
UNB marketing students in international competition
Entering presentation stage with a strong lead

Eric Semple
The Fourth Annual University of Manitoba 

Marketing Management Competition will begin in 
early October, 1985. The winners will be chosen 
by a panel of judges comprised of leading 
businessmen and senior educators in Winnipeg, 
Manitoba. The Competition Finals will be held in 
Winnipeg, Manitoba. The Competition Finals will 
be held in Winnipeg, January 16-18, 1986. This 
means that a number of preliminary decisions will 
be made by each team during the fall semester, 
followed by a break during December for examina­
tions and Christmas, with the wrap-up early in the 
spring semester. This schedule remits in the least 
disturbance to the studednts’ academic schedule.

The basis for the Competition is a highly interac­
tive computer simulation. Students will be required 
to use aU their marketing knowledge to analyze a 
complex situation, formulate and implement a 
strategy, and adapt that strategy to a highly com­
petitive environment. This strategy, in competition 
with others, will be graded by an impersonal 
“world" rather than by a professor. If their 
analysis and strategy receives a good grade, then 
they will concentrate on perfecting it. If they 
receive a bad grade, then they will be able to refor­
mulate their strategy and try again. Educationally, 
everyone wins in this Competition.

At the Finals, each team will make a formal 
presentation to a Board of Directors. Each team 
will attemjftt^ to. cnpvjnrp hard-headed, no 
nonsense, Kp«n«icee^managers of (Be superiori­
ty of their marketing program. Realizing the impor­
tance of fies^pre^tiition^çhpdanitê work long 
and hard tb formulate and deliver a superior board 
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Failure to comply with any of the above rules are 
grounds for disqualification.
Note: Marketing courses at UNB are not 
restricted to only Faculty of Administration 
students; therefore, a request was made of the 
Director of the Manitoba Marketing Management 
Competition to wave rule No. 1.
Why a Computer Simulation? -Why a Business 
Competition?
-“The best way to learn how to do something is to
do it.” ...

In learning to manage a complex business enter­
prise this is not always posible. Before managers 

be entrusted with the operation of a business 
firm or any of its important activities, managers 
must have previously acquired the knowledge and 
the dull to make the necessary decisions.

Modem technology has provided a means of ac­
quiring the skills and experience without the exten­
sive economic costs which would be involved in 
turning amateurs loose to run business operations 
by the trial and error method. That means we 
speak of is the computer simulation.

Participating in the computer simulations at a 
competitive level provides the students with 
celleni opportunity for out-of-the-class exposure to 
the presures and problems of the business world. 
It allows the students to come in contact with the 
problems that occur in business today and to help 
equip them to perform after graduation.
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1. To prH^ busijiesk stoàej/fdtËtk the oppor­
tunity toj^eet^hatopare notes with, and form 
lasting fr^BshipsjÛB'IlflMtoHdenb from all over 
North Ad*2a. This is accBtplisheAirough both 
the construRks^flang>Mihas4na the oppor­
tunity for social interaction provided at the Finals.
2. To challenge and develop a variety of essential 
marketing skills.
3. To increase interaction between the university 
and business communities, something which we 
feel is essential for students prior to graduation and 
interview time.
4. To increase the visibility and promote the 
positive qualities of all participating schools within 
the various communities-business, government, 
and public.
General Rules and Regulations
1. The Competition is open to undergraduate 
business students from invited Canadian and 
American colleges and universities.
2. Graduate students are not eligible to participate 
in the Competition.
3. The students who represent each school at the 
Finals are to be those who competed in the 
preliminary round.
4. Faculty Advisors are not permitted to aid the 
competitors in decision-making at any time.
5. Schools may sponsor more than one team. If 

each team must have a different Faculty Ad-
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ing stages, is a similar competition to be hosted by 
the Faculty of Administration and the Business Ad­
ministration Society. It will be open to teams from 
universities, industry, and government in the Atlan­
tic region. The tentative start date for this UNB 
hosted competition is the spring of1986.

Participation in the Manitoba Competition will 
provide UNB with a necessary resource to ensure 
success of these plans-

Most importantly, participation will enhance the 
image of the UNB Faculty of Aministration.
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1 -team members were chosen with a cooperative ef- 
I fort of the Faculty of Administration and the 

Business Administration Society.
-members were chosen based on the following 

kl criteria:
-entrepreneurship
-marketing ability 
-presentation skills 
-dedication
Also the ability to handle the pressure and strain 

of the excess work load, of 10 weeks of strategic 
planning concluding in a formal presentation.

■

1

Bt

Faculty Advisor 
Prof. Ross Darling 

Assistant Dean, Faculty of Ad­
ministration
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