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An Association of Marketing Students®
SPORTS AND ENTERTAINMENT MARKETING MANAGEMENT

TEAM DECISION MAKING EVENT

PARTICIPANT INSTRUCTIONS

· The event will be presented to you through your reading of the General Performance Indicators, Specific Performance Indicators and Case Study Situation. You will have up to 30 minutes to review this information and prepare your presentation. You may make notes to use during your presentation.

· You will give an ID label to your adult assistant during the preparation time.

· You will have up to 10 minutes to make your presentation to the judge (you may have more than one judge), followed by up to 5 minutes to answer the judge’s questions. All members of the team must participate in the presentation, as well as answer the questions.

· Turn in all of your notes and event materials when you have completed the event.

GENERAL PERFORMANCE INDICATORS

· Communications skills—the ability to exchange information and ideas with others through writing, speaking, reading or listening

· Analytical skills—the ability to derive facts from data, findings from facts, conclusions from findings and recommendations from conclusions

· Production skills—the ability to take a concept from an idea and make it real

· Teamwork—the ability to be an effective member of a productive group

· Priorities/time management—the ability to determine priorities and manage time commitments

· Economic competencies

SPECIFIC PERFORMANCE INDICATORS

CASE STUDY SITUATION

You are to assume the role of management trainees for the public relations office of Kids’ Magic, an animated video production company. You have been asked by the company’s public relations director (judge) to prepare a press release and promotional campaign to counteract some recent bad publicity.

Kids’ Magic has been in existence for nearly 15 years, producing 20 short and full-length animated videos for children, many of which are classified as educational videos. Kids’ Magic has  a good reputation for producing high quality, effective educational videos for children of all ages. Several of the videos have received awards from educational groups for contributing to the education of America’s youth. Sales figures for all the videos have been considered exceptional in comparison to other children’s videos.

Until recently, Kids’ Magic has never had a complaint lodged against them or against any particular video. However, after the recent release of Snappy, the Talking Alligator, a children’s advocacy group made allegations of inappropriate background scenes in one segment of the video. Further research by Kids’ Magic did discover approximately 5 seconds where the background drawings could be judged as inappropriate. However, the company has not officially acknowledged the allegations of the group.

An extensive internal investigation found that the animator for that particular scene was a new hire who had only worked on that video. That animator has since been dismissed. As an overall precaution, the company has reviewed the other 19 videos. No other questionable scenes were found. All previously distributed copies of the Snappy videos were recalled and destroyed; new copies with the scene deleted are being produced and distributed.

Unfortunately, the public relations damage has been done. Several national newspaper articles and TV news features covering the story have run during the last couple of weeks. While the Snappy video has been recalled, sales of previously released videos have dropped from current sales trends. The public relations director (judge) is looking for a promotional campaign that would inform the press while also rebuilding the confidence of consumers. The original promotional campaign budget for the release of the Snappy video has already been spent on television ads that ran during Saturday morning programming and an entire print ad campaign that ran in both women’s and children’s magazines during the first month of release. In the past, your company has used such promotional ideas as tie-ins with fast food chains and cereal companies, special showings at local theaters, video character appearances at video stores and shopping malls, and special contests for elementary schools to win merchandise, including copies of the videos for all students. Fortunately, these promotional strategies were not yet used for the Snappy video release.

You are to present your promotional ideas, including a press release that will be released immediately, to the company’s public relations director (judge) during a meeting in the Kids’ Magic office. The director (judge) will begin the meeting by greeting you and asking to hear your ideas. After you have given your presentation and answered the questions, the director (judge) will conclude the event by thanking you for your input.
JUDGE’S INSTRUCTIONS

You are to assume the role of public relations director for Kids’ Magic, an animated video production company. You have asked your two management trainees (participant team) to prepare a press release and promotional campaign to counteract some recent bad publicity.

Kids’ Magic has been in existence for nearly 15 years, producing 20 short and full-length animated videos for children, many of which are classified as educational videos. Kids’ Magic has  a good reputation for producing high quality, effective educational videos for children of all ages. Several of the videos have received awards from educational groups for contributing to the education of America’s youth. Sales figures for all the videos have been considered exceptional in comparison to other children’s videos.

Until recently, Kids’ Magic has never had a complaint lodged against them or against any particular video. However, after the recent release of Snappy, the Talking Alligator, a children’s advocacy group made allegations of inappropriate background scenes in one segment of the video. Further research by Kids’ Magic did discover approximately 5 seconds where the background drawings could be judged as inappropriate. However, the company has not officially acknowledged the allegations of the group.

An extensive internal investigation found that the animator for that particular scene was a new hire who had only worked on that video. That animator has since been dismissed. As an overall precaution, the company has reviewed the other 19 videos. No other questionable scenes were found. All previously distributed copies of the Snappy videos were recalled and destroyed; new copies with the scene deleted are being produced and distributed.

Unfortunately, the public relations damage has been done. Several national newspaper articles and TV news strategies covering the story have run during the last couple of weeks. While the Snappy videos have been recalled, even sales of previously released videos have dropped from current sales trends. You are looking for some type of promotional campaign that would inform the press while also rebuilding the confidence of consumers. The original promotional campaign budget for the release of the Snappy video has already been spent on television ads that ran during Saturday morning programming and an entire print ad campaign that ran in both women’s and children’s magazines during the first month of release. In the past, your company has used such promotional ideas as tie-ins with fast food chains and cereal companies, special showings at local theaters, video character appearances at video stores and shopping malls, and special contests for elementary schools to win merchandise, including copies of the videos for all students. Fortunately, these promotional ideas were not yet used for the Snappy video release.

Your two management trainees (participant team) are to present their promotional ideas, including a press release that will be released immediately, to you during a meeting in the kids’ magic office. You may begin the meeting by greeting the management trainees (participant team) and asking to hear their ideas.

Following the presentation, you are to ask the following questions of each participant team. 

1.
How can we regain the public’s confidence in our entire product line, not just the Snappy video?

2.
What will you stress in the press release? Should we hold a press conference or just release the press statement through our normal news agencies?

3.
Since time is a critical factor, how quickly can we implement your promotional plan?

4.
How expensive do you think this campaign will be?

Once the management trainees (participant team) have presented their ideas and press release and have answered your questions, you may conclude the event by thanking the management trainees (participant team) for their ideas.

You are not to make any comments after the event is over except to thank the participants.

JUDGING THE PRESENTATION

The Management Team Decision Making events were created by DECA in response to the career opportunities available for participants in these occupational areas.

The participant team will first take a comprehensive exam based on knowledge of general marketing competencies. Participant teams with a career interest in one of the occupational areas will analyze a case situation related to a business in the chosen occupational area. The participant team will make decisions regarding the situation, then make an oral presentation.

The participant team will assume the role of a management team for the business represented in the case situation. The role of the judge(s) is that of an executive (if one judge) or executive team (if more than one judge) for the business.

Participants will be evaluated according to the Evaluation Form.

Participants will be scheduled for presentations at fifteen (15) minute intervals.

Please place the participant team’s name and identification number in the upper right-hand corner of the Evaluation Form (unless it has already been done for you).

During the first 10 minutes of the interview (after introductions), the participant team will present their analysis, decisions/recommendations, and the rationale behind the decisions. Allow the participants to complete this portion without interruption, unless you are asked to respond.

During the next 5 minutes you are to ask questions of the participant team to determine their understanding of the situation presented. Both members of each team should respond to at least one question. To ensure fairness, you must ask each participant team the same questions (questions are provided in the Judge’s Instructions). After asking the standard questions, you must ask other questions specific to the current participant team.

After the questioning period you will close the event by thanking the participants for their input. Then complete the Evaluation Form, making sure to record a score for all categories. The maximum score for the evaluation is one hundred (100) points. The presentation will be weighed at twice (2 times) the value of the exam scores.

A score of “Exceptionally Well Done” in any category means that, in your opinion, the information is presented in a very effective way; in effect, nothing more could be expected of an employee.

A score of “Well Done” in any category means that, in your opinion, the information is presented well. Though there may be a few minor problems or omissions, they are not significant.

An “Adequately Done” score means that the information is presented adequately. It meets minimum standards of acceptability.

A score of “Little Value” in any category means that some major flaw has been noted that damages the effectiveness of the presentation. This may be a major omission, a serious misstatement or any other major flaw.

A “No Value” score means that the information presented is of no value. It is presented in such a way that it does not help the presentation at all.

We hope you are impressed by the quality of the work of these potential managers. If you have any suggestions for improving the event, please mention them to your event director.
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