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	Statement of Academic Integrity

The School of Management does not condone academic fraud, an act by a student that may result in a false academic evaluation of that student or of another student. Without limiting the generality of this definition, academic fraud occurs when a student commits any of the following offences: plagiarism or cheating of any kind,  use of books, notes, mathematical tables, dictionaries or other study aid unless an explicit written note to the contrary appears on the exam, to have in his/her possession cameras, radios (radios with head sets), tape recorders, pagers, cell phones, or any other communication device which has not been previously authorized in writing. 

Statement to be signed by the student:

I have read the text on academic integrity and I pledge not to have committed or attempted to commit academic fraud in this examination.

Signed:______________________________________  

Note: an examination copy or booklet without that signed statement will not be graded and will receive a final exam grade of zero. 


Section A

Q1. Case Analysis
Read the following case carefully and then answer all the questions at the end of the case. Please write legibly and provide well-reasoned, coherent and logical answers based on the facts of the case.

M&M Meat Shops – using demographics to drive decisions43 

Known as the store with thousands of meal solutions but only one aisle, M&M Meat Shops is Canada’s largest retail chain of specialty frozen foods with over 430 locations coast to coast.  The demand for ready-to-heat food is increasing as home-cooked meals become more difficult in dual-income households, an important demographic for the company.

The first store opened in October 1980 based on a consumer insight by founders Mark Nowak and Mac Voisin that it was not possible to buy restaurant quality steaks in retail outlets. Neither Nowak, a lawyer, nor Voisin, an engineer, had much marketing experience.  However, when the company started offering franchises, they recognised the need to have a segmentation methodology to help them assess potential new locations.  

Michelle Lewis, a marketing analyst who has worked with M&M since the early 1990s jokingly says that the company’s segmentation efforts are “all about the demographics.” In reality, Lewis uses a combination of segmentation approaches to gain insights and define M&M’s target markets.

Demographic data helps the company understand if an area is increasing or decreasing in population, if apartment dwellers or home owners live there, and the dominant home language.  Of course, segmentation analysis includes more than just demographics.  That’s because neighbourhoods with identical socioeconomic and demographic profiles can have quite different lifestyles and buying habits.
Lewis uses sophisticated segmentation software based on geo-demographic neighbourhood classification systems that incorporate variables such as geographical area of Canada, household income, house value, ethnicity, education, language, occupation, and dwelling type.  She has worked with PSYTE (described earlier in the chapter) although now uses Mosaic, which identifies 150 different clusters.

In Ontario, one of the top clusters for M&M is known as “Wine with Dinner.” This group is university-educated, athletic, and lives in single-detached homes with larger than average families.  They have an average household income of $70,000 and spend a lot of money on home décor and gardening.  

Using information produced through segmentation analysis efforts, M&M selects which target markets to pursue. The M&M target customer is typically a woman (35 years +) with a family with a very active family life which includes two or more children. These consumers are time-starved and need convenient food options.  Having identified the best target markets, M&M turns its efforts to finding more consumers who fit the profile and reaching them with persuasive campaigns.

As the country becomes much more multicultural, ongoing analysis is conducted to understand the changing Canadian population.  From recently published 2006 Census highlights, M&M learned that Canada added 1.6 million new residents in the last five years, 1.2 million of which were new immigrants. Immigration accounts for approximately 66% of Toronto and Vancouver’s growth. By 2017, 1 in 5 Canadians will be a member of a visible minority.  In British Columbia, it will be 1 in 3.  Armed with such insights, M&M has developed products like Butter Chicken and designs marketing materials to reach ethnic neighbourhoods during religious festivals such as Diwali.

Although M&M is predominantly a suburban chain, it is starting to launch urban stores, named Uptown. The first location in downtown Toronto features an edgier décor than suburban outlets, designed to fit the urban lifestyle.  Uptown also has extended hours of operation, carries specialty products such as indoor grills, and computer kiosks so customers can create their own menus and download recipes44.  

Other expansion plans include opening stores in the U.S.  Head office marketers are busy matching data from Canadian shopper profiles to descriptions of equivalent U.S. clusters.  They are combining geo-demographic information with psychographic data to identify areas that most closely resemble Ontario, where the bulk of M&M stores are located.  By understanding which clusters have been the most profitable in Canada, M&M stands a much better chance of being successful south of the border.  

Knowing it pays to retain loyal customers, M&M’s MAX program rewards its most loyal customers.  The program also provides the company with valuable consumer insights.  Lewis says that 94% of all sales transactions are tracked through the program and that 93% of customers, or 5.7 million Canadians, have a MAX card. Data collected from the card, such as postal codes, is used to understand how far customers travel to outlets - useful information when determining locations of new stores. It also helps more narrowly focus advertising efforts to reach the core customer profile.  

Segmentation data and loyalty program data are provided to franchisees helps them to increase market penetration in their trade areas and even to determine what mix of products to stock. M&M’s approach adds value to franchisees, helping them to first attract and then keep their best customers.

Questions

Q1a.
Describe the type of segmentation strategy M&M Meat Shops uses to serve its suburban markets. Provide support for your answer. [10 marks]
Q1b. Why would a different strategy be needed for its Uptown urban store locations? [5 marks]
Q1c. Why do companies like M&M need to use a combination of segmentation approaches when identifying potential target markets? [5 marks]
Q1d. What are some key demographic differences M&M Meat Shops should consider for their entry into the U.S. market? [5 marks]
Q1e. Besides adapting their advertising to reflect different cultural holidays, what are some other ways M&M could reach out to Canada’s growing ethnic population? [10 marks]
Section B

Q2a.
Describe the four growth strategies that firms typically pursue. Use a fast food restaurant or a grocery chain in Canada (e.g., Loblaws, Safeway, or Food Basics) to illustrate each of the four growth strategies. [10 marks]
Q2b.
Discuss how the three macro strategies or value disciplines described in the text may help firms grow their business. [10 marks]
Q3.
What are the factors in a firm’s macroenvironment? Using appropriate examples illustrate how these factors may influence a firm’s marketing efforts. [25 marks]
Q4.
Answer any one of the following questions [20 marks]
Culture is one of the most important but least understood influences on consumer buying decisions. Explain how marketers can ensure that their marketing efforts are suited to their culturally diverse target market. What are the challenges involved in developing such efforts?
OR
A new men’s clothing store is trying to determine if there is a significant market for its type of merchandise in a specific location where it is considering putting a store. Would it be most likely to use primary or secondary data, or a combination of the two, to answer this question? 
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