database dynamic page and administrative editing facilities. It may or may not be possible to coalesce some of these classes and we will work with you to do so. See above discussion of dynamic pages.

Questionnaire system:






$ 750

Includes dynamic pages, software, and administrative tools for mounting, managing and tallying multi-category responses to questions.

Bulletin board:






$ 350

Includes a basic bulleting board discussion system with administrative controls.

Event signup system:






$1150

Includes capability to mount and manage multiple-event signup systems with timed signup availability and automated limitation of enrollment.

Multi-level permission system:




$ 600

Includes capability to restrict any page by level of permission, unique self-selected passwords and user IDs, and email of forgotten passwords.

Membership system:






$ 900

Includes signup system, on-line credit card acceptance through Paypal, administrative control of account status, e-mail notification of registrations about to expire, and automated termination of privileges of expired accounts. 

10. Business details

Prices quoted are firm for thirty days. The cost will not exceed our estimate unless you and we agree to additional items during the course of the work or unless you request revisions to your approved design after construction has begun.

You will own the copyright to the pages and graphics we produce for you. We will place your copyright notice on every page. If we register your domain name for you, we will register it in your name. If we use purchased materials to which we hold a non-exclusive license, such as fonts or images, your use will be licensed under our license at no cost to you unless specifically agreed otherwise.

We will work with you to produce a mockup of your requested design, and to refine the appearance of the site design templates to your satisfaction. However, this estimate assumes that there will be no major revisions to the approved look and feel of the site after we begin construction. We recommend that you be certain you are satisfied with the design mockup before construction commences to avoid any additional charges due to later revision. As a rule of thumb, we expect you to provide us with sufficient guidance and feedback that an acceptable mockup can be produced in no more than three major design iterations.

We will correct any errors that we make installing your text in the web pages at no cost. However, after text is installed, we will charge for revising text that you have provided to us. Please make certain you have proof-read your text carefully before submitting it. If we are providing you with text authoring services, this applies to text that you have approved. We can offer text authoring, content re-writing and format conversion (e.g., PDF format) as an extra service if desired. Else you will be responsible for producing your content.

If we request materials, information, decisions, or approvals from you that we need to complete the work, and you do not provide them within sixty days of our request, we will deem the work to be completed and all payments due.

11. Company background

Sidereal Designs is headquartered near Washington, D.C, in suburban Maryland, USA., but has served clientele throughout North America, on both sides of the Atlantic, and as far afield as Mongolia and Australia. The company employs the talents of a strong group of experienced webmasters, Internet specialists, coders and graphic artists to produce custom web sites and related internet communication systems. Sidereal Designs has the ability to produce large-scale and small-scale web sites, and to employ the latest technology for multi-media, dynamic pages, on-line content management, and e-commerce applications. In addition to web design graphics and layout capabilities, the company has deep expertise in back-end coding and database technologies, and can produce custom solutions for on-line operations of any degree of complexity.

Collectively the company has many decades of experience in Internet and Web specialties and related arts, and has been in business since 1997.

We are exclusively providers of custom, commercial web sites. We do not resell any hosts or other third-party services nor accept commissions from them. Each of our web sites is a custom design that reflects the needs and corporate image of the client. Every job presents unique issues in terms of content, technology, and visitor demographics. We solve every such problem as a novel task, beginning from the client's statement of the required objectives and performance of the site.  You will find us easy to work with and responsive to your needs.

Principals of the Company:

Sidereal Designs was founded by a man and wife team with many years of experience in all aspects of Internet and Web technology.

President and Webmaster-In-chief:  Jamie G. Kent. Jamie has been a network consultant, systems analyst, and webmaster for over twenty years. As Webmaster of the Washington Times she developed its internet presence. Today she consults on major intranet and internet projects in the Washington, DC area. She is currently managing intranet development under contract to the National Institutes of Health.

Chief Technology Officer: Dr. Ernest W. Kent, has variously been a professor at the University of Illinois, Director of Research in Information Technology for North America with the Philips Corporation, and Chief Scientist of the Intelligent Systems Division of the United States Government’s National Institute of Standards and Technology. Dr. Kent has been working with the Internet since it began as ARPAnet in the mid-70’s and has contributed in various capacities to its present form.

5.6 Club Management Module

The club management tool is available to all recognized Stephen M. Ross School of Business Clubs.  Clubs can use this tool for membership management (the tool is fairly robust) then all student club participation would feed into the central school data base (which in turn feeds into our Relationship Management System) for future use/queries, etc.  

Club Management Module: An SGA Sponsored Application

Description and Instructions for Launch

Description and Benefits

An online application to manage club membership, send emails to club members and download member information to create reports and labels. This module integrates your club directory with the Business School Alumni and Student Directory in iMpact. Thus, when the alum/student, the club or Alumni Relations updates an alumni record, the change will appear in both the club database and the Alumni/Student Directory in iMpact.  By incorporating your club membership list with this module, you will create a historical record for the club that can be used for future networking.

Next Steps: Identify the one or two people in your club that will be responsible for managing membership and inform Development & Alumni Relations (alumni@bus.umich.edu) so appropriate access can be granted.

Club Management Module Features

This application is located at: http://www.bus.umich.edu/clubmanagement

Page Header

The page header lists the club name (which appears as a drop-down box because students/alumni can be Trusted Club Contacts for more than one club), email address if they have one, web address if they have one, and a place for a description of the club:




	Club Name: 
	[image: image4.wmf]

Zell Lurie Institute Alumni



	Email: 
	zlicontact@umich.edu 
	Web: 
	http://www.zli.bus.umich.edu/ 

	Club Info: 
	List of alumni/students interested in the Zell Lurie Institute. 


Buttons Overview




Download: Allows Trusted Club Contacts (TCCs) to download selected items from iMpact into a text file, which can be saved on disk or hard drive and used for mailing labels, etc.

Expired Members: Lists club members that have not paid a membership fee to remain active (not applicable to all clubs).  Members should never be deleted.  If they are no longer active in the club simply expire the relationship.  This will allow you to search your historical membership for future events/conferences.

Add Member: Contains a search mechanism that allows the Trusted Club Contacts to add alumni and students to the club.

Edit Club Info: Allows Trusted Club Contacts to edit club information found at the page header (see Page Header above).
Email: Trusted Club Contacts can use this to email specific groups within the club, or the entire club constituency, through iMpact.  Club members email addresses are listed “Bcc” and will not be visible to other club members, and the return address will be the Trusted Club Contact’s email address specified in iMpact.  Message sent via the module will be in plain text and cannot include attachments.

Trusted Club Contacts can also use this button to download club member email lists into a text file for import into another email application, i.e. Outlook.

Member Information Table

The information contained on the table is only a small selection of that to which Trusted Club Contacts have access.  Keep the following in mind when using the table.

Member's Information
 Click on a member's name to edit individual member. 

	Name
	Club Office
	Title/
Company
	Email
	Degree
	Membership Type
	Member Since
	Membership Expire Date
	Action


Name: By clicking on the name, TCCs are able to edit an alum’s/students personal and professional contact information, club status and email.  Any other changes to an alum’s record (i.e. degree information) are handled through AEIS, the Alumni Relations internal database.  Changes saved to the Club Management Module are immediately saved to both iMpact and to AEIS.

Club Office:  This field was originally intended to list club officers.  However, it can be used as an open text box to note various things, i.e. amount of dues payment, length of membership, etc.

Title/Company, Email and Degree: Currently, only this information can be viewed from the initial table.  One must click on an individual name to pull up other personal and professional information (see Member Information Page below).

Email: TCCs can email individual members by clicking onto the given email address.  You will be transferred to the email screen on the iMpact system, which sends text in plain format.  Attachments cannot be sent via this system.

Membership Type:  Allows TCCs to differentiate between dues paying members, non-dues paying members and officers.

Member Since:  Allows TCCs to indicate date member joined.

Membership Expire Date:  Allows TCCs to set a date when a person’s membership expires.

Action: Provides a quick way to delete a record from the club list.

Protocol

Confidentiality

Alumni/Students give or refuse permission to have their personal and professional contact information made available on iMpact.  Thus it is necessary, as Trusted Club Contacts, to maintain the integrity of our promise to honor their requests.  In each alum’s/students record, TCCs can view an alum’s/students permissions to publish their personal and professional contact information in iMpact.  If an alum/student has requested that their information not be published in iMpact, Alumni Relations asks that TCCs respect that and not publish said contact information in any other manner.  

In general, alumni/student contact information must not be shared with those persons not given the authority from Alumni Relations to access the information.  Any requests for such access must be forwarded to Alumni Relations.

5.7 Printing and Copying Services 

Students are allotted 2,000 free pages of printing or copying services for their coursework. Many club members want to use their printing allocation for material for club events such as letters, flyers and mailings, as this is a "free good" versus using club dues to pay for printing at an outside printing or copying service.  Listed below are services provided by the University of Michigan Business Services, including contact information.  

University of Michigan Business Services 

Phone: 734-764-6230

Website: http://mbiz.bf.umich.edu
University of Michigan Business Services

Copy Center 

Stephen M. Ross School of Business 

Address: 701 Tappan, Room D0245, Lower-Level of Davidson Hall

Phone: 734-764-8266
5.8 Computing Services

Computing Services at the Ross School of Business provides many services other than general infrastructure (networking, files, printing and email).  This office also has talented programmers, web developers, graphic artists, video producers and Microsoft Office specialists.  The services provided by Computing Services include: Video & Multimedia, Web Development, Video Conferencing, Print & Presentation Media and Research Computing.  For more information regarding the specifics of these services, web pages have been designed to make this office’s services more visible and each site clearly identifies how they can help.  To view these web pages, please visit: http://www.bus.umich.edu/Technology/ followed by the individual category under “Production Services”. Please review these pages at your convenience and refer to them the next time you are seeking professional technology services to support your event, teaching or business need.  Contact the Helpdesk with any questions at 615-3000.  

Equipment Available to Students

Available for Loan:

· Wireless Cards (obtain from the Kresge Library Circulation 

· Desk)

· Zip Drives (obtain from the Kresge Library Circulation Desk)

· Digital Cameras (obtain from the Computing Services 
· Receptionist. Send email for camera reservations.)  
Printers:

Students are given a free printing allocation per year.  Any copies made are deducted per page for black and white laser copies and per page for color copies.  If additional needs arise in excess of this amount, those needs can be self-funded at the Computing Services reception desk, Laptop Support desk or Commerce Park front desk.  

Printers can be found at the following locations:

· Student Computing Center (includes a color printer and scanner)

· Library

· Lounge

· E-classroom

· Assembly Hall

Outside Vendors

Defrost Design

Primary Contact: Craig Steen

Secondary Contact: Matt Raub

Phone: 248-591-9450

Address: 23650 Woodward, Suite 300, Pleasant Ridge, MI 48069

Email: info@defrostdesign.com
Website: defrostdesign.com

Comments: Developed 2004 Admissions Presentation. Great pricing. Very creative.  Tech expertise.

Events Film & Video

Contact: Roberta Beaudet

Phone: 248-338-9560

Address: 2220 East Hammond Lake Drive, Bloomfield Hills, MI 48302

Email: rbbeaudet@aol.com
Comments: Producer on the GBR 04 video.  Very professional.  Good pricing.
ZAAZ

Contact: Conrad Saam

Phone: 206-269-4628

Cell: 734-717-8375

Email: conrads@zaaz.com
Comments: Worked on the Admissions Presentation in ’02 and ’03.  Pricing high.  Conrad is an alumnus.
5.9  C-Tools

CTools is the University of Michigan’s online research and project management system available to instructors, researchers and students. It is an enhanced version of the original UM.CourseTools, combined with UM.WorkTools. 

Clubs and student organizations can use CTools for project planning. Many clubs use CTools to post materials such as meeting minutes, calendars and project planning documents that need to be viewed and/or updated by several people. 

In CTools, there are three types of sites. Clubs need to use Project Sites.

· Project Sites – can be used by students for projects and research

· Course Sites – for UM courses

· Grad Tools Sites – for Rackham doctoral students
To set up a CTools site, follow these three basic steps:
1. Log in to CTools (https://ctools.umich.edu/portal) (log in button is located in the upper right corner)

2. Create a CTools site using the Worksite Setup tool 

3. Publish your CTools site to make it available to participants
5.10 Student Life iMpact Panel

If you would like to post something on the Student Life iMpact Panel, please send a brief description of the event or announcement to the Office of Student Life  (studentlife@bus.umich.edu) along with the dates for which it should be active.
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6.1 Office of Communications Misson Statement
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Mission Statement

The Office of Communications works to raise the visibility and build the reputation of the school through faculty research promotion, general promotion and strategic brand leadership.

*****

The Strategic Positioning Tool Kit is intended for people who design, write, develop or produce Stephen M. Ross School of Business communications – forms, covers, clothing, labeling, documents, signage, posters, teaching materials, websites, etc. to name just a few.  Basic instructions for using the elements of the Ross School of Business’ Strategic Positioning and graphic identity system are provided.


The purpose of this Tool Kit is to establish and integrate a single voice across all communications and promote a unified system of visual identification. Consistent messaging and a structured identity will build our reputation, minimize public confusion about who we are and what we do and reinforce our core values. 

Tool Kit:   To access the Tool Kit visit www.bus.umich.edu and login to My Impact. Scroll down to Communications and click on the link for School Branding and Use of Graphic Identity. Or, Click on News Room. The Toolkit will be in the left navigation bar.

Contact Information

Office of Communications

Stephen M. Ross School of Business

University of Michigan

701 Tappan Street Room D0253

Ann Arbor, MI 48109-1234

Tel: 734.936.2150

Fax: 734.647.2401

Email: OfficeofCommunications@bus.umich.edu
Web: http://www.bus.umich.edu/NewsRoom/Contacts/Default.htm
6.2 Brand Ad

See Brand Ad (pdf file insert)

6.3 Strategic Positioning Guide 

See Strategic Positioning Guide (pdf file insert).
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7.1 Working with the Office of Career Development

· Davidson D2220; ocd@umich.edu; 734.764.1372
The key to working with OCD is communicating regularly with your club’s assigned liaison. Each assistant or associate director is an OCD liaison for a group of clubs, delineated in the table below. Strong communication with your OCD liaison is needed. Please keep your contact in OCD updated with your club’s upcoming events. OCD sends out monthly updates/newsletters to company contacts and can include information about your club’s key events (like forums or panels) to companies. 
	OCD

	Eun Ja Yu
	Cindy Cantrell
	Jan Malas
	TBD

	Derivatives Club

Emerging Markets

Entrepreneur & Venture Capital 

Entertainment, Media & Sports 

Entrepreneur & Venture Capital

Evening MBA Association

Finance Club (MBA & BBA)

Financial Derivatives

Global Blue (MBA & BBA)

Investment Club

Jewish Organization for Business Students

Michigan Business Women 


	Accounting Club

Asian Business Association 

Beta Kappa Psi

Black Business Student Association 

Community Consulting Club

Habitat for Humanity 

Hispanic/Latin Business Students Association 

Indian Sub-Continent Business Association

Michigan Consulting Club

Net Impact


	Armed Forces

Coram Deo (Christian Business Association)

Delta Sigma Pi

European Business 

Follies 

Golf Club

Healthcare & Life Sciences Club

Marketing Club (MBA & BBA)

Luxury Goods Club 

Open for Business 

Real Estate Club

RSBA

Wolverine Wine Club
	Automotive Club

Energy Club

General Management

Hi-Tech Club

MSJ

MTrek

Operations Management Club Organizational Strategy Club

RSB Toastmasters 

SGA

Significant Others & Spouses Club



Meet with your OCD liaison regularly

OCD is happy to help, as appropriate, with the corporate relationships your club has. For example, if your club knows that a company comes to campus, but not for the function you want, work with OCD to help get the company on campus for that function.

7.2 OCD Calendar
· By mid-June, companies have signed up on iMpact for corporate presentations

· If you know that a company is coming to campus, let OCD know.

· OCD provides support to the Wall Street and West Coast Forums. Other forums that OCD supports are Wolverine Biotech (Boston and West Coast), Entertainment, Media & Sports (NYC & LA), and Chicago Consulting Forum
7.3 Corporate Support and Participation – See section 2.4.3 for additional information on corporate sponsorships

· The current Corporate Support & Participation spreadsheet at the following link provides an interactive list of sponsorship opportunities with direct links to event and organization contacts. 

· http://www.bus.umich.edu/RecruiterInformation/CorporatePartnerships/Sponsorship.htm

· Review and update your club’s information as soon as possible

· Submit contact changes and event information to ocd@umich.edu
· Please keep OCD informed about your events in advance
7.4 Resume Books

Your club’s OCD Liaison can help create resume books for your club. Resume books are done once a year and can be separated by degree and/or program year. OCD provides the resume book in PDF format; your club will need to decide if it wants to provide hard-copy versions to company contacts. If so, your club would need to facilitate the printing.

Resume books are also done for recruiting forums (West Coast, New York, Boston, etc.)

7.5 Mock Interviews

· Most professional clubs organize mock interviews for members. 

· Clubs typically reserve rooms at the business school. 

· Sign-ups for interview slots can be done online and coordinated through OCD
Use of OCD recruiting suites for Mock Interviews

If your club wants to host mock interviews in the OCD recruiting suites, you should reserve the room through OCD, but let Facilities know, especially if you are holding the interviews on a weekend day.  Guidelines for using the OCD suites are:

· Leave the rooms in the same condition found (no food wrappers, etc)

· Leave trash cans in the hallway of the recruiting suite

· Do not use the Recruiter Lounge

· Email (ocd@umich.edu) or call the office (4-1372 from the rooms) if you notice or have to report any problems with the rooms

· Return the key to OCD on Monday morning (company interview check-in begins at 7:30 am)
7.6 Recruiting Trips

· Clubs that organize recruiting trips should keep OCD informed by updating the appropriate Assistant Director.

· Try to schedule recruiting trips during Professional Development Week, held during the Fall Semester. Club members are HIGHLY DISCOURAGED from missing class to attend recruiting trips. 

7.7 Relationships with Recruiters

· Many club presidents recommend having one VP for corporate development to ensure consistent communication with recruiters. 

· One club interviewed sends corporate relations packets to recruiters at the beginning of the fall semester. Then, club officers follow up by phone call to make sure the packet arrived and to answer any of the recruiters’ questions. Packets could include marketing collateral, the club’s calendar, information about participating or sponsoring a club event, and even members’ resumes if available.

· Keep your club website updated – companies often look to the website for latest information about club events.
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8.1 General Rules

· Only student clubs registered with the Student Government Association are able to use the School’s facilities

· Student Meetings, Sections and Clubs are allowed access to classrooms and equipment for club meetings/events between 4:15 pm – 10:00 pm, Monday-Thursday and 8:00 am-10:00 pm Friday. 

· Weekend meetings are restricted to the Kresge Library Building & Electronic Education Building (formerly known as the Computing/Ex. Ed. Bldg) 

· No audio visual or equipment is allowed on the weekend.  Classroom support does allow non-moveable equipment for the weekends.  The equipment must be fixed in the room.
· Please note: The Boardroom, 3rd floor conference rooms, Phelps and P2011 are not available for club meetings. 

· Meetings and events should not interrupt classes in session (which may mean a particular room may not be available).

· No social/religious celebrations are allowed at the Stephen M. Ross School of Business by any group.

· Fraternity and Sorority initiations are not permitted to take place at the Business School.

· It is against University policy to have any open flames in any buildings; no candles are permitted to be lit at any time.

· We also do not allow windows to classrooms to be covered with paper for security/safety hazards.
8.2 Room Reservations

· All reservations MUST be made 24 hours in advance by either filling out a form in the facilities office or by emailing facilities at facilities@bus.umich.edu. 734-764-1364, D2245
· If emailing, you must include, your name, club name, telephone number of contact person, times to and from (include any set-up time for event), how many attendees, any equipment needs and indicate if you have a certain room in mind.  In addition, indicate whether or not it will be a public event.

· Requests for rooms over the weekend must be submitted the Wednesday prior to that weekend. 

· No room will be set up until the scheduled time, even if the room is unoccupied. If a room(s) is being used for large events, an itinerary is needed at least 7 days in advance.

· Food and beverages are not allowed in classrooms. Food and beverages may be served in the lobby areas outside the classrooms. Alcoholic beverages are prohibited on the Business School premises (see Alcohol Policy).
· Rooms outside Ross School of Business are available to reserve for organizations registered with MSA and that have an SOAS account. Nice conference rooms can be reserved online at:

· The Michigan Union: http://www.umich.edu/~musched/ 

· Michigan League: http://www.umich.edu/~league/ 

Stephen M. Ross School of Business

· If booking Phelps Lounge for a catered event, the Board Room and Kitchen need to be booked as well.  

Or login to iMpact Calendar and Events Tool at: http://www.bus.umich.edu/Calendar/AvailableLocations/
· Using this tool, you can enter an event into the Calendar, secure a room reservations and equipment for your event.  

· See the following website for details on the use of this site:

http://www.bus.umich.edu/CalendarsEvents/Overview.pdf
· NOTE: Classrooms cannot be reserved through iMpact.  

8.3 Use of Phelps Lounge

· Requests will be accepted for use of Phelps Lounge by Company sponsored events. 

· Any club/student group using Phelps Lounge is not permitted to use the kitchen for any reason, unless they are a licensed caterer. 

· It is required that you fill out a Phelps Layout sheet at the time of the reservation or 7 days prior to the event so that Facilities can set up the room to your standards. 

· Phelps Lounge cannot be used for non-educational purposes.
8.4 Tables and/or Easels in the Student Lounge

· All table and easel requests for the Student Lounge must be made through the Facilities office. 

· Placement of tables is on a first come, first serve basis, and no more then 3 tables per group. 

· Facilities will put the group or club’s name on the table(s), in the order that the request was made. 

· No more then three (3) groups in the lounge at one time is allowed. 

· No receptions are allowed in the student lounge. 

· No posters are permitted above the ticker board. All posters must be neatly made and may go either on the staircase (circular section) or above the hallway entering the snack bar on the wall.
8.5 Event Catering and Clean-Up

· All Catering functions are the responsibility of the club. The Facilities office does not provide linens for tables at catered events. 

· If your event is being catered, you must make sure that you request tables; this is not the caterer’s responsibility.

· It is expected that student organizations will be responsible for clean up of the school’s facilities immediately following their event (this includes catered events). A fine will be charged ($100) to the club by Facilities if these guidelines are not followed. The second violation will result in an additional fine ($250) and suspension of facility usage for the remainder of the year.

8.6 Audio/Visual Requests

The following is a list of equipment your club can reserve through Facilities as long as the request is made 24 hours in advance of the scheduled event. 

A/V Equipment reserved through Facilities

· Camcorders w/tripod (you need to supply your own VHS Tape) 

· Computer/projector inside rooms 

· Overhead projectors for transparencies 

· Moveable computer cart with LCD projector 

· Laptop connections 

· TV/VCR cart 

· 35 mm slide projector

If you are bringing in your own equipment (i.e., laptop) notify Facilities at the time of your reservation. This allows staff to have the proper cables available.
If the equipment you need is not provided by the School, please reference section 9.0 for alternative audio visual equipment suppliers.  

8.7 Building Hours (Fall & Winter)

Davidson Hall, Paton Accounting Center and Assembly Hall Building:

· Monday thru Thursday 7am to 10pm

· Friday 8am to 10pm

· Saturday & Sunday: Closed unless classes or events taking place.

Computing/Executive Education Bldg:

· Monday through Thursday: 7:30am to 2am

· Friday: 7:30am to 10pm

· Saturday: 10am to 10pm

· Sunday: 10am to 2am
Kresge Library

· As library building hours may change, please visit the Kresge Library website for the most current information: http://www.bus.umich.edu/KresgeLibrary/ 
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9.1 Catering

Afternoon Delight

Contact: Tom Hackett
Phone: 734-665-7513
Address: 251 East Liberty, Ann Arbor, MI
Website: www.afernoondelightcafe.com
Comments: Great customer service, but expensive.
Amer’s 

Contact: Catering Department
Phone: 734-761-6000

Fax: 734-668-0257
Address: 312 South State, Ann Arbor, MI
Atlanta Bread Company

Contact: Al
Phone: 734-622-0311
Address: 640 Pack Street, Ann Arbor, MI 48104
Services: Deli-type lunches.  

Comments: Great box lunches.  Can handle 400+ lunches.  Only needs 24 hour notice.  Delivery available.  

The Back Alley Gourmet
Contact: Guerda Harris, planning/captain/billing (Cell 734-320-7828)
Phone: 734-662-1175
Address: 609 S. Main Street, Ann Arbor, MI 48104

Bean & Bagel Café & Deli

Contact:

Phone: 734-944-6301

Fax: 734-994-6302
Address: 1355 East Michigan Avenue, Saline, MI 48176

Cosi 

Contact: Tom
Phone: 734-332-1669
Address: 301 South State Street, Ann Arbor, MI
Comments: Great box lunches.

Cottage Inn Catering 

Contact: Dave Metz
Phone: 734-663-3379
Address: 512 East William, Ann Arbor, MI 48104

Corner Café

Primary Contact: Patti Gamage
Secondary Contact: Tom Charters
Phone: 810-564-4000
Address: 103 West Vienna Road, Ann Arbor, MI 
Email: pattipgamage@earthlink.net
Effortless Entertaining

Primary Contact: Amie Mongeau
Secondary Contact: Donnie Burton
Phone: 734-544-4487

Fax: 734-544-4497
Email: Eentertaining@aol.com
Executive Residence

Contact: Eileen Shields
Phone: 734-615-4806
Address: 701 East University, Ann Arbor, MI 48109

Executive Residence Catering 

Primary Contact: Anne Mitchell (annem@bus.umich.edu)
Dining Room Manager: Charles Adams (catoms@umich.edu)

Fabulous Foods Catering

Contact: Laura Livingston
Address: 625 Avis Drive, Ann Arbor, MI 48108
Food Art
Contact: Brenda Miller, planning/billing (Cell 734-320-7828)
Phone: 734-428-1958
Address: 9825 Bethel Church Road, Manchester, MI 48158

Food for All Seasons

Phone: 734-474-9099
Address: 124 West Summit, Suite C, Ann Arbor, MI 48103

Jeff Zak Catering
Contacts: Jeff Zak, owner; Mary Zak, planning/billing; Mary Anne, captain; Lynette, bartender; Matt, chef
Phone: 734-459-7125
Address: 448 Forest Avenue, Plymouth, MI 48170
Website: www.jeffzakcatering.com
Laura’s Catering
Contact: Laura Lemeiux (Cell 734-320-6013)
Phone: 734-475-6309
Address: 4176 Clear Lake Shores, Grass Lake, MI  49240

Marketplace Café 

Contact: Claudia Piper
Address: 1000 Nicollet Mall, Minneapolis, MN
Email: claudia.piper@target.com
Michigan Occasions LLC, Unlimited Planning Services

Contact: Kathy Hentschel
Phone: 734-662-7990
Address: 2203 Melrose Ave., Ann Arbor, MI 48104

The Moveable Feast

Contact: Daniel Huntsbarger
Phone: 734-663-3278
Address: 326 West Liberty, Ann Arbor, MI 48103-4341

PR Strategies

Contact: Beverly Lyons
Phone: 248-360-9515
Address: 2590 Arneth Road, West Bloomfield, MI 48324

Quality Foods

Contact: Chef Michael Cooper (Cell 734-216-9182)
Phone: 734-429-4183

Signature Catering

Primary Contact: Amy Sell
Secondary Contact: Chef Jim
Phone: 734-944-4445
Address: 733B West Michigan Ave, Saline, MI 48176
Website: www.signaturecateringllc.com
Comments: Offers full catering, express lunches and a combination buffet. Competitively priced. Very Friendly.

Smoke House Blues

Contact: Matt Parent
Phone: 734-434-5554
Address: 4855 Washtenaw, Ann Arbor, MI 48108
Website: www.smokehouseblues.com
Comments: Good food.

University Catering 

Contact: Laura Kokales
Phone: 734-260-6242
Address: 2101 Bonisteel, Ann Arbor, MI 48109-2090

V/Gladieux Enterprises

Contact: Roger Brown
Phone: 734-995-4661

Address: 1000 South State, Ann Arbor, MI 48109

Zanzibar

Contact:

Phone: 734-994-7777

Cell: 734-480-3930

Fax: 734-662-4407
Address: 216 South State Street
Comments: Offers hors d’oeuvres, boxed lunches, pastries, antipasto, Mexican dishes, Italian dishes and Asian dishes.   

Zingerman’s Catering
Phone: (734) 663-3400
Address: 422 Detroit Street, Ann Arbor, MI 48104

9.2 Beverage Services
A&L Wine Castle

Contact: MarHar
Phone: (734) 665-9463
Address: 2424 W. Stadium Blvd, Ann Arbor, MI 48103
Services: Wine, Beer, Liquor 

Comments: Great selection.  Delivery Available.
Big Ten Party Store
Phone: (734) 662-0798
Address: 1928 Packard Street, Ann Arbor, MI 48104
Services: Wine, Beer, Liquor, Party Materials 

Comments: Great selection of wine, beer, cheese, cocktail napkins.

Popco

Contact:

Phone: 734-996-4540
Comments: Bulk soda.
Village Corner
Phone: (734) 995-1818
Address: 601 S. Forest Avenue, Ann Arbor, MI 48104
Services: Wine, Beer, Liquor

Comments: Great selection.  Close to campus.  Delivery available. 

9.3 Cakes/Baked Goods

Carole Kerr

Phone: 248-684-2121

Celeste Bell

Phone: 734-741-8370

Gisha Pucheta

Phone: 248-478-3005

Gwen Briston

Phone: 734-429-2039

Services: Formal and informal cakes.

Comments: Excellent service. Beautiful and delicious cakes.  Great prices.

Kay Lynn Cakes

Phone: 517-456-7634

Moveable Feast

Phone: 734-663-8637

Queen of Hearts

Phone: 734-944-9223

Zingerman’s

Contact: Sharyl Politi (spoliti@zingermans.com)

Phone: 734-761-7255

9.4 Facilities

Facilities Office, Stephen M. Ross School of Business

Phone: 734-764-1364
Address: D2245 Davidson Hall

Services: Contact to reserve rooms within the Business School.
Michigan League

Contact: Sue Kerry

Phone: 734-764-0446

Address: 911 North University, Ann Arbor, MI 48109

Website: http://www.umich.edu/~league/index.html 

Services: Banquet rooms for any size engagement.  Catering and beverages available onsite.

Comments:  Convenient on-campus location.  Many options for rooms.  University student organization rates (see http://www.umich.edu/~league/meetings.html) 

Michigan Union

Phone: 734-763-5911

Fax: 734-763-1388

Address: 530 South State, Ann Arbor, MI

Website: www.umich.edu/~munion/ 

9.5 Entertainment

9.5.1 Bands

The Couriers

Phone: 734-483-8266

Espresso

Contact: David Sterns

Phone: 734-439-2151

Neil Alexander

Phone: 734-662-7465

Sun Messengers

Phone: 313-881-5716

Tuxedo Junction

Contact: David Heiple

Phone: 248-634-8038

Community High School

Contact: Mike Grace (mike@chsjazz.org)
Phone: 734-994-2021
Address: 401 N. Division, Ann Arbor, MI 48104
Services: Band

Comments: *Great group of kids, inexpensive and reliable.  Payment can be made with Non-PO Vouchers.

Bugs Beddow Band
Website: bugs@bugsBeddow.com
Comments: More expensive than others, but very good.

9.5.2 DJ’s

Dazz Dance

Phone: 313-769-0175

Joe Cornell

Phone: 810-626-1100

Sound Investment

Phone: 800-439-5359

Thomas and Thomas

Phone: 800-400-8381

Comments: Excellent service. Competitive prices. Recommend DJ: Lauren Mathews.

Terry Hughes

Phone: 734-572-9535

9.5.3 Jazz

Bird of Paradise

Phone: 734-662-8310

9.5.4 Carillon

Joseph Daniel

Phone: 734-936-3115

9.5.5 Harpist

Rochelle Martinez

Phone: 734-475-1660

Laural Federbush

Phone: 734-663-9292

9.5.6 Strings

String Band 

Contact: Jack Wallen

Phone: 616-432-2691

Huron String Quartet

Contact: Chris Mark

Phone: 517-263-2380

Trillium Strings

Contact: Anne Ristich

Phone: 734-213-2849

9.5.7 Pianist

Leigh Travis 

Phone: 734-761-3427

9.5.8 A Capella

Campus A Capella Groups 

Website: http://www.arts.umich.edu/programs/leadership/acappella/ 

9.6 Florists

Carriage House

Phone: 517-545-3130

Chelsea Flowers

Contact: Claire

Phone: 734-662-5616

Comments: Claire provides excellent service.  Beautiful flowers and arrangements.

Emerald City

Phone: 734-454-7077

Lily’s Garden

Phone: 734-663-2693

My Favorite Plant

Phone: 734-320-2184

Services: Plant purchasing and rental.

Nature’s Treasures

Contact: Amy Martyka

Phone: 313-937-3858

Tom Thompson Flowers

Contacts: Tom, Barb
Phone: 734-665-4222
Address: 504 S. Main Street, Ann Arbor, MI 48104
9.7 Photographers

Anne Keesor

Phone: 734-995-9668

David Meyer

Phone: 734-996-4422

D&L Photography

Phone: 248-624-9483

Edwards Photography

Phone: 248-948-9500

Frank Kid

Contact: Frank

Phone: 248-676-2723

Cell: 248-882-3176 

Email: frankkiddphoto@comcast.net

Linda Wan

Phone: 734-663-7069

Lorraine Pantic Photography

Contact: Lorraine Pantic

Phone: 718-694-0711

Cell: 917-864-8542 

Address: New York

Email: lpphoto@earthlink.net

Website: www.lorrainepantic.com
Patrick Adams

Phone: 734-663-8254

Steve Kuzma

Contact: Steve 

Phone: 734-996-4550
Address: 1240 Jewett Avenue, Ann Arbor, MI 48104
Website: www.kuzmaphoto.com
Comments: Affordable, flexible.
9.8 Videographers

Jeffery Pask

Phone: 734-484-9392

Memories of Yesterday

Phone: 734-728-2657

Prarie Dog

Phone: 419-843-7382

9.9 Valet Parking

Kerby’s Kurb Service
Contact: Bill Kerby (Cell 734-368-2608)

Phone: 734-741-7154
Address: 275 Highlake Avenue, Ann Arbor, MI 48103

Comments: Good service, reliable.
9.10 Transportation

Ann Arbor Metro

Contact: Eddie

Phone: 734-507-9220

Arbor Limo

Phone: 734-663-5959

Around Town Inc. Tours

Contact: Sheila Dumont

Phone: 734-622-7790

Golden Limousine, Inc.

Contact: Sean Duval

Phone: 734-668-8282

Address: 4300 Varsity Drive, Suite B, Ann Arbor, MI

Email: sean@goldenlimo.com

Republic Parking 

Phone: 734-668-6479

Services: Parking validation at Forest Street Parking Structure

SelectRide

Contact: Doris Wunderlich

Phone: 734-663-3795 x123

Fax: 734-663-9983

Email: doris@selectride.com

Services: Parking vouchers for taxi services

9.11 Tent/Equipment Rentals

Action Rental Center
Phone: 734-971-8330
Address: 4051 Carpenter Road, Ypsilanti, MI 48197
Delux Tents & Events
Phone: 734-483-2561
Address: 2090 S. Congress Street, Ypsilanti, MI 48197
Colonial Party & Event Rental
Phone: 248-589-3544
Address: 222 Park Street, Troy, MI 48083
Three Chairs Company (verify….)
Phone: 734-665-2796
Address: 215 South Ashley, Ann Arbor, MI 48104
Website: www.threechairs.com
Fox Tent & Awning (fact check………..)
Contact: Dave Fox
Phone: 734-761-4343

Address: 617 South Ashley, Ann Arbor, MI 48103

A-1 Rental Inc

Contact:

Phone: 734-663-0060
Address: 2285 West Liberty, Ann Arbor, MI 

9.12 Linens

Kwik-Covers

Phone: 315-498-4293
Address: 4991 Elgin Court, Syracuse, NY 13215
Website: info@kwikcovers.com
Services: Table covers.  

Comments: These are great for informal large-scale events.  They table covers come in various colors and are disposable.  
Party Linens

Contacts: Suzie or Francine
Phone: 248-332-8700
Address: 2150 Franklin Road, Bloomfield Hills, MI 48302
9.13 Decorations

Party Central 

Phone: 734-572-0990

Address: 2455 South Industrial, Ann Arbor, MI

Services: Balloons 

Three Chairs Company

Phone: 734-665-2796
Address: 215 S. Ashley Street, Ann Arbor, MI 48104
Website: www.threechairs.com
Services: Candles, votives. 

Comments: Great selection.

9.14 Awards/Gifts

Ascott Corporation

Contact: Marcia

Phone: 734-663-2023

Fax: 734-663-0374

Address: 1202 North Main, Ann Arbor, MI

Email: Marcia@ascott.com

Services: T-shirts

Cookie Expressions

Contact: Thomas Bamrick

Phone: 888-232-2447

Email: cookie@buffnet.net 

Website: www.cookieexp.com 

Services: Thank you gifts for reception companies.

Image Builders

Contact: Sue Geshel

Phone: 517-333-8889

Address: 1060 Trowbridge Road, East Lansing, MI

Website: www.ibupromotes.com

Insta Plak Inc.

Primary Contact: Gayle

Secondary Contact: Dale

Phone: 734-665-8514

Address: 738 Airport Blvd., Pittsfield Twp., MI

Services: Plaques

Comments: Inexpensive.  Does not deliver.

Kelleher Enterprises

Contact: Mary Bonisteel (x200, mbonisteel@kelleher-inc.com)
Phone: 734-677-0944
Address: 2330 E. Stadium Blvd., Ann Arbor, MI 48104
Email: mbonisteel@kelleher-inc.com 

Services: Plaques

Comments: 4 week delivery and proofing.  Email layouts.  Expensive, but fancy.

Kilwins Chocolates

Contact: Karen Piehutkoski

Phone: 734-769-7759

Fax: 734-327-4075

Address: 107 East Liberty, Ann Arbor, MI

Services: Party favors or gifts.

Comments: Great candy.

Stephen M. Ross School of Business Marketplace 

Contact: Marketing Club-Marketplace or Michelle Adams 

Comments: Customized orders accepted. 

Westhawk

Contact: Sarah Spratt

Phone: 734-761-3100

Address: 1717 South State Street, Ann Arbor, MI 

Email: westhawk@earthlink.net 

Website: www.westhawkind.com 

Comments: Great deals.

9.15 Hotels

Bell Tower

Primary Contact: Carla Redmond

Secondary Contact: Erika Boehnke

Phone: 734-769-3010

Fax: 734-769-4339

Address: 300 South Thayer, Ann Arbor, MI 

Email: info@belltowerhotel.com 

Website: www.belltowerhotel.com 

Campus Inn

Contact: Jim Britzinger

Phone: 734-769-2200

Phone: 800-666-8693

Fax: 734-769-2224

Address: 615 East Huron, Ann Arbor, MI 

Email: sales@campusinn.com
Website: www.campusinn.com/home.html
Kensington Court 

Contact: Erin Boeve

Phone: 734-761-7800

Fax: 734-761-1040

Address: 600 Briarwood Circle, Ann Arbor, MI 

Email: eboeve@kcourtaa.com 

Website: www.crowneplaza.org  

Comments: Great space.  Can accommodate a large number of people in reception space.

Four Points by Sheraton

Contact: Doug Chapin

Phone: 734-996-0600 extension 158

Fax: 734-996-5898 

Address: 3200 Boardwalk, Ann Arbor, MI

Email: dchapin@sheratonannarbor.com
Website: www.sheratonannarbor.com
Comments: Call Doug for Starwood Preferred Planner promotion for January 1-June 30, 2005. 

Inn at the Michigan League

Phone: 734-764-3177

Address: 911 North University, Ann Arbor, MI 48109

Website: http://www.umich.edu/~league/facilities.html#inn 

Comments: University rates.  Convenient on-campus location.  

9.16 Printing (Invitations, Programs, Etc.)

The Ross School of Business is currently undertakins a Strategic Vendor Program for Printing.  Simply speaking, this means there will be a list of preferred providers for commercial offset printing and students, faculty and staff ar expectd to access these providers.  Please watch for changes in policy through the Office of Student Life.

University of Michigan Printing Services should be one of your first considerations for printing items such as inviations, postcards, brochures and flyers.  Feel free to contact them for a competitive bid.  

University of Michigan Business Services
Phone: 734-764-6230

Website: http://mbiz.bf.umich.edu
Blade Printing

Contact: BJ Claus (Cell 419-344-1221)
Phone: 419-241-6217
Address: 201 Morris Street, Toledo, OH 43602

Services: Branded notecards and folders
Discount Wristband
Email: discountwristbands@hotmail.com
Website: www.discountwristbands.com 

Services: Wristbands and other printing services. 

International Minute Press Downtown Ann Arbor

Phone: 734-741-9100

Address: 301 East Liberty, Ann Arbor, MI 48104

Services: Stickers

Kolossos Printing

Contact:

Phone: 734-994-5400
Address: 310 E. Washington, Ann Arbor, MI 48104
Stephen M. Ross School of Business, Software Support

Contact: David Oliver

Email: oliverd@bus.umich.edu or RSBsofthelp@umich.edu 
Services: Posters; Billboards

Comments: $27 for each mounted poster.  Accepts shortcodes for payment.  Two options for creating posters: 1) Design yourself in PageMaker; email file to Dave and to Softhelp 2) Have Dave design posters for you ($25 per hour for design work). 

Stephen M. Ross School of Business, Software Support

Contact: Gigi
Email: RSBsofthelp@umich.edu
Services: Nametags and Nameplates

Comments: Very Fast turnaround.  Fairly inexpensive.  Accepts shortcodes for payment.

Full sheet is $1, color copy is $1, total $2 per sheet, 9 nametags per sheet.  To request nametags or nameplates, email a request to RSBsofthelp@umich.edu.  Include the following in your request: 1) Excel files of names.  The Excel file should be set up with Column 1: First Line (first name), Column 2: Second Line (last name), Column 3: Third Line (company name or title); 2) Short code number; 3) Specifics on nametags (e.g. Dean’s Standard – card stock, sticky backing, full-color logo, etc.)   

Tepel Bros.

Contact: Steve Lemm

Phone: 248-408-9470

Address: 1200 East Avis Drive, Madison Heights, MI 48071

Email: slemm@geiworld.com
WestHawk Industries 

Contact: Sarah Spratt
Phones: 734-761-3100

Website: http://207.122.589.com/westhawkind/main.htm
Services: Giveaways, Nametag holders, Folders etc.
Comments: Works with any budget.  Have so many options – see website.  Does a lot for Business School. 

9.17 Copy Services

University of Michigan Business Services

Copy Center

Stephen M. Ross School of Business

Address: 701 Tappan, Room D0245, Lower Level Davidson Hall

Phone: 734-764-8266

Kinkos

Contact: Gregory Humitz

Phone: 248-219-3642

Address: 2609 Plymouth Road, Ann Arbor, MI

Email: gregoryh@kinkos.com

Website: www.kinkos.com
Comment: Strategic Vendor with excellent rates.  

Kinko’s

Address: 2800 South State Street, Ann Arbor, MI 48104

Phone: 734-665-2400

Comment: Strategic Vendor with excellent rates.  

Office Max

Contact: David Ales

Phone: 734-769-4338

Cell: 810-444-3153

Fax: 734-769-9713

Address: 2777 Oak Valley Drive, Ann Arbor, MI

Email: dales@officemax.com

NOTE: Be sure to tell these companies that orders are for school related purposes in order to qualify for some discounts.  They may ask you for a tax ID.
9.18 Audio Video Equipment
AV Squared 

Contact: Mark Steinacker (Cell 517-861-0122)
Phone: 877-AV2-RENT
Email: avsquared@aol.com
Website: www.avsquared.com
Services: Audio and video equipment for classrooms.  Very familiar with the Business School.  Very prompt response to inquiries.  

Stephen M. Ross School of Business, Computing Services

Contact: Christy King

Phone: 734-615-3000

Services: Microphone

9.19 Sound/Lighting
Quest Lighting

Phone: 734-426-5038

9.20 iMpact Services
Stephen M. Ross School of Business, Computing Services 
Website: http://www.bus.umich.edu/Technology/CoreKnowledge/StudentCore/Modules/ManageProfile#ManageProfile 

Services: Registering on iMpact, Managing Your Personal Profile 
9.21 Event Errands

ACE Barnes Hardware
Phone: 734-665-7555
Address: 2015 W. Stadium Blvd, Ann Arbor, MI 48103
Services: Napkins, Party Favors, Preparation Needs

Comments: Excellent store. Offers a great selection of cocktail napkins, party knick-knacks, and other preparation needs.

John Leidy Shop

Phone: 734-668-6779
Address: 601 E. Liberty Street, Ann Arbor, MI 48104
Services: Serving ware.

Comments: Offers a great selection of cocktail napkins, dishes and flatware.

9.22 T-Shirts

Ascott Corporation

Contact: Marcia

Phone: 734-663-2023

Fax: 734-663-0374

Address: 1202 North Main, Ann Arbor, MI

Email: Marcia@ascott.com

Services: T-shirts

Café Press 

Website: www.cafepress.com   

Comments: Allow you to upload your own graphics. No minimum order size.

MidWest Graphics

Phone: 734-769-4700

Address: 3614 West Liberty Road, Ann Arbor, MI 48103

Todd Sullivan

??

West Hawk

Phone: 734-761-8430

Address: 1717 South State Street, Ann Arbor, MI 48104

9.23 Travel

Conlin Travel

Contact: Karen Mundus

Phone: 734-477-6058

Reservation Number: 677-3886

9.24 Two-Way Radios

Action Rentals

Phone: 734-971-8330

Address: 4051 Carpenter Road, Ypsilanti, MI 48197

9.25 Marketing

When working with a designer, please alert them to the fact that they may not alter our logo in any fashion.  Rather, the club logo should compliment the primary brand of the school.  In order to ensure brand equity, we strongly urge you to have your club’s logo reviewed by the Office of Communications.  

University of Michigan Services

SPG.603.10 Office of Marketing Communications 

http://spg.umich.edu/pdf/603.10.pdf
The Office of Marketing Communications provides consulting, creative, and project management services to University departments producing printed materials and publications, audio-visual media, and broadcast materials.  OMC assists with art, graphic design, advertising, marketing and sales management, multi-media production including video, motion and still photography, market research, copy writing, printing technology, and publications purchasing.    

Challenge Program

Contact: Val

Phone: 734-936-0603

Fax: 734-998-7200

Services: Team Games

Chris Nordman Associates

Contact: Chris Nordman

Phone: 248-738-0700

Fax: 248-738-9848

Email: nordmanc@aol.com
Website: www.eventfun.biz
Services: Sport Games

Defrost Design

Contact: Craig Steen

Phone: 248-591-9450

Email: info@defrostdesign.com
Website: www.defrostdesign.com
Event Metrics

Primary Contact: Thomas Townsend

Secondary Contact: Gordon Berg

Phone: 248-706-3246

Fax: 248-706-3260

Address: 721 South Gainsboriugh, Royal Oak, MI 48067

Email: ttownsend@eventmetrics.com
Services: Survey development and post-analysis.  Terrific results.  Will negotiate pricing.

FOURSIGHT Creative Group, Inc.
Primary Contact: Marla Booth

Secondary Contact: Liza Mondro

Phone: 734-453-6991

Address: 900 Starkweather, Plymouth, MI 48170

Email: marla@foursightcreative.com; liza@foursightcreative.com
Website: www.foursightcreative.com
Logo Design

Contact: Jessica Andrews 

Email: jebian@comcast.net  

Services: Logos provides as EPS and Illustrator files.

Comments: Jessica has done work with Mtrek, Marketing Club and Marketing Symposium in the past, so she is familiar with the University.  Reasonable rates (especially for student groups).  Easy to work with. 
Transformation Simulation: GBR

Contact: Susan Svoboda

Phone: 703-860-4851

Services: Team Games
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Best Practice


Have a manageable number of people on your executive board. According to many club presidents, a manageable number is around seven. 





Reserve a spot on your board for an MBA1, BBA1 and/or Evening MBA representative.








Best Practice


Appoint an assistant to the President or assistants to VPs with high-profile responsibilities. This accomplishes two things: first, it decreases the administrative load on executives in these positions, and second, it provides opportunities to involve first-year club members in the club’s management.





One club president interviewed recommends that presidents should introduce themselves to key stakeholders upon being elected. This is especially critical for presidents of new clubs. Stakeholders are key faculty, Admissions and OCD staff, faculty or staff at other UM schools (if relevant to your club). A 30-minute meeting with these stakeholders will allow you to develop relationships that will likely contribute to your club’s success and your success as a leader. Key people to meet with include:


Director of Student Life


Director and Assistant Director of Admissions


Director of OCD


Faculty – can help with future member education, etc.


Faculty and Staff at other schools – can help with event planning, marketing, etc. if relevant








Best Practice


Allow members to nominate themselves or others for more than one office. For example, if three people run for president, allow the two who don’t win to run for or be appointed to other positions. These people are often passionate about your club, and smart leaders will incorporate their energy and ideas rather than alienate them. 








Best Practice


Longer transitions are better. Electing new officers in February allows the new and outgoing officers to interact, share knowledge and plan for the next year.





If your club surveys its members, ask an open-ended question about leadership. Then share comments with the new, incoming officers to give them a sense for what members want from their leaders. 





Have a general membership meeting in the weeks immediately following elections. At the meeting, spend 10-15 minutes per major initiative or event from the past year and discuss what worked and what didn’t with the event. This provides the incoming officers with ideas for the next year. 





One club president interviewed recommends that incoming presidents should reach out not only to their immediate predecessor during the transition period, but also to past presidents for tips and best practices. Create a president’s network.





Create the club’s calendar as soon as possible following elections; when scheduling events, consider mid-terms and finals for core classes (MBA1s) 








Best Practices


Relationships with Recruiters: One club president stated that many times when her club speaks with a recruiter for the first time, she and the VP of Corporate Development will conduct a conference call in the OCD conference room and invite the club’s OCD Assistant Director to participate on the call. Having the AD on the call fosters a strong yet fluid relationship between the company, the club and OCD. 
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Edit Club Info
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