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MKT 350 – Principles of Marketing
FIN: Final Exam 
by Markus Biegel



INTRODUCTION:
· Your final exam has three parts. They are easy! I purposely made this final easy. Yet for Part 1 I still need to see solid effort. For Part 1 these are not short answers, they should be comprehensive. 
· The final exam is due May 14th at midnight. 
· If you turn in your final exam late (for whichever reason) your final exam grade points will be cut in half (50% of your actual score). So please don’t turn in your final late as it is heavily penalized on points. 

	PART 1: ESSAYS - 90 Points (30 Points Each)



Essay 1 - SWOT: (30 Points)
Compare two companies/brands from the same industry using S.W.O.T. methodology. You must choose from one of the following industries: 
Electronics Industry OR Restaurant Industry
Essay 2 – 4Ps: (30 Points)
Compare two companies/brands from the same industry using the marketing mix (4Ps) model. You must choose from one of the following industries: 
Apparel/Fashion Industry OR Airline Industry
Essay 3 – Small vs. Big: (30 Points)
When comparing large Fortune 500 companies to small businesses (less than 500 employees) how does the role of marketing change and how is it the same? How is marketing’s contribution to the business planning process in these two environments same and/or different? How are the marketing metrics that are being measured the same or different? You may answer this question on the macro-level or choose a specific industry to compare and contrast a large and small firm (or you can do both, macro first and them exemplify with two specific companies). 

 









	PART 2: ETHICS ASSESSMENT – Multiple Choice Questions (5 Points)



Questions 1-5 are T/F/MC Questions 

1.  The legal environment sets the minimum standards of ethical behavior in a society. 
True  False  

2. According to a survey of workers, almost half of them have admitted to taking some type of unethical or illegal action in the recent past. 
True    False

3. The future poses many challenges for marketing managers because: 
A. new technologies are making it easier to abuse consumers' rights to privacy.
B. the marketing concept has become obsolete.
C. it is marketing managers who have full responsibility to preserve our macro-marketing system.
D. social responsibility applies only to firms--not to consumers.
E. ultimately it is marketing managers who must determine which products are in the best interests of consumers.

4. Which of the following statements about ethical behavior in business is true? 
A. The legal environment sets the highest standards of ethical behavior.
B. The legal environment sets the maximum standards of ethical behavior.
C. The legal environment sets the minimum standards of ethical behavior.
D. The legal environment sets the normative standards of ethical behavior.
E. None of the above.


5. Which of the following is an unethical behavior on the part of a consumer? 
A. abusing policies about returning goods.
B. changing price tags in self-service stores.
C. being abusive to salespeople.
D. shoplifting.
E. all of the above.














	PART 3: ETHICS ASSESSMENT – Case Study (5 Points)



Please read the case and answer the last two questions in the last paragraph. 
Case American Apparel: unwrapping ethics.  (This case is cited from Harvard Business Education, by June Cotte; Seung Hwan (Mark) Lee; Brittany Schuette)
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(Cited from Harvard Business Education, by June Cotte; Seung Hwan (Mark) Lee; Brittany Schuette). 
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ATYPICAL CONSUMER EXPERIENCE WITH AMERICAN APPAREL™

Teenage girls these days seem to be too caught up in the world of sex and body image. As
a mother, I try to teach my kids about ethics, self-esteem, inner beauty, and confidence.
‘Whether I am effective or not ... that's another question .... My daughter Anna, who is
turning 14, loves shopping for clothes and going to the beach. it was only few years ago
‘when Anna seemed so childlike. But now, fashion is becoming central to her character.

American Apparel is one of the most populas clothing stores in Los Angeles. Originally,
when my daughter asked me to go, I was thrilled T thought this was a great way to pick
out a nice outfit for her 14* birthday. Also, I secretly wanted to go there for the longest
time. However, when we arrived at the store, I instantly became bewildered. Originally,
this was a company 1 admired for its stance on “sweatshop free” policies. 1 am a big
supporter of the local economy, aud T hiave always tried to buy products that were “made
in USA.” In addition, American Apparel uses orzanic cotton in its products, supporting
‘my environmentally friendly stance. However, upon walking into the store, I was shocked
by the huge posters, Some of which featured young models in sexually suggestive
positions. 1 was shocked. Anna walked straight over to the deeper end of the store,
ignoring these images.

As Anna procezded to try on multiple outfits, I became curious. I couldn’t connect the dots
in my head. While I admired American Apparel’s ethical and altruistic initiatives, the
company reeked of sexual sin. My excitement for American Apparel faded. I didn’t know
it would be 50 sexuai. Arna walked out of the dressing room with a pair of reasonably
priced jeans, a few T-shirts, and a new leotard. What was I supposed to do? After all, it
‘was Anna’s birthday. My husband and I spent the past decade teaching our daughter about
respect, beauty, and confidence. While the clothes that she picked out were cute, a couple
of the thinias she picked out were suggestive enough to make me a bit uncomfortable. T
waited 1o bay my daughter an outfit that was reasonably priced and cute, but could T
support American Apparel?
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By 2012, with consumer complaints and controversy growing, it was time for American Appatei to decide
whether continuing a sexually based advertising campaign made sense alongside ine. coripany’s
commitment to positive labour and other socially responsible business practices. Should American Apparel
try to better align all the elements of its marketing strategy, or would continuing to generate this sort of
controversy actually benefit the company by drawing more attention to its products?




