Marketing Communications:  
  DECA Video Challenge[image: ]
www.deca.org – high school – video challenges
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Procedure:
Participants should have a discussion with the yearbook staff at the school. 
*Ask if DECA can assist the yearbook team by creating and implementing marketing strategies to help sell more yearbooks. 
• The participants will plan and execute marketing campaigns for their schools’ yearbooks with the goal of increasing the school’s buy-rate, both in terms of copies sold and the ratio of yearbooks sold to students enrolled. 
• The participants will consider the research/analysis questions prepared by Herff Jones before planning and executing the marketing campaign. 
• The participants will demonstrate understanding of the importance of knowing the market, creativity in promotion and follow-through based on performance analysis. 
• Cooperation with the school’s yearbook staff will provide the team with buying history, pricing information and deadlines. In some cases, the yearbook staff will have been using certain selling procedures year after year; these may be continued as this competition is centered specifically around improving the buy-rate. The DECA planned campaigns could supplement book sales at registration or a flier in the back-to-school packet. 
• The participants will then present their findings to Herff Jones in a video that is a maximum of 10 minutes in length posted on YouTube. (See Presentation Guidelines.) 
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Ten Minute Video DUE Friday, December 2nd.  This will be a Project grade.  You will get multiple participation grades as well.  If you are a DECA member, you can upload your video to YouTube and compete with your video if you make it as a finalist.  Remember, ICDC is in California this year!  
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HERFF JONES MARKETING RESULTS CHALLENGE

Participants i the Herff Jones Marketing Results Challenge will assist Herff Jonesin testing an array of
promotional messages delivered to potential yearbook buyers through various channels. After analysis of
buying patterns and attitudes at their own schools, teams will create and implement marketing
campaigns to increase yearbook awareness and sales on campus. Whether they opt to employ a single
campaign with messages delivered through mutiple channels or several different approaches n order to
study and measure effectiveness, they will conclude the challenge by preparing a video which details
their methods and results. These videos will be evaluated by Herff Jones executives to determine

finalists.
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RESEARCH/ANALYSIS QUESTIONS

How have the school population and the buy-rate at your school changed in the last S years/10 years?

What factors have affected these changes?

How has the process of marketing the yearbook changed in the same time frames?

What is the reputation of the yearbook at your school?

How does the desire to own a yearbook vary from grade to grade (freshmen to seniors)?

In what ways might you segment the market and how would you personalize messages to the various.

groups?

What ways (other than by grade) might the students be divided? Which of these divisions are

universal and which would vary from school to school?

In your opinion, what could be done to increase the demand for yearbooks across all grades?

What kinds of messages might help students understand that a yearbook has value both now and in

the future?

10, What are the most efficient ways to reach parents (as the actual buyers) of a yearbook?

11 Did you find a need to adapt your plans once you began executing them? Please explain shifts in your
plans as well as the insights that caused them.

PRESENTATION GUIDELINES
The participants will present their findings to Herff Jones representatives in a video that is a maximum of 10
minutes in length posted on YouTube.
All videos must include the following components:
1. PREVIOUS BUYING BEHAVIOR
11 RATIONALE BEHIND CAMPAIGN
METHODOLOGY
IV. RESULTS.
a. Percentage of sales increase
i. Copies sold
. Ratio of yearbooks sold to students enrolled
V.OVERALL LOOK, STYLE AND FEEL OF THE VIDEO PRESENTATION
a. Creativity of the campaign.
b. Consistent volume - audible voices.
€. Maximum of 10 minutes in length.
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How have the school population and the buy-rate at your school changed in the last  years/10 years?
What factors have affected these changes?

How has the process of marketing the yearbook changed in the same time frames?

Whatis the reputation of the yearbook at your school?

How does the desire to own a yearbook vary from grade to grade (freshmen to seniors)?

Inwhat ways might you segment the market and how would you personalize messages to the various
growps?

What ways (other than by grade) might the students be divided? Which of these divisions are
universal and which would vary from school to school?

In your opinion, what could be done to increase the demand for yearbooks across all grades?

What kinds of messages might help students understand that a yearbook has value both now and in
the future?

What are the most efficient ways to reach parents (as the actual buyers) of a yearbook?

Did you find a need to adapt your plans once you began executing them? Please explain shifts in your
plans as well as the insights that caused them.
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