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Student Name:_____________________________________ Student No.:_______________________

INSTRUCTIONS

1. All candidates must complete and sign the academic attestation below.

2. All candidates must complete Part 1, ANY TWO questions in Part 2, and all of Part 3 in the examination booklets provided.  The examination is graded out of 70 possible marks.
3. Candidates must return the examination question paper and the examination booklets to the professor.
4. The time limit for this examination is TWO HOURS 

5. No notes, references or dictionaries are permitted

6. No electronic devices are permitted

7. Read the entire examination question paper BEFORE proceeding 

	Academic Integrity :

Integrity is a basic value of our society and of the business world.  Academic integrity is also a key value of the Telfer School of Management. To underline its importance, all assignment, report, project, or other work submitted in partial fulfillment of the requirements of a course at the School of Management must include on its front page the following signed statement  (signed by each member of a team in the case of a group assignment or team work): 

Statement of Academic Integrity:

This work conforms to the rules on academic integrity of the University of Ottawa:

Signature: __________________________________

For more information on what constitutes a breach of academic integrity, please consult the following web sites:  http://www.uottawa.ca/academic/info/regist/crs/home_5_ENG.htm  and   http://www.uottawa.ca/plagiarism.df
 Please note that any submission in a course (homework, assignment, report, etc) that does not include that signed statement will not be corrected and will get a grade of zero.   


PART 1 (25 marks)
ALL candidates MUST complete this question.

The marketing planning process describes a set of steps a marketer goes through to develop a marketing plan.  Describe each of these steps and using a product of your choosing briefly indicate how each step might have been applied by the marketer of your selected product.  It is fine to be creative here!
Grading Scheme:

I am looking for a response that clearly portrays the five formal steps in the development of a marketing plan as well as the application of the steps to a product the candidate has selected.  The actual product selected is not important but the application must be logical.

The steps are as follows:

1. Defining the Business Mission and Objectives (2 marks)
· A broad description of a firm’s objectives and the scope of activities it plans to undertake (1 mark)
· Example (1 mark): delivering superior quality products and services to customers and being the quality leader in what it does [Tim Horton’s] – no expectation of verbatim in the actual mission statement of any chosen product, but an example of a proposed mission statement is necessary

2. Conduct a SWOT (or situational analysis) (8 marks)
Offering a “definition” of what is a strength, a weakness, an opportunity, and a threat [.5 mark each = 2 mark]
· Strengths (internal) (1.5 mark; .5 mark for each example – 3 examples)
· Weaknesses (internal) (1.5 mark; .5 mark for each example – 3 examples)
· Opportunities (external) (1.5 mark; .5 mark for each example – 3 examples)
· Threats (external) (1.5 mark; .5 mark for each example – 3 examples)
· Acceptable examples must not only be logical but MUST align with internal or external focus/definition – for example students often treat weaknesses as threats – not necessarily the same thing!

3. Identify & Evaluate Opportunities Using STP (9 marks)
· Segmentation – dividing the market into distinct groups of customers where each group has similar needs, wants or characteristics (1 mark for definition of “segmentation”; 1 mark for description of the chosen segment – explain the bases of the segment; 1 mark for an appropriate example)
· Example: Seniors, Millennials, Thinkers, Innovators, etc: the idea being that each segment can be expected to respond similarly to the marketing effort

· Targeting –determining which segment to pursue via target marketing (1 mark for definition of “targeting”; 1 mark for description of the chosen target market; 1 mark for an appropriate example)
· Example: young families, professionals – you can use the segment from above
· Positioning – how the firm wants to be positioned within the segments; how the firm is perceived by members of its target market compared to the competition (1 mark for  explaining “positioning”; 1 mark for description – showing how the 4Ps strategy support the positioning; 1 mark for example)
· Example: casual luxury, lowest cost, highest value
· Show how the 4Ps are used to reinforce the positioning to the selected target

4. Implement the marketing mix – implement product, price, promotion and place for its product based on what the firm believes the target market will value (4 marks)
· Product – something that customers will buy (1 mark)
· Price – customers perceive as giving them good value for the product (1 mark)
· Place – making the product readily accessible when and where the product wants it (1 mark)
· Promotion – the communication of the value proposal (1 mark)
· Many examples are possible and one example per “P” is expected.  The examples should be logical.  Markers’ discretion

5. Evaluation of the Performance (2 marks)
· Using marketing metrics to determine whether the strategy was successful

· Examples: performance metrics (share of market); financial metrics (revenues, profits)

PART 2

Candidates must answer ANY TWO of the following questions:
Question 1 (15 marks)
Define a “sustainable competitive advantage (SCA)” (1 mark) and briefly describe the four overarching strategies that focus on aspects of the marketing mix to create and deliver value and to develop a SCA (12 marks).
Grading Scheme

A sustainable competitive advantage is an advantage over the competition that is not easily copied and thus can be maintained over a long period of time (1 mark).
The four overarching strategies (12 marks):

Markers to note: these are the critical points: in describing the strategies I do not expect word-for-word, but I do expect reasonably fulsome development.

Customer excellence

· Focuses on retaining loyal customers and excellent customer service. Students must clearly explain this concept and provide appropriate examples (3 marks)
Operational Excellence

· Achieved through efficient operations and excellent supply chain and human resource management. Students must clearly explain this concept and provide appropriate examples (3 marks)
Product Excellence

· Having products with high perceived value and effective branding and positioning. Students must clearly explain this concept and provide appropriate examples (3 marks)

Locational Excellence

· Having a good physical location and Internet presence. Students must clearly explain this concept and provide appropriate examples (3 marks)
Combination of SCA strategies

· Students must explain that companies use a combination of these strategies and rarely rely on one plus provide an appropriate example (2 marks)
Question 2 (15 marks)
Briefly describe ANY FIVE of the macroenvironmental factors that operate in the marketing external environment and briefly indicate how these factors influence marketing (15 marks).
Grading Scheme

Looking for any five from among those given below.  Award one mark for identifying/labelling the factor, an additional 1 mark for a correct description of the factor and the final mark for a logical and compelling description of the factor’s effect on marketing supported by clear examples.  No expectation of word-for-word; markers’ discretion.

	Factor
	Description
	Effect on Marketing

	Culture
	Shared meanings, beliefs, morals, values, and customs of a group of people
	Language, non-verbal communication may be very different between cultures [give examples]

	Demographics (age, gender, income, ethnicity)
	The characteristics of human populations and segments (generation cohorts)
	Demographics will affect the value perceived in the product offering [give examples]

	Social trends
	Changes in society over time
	Social trends can create new markets and dry up old markets – example(s) – green consumers, time-poor society [give examples]

	Technological Advances
	Technological changes that have contributed to the improvement of the value of products and services
	Greater accessibility to finer defined target markets; immediate access to channel members, the need for a more fluid marketing strategy – ability to adapt quickly to changes

	Political/Legal
	Political parties, government organizations and legislation and laws that promote or inhibit trade and marketing activities
	Competition, increasing costs of compliance with legislation [give examples]

	Economic Situation
	Economic changes that affect the way consumers buy merchandise and spend money
	Increasing interest rates will mean consumers have less discretionary income; foreign currency fluctuations will impact on the number of consumers and their location; inflation will increase the cost of goods to consumers and reduce sales [give examples]


Question 3 (15 marks)
What is “value-based marketing” (2 marks)?  Briefly describe the three activities necessary in order for a firm to become value-driven (6 marks).  List seven reasons supporting the importance of marketing (7 marks). 
Grading Scheme

Value-based marketing focuses on providing customers with benefits that far exceed the cost (time money, effort) of acquiring and using a product or service while providing a reasonable return to the firm (2 marks) . 

Three activities necessary (2 marks each to a maximum of 6 marks)

· Share information about their customers and competitors across their own organization with other firms that might be involved in getting the product or service to the marketplace
· Balance benefits with costs

· Build relationships with customers

Seven reasons for the importance of marketing (1 mark each to a maximum of 7 marks)

· Marketing expands the firm’s global presence

· Marketing is pervasive across the organization

· Marketing is pervasive across the supply chain

· Marketing makes life easier

· Marketing provides career opportunities

· Marketing enriches society

· Marketing can be entrepreneurial

Part 3
Mini Case Study (15 Marks)
Peter’s Bingo Bonanza

Peter Fontiere completed a business administration course at Renegade College.  Shortly after graduating he returned to his hometown of Lower Breckenwater in his aging Ford F150 pick-up truck, seeking a job as an administrator.  Lower Brekenwater was a small rural community consisting mostly of retired, long-term residents.  The community had only a small industrial sector and, because of very low staff turnover rates, Peter was unable to secure a job in his field.

Benny Smith had operated the town’s bingo hall for thirty-five years.  Benny’s Bingo was constructed under a large outdoor tent, not unlike a circus tent.  Music was supplied by an old AM portable radio connected to a few plastic speakers.  There was a strict rule against alcoholic beverages. Benny’s Bingo was held on Thursday evenings, Friday evenings, and Saturdays.  The tent was erected on the grounds of a public park which ran through the town center.  These public grounds included a children’s park and a small creek.  Peter had worked his way through college by working part-time at Benny’s Bingo, and therefore had considerable hands-on experience with this type of enterprise.

Peter decided that, instead of leaving Lower Brekenwater to find a job, he would remain and go into direct competition with Benny.  Peter was confident that his college education, combined with his knowledge of the bingo business, would ensure him an adequate standard of living in Lower Brekenwater.

In August, after several weeks of searching, Peter found a suitable location about one mile west of the town.  The owner was willing to lease the premises to Peter for a modest $500 per month.  The building was an old pool hall, which had been vacant for a number of years, but the structure was solid and for an estimated $45,000 could be brought up to a respectable standard.  The building could house about 250 customers comfortably, and the indoor venue allowed it to remain open all year round, unlike Benny’s, which could only open during the late spring, summer and early fall.

Peter successfully petitioned local government authorities and obtained a liquor license.  He then installed a full bar and a state-of-the-art stereo system.  After being approached by a representative of Electronic Bingo Inc., Peter decided to install an electronic bingo system that, in effect, automated the entire game.  Instead of markers, customers merely touched an electronic wand to the number appearing on their electronic cards.  The system verified that the number was, in fact, the number called, and registered this number in its memory.  When a full bingo confirmation was registered, the system automatically buzzed, and the winner was registered on an overhead screen.  The winning proceeds were “credited” to customer “accounts” electronically, and the costs of buying the cards were deducted from the account electronically.  When a game was finished or a customer stopped playing, the computer would present an accounting of the customer’s winnings and costs, and produce a chit that the customer would take to the cashier who would credit the customer’s bank account electronically through an interact-type system.  This electronic system cost $25,000.

Peter also contracted for some grounds maintenance and landscaping, including repaving the parking lot.  He then purchased a large neon sign that read “PETER’S BINGO BONANZA”.  The total cost of the landscaping and the sign was $17,000, and these costs were added to the large advertising campaign for its grand opening that cost $7,500, directed to the citizens of Lower Brekenwater and some smaller neighboring towns.  To ensure that people would make the trip, Peter set each grand prize at $500 per evening, with a monster bingo of $1,000 every Saturday evening.  By comparison, Benny’s grand prizes were only $150 and he offered no monster bingo.  Peter’s Bingo Bonanza was open Monday through Saturday from noon to 2:00AM.  Costs to the customer ran only 20 percent higher than playing bingo at Benny’s.

For the first two months, the establishment was very successful.  Recently, however, the number of customers has continuously decreased to the point where Peter has had to close the bingo hall for most of the week, remaining open only on Thursday and Friday evenings, and Saturday and Saturday evenings.  Peter is very concerned about this apparent lack of interest, since he has borrowed most of the money needed to undertake this business, and he has come to you for marketing advice.

Required:

Customers patronizing Peter’s Bingo Bonanza are effectively making a buying decision – to purchase the service offered by Peter Fontiere.  This decision process is influenced by three factors.  First, describe each of the three factors (9 marks).  Second, in your view which one of these factors would best explain the continuous decline in customers (6 marks)?

Grading Scheme

Part 1: The three factors are as follows (9 marks):

Psychological Factors (3 marks)
· Motives, attitudes, perceptions, learning, and lifestyles are some of the key psychological factors

Social Factors (3 marks)
· The external social environment consisting of customer’s family, reference groups, and culture

Situational Factors (3 marks)
· Factors specific to the purchase and shopping situation that may override psychological and social factors: being predisposed to purchase a product due to some underlying psychological trait (purchase situation); being adversely affected by the store atmosphere, salesperson (shopping situation), temporal state

Part 2 (6 marks): This is an opinion question.  I am looking for a logical explanation that demonstrates the application of the “factor” to the situation at hand.  Part marks at the discretion of the marker
� Case written by Dr. David H J Delcorde, School of Management, University of Ottawa, 2006.  This case is fictitious.  Any resemblance to individuals or institutions is purely coincidental.
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