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SAMPLE FINAL 
 

The questions on the final exam will be similar to those on this sample final.  You will be 
asked to answer any eight of the ten questions. 
 

1. Recording Empires, Inc., has a number of subsidiaries.  OperaScope arranges live opera 
performances in mid-sized towns and has a very large share of this market.  Although 
customers are currently willing to pay large prices for tickets, the market is expected 
to fall dramatically in the next few years.  Currently, the RappoScope subsidiary has a 
small share in the rapidly growing market for rap recordings.  The Danger Dog 
subsidiary has a small share in the shrinking market for recordings of barking dogs.  
Please discuss how the Boston Consulting Group Model can help this firm plan its 
strategy. 

 
Within the BCG Model, OperaScope is a cash cow, RappoScope a 
question mark, and Danger Dog is dog.  Recording Empires may want 
to use cash flow from OperaScope, which cannot readily be 
reinvested in a division whose market is not expected to grow, to 
invest in RappoScope, which has a potential to be converted from 
a dog to a star.  The firm may want to sell off Danger Dog since 
there seems to be little future for this division. 

 
2. A manufacturers of motor cycles is interested in the impact of the product life cycle 

on its opportunities.  Please discuss, stating clearly any reasonable assumptions you 
make. 
Assuming that motor cycles in their current form are mature 
market, where only modest growth expected, the manufacturer can 
expect increasing competition from a market that will consist 
mostly of replacements.  However, if some new innovation can be 
made or if there are significant changes in the market (e.g., a 
dramatic increase in gasoline prices), the product may experience 
a revitalization.  Thus, the firm may want to work on ways to 
revitalize.  If this is not possible, the firm may want to 
harvest the market and enter into another market with greater 
growth opportunities. 

 
3. What do you see as the two most important variables in segmenting the market for 

cellular phone service?  Please explain your reasoning.  (Note:  Grading will be done 
mostly based on your reasoning). 

 
Two variables seem most important:  Willingness to pay for 
quality of reception and the number of minutes desired.  For some 
consumers, it is important to be able to get consistent good 
reception in most areas while others are more price sensitive and 
will sacrifice coverage for a lower price.  The number of minutes 



included desired is also important since consumers vary a lot in 
the time they will need.  Here, there could be several levels:  
(1) Emergency-only users, who are only willing to pay for a small 
number of minutes since they only keep the phone to make calls in 
case of emergency, (2) modest users, who may want up to 200 
minutes per month but would not need or want to pay for more, (3) 
heavy users, who want from 200-500 minutes per month, and (4) 
very heavy users who want more than 500 minutes per month, often 
because they need to make many business calls.  (NOTE:  It would be 
legitimate to choose other reasonable variables.  It is the quality of the reasoning that 
is important for grading purposes). 

 
4. Bottled water is a frequently purchased product.  Please discuss how both internal and 

external reference prices are relevant to retailers of this product category. 
 

Since consumers frequently purchase bottled water, they are 
likely to develop internal reference prices, or expectations of 
what a bottle will cost, based on their frequent experience.  If 
prices are unusually high, consumers are more likely to notice 
than they would be for less frequently purchased products.  
Retailers might be able to use external reference prices—
indicating the regular price of brands currently on sale or 
prices charged at competing stores as a way to influence what 
consumers expect to pay.  However, since consumers are likely to 
have relatively precise internal reference prices, this strategy 
may not be very successful. 

 
5. Please discuss how the pricing interests of a manufacturer such as Colgate toothpaste 

differs from that of the retailers carrying this product. 
 

Colgate is interested in having as many consumers as possible 
purchase the Colgate brand of toothpaste.  Therefore, it is 
important to Colgate that its product be offered at low prices.  
Colgate might be willing to offer lower prices in return for a 
sale.  The retailer is interested in maximizing the category 
sales of all brands of toothpaste.  People are unlikely to buy 
more toothpaste when prices are reduced—they will be more likely 
to switch brands so that increases in sales of Colgate will come 
at the expense of other brands.  Therefore, retailers are less 
interested in putting the Colgate on sale and might be tempted to 
“pocket” discounts given by Colgate rather than putting the brand 
on sale.  (NOTE:  We did not go into this as much in class as I had planned when 
writing this sample final, so this question would not be on the actual final). 

 
 

6. Protein Passion is a manufacturer of low carbohydrate, high protein foods.  What are 
some things that may be helpful in improving the search engine rankings for the firm’s 
web site? 

 
Having a large amount of text that contains important search term 
(such as “protein” and “Atkins” and “low carbohydrate”) is likely 
to increase the rated relevance of the site.  The firm may also 
want to encourage other web sites that deal with low carbohydrate 
issues to link to the site.  For some search engines, the firm 



can bid on higher ranking for selected key words such as “low 
carbohydrate.”  The firm may want to have several sites, each of 
which is optimized for a particular search engine. 

 
7. Please explain how any three elements of the promotion mix can be used by 

McDonald’s. 
 

• Advertising:  McDonald’s can advertise its current products 
or the restaurant chain as a whole.  In the U.S., the chain 
is almost universally known and attitudes are well set, so 
advertising would be most effective as a reminder, to 
report new products, or to report current price promotions 
or premiums (e.g., free toys with a Happy Meal purchase). 

• Price promotion:  McDonald’s can offer coupons or 
temporarily offer certain meals at a discount. 

• Public relations:  McDonald’s can try to get favorable 
media coverage by issuing news releases about new meals, 
philanthropic programs, or other socially responsible 
activities. 

 
8. Medicocre Manufacturing, Inc., is getting worried about its poor track record with new 

products.  Please discuss frequent reasons for product failure. 
 
Some new products are not a significant enough improvement over 
existing products to get consumers to buy them.  There may not be 
an attractive market (one in which there is a lot of demand and 
limited competition), and firms may have implemented the 
marketing mix poorly (e.g., positioned the product poorly in 
advertising, over-priced, and/or failed to get adequate 
distribution for the product). 

 
9. Simon and Schuster, a large publisher, is interested in trying to sell its current best-

selling books, which currently have a retail price of about $20.00 each, on the 
Internet.  Please discuss the economics of this approach. 

 
For products with large demand, there is likely to be a great 
deal of competition.  Thus, to sell much, the firm might have to 
discount aggressively.  Also, at a price of $20, there would be a 
low absolute margin if books are sold alone.  If shoppers buy a 
larger number of books at one time, the absolute margin could be 
higher.  Charging consumers a shipping and handling fee 
effectively raises the price of the product, so that would not be 
a viable strategy.  Overall, then, the potential to profitably 
sell online is poor.  The books can be more economically 
distributed through retailers. 

 
10. What is co-branding and why is it used?  Please give one example (real or fictional). 

 
Co-branding involves the use of two or more brands at the same 
time.  This adds the strength of both brands to the product, 
increasing its attractiveness.  For example, some flavors of 
Dreyer’s ice cream indicate on the container that they use 
Snicker’s candy bars as an ingredient. 


