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Overview of ADC, FMP, and SEpp
In  Advert is ing Campaign (ADC),  Fashion Merchandis ing Promot ion Plan (FMp),  and Sport  ano
Enter ta inment  Promot ion Plan (SEPP),  the last  of  which is  new in the 201i , -2012 school  year ,  you wi l l  be
creat ing a market ing p lan to benef i t  a  par t icu lar  product ,  serv ice,  company,  or  business.

These events consist  of  a 100 quest ion test ,  an 11 page wr i t ten p lan,  and a 15 minute presentat ion
fo l lowed by 5 minutes for  quest ions.  A team of  up to three (3)  may compete in  these events.

Tlz,,: "{ui ri';.Lq:* V\azz
'  The wr i t ten p lan is  l imi ted to a st r ic t  maximum of  11 pages double-spaced.  l t  is  recommended

that  you ut i l ize a l l  L1 pages.  This l imi t  exc ludes the t i t le  page and the Table of  Contents.
.  l t  must  fo l low the format t ing guidel ines found on the DECA websi te ( l ink in  the Resources

sect ion)  or  incur  penal ty  points.  These guidel ines are very speci f ic .  Before conferences,  have an
of f icer  check your  p lan for  penal ty  points,  or  check i t  yoursel f .

r  l t  is  the most  deta i led source of  in format ion you wi l l  be g iv ing your  judge;  be sure to expla in
how each component  of  your  p lan helps achieve your  wel l -def ined object ives.

r  The p lan must  be wel l - researched,  real is t ic ,  prec ise,  and neat .

' i ' i  
r  : ' l  l : '  ; " ' : :s ; ' - r iT {  ; ,  i  i ,  }  i l

o  The presentat ion should range f rom L0-15 minutes,  fo l lowed by 5 minutes of  quest ions.
o l t  should cover  a l l  the components of  your  p lan.
.  Don' t  forget  that  each person needs to answer a quest ion.

o Ut i l ize v isuals l ike PowerPoint  presentat ions,  but  don' t  go overboard on t ransi t ions.
'  Try to min imize the number of  words per  s l ide.  lnstead,  work on d i f ferent ia t ing yoursel f  and

r r n r  r r  n r n r l r  r r f

' i ' i i* "f *s;t.
r Al l  three of these events wil l  require the Marketing Cluster Exam. You should also take the past

exams of any other events that now require the Marketing Cluster Exam, including events in the
Team Decis ion Making and lndiv idual  Ser ies categor ies.

r  As a lways,  you have 90 minutes to complete 100 quest ions.  Be capable of  complet ing the test  in
60  m inu tes .

r  A l is t  o f  per formance indicators that  can be covered in test  quest ions is  avai lable onl ine (see

Resources) .

o The test  is  weighted as 1/3 of  your  score.  The p lan and presentat ion is  weighted together  as 2/3

A*C Written Fian S€ructure
The ADC wr i t ten p lan consists  of  e leven d i f ferent  sect ions that  come af ter  the unnumbered t i t le  page
and Table of  Contents.  Al l  are requi red except  the appendix.  Al l  sect ions must  have c lear ly  v is ib le t i t les.
Addi t ional  subsect ions are permi t ted i f  you real ly  want  to have them, but  onlv  subsect ions.



General ly  you wi l l  have both a pr imary and secondary target  market .  Select  them carefu l ly  to

di f ferent ia te your  p lan.

' 1 ,  t r : , : ; ; , i  i  t : : ? : 1 ' l i i j g . : i

The pr imary target  market  is  the most  l ike ly  to buy the product  and wi l l  be the main focus of  your

p romo t i ona l  campa ign .

13. 5{: {: t1 ;1 t}i't t"v t *i: t"ltr:Ls

The secondary target  market  can be future members of  your  pr imary target  market  or  s imply people

that  are less l ike ly  to buy the product .

i  .  : l  - -  
'  r r " ,  ! i i ng  M*s i i *  5c ! * c t i c i i :  l J * ccssanv  f ' * r  f he  { , a t * t ; a i g : :

This  sect ion is  where you have to wr i te  about  how you are going to adver t ise your  product ,  serv ice,  or

company.  Wr i te about  which media you wi l l  use:  the in ternet ,  outdoor adver t is ing,  the te lev is ion,

magazines,  etc .  Make sure to expla in why you chose each medium and how i t  wi l l  reach your  target

market .  Be speci f ic  in  your  descr ipt ions of  each medium; don' t  say search engine adver t isements,  but

instead say Google Ads about  sui ts  on searches for  "barneys" .

This is  a long and important  sect ion of  your  wr i t ten p lan,  one of  the p laces where you can best

d is t inguish yoursel f  for  being c lever ,  and much of  your  research t ime wi l l  be spent  here.

! " !  1 . .  - .  -
t r i . i : r ,  : - - " i

The budget  is  a nother  important  component  of  your  p lan.  You need to show the cost  of  your  whole

campa ign .  Th i s  shou ld  p robab l y  be  done  i n  a  t ab le .  You r  budge t  shou ld  be  de ta i l ed ,  i nc lud ing  a  sepa ra te

cost  for  each adver t is ing media,  promot ional  act iv i ty ,  and other  p lanned act iv i t ies.  These costs should

be accurate and wel l  researched.  You should round your  est imates appropr iate ly .

" ' t i ' , :  : ' :  : ' .  ' . : ,  . t :  a i i  * "e lvr :z- tzs; i * ,g?\a*yt* t i

A l l  o f  the adver t is ing you have p lanned l ike b i l lboards,  te lev is ion adver t isements,  and internet

adver t isements should have some sor t  of  p lanned schedule.  For  example,  you may want  some

advert isements running throughout  the whole length of  your  campaign and want  others for  only  hal f  o f

your  campaign.  Make sure to expla in the reasoning for  the schedule of  a l l  your  adver t is ing.  A table is

a lso recomrnended here.

ur';, , : , ,1 ".:^.: i r.: ' t !.r l i  l i ir 'r:::, Fr' l ' l i : j lr.-,X j i.. l1x ,,ftrq;l j ' ,r!{.!r i:t ]:nl; i i l ; lr*d

You  a l so  need  to  p lan  p romo t i ona l  ac t i v i t i es fo ryou rcampa ign .  P romo t i ona l  ac t i v i t i es  can  be  many

th ings;  maybe you want to have a promot ional  contest  held bythe companyyou have chosen,  or  some

l<ind of  specia l  event  that  your  company wi l l  ho ld to promote themselves.  These act iv i t ies need to be

scheduled as wel l .  Make sure to expla in your  reasoning behind each event .

Promot ions are d is t inguished f rom advert isements in  the waythat  promot ions tend to be shor t  term

of fers and incent ives,  such as coupons and sweepstakes,  that  are inexpensive for  the company

compared to long- term advert is ing,  which does most  of  the brand-bui ld ing.

5 l l l 4 r ;; :.t | ': rr:



An exomple of a Sales Promotion Activities table used lost yeor in on ADC plan

IX. $fraten]e!?t i]f []el:e{ifs
In  th is  sect ion,  you te l l  the company what  they wi l l  ga in f rom the adver t is ing campaign you have

created.  You must  ment ion how much increase they wi l l  have in thei r  sa les/ revenue and even in thei r

brand awareness.  Don' t  forget  to  restate the goals and how they are met .  Calculate the ROI (Return on
lnvestment)  for  the campaign.  Use th is  equat ion:

ROI  :
Gain from lnvestment - Cost of lnvestment

Cost of lnvestment

H, WxL:tri*gn";]Fi1y
This sect ion needs to be in MLA format.  Make sure you ci te al l  your sources including the company you
have chosen. You can use www.noodlebib.com, www.easvbj! .conl,  or any other website that creates
bibl iographies for you. This sect ion can be single spaced.

Note:  You can reduce the font  s ize in  the b ib l iography to save space.

K\. &pp*mttri>;
"An appendix is opt ional.  Include in an appendix any exhibi ts appropriate to the wri t ten entry,  but not
important enough to include in the body. These might include sample quest ionnaires used, let ters sent
and received, general  background data, minutes of meetings, etc."

-  lJat ional  DECA websi te

FMP/5EPP Written Plan Structure
Both the FMP and SEPP wr i t ten p lans consists  of  n ine d i f ferent  sect ions that  come af ter  the

unnumbered t i t le  page and Table of  Contents.  Al l  are requi red except  the appendix.  Al lsect ions must

have c lear ly  v is ib le t i t les.  Addi t ional  subsect ions are permi t ted i f  you real ly  want  to have them, but  only

subsections.

l .  | :  , : ;  t i . , r  . '  - , ; i ; ; ; i ; ; . t : " c ,

See correspondinq ADC section.

t . []r:srril tr-z#';3. i.]f t]]* Y*s,..r;tr:s: {'t:",i"t}} l{'.tta11p"emg* {.{iu:7ir"1
FMP: This sect ion is  where you wr i te  about  the store you have chosen.  Descr ibe what  the store sel ls ,

who shops there,  and other  major  character is t ics.  Also descr ibe the store that  is  at  the speci f ic  locat ion

you have chosen (example:  descr ibe the Forever  21 that  is  in  Val ley Fai r ) .  Analyze your  s tore by doing a

SWOT analys is  (Strengths,  Weaknesses,  Opportuni t ies,  and Threats) .

t L i 1 .6 |  l " ' i  r : l ' l  r  : i



SEPP: Wri te about your sports or entertainment company, including i ts current products, targer
markets, and other subjects mentioned in the ADC descript ion guidel ines.

EYi.  { ' t* !*r . t ivt :s

See correspondinq ADC section. Note the slightly different section name.

EV. St'r:as*,tttre *{ Wr*sxtt*
You need to plan promotional events for your plan such as a fashion show or a contest involvrng
potent ial  customers. In this sect ion, you need to wri te out your schedule for these events and explain
the reasoning behind the schedule of the events. You must have events in al l  of  the fol lowing categories:

A. Special  events ( fashion shows, theme nights, giveaways)
B. Advert is ing (paid advert is ing in magazines, onl ine, etc.)
C. Display ( inter ior and exter ior of  stores)
D. Publ ic i ty (sending press releases to the media)
E. Other in-store act iv i t ies (FMP only)

V. H,e r,;sr"> r:,r;*hitr zt:V Sh g*t

In this part ,  you have to wri te out what each employee in that store is responsible for.  For exampte, you
can say that the sales assistant has to pass out f lyers whi le the clerk is a judge in an in-store contest.

Employee Employee
Posit ionL Pot i t ionz lv lanager

This is on example Responsibility Sheet
modified from on FMP plon by Meg Begur ond
Frances Wu.

l i3, **;i$,r*i

See carreWandinq ADC section.

, l i i f . i ' i . l : ' : : t - l " i ' : l l | : t : l {5 i* ; : * i i | : l i : i : , .h l : i i , |+ : | ; l l ! i : .s i ; l1 . l [ i ' i r : j : ' ;n i | , |F;$4i1 lJ l t . * l } l i : i i - i . ]1 I

See correspondine ADC section.

"rj 
9 i L Il i  ir j  i* g1-;i 1,", j::.-

See carrespondine ADC section.

YY". fugtw*xttr|t;
See correspondinq ADC section.
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Presentation Strategies for ADC, FMP, and SEpp
'  The t iming of  the 10-15 minute presentat ion and 5 minutes of  quest ions star ts  as soon as vou

begin approaching the judge.

.  You wi l l  not  have t ime to set  up your  PowerPoint ,  so have i t  ready,  open and loaded,  before Vou
enter.

I  Use a laptop for the abi l i ty to make last  minute changes and appear professional .
r  Use enthusiasm when speaking!This can make you and your  p lan stand out  so you actual ly

stand a chance of  p lac ing.  Show you bel ieve in  your  p lan.
o Pract ice many,  many t imes.  Stut ter ing is  the last  th ing you want  to do.  However,  keep your

words sounding natura l  and not  memor ized.  This wi l l  he lp you look professional  and appear to
know what  you' re doing.

.  Make your  presentat ion s l ides fancy.  Don' t  go overboard wi th crazytransi t ions,  but  use
powerfu l  SmartAr t  d iagrams,  and t ry  to min imize the number of  words so the judge won' t  focus
on reading your  s l ides instead of  l is tening to you speak.  l f  your  presentat ion and p lan both look
professional ,  you wi l l  probably get  more points.

r  G i ve  a  f i rm  handshake ,  and  sm i l e  a t you r  j udgewhen  you  en te r .  Ask to  be  sea ted .  l t ' s  impo r tan t
to mainta in good eye contactand connectwi th them on a personal  level .

r  A t t he  end ,  summar i ze  you r  key  po in t s  and  ask fo r the  sa le .  l f  you  can  rememberyou r  j udges '

names .  use  them.

r  Conf idence comes wi th great  preparat ion.

.  l f  you have more than one person on your  team, make sure everyone speaks equal ly ,  and
answers at  least  one ouest ion.

.  Br ing a hard copy backup of  your  presentat ion.  Computers have been known to fa i l  oue to
Murphy 's  Law.

Testing $trategies ior AnC, FMp, and SIPF
.  Take a l l  o f  the Market ing Cluster  exams avai lable.  Take a l l  tests in  any market ing-re lated event .

Take tests mul t ip le t imes.  In  the end,  be able to consistent ly  score above 90,  preferably 95.
.  Read and analyze each quest ion very carefu l ly .  E l iminate r id icutous answers.
r  Research the topics on the tests that  you don' t  know.
.  There 's  noth ing wrong wi th guessing.  Many quest ions have answers deducib le wi th some logic .
r  Remember that  test ing is  the most  object ive par t  of  the event .  A person doesn' t  grade you.

Overview of F{TPS and FSE
In  the Professional  Sel l ing category,  you wi l l  essent ia l ly  be tak ing the ro le of  someone t ry ing to sel l
someone e lse a product  or  serv ice.  You wi l l  research the company and product  you represent  as wel l  as
the organizat ion or  ind iv idual  you are sel l ing the product  too,  and understand everyth ing back to f ront .
Events consist  of  the fo l lowing:

8 1 .  ,



o A 100 question test with 90 minutes to take it (shoot for 60) that has a weight of 1/3 on your
overal l  score

r A L5 minute maximum sales presentat ion to convince the judge to buy your product,  fol lowed
by 5 minutes of quest ions (20 minutes total)  that is7/3 of your overal l  score

{3 t" ";t t' t: n r. z,,t zz ;tf i t:l E r xz g Y,v *. z z t" {Er k,"}
For 201-L-2072, you will assume the role of sales representative for a language-learning software
company. The target customer is the vice president of sales for a pharmaceut ical  f i rm based in the
United States. The pharmaceut ical  f i rm current lyconducts business onlywithin the United States, but
plans on expanding i ts sales operat ions into Mexico, Canada, and Brazi l .  In orderto effect ively interact
with cl ients in these countr ies, sales representat ives must be able to effect ively communicate in the
nat ive languages of these new markets. The vice president of sales wants to purchase language-learning
programs to help the company sales representat ives learn new languages. The vice president of sales is
looking for language-learning programsthat are easyto use, effect ive, engaging and cost-effect ive.

PSE requires the Market ing Cluster Exam.

rn e-t t* f i t;* itv ;r x; {t 1' qyuxz" a s *z ? r *{ * t; si *c} al $ *! i t ir g ff v e n f { ffi 
'!' 

E} $ }
This event is new for the 2011,-2012 school vear.

For 201,1,-2012, you wi l l  assume the role of sales manager at a hotel .  The target customer is a br ide-to-
be/groom-to-be select ing the si te for his/her wedding. The customer must select a recept ion si te,  room
block and the associated food and beverage services to accommodate the wedding party and the
expected 1-50 guests. Specif ical ly,  the target customer would l ike to have:

'  a room block for guests consist ing of L0 rooms with king-sized beds and 10 rooms with two (2)
doub le  beds

o a buffet-style dinner recept ion
. a recept ion hal l  with enough space for dinner and entertainmenr
. peace of mind

HTPS requires the Hospital i ty and Tourism Cluster Exam.

Tiae nlrofessional Sell ing Presentation
.  Look at  the scor ing sheet  to know where the points focus on.
'  Br ing a hard copy backup (Murphy 's  Law-what  can go wrong,  wi l l  go wrong).
r  You have L5 minutes to make your  sales p i tch.

r  Smi le and g ive a st rong handshake.  Stay enthusiast ic  to  d i f ferent ia te Voursel f .
r  In t roduce yoursel f  and your  company.  Stay in  character .
r  Expla in the target  market  of  the product .
.  Address a l l  o f  the customer 's  concerns.
r  Use SmartAr t ,  a  SWOT analys is ,  and a compet i t ive matr ix  for  vour  Powerpoint .



r  Remember,  there is  a quest ion and answersession at the end for  5 minutes.
r  Always,  a lways,  ask for  the sale at  the end.

r  Thank the judges for  thei r  t ime (and i f  possib le by name).

The Professional Sell ing Test
.  See the guidel ines for the Market ing Representat ive Exams.
r Remember that the test for HTPS is the Hospital i ty and Tourism Cluster Exam, and not the

Marketing Cluster. However, the same strategies stil l apply.
r Take tests from any other events in your cluster. Other events in the same cluster as HTPS

include HTDM, TTDM, HLM, QSRM, and RFSM.

Frofessional Sell ing Tips
o Evaluate yoursel f .  Are you knowledgeable about  your  product  or  serv ice?
.  Check the rubr ic  so you know what  you need to work on.
.  Ask an of f icer  to  present  to them, not  the other  way around.

r  Pract ice!  l t  wi l l  he lp you be conf ident  and wi th in the t ime l imi t .

r  Wi th judges,  g ive each one at tent ion.  Grab thei r  at tent ions and keep i t  wi th enthusiasm.

Resources

Y,!ttz';tEtS

o Market ing Essent ia ls  by Glencoe (on the MVDECA websi te in  the Compet i tor 's  Corner)
.  Any market ing or  business textbook (ask Mr.  Schmidt ,  or  check the school  l ibrary)

lV*l:r; i lg;E

r  Na t i ona l  DECA Compe t i t i ons  Web  S i t e  w i t h  l i nks  t o  a l l  even t  gu ide l i nes  and  samp le  exams :

ht tp:1/www. deca.  ors lcom pet i t ions/2/

o Market ing Cluster  Per forn,ance Indicators:

ht tp: / /www. deca.om/ docs/conferences-

coln'r pqliti rys/ DECA M a rl(eti nq_Ql uste r Pe rform a n ce*l n die3tors. pdf

.  Hospi ta l i ty  and Tour ism Cluster  Per formance Indicators:

ht tp: / /www.deca.org/  docs/conferences-

gqnpqttiSltllEA Hospitalitv And Togrism Cluster Pe;lglnenge_lndlg9l-qjf.p_dl

r Monta Vista DECA Website (competit ive resources): http://www.mvdecq.el:g/

a-i::.,,1;i:1.qt

r  Ask anV of f icer  for  an exam.

r  The Nat ional  DECA websi te a lso has sample quest ions avai lable.


