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THIS GUIDE PROVIDES background on the process and awards associated with your 
participation in the 2014 Media Plan Case Competition. We hope that you find it to be of 
use and look forward to receiving your media plan. 

The Media Plan Case Competition represents the cornerstone and the entry-level for the 
Media Scholars Program. It challenges students to think strategically, take advantage of 
original methods of communication, and dive into the deep-end of marketing impressions, 
numbers and budgets. 

Through this process, the Washington Media Scholars Foundation identifies talented 
undergraduates from across the country, ultimately selecting twelve finalists to participate in 
a week of networking and out-of-the-classroom educational opportunities at top advertising, 
media and public policy firms in Washington, D.C. 

The competition begins with a qualification round. The top 20% of qualification 
round entries — up to a maximum of 30 teams — will be invited to participate in the 2014 
Media Plan Case Competition. Of the 30 teams, six will be chosen to compete in 
Washington, D.C. for the National Excellence in Media Award and $10,000 in scholarships. 

The award winners are announced at a Networking Reception held at the Newseum. In 
2013, four hundred media industry executives from across the country attended this event. 

Questions? Contact Kara Watt at Kara.Watt@mediascholars.org. 
 

Register online at www.MediaScholars.org. 

 
 
 
 
 
  

2014 Program Dates » 

Qualifying Round  Nov 14 – Feb 12 

Case Competition  Feb 26 – April 2 

Media Scholars Week  June 8 – 13 

Networking Reception  June 12 
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ELIGIBILITY 

Competition is open to all undergraduates enrolled at a college or university in the USA, 
who are at least 18-years-old as of November 14, 2013. 

Participants may only be a member of one team. There may be multiple teams from the 
same school. Team members may be from different schools. 

Students may participate in the qualification round as individuals. 

RULES 

Participants are expected to abide by the same academic integrity and honesty standards as if 
they were completing a regular school assignment. Cheating, plagiarism, or any other form 
of academic dishonesty will result in immediate disqualification from the competition, and 
future Washington Media Scholars Foundation (WMSF) programs. 

The full case will be released via email on February 26, 2014. Only qualified teams will be 
informed on how to access the case. 

Under no circumstances may a team contact a WMSF advisory board member, partner or 
sponsor organization. Any contact will result in immediate disqualification. 

Participants may seek outside assistance in solving the case, but must disclose who they 
received help from. 

Teams may use research data beyond the information provided in the case. 

Participants and their schools may not reproduce content from the case without prior 
express written consent from WMSF. 

PROCEDURE FOR SUBMITTING QUESTIONS 

Once a week we engage with all registered students, sending an email answering all case 
competition questions received over the past seven days. A private Facebook group will also 
be used to communicate with semi-finalists on a regular basis. 

Please send questions regarding the case to Help@MediaScholars.org. 

READING LIST (ISBN and links available on our website) 

Media planning strategy 
Advertising Media Planning, Seventh Edition By Jack Z. Sissors and Roger B. Baron  

The Media Handbook: A Complete Guide to Advertising Media Selection, Planning, Research, and 
Buying (Communication Series) By Helen Katz  

Campaign strategy 
Campaigns and Elections American Style: Transforming American Politics By James A. Thurber and 
Candice J. Nelson  

Digital media strategy 
Campaign ’08: A Turning Point For Digital Media By Kate Kaye  

Brand Media Strategy: Integrated Communications Planning in the Digital Era By Antony Young  
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THE QUALIFYING ROUND       
Materials Due February 12, 2014 

The qualifying round introduces participants to the basics of media planning. By evaluating 
the deliverables from each team or individual, judges determine those who have the skills to 
complete a competitive media plan in the second round of the competition. During the 
qualification round, students may work either individually or as a team of two. 

We estimate that the qualification round should take students 2 – 3 hours to complete. 

 

Qualification Round Directions 

The following steps with hyper-links appear online at mediascholars.org/case-competition/ 

(1) Register online (www.MediaScholars.org) to participate  
(2) Download the qualification round mini-case 
(3) Download the mini-case planning Excel spreadsheet 
(4) View the Qualification Round tutorial to give your team a jump-start 
(5) Download the Media Plan Case Competition Glossary 
(6) Complete the Excel spreadsheet and supporting documents as directed. 
(7) Submit your qualification round materials to Kara.Watt@mediascholars.org.  

Qualification Round Deliverables 

The Excel spreadsheet with your recommended allocation of the budget.  

A document file, no longer than two pages single-spaced, in which the following questions 
have been answered to support your media mix allocations: 

-‐ What media received the largest shares of your budget and why? 
-‐ What media received the smallest shares and why? 
-‐ Beyond maximizing the number of target impressions, what were some other 

factors you considered when determining your recommended media mix? 
-‐ If the client could solicit the donation of other types of media, what other media 

vehicles would you like to see included in your plan? 

Qualification Round Evaluating Criteria 

Qualification round submissions will be evaluated based on the following criteria: 

(1) Completeness of the budget allocation spreadsheet 
(2) Document portion clearly states reasoning behind media allocation 
(3) Completed deliverable shows the applicant(s) aptitude for media planning 
(4) Professional delivery. Attention to formatting, spelling and grammar. 
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MEDIA PLAN CASE COMPETITION – SECOND ROUND        

February 26 – April 2, 2014 

Applicants invited to participate in the second round of the Media Plan Case Competition 
will be notified by February 25, 2014. Individuals who qualify will be paired with another 
successful individual. 

  

Commitment  

The second round of the case competition is a highly demanding project. If at any point 
participants are unable to complete the case competition, please withdraw by contacting the 
Washington Media Scholars Foundation. We will then invite an alternate team to compete.  

 

Evaluation Process and Criteria 

Process 

A panel of experienced media planners evaluates all submissions received by the deadline. 
The evaluation process has three parts:  

(1) Initial evaluation by the chief judge to ensure that each case has been submitted 
according to published guidelines.  

(2) All cases (even those who may have fallen short of the submission guidelines) are 
distributed to a panel of judges, ensuring that two judges have read each case. Judges 
score each case individually before deliberating, ultimately narrowing the field down 
to six finalist cases and one alternate. 

(3) If a decision cannot be reached. Step two in the process is repeated with the 
remaining cases until six finalists have been chosen. 

Criteria 

(1) Required deliverables received on or before deadline.  
(2) Target audience(s) identified and supported in written document. 
(3) Mix of advertising media used to reach target(s) justified in written document.  
(4) Delivery of a comprehensive month-by-month media plan and budget, and 

description of what your client will be getting for their money. 
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MEDIA SCHOLARS WEEK 

The agenda for Media Scholars Week 2014 will be finalized in the spring. We have included  
a recent agenda to give you an idea of what to expect should you make it to Washington, 
D.C. for the final round of the Media Plan Case Competition. 

MEDIA SCHOLARS WEEK AGENDA 
Washington, D.C. 

 
SATURDAY  Optional Arrivals 
 
SUNDAY 
4:30 – 5:45 p.m.  Opening meeting     
6:00 - 7:30 p.m.  Opening Dinner     
        
MONDAY 
8:15 – 9:00 a.m.  Filming of Event Introductions       
9:00 – 9:30 a.m.  Media Planning Introduction   
9:30 – 10:45 a.m.  Creating a Strategic Media Plan      
10:45 – 11:30 a.m.  Presentation and Networking Tips   
Noon – 12:45 p.m. POLITICO and WJLA Newsroom and Studio Tour                 
12:45 – 1:45 p.m.  Lunch and Discussion with Top POLITICOs   
2:30 – 3:30 p.m.  The Daily Caller        
4:00 – 5:00 p.m.  Google, Inc.  
 
TUESDAY 
9:00 – 10:00 a.m.  Incorporating Cable into a Media Plan   
10:30 – 11:30 a.m.  AOL – Huffington Post 
Noon – 12:30 p.m. The Washington Post – Tour  
12:30 – 1:30 p.m.  Lunch with Washington Post Executives   
2:00 – 3:00 p.m.  WTOP  Top radio station in Washington, D.C.   
4:00 – 5:30 p.m.  National Journal 
             
WEDNESDAY 
8:30 – 9:30 a.m.  Social Media Strategies 
9:30 – 10:30 a.m.  Introduction to Market Research  
11:00 a.m. – 1:00 p.m. CQ Roll Call – Tour and Lunch  
2:00 – 3:40 p.m.  NBC4 Washington: Tour and Meet & Greet                 
4:00 – 4:50 p.m.  Broadcast Television President and General Manager, KCBS/KCAL  
5:00 – 5:45 p.m.  Campaign Media Analysis Group (CMAG) 
6:00 – 8:00 p.m.  Dinner, Sponsored by Kantar Media, CMAG 

Drawing to determine order of final presentations 
 
THURSDAY 
9:30 a.m. – Noon  FINAL Presentation Preparation  
12:30 – 1:00 p.m.  Travel to NEWSEUM  
Afternoon  Self guided tours of the NEWSEUM exhibits 
1:30 – 4:30 p.m.  Final Presentations             
6:30 – 9:00 p.m.  Networking Reception and Awards Presentation       
 
FRIDAY 
8:45 – 10:00 a.m.  Closing Breakfast       
11:00 a.m.   Depart	  
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FINAL PRESENTATION 
  
Point of view 
Each team will present their media plan to a panel of judges. Each judge will receive a copy 
of your media plan ahead of time. You are allowed to alter your media plan from the written 
form based upon what you learn throughout Media Scholars Week (note that winning teams 
rarely alter their strategy). Be prepared to justify any changes to the judges. 
  
Time 
Every two-person team has 5 minutes to set up their presentation. You then have up to 15 
minutes to present the case and up to 10 minutes for questions and answers with the judges. 
We ask that each "on deck" team be available 25 minutes before their scheduled set-up time. 
Apart from that you are free to explore the NEWSEUM exhibits. 
  
Format  
A laptop and screen will be available should you wish to present by PowerPoint. In order to 
keep the focus on the quality of the media plans and strategy, no other presentation program 
will be allowed, i.e. Prezi. If you would like to provide handouts or a foam board (you must 
produce boards on your own), you are welcome to do so. No files or handouts will be 
accepted after 10:00 a.m. on presentation day. 
  
Team  
Both team members must be present during your time with the judges. You can rely on one 
team member to take on the speaking role. The format is entirely up to you to decide. 
  
Judging criteria  
We have asked the judges to make evaluations based on their experience handling similar 
decisions. Judges will closely scrutinize the following areas: (1) Your analysis of the target 
audience(s); (2) Your mix of advertising media and why it is the most cost-effective way of 
reaching the targets; (3) Your month-by-month plan and budget, and what the organization 
will get for their money; (4) Overall quality of presentation, reasoning and creativity. 
 
Knight Studio (A) at the NEWSEUM  
Presentations will be given in the NEWSEUM's Knight Studio (A). We have access to the 
studio’s greenrooms, so each "on deck" team will have a dedicated space to put the finishing 
touches on their remarks.  
  
Awards 
 
Members of the winning team receive the National Excellence in Media Award along with 
$3,000 (each) in scholarship awards. 
 
The first runner-ups receive $2,000 (each) in scholarship awards.	  	   	  



Page 8 

Register online at www.MediaScholars.org 

WHAT PARTICIPANTS HAVE SAID ABOUT 
THE WASHINGTON MEDIA SCHOLARS FOUNDATION 

 
 
“It’s all around a great learning experience and if you make it [to Media Scholars Week], you 
get to meet people that you never thought that you would meet this early on in your career.” 

Leeza Kuznetsova  
University of Virginia 2011 

 
“The WMSF Case Competition is a fantastic opportunity to learn from the best and to 
prepare for a career in a field that shapes outcomes for communities across the country.” 

Daniel Johnson 
Princeton University 2015 

 
“If you’re looking for a job in the media industry, particularly if you want to be in 
Washington, DC, there’s no better way to start that job process than take part in this 
competition.” 

Paige Helling 
University of Wisconsin-Madison 2011 

 
“The Washington Media Scholars program was a fantastic opportunity for me. Just working 
on the actual case allowed me to experience a section of political campaigns and media 
research that I had not really been aware of. I developed skills that were above and beyond 
what my academic experience had provided me with.” 

Maria Bianchi 
Michigan State University 2011 

 
“The Washington Media Scholars Program is a great chance for students to combine theory 
with practice. For students to get access to some of the best minds in the business is simply 
an incredible opportunity.” 

Ken Goldstein, Ph.D. 
Professor of Political Science, University of Wisconsin-Madison 

President, Campaign Media Analysis Group 
 

Project management suggestions from past participants 

When the case is released, read through the documents and hold your first “team meeting” 
to create an action list and separate tasks. The time we spent delineating tasks saved our 
team time and focused our energy. 

Always keep in mind that this is a media buying plan case competition. Time spent 
developing creative will not benefit your standing in the competition. 

Finish the majority of your presentation prior to the trip to allow yourselves to make the 
most of your time in D.C. By creating the PowerPoint and outline of your presentation 
beforehand, we were able to use the week to practice and make any necessary adjustments.  

	  


