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The management of a national.or internstional mar-
keting competition is a relativelv copplex under=~
taking requiring a great deal of planning on &
wide variety of issues. The University of Mani-
toba Marketing Students Association {UMMA) has
successfully run such a competition for the past
5 years. This paper outlires & number of issues
faced by the University of Mapitoba Marketing
Comppetition (MC) and the procedures used to deal
with ther. This discussion should be valuable to
any school considering organizing or competing in
a inter-school competicion.

INTRODUCTION

Marketing simulation games were first introduced
in the early 1960's with the appearance of Marksim
and the first edition of Nesc and Dav's - Market-
ing in Action. These games offered students the
opportunity to experience, first-hand, many impor-
tant business management concepts and tasks such
as, {1) develcping a strategv for their firm,

{2) working with their peers to reach consensus

on that strategvy, (3) making the necessarv oper-
ating decisicns, and (4) observinp the results of
these decisions made under conditions of uncert=~
ainty., Such experiences were difficult, if not
impossible, to duplicate in lecture or discussion
formats and potentially very costly if attempted
in the real wcrld.

At present, there are about 10-12 marketing simu-=
lations available from the major publishers, each
with somewhat differentiated/unique learning ob-
Jjectives. There are an even larger number cof
management and genmeral business simulations.

The development of these challenging simulations
has alsc increased the opportunities for national
and interpational University-based competiticns.
Decisions and results can be efficiently compiled
and delivered bv telephone and computer sc that
such events can be held at a reasonzble cost.

The interaction and "friendly" competition bet-
ween students of diverse backgrounds from variocus
parts of North America provides for an exciting,
enjoyable and valuable learning experience for
all who take part. It was with such a spirit
that the Manitoba Marketing Competition (MMC)

wag born.

The MMC is by no means the only inter-collegiate
business game competition. What, to the best of
our knowledge, were the pioneer matketing games
were held during the mid-to-late sixties at
Michigan State University. At the present time,
Gecrgia Southern Ceollege, Emory University, The
University of Nevada-Renc, GQueen's Universicy,
and M thattan College (New York) all sponsor
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Grod, The University of Manitoba, Winnipeg
Tax, The Universitv of Saskatchewan, Saskatoon

sicilar competitions, and there'may be a number of
others. However, the MMC is the only competition
which focusses exclusively on marketing. The
cthers use general business simulations such as
The Business Managewent Laboratory, the Executive
Simulation and The Business Policy Game as the
basis for their competition.

Like the Phoenix, the MMC rose from the ashes of
the Milwaukee Intercollegiate Business Game Com-
petition sponsored by Marquette University and
the University of Wisconsin-Milwaukee. The Univ-
ersity of Manitcba had coompeted in the Milwaukee
Garme for many vears and alwavs regarded the com-
petition as a very positive learning experience
for the group of participating students. Faculty
advisors also enjoyed going along to sample a few
of the principal things that have made Milwaukee
famous.

With the suspension or termination of the Milwau-
kee Game in 1952 we started to give serious con-
sideration to launching a similar competition teo
enable a larger number of our students to parti-
cipate in this positive experience. As a result,
the MMC was initiated in the fall of 1983.

MANAGING THE COMPETITION
Selection of Game

The selection of an appropriate simulation is a
critical factor in the success of any 'game-
based” competition. The MMC considered a number
of criteria or essential qualities that a simula-
tion should possess to meet its needs. Among the
most important attributes were:

1. that the simulation not be subject to easily
duplicated strategies (steep learning curve)
from play to play, since many participants way
have played the game previously;

2, a decisicn could be made in a reasonable
pericd of time;

3. the game would be challenging and operate in
a manner consistent with accepted marketing con-
cepts and principles and;

4, performance must be relatively simple to
measure and evaluate.

Markstrat, one of the most popular markering
simulations currently in use has successfully

met all of the requirements ¢f the MMC. The game
provides a comprehensive and fair challenge to
the participants, is easily managed by the com
petition organizers and can be generally eval-
uvated bv people with business backgreunds whe are
not intimately fawmiliar with all the details of



evaluation. Judges select a "winner" froc each
industry by evaluating each firm's finamcial per-
forrmance (307 weighting) and a presentation of
thelir marketing strategy and plans made to the
judpes who act as an independent Board of Direc-
tors (50% weighting). All teams within an in-
dustry present to the sawe Board which is typic-
ally composed of five pecple.

For the second phase each of the industry winners
formally present their marketing strategy again
the following dav. A different Board of Direc-
tors judges this presentation and has the oppor-
tunity to question each team about their perform—
ance and the raticnale for their strategy. This
final presentation and questioning is the sole
basis for determining the overall competition
winner.

A second lssue concerning the judging involves
the selecticn of judges. Should they be academ-
ics, business pecple or some combination of the
two? The MMC requires a toral of approximately
30 judges; teams of 4-5 for each of the industry
evaluations and a panel of 10-12 for the finals.

Most of the judges are representatives of organ-
izations who have sponsored the competition or
senior business executives from the comrunmity.
One member of the Faculty of Management is on
each of the five person judging panels. 1In agd-
diticn, a facultv member and the Dean of the
Faculty sit on the Board for the fimal presenta-
tions. While some participants have expressed
concern on occasion with some aspects of the
Judging - notably that financial performance
tends to be discounted in the finals - most find
the system of evaluation quite eguitable.

All participating students receive a certificate
of participation for competing in the simulation.
Members of the winning team in each industry also
receive individual plaques, while the overall
winning team receives a travelling trophv which
it retains for a vear, a large plague which the
school gets to keep and special prizes for each
team member and the faculty advisor -~ Cross pen
sets, Eskimo socapstone carvings or leather brief-
cases.

Funding/Sponsors

Each competing team pavs a registration fee of
§150 teo partially cffset some of the expenses in
administering the game. In addition they are
responsible for their own transportation to
Winnipeg and their accommodation during the
finals' weekend. All other expenses are covered
by the competition and its sponsors.

The total budget for the competition isg some~
thing in excess of $17,000, over half of which is
incurred for the Awarde Banguet and other activ-
ities of the finals weekend. COther significant
expenses Include postage, telephone and courier
charges, and awards for the judges and compet-
itors. Most of these funds are raised from local
sponsoring firms who contribute from $100 to
$3,000. each to the cause. Last vear 1B organ-
izations supported the competition. In additien,
we were alsoc able to obtain a commitment from the
President of the University's Academic Develop-
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ment Fund for a significant level of support over
a three year period. This actually enabled the
competition te generate a surplus which is ecarried
over to the feollowing vear.

The teams obtain their support in several wavs.
In some cases they have been able to obtain pri-
vate spenscrs., For the most part, however, their
expenses are covered by thelr Department or
Schocl. Obtaining the monev to participate does
not seem to have been a problem.

THE RESLULIS

Eighteen teams from fifteen different colleg: -
and universities competed in the 19B&/87 con-
petition. They included Acadia University and
the University of Moncton fromr Eastern Canada,
the Universgities of Saskatchewan and Alberta from
Western Canada and Florida aAtlantic Universirty
anéd St. Leo College of Florida from the Southern
United States. In the final presentations
Bowlipg Green State Universitv came out on top
fer the second consecutive year while the Univ-
ersity of New Brunswick captured second place.
Teams from the University of Maniteba and Acadia
University were also among the finalists.

CORCLUSION

Since its inception, the competition has provided
a number of benefits to the U of M Marketing
Students Association (IMMA), the participating
tear members, the local business community and
the U of M.

The MMC has grown to become the keystone event in
UMM 's annual program and the competition's pop-
vlaricy has contributed a great deal to the over-
all success of the organization. Managing the
MMC gives the marketing students an opportunity
to put into practice many of the skills they
learn in the classroom. Some, like developing
and implementing strategic plans cannot be ef-
fectively dealt with in a traditicnal lecture or
discussion format.

The MMC offers a rich learning oppertunity for
local and out-of-town game participants. The pro-
cess of developing, implementing and presenting
marketing strategies within a competitive environ=-
ment as well as the business related seminars
contribute to the educ:itional aspect of the com—
petition. There is alsc a strong social compon-
ent to the MMC. Competitors are given a chance

to meet and socialize with fellow students who
come from a variety of backgrounds and geographic
locations. This is especially valuable to stud-
ents whose schools are physically isolated from
other business schools.

The local business community which participates
by sponscring and judging the competition are
also "winners." They get to meet and observe
students in an atmosphere far removed from the
job interview environment. This allows ther to
get a better grasp of the character and capab-
ilities of todav's marketing students as well as
simply enjoy the presentations.
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Finzllv, the U ¢ ¥, and more specifically the 7.
Faculty of Management, enhanies its reputaticn

and the quality of its programs by hosting an

event which, teo date, has beer extrezely suc-

cessful.

:
3 EXHIEIT 1 8.

Information on Cozputerized Marketing Similationps

Commercially Fublished

1 1. Markstrat: A Marketing Strategy Game

Jez Tlaude larreche and Hubert Gatignen 9.
The tientific Press

The -tanford Barn

Falo aAlto, CA

94304

-~ this is the address for the Participant's 10
Manual and the computer preogram for the
mainframe versicon of the simulation.

- a micre cemputer based versicn is also

available under license from:

STRAT*XN 5.4, 11.
73 Rue Victer Huco

77250 Veneux Les Sablons

France

Marketing Simuletion: Analvsis for Decision
Making

Bob Brobst and Ronald F. Eush

Harper and Row Publishers, Inc.

[a+)

10 East 53rd Street 12.
Xew York, Kew York
10022

3. Marketinz in Action: A Decisicn Game
Thomas E. Kess and Rzlph L. Day
Richard D. Irwin, Inc.

Homewsod, Illinois

BRANDMAPS: The Competitive Marketing
Strategy Game

Randall G. Chapman

Prentice Hall

Englewood Cliffs, N.J.

07e32

INDUSTRAT: The Strategic Industrial
Marketing Simulation

Jean-Claude Larrech and David Weinstein

Prentice Hall

Englewood Cliffs, K.J.

07632

Laptop: A Marketing Simulation
A.J, Faria and John R. Dickinmson
Business Publications, Inc.
Plano, Texas

75075

Marketing Dvnamics: Decision and Contrel
Charles L. Hinkle and Russell €. Koza
MeGraw-Hill, Inc.

New York, New York

- may be out of print

Operation Encounter: Marketing Decision
Making in a Changing
Emvironment

Ben F. Doddridge and J. Rodney Howard

Goodvear Publishing Ce., Inc.

Pacific Palisades, California

~ may be out of prinmt

Marketing Strategv: A Marketing Decision
Game

Louis E. Boone and Edwin C. Hackleman, Jr.

Charles E. Merrill Publishing Co.

Columbus, Ohio

- may be out of print

Commerciallv Published

Not

- both 3 mainframe and a micro computer

version are available. 1.

4. Compete: A Dvnamic Marketing Simulation

A.J. Faria, R.0, Nulsen, Jr., anc D.S.
Roussos
Business Publications, Inc.
Plano, Texas
- a micro computer version is available as: 2,

Micro-Compete

D.S. Roussecs

Busintess Publications, Inc.
Planc, Texas

e i

5. The Marketing Game!
Charlotte H. Mason and Wm. D. Perrault, Jr.
Richard D, Irwin, Inc.
Homewood, Illincis

6. Paintco: A Computerized Marketing Simulation
J.C., Gallowav Jr., J.R. Evans and &. Berman
Macrillan & Co.

Kew York, Kew York
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COMPUTYPE: A Strategic Marketing Game
Peter W. Pascld

Faculety of Commerce and Administration
Concordia University

1455 De Maisonneuve Blvd., West
Montreal, Quebec

H3G 1M8

The Market Place
Ernest R. Cadoote
College of Business
Undiversity of Tennesec
Knexville, Tennesee




