EMAD 5402 FINAL—STUDY GUIDE
Summer 2021
You will be asked to answer 3 of the 4 questions in this study guide on the final exam.  The first 2 questions on the final exam will be worth 33 points each and the 3rd question will be worth 34 points for a total of 100 points.  Please remember that the exam is CLOSED book, CLOSED notes, CLOSED everything else except for your 4” by 6” index card.  Please be concise and write legibly on the exam.  
1. Brady & Davies (2010) discuss why the Heathrow T5 project failed horribly on opening day (and a few days following).  We discussed in class many of the key issues in this article relative to the importance of establishing expectations using benchmarks and experience.  Regarding their article “From hero to hubris—Reconsidering the project management of Heathrow’s Terminal 5” and our class discussion:

a. Provide example(s) of how team-based designs either helped or hurt the opening of Heathrow T5.

b. Explain why that even after 19 years of planning, this project failed to meet customer expectations.  What marketing characteristics are evident in this project?
c. Discuss whether a “push” or “pull” marketing model BEST applies to the Heathrow T5 project.  Please provide as many examples as necessary to support your answer.

2. In Chapter 13 of Peter & Donnelly, the author(s) discuss the concept of Porter’s “Diamond of National Advantage.”  Given the Southwest Airlines (SWA) case, please answer the following questions regarding SWA’s operations based on Porter’s diamond model.  More specifically:
a. From a marketing lens, why would say that SWA is successful as a low-cost provider?

b. Discuss the 4 factors in Porter’s “Diamond of National Advantage” as they pertain to SWA. 

c. What risks possibly might affect SWA’s competitive position and marketing strategy?
3. As presented in-class, IKEA is a diverse, multi-national and innovative company that creates a large wake in the global, corporate world.  A historically above-average performing firm, IKEA leads the way with many creative approaches to selling its products and services.  Given the marketing issues facing IKEA, answer the following:

a. What kind of organizational form does IKEA use (i.e., multidomestic, global or transnational) (Chapter 13 slides)?  What kind of knowledge, skills and abilities would their leadership need to BEST fit this form?
b. IKEA has historically been a very successful company.  However, with this success have come threats to their competitive sustainability.  Conduct a situational analysis using the 6 elements of a situational analysis presented in Chapter 1.  Which issues identified are most salient and why?

c. Regarding consumer purchasing, has IKEA’s marketing strategy provided a competitive advantage, or not, in China?  
4. Boeing and GE are both significant firms in the development and manufacture of aerospace systems.  Both of these organizations are successful not just from an Aerospace & Defense (A&D) lens but also a national perspective as well.  Please answer the following questions relative to their influence:
a. How has the concept of integrated marketing communications discussed in Chapter 8 affected Boeing and GE’s ability to compete in the A&D industry?
b. What threats are there to Boeing and GE using Porter’s 5-Forces model?  Which ones are the most salient?
c. Finally, what two strategic business unit (SBU) dimensions (Chapter 5) BEST differentiate firms in the A&D industry?  Why did you choose these SBU dimensions?
