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IN-CLASS PROJECTS FOR APRIL 17 

Below are some in-class projects available for our class meeting on April 17. We will meet in the 
Rivera Library. You will have the entire class period available to work on the project, but you are 
not expected to meet outside class if you do not finish by the end of the class meeting. 

Please select at least one member of each team to make a brief, 1-3 minute presentation to the 
class in class on April 22. Before leaving, please hand in a list of all participants in your team.  In 
addition, each team member should hand in directly to the instructor a one paragraph discussion 
of one of the issues that you considered. Cardboard and markers are available for those who 
optionally elect to make a visual aid. 

1. Bass Clothiers sells a great deal of clothing through conventional channels, including full 
service clothing stores. A great deal of stuff is also sold through Price Costco, which buys 
up the clothing in large quantities and offers very attractive deals on a limited amount of 
assortment. Over the years, Bass has operated a number of factory outlet stores in which 
merchandise is sold. Although prices are usually no lower than what one would pay for 
comparable merchandise of other brands in discount stores, there are usually great 
bargains when things are put on sale. Sales are made either to increase quantities of 
regular merchandise sold or to get rid of excess inventory of certain selected products. 
The factory stores also sometimes carry certain "irregular" pieces (i.e., products which 
have slight cosmetic defects). The factory stores are relatively profitable, and Bass is 
interested in expanding. However, there is a concern that other retailers may not receive 
such expansions well and may then "push" and order fewer Bass products. How might Bass 
best balance these issues, and are there any steps that can be taken in operating the 
outlet stores to lessen the potential conflict? 

2. King Size is a mail order retailer of clothing for tall and/or heavy men.  Long Elegant Legs 
is a mail order retailer of clothing for tall women.  Although Big & Tall Casual Male, a 
chain, has been relatively successful with its retail stores, it is a problem that tall people 
are spread around in the United States and do not tend to live in the same area.  It is 
often not cost effective for stores to carry the larger sizes, and if they do, many have a 
very limited selection.  Stores with clothes for tall women often are unsuccessful, possibly 
because many tall women prefer not to shop in a store that emphasizes their height.  King 
Size and Long Elegant legs have an advantage in the sense that they can reach tall people 
all over the country, but it is a major drawback that the clothing cannot be tried on.  
What might be some ideas for operating one of the two?  (You might also think about 
finding lists of potential customers).  If this is of interest, there are clubs for tall people 
with local chapters in many areas. 

3. Jones Soda is a manufacturer of unusual sodas. The company states: "Ya gotta make a 
living somehow; we chose the beverage world. Good old soda with a twist. NO hidden 
meanings, no billion dollar ad campaigns. At Jones, we want you to buy a lot of soda and 
recycle the bottles. The labels are kinda like our minds -- always changing. Run with the 
little guy.. create some change!" Like many other new age drinks, Jones features a number 
of unusual flavors such as fufu berries, bada bing, d’peach mode, and crushed melon (see 
http://www.jonessoda.com/files/flavours.html for listing). Although relatively affordable 
compared to certain other brands of new age soda such as Sobe, these drinks cost 
considerably more than conventional cola drinks. Also, the brand has limited awareness. 
What kinds of distribution activities and objectives may be useful for Jones? 

4. To many people, gasoline is just gasoline, but Mobil Oil has identified a number of 
different segments (see information provided to the team). There are considerable 
differences in brand loyalty, benefits sought, and price sensitivity. The "homebody" 
segment, for example, selects stations based mostly on location and tries to spend as little 



time as possible. The "road warrior" segment tends to buy premium gasoline and also shops 
in the convenience stores. Some gasoline chains are known for emphasizing one segment 
over the other—for example, while Union 76 emphasizes gasoline, sold at higher markups 
to the exclusion of convenience stores, ARCO sells gasoline cheaply, hoping to make up 
margins in its large mini-marts. Shell stations often emphasize their repair facilities. Mobil 
now aggressively promotes its SpeedPass system, where the consumer does not even have 
to enter a credit card into the pump and wait for authorization—a "supermarket" like card 
is simply flashed and read by the pump, saving the consumer some time. Considering the 
segments that have been identified and the strategies of competitors, what kinds of 
service outputs would be most logical for Mobil to consider? Does the current economic 
situation have any specific implications for this? 

5. BMG Music Service operates several CD clubs whereby consumers get a certain number of 
CDs for a very low price when joining. Programs vary somewhat with time and with the 
target segment, but consumers are usually obligated to buy a certain number of albums at 
"regular" prices. These prices often become quite high, despite being touted as 
discounted, when compared to CD prices in retail stores. There are several reasons for 
this. First, many large chains such as Best Buy and Wal-Mart sell CDs at very low margins as 
loss leaders. Secondly, consumers pay relatively large "shipping and handling" charges 
when buying by mail. However, consumers who buy a large number of CDs may still come 
out ahead because the chain often has special promotions—e.g., for every CD bought at 
full price, get either one or an unlimited number at $1.99. Despite these deals, BMG is 
profitable because of its strong bargaining position with studios, which have accused the 
firm of coercive practices. In order for BMG to function, new members must be signed up. 
Sometimes, BMG will advertise in select magazines and anyone can sign up for the deal 
(subject to approval). Inserts are frequently included in shipments from other direct 
retailers (e.g., Book of the Month Club), and BMG often sends out personalized offers by 
bulk mail to end consumers. However, a big problem is that many of these consumers will 
take the introductory deal and then cancel the membership (in part because the 
assortment of new albums is relatively limited). What might be some direct mail sources 
that might help target relatively "good" customers? Are there any other ways to "tap" good 
segments (e.g., by joint promotions?) 

6. Neiman Marcus Direct is a catalog operation owned by the upscale department store. The 
main objective of having the catalog arm is not so much to provide consumers with the 
convenience of not having to go to the store (for one thing, there is a great deal to lose by 
not having consumers make impulse purchases in the store). Rather, NM is able to appeal 
to a more downscale segment that would not be able to afford to shop in the regular 
department stores by offering somewhat less expensive merchandise. Nevertheless, there 
is a dangerous conflict between the two positionings. How might NM lessen this conflict? 

7. Dr. Pepper has a loyal following in the United States, which has been bolstered by a long 
series of extensive advertising campaigns. Held by British based Cadbury Schweppes, Dr. 
Pepper is part of the same firm that owns Seven-Up. A major problem, however, is that 
aside from the loyal following, few consumers even consider buying Dr. Pepper—most 
people think either of cola drinks (e.g., Coke or Pepsi) or some of the more current non-
cola drinks such as Snapple or Sprite. In fact, Dr. Pepper is not available in many fast food 
chains. What kinds of distribution objectives and activities might be useful? 

8. Firm and challenge of your choice. Please select a firm and distribution issue of your 
choice, identifying issues and possible solutions with advantages and disadvantages of 
each. You are encouraged to select a firm for which you might like to work (or are 
currently working) or whose products or strategies interest you. Some examples of firms 
that might be of interest: 

• Mapa Auto Parts; 
• The Riverside Press-Enterprise or the Highlander; 
• Swingline (manufacturer of staplers); 
• Arm & Hammer (manufacturer of baking soda, deodorizers, and toothpaste); 
• Bruno Magli (manufacturers of upscale shoes that may or may not be perceived as 

aesthetically pleasing); 
• Biore by the Andrew Jergens Co. (manufacturer of skin cleansing products); or 
• Kia (low market share car maker currently advertising a superior value and warranty)  


