
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

     

 
 
 

Dear Professor, 
We are delighted to inform you that the 5th edition is now in print. The new edition provides the 

power of the new SmartBook adaptive reading experience, which allows you to engage your students so 
that they are better prepared when they come to class. With the introduction of the 5th, edition there will be 
new Video Cases and new iSeeIt! Videos coming in connect. At the end of this newsletter, we have 
included a preview of the new material in 5e. If you haven’t yet seen the 5e, request a sample from your 
McGraw-Hill rep or request it online here!  

We are thrilled to provide the Grewal/Levy newsletter to empower you to provide current, cutting-
edge examples of marketing in the classroom.   
            The newsletter includes abstracts of current articles, notes on the applicable chapters in the textbook, 
and discussion questions, together with their answers. The newsletter also features current videos. We hope 
you will find the visual and comprehensive topic coverage useful. The newsletter is also accessible at 
grewallevymarketing.com. We encourage you to tell us how you use the newsletter. Please send your 
feedback to mlevy@babson.edu. 
Sincerely,  

  
Dhruv Grewal and Michael Levy 

www.grewallevymarketing.com 
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Videos 
““Hasbro, Disney Launching New Rey ‘Star Wars’ Toys” 

• Where was Rey? Consumers complained that the Star Wars toys 
available in stores excluded the main protagonist of The Force 
Awakens. Was it a case of gender bias, or was it simply an attempt 
to avoid spoilers about her role? Either way, companies are 
scrambling to get more products featuring the tough young pilot 
onto retailers’ shelves. 

• Use with Chapter 5, “Analyzing the Marketing Environment” and 
Chapter 12, “Developing new Products” 

• 2:42 minutes 
• http://www.wsj.com/video/hasbro-disney-launching-new-rey-

star-wars-toys/328B7F8F-89D9-4B43-9547-F0598A120441.html  
 
“McDonald’s All-Day Breakfast Looks to be a Hit” 

• An update on the results from the introduction of all-day breakfast at 
McDonald’s: It’s a hit! In particular, more than 15 percent of sales 
during non-breakfast hours are featuring breakfast items. Will the 
benefits last? 

• Use with Chapter 2, “Developing Marketig Strategies and a 
Marketing Plan” and Chapter 6, “Consumer Behavior” 

• 2:14 minutes  
• http://www.wsj.com/video/mcdonald-all-day-breakfast-looks-to-

be-a-hit/F2E4A996-6C1B-4305-BD1E-686  
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The MinuteClinic Mobile App: A New Expansion by CVS  
Jonah Comstock, “CVS MinuteClinic App to Get New Wait Times, Remote Scheduling Features,” Mobile 
Health News, December 10, 2015 

Use with Chapter 5, “Analyzing the Marketing Environment” 

There are some apps that are really exciting and “sexy,” 
promising vast leaps in technological innovation, 
achieving new capabilities mainly to prove that it can be 
done. And then there are apps that seem a lot less 
exciting but enable users to get far more done. In 
modern marketing environments, companies seek a 
balance between these types of app-related innovations 
for their apps, as is demonstrated readily by CVS Health 
and the range of apps it continues to introduce.  

The health care giant already established a means for 
consumers to receive a text message when their 
prescription was ready. By adding their mobile device 
number into the system, they would get timely alerts, so 
they knew when to swing by the store for their 
medications. The adoption of that app was so 

extensive—more than 3 million people used the service within a few months of its introduction—that CVS 
determined other service-oriented apps were a good place to expand. 

The latest entry gives consumers a means to check the schedules at their local MinuteClinics, to gauge wait 
times if they needed to stop in immediately or else make an appointment if they had a little flexibility. The 
app also sends them a reminder message 30 minutes in advance of their appointment, prompting the 
patients to make their way over to their local CVS.  

The MinuteClinics themselves were a massively innovative introduction when CVS first introduce the 
quick healthcare service centers. The app allows the company to leverage this radical innovation in 
additional ways, by improving the service that consumers receive from this health care option. In particular, 
it enables CVS to balance the demand for its services more effectively with its supply of those services. For 
example, data gathered from usage of the app could help the company redefine the hours of operation for 
its MinuteClinics or adjust the staffing levels to reflect heavy and light demand times. 

As the president of the MinuteClinic division of CVS noted, "I know this isn’t as sexy as a new service 
clinically, but these transactional things are making a big difference in healthcare, because mostly what 
people want to know is ‘Are you going to be able to see them promptly? What’s the service experience 
like?' Especially in relatively commoditized ambulatory care activities, that service is important." 

Along similar lines, CVS plans to extend the functions of its app even further in the near future. One 
promising service function would help patients link with healthcare providers in video conferences, such 
that a worried parent might ask a nurse to take a look at a child’s rash to help determine if a visit to the 
doctor is necessary.  

Discussion Question: 
1. What kinds of functions would you like to be able to access from an app associated with your 

local pharmacy? How well is CVS meeting those preferences? 
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Highlighting Absences Rather than Presence: Panera’s New Ingredient 
Marketing Approach 

Beth Kowitt, “Panera Really Wants You to Know What’s Not in Its Soups,” Fortune, January 5, 2016 

Use with Chapter 5, “Analyzing the Marketing Environment”  

Reflecting the broader consumer movement that 
seeks to avoid processed foods, Panera has begun to 
promote a new menu, based mainly on what the food 
items do not feature, rather than what they do. Its 
“clean menu” reflects the restaurant chain’s efforts to 
develop and implement what it calls a “No No List” 
of ingredients that modern consumers do not want to 
ingest. 

The No No List contains some familiar food culprits, 
such as too much sugar or too many calories. But it 
also reflects consumers’ growing awareness of and 
education about the potential effects of complex 
preservatives and artificial colorings or flavors. 
Eliminating all these ingredients has required an 
intricate, in-depth, and lengthy development process. 

For its broccoli cheddar soup for example, Panera had to take care; it is one of its top selling menu items, so 
the taste, consistency, and appearance could not change. But to make its way onto the clean menu, the soup 
also had to exclude all sodium phosphate, a very common preservative. Finding cheese that did not contain 
any of this preservative was a significant challenge for the company. Furthermore, it excluded bleached 
wheat flour, which of course altered the color of the soup. With its detailed analyses and complicated 
requirements to achieve “clean” status, the redevelopment of the soup underwent more than 60 different 
iterations. And that was before Panera realized it also needed to revise the Dijon mustard it included as an 
ingredient in the soup, because that condiment also contained preservatives. 

In addition to excluding artificial preservatives, sweeteners, and flavors, Panera is expanding its notion of 
healthy menus to include more plant-based, and fewer animal-based, protein sources on its menu board. 
The company has announced new animal welfare standards for its suppliers as well. 

In these adjustments, Panera is responding to various trends in its consumer markets, especially the 
growing focus on clean eating and healthy alternatives to traditional fast food menus. In this sense, 
marketing today can be just as much about what products don’t contain as it is about what ingredients they 
offer. 

Discussion Questions: 

1. Why has Panera developed its “clean menu”? 
2. Is this extension of its existing menu likely to be successful? Why or why not? 
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A Bark for Branding: The Reemergence of Target’s Bullseye Mascot  

Hiroko Tabuchi, “Target’s Dog Mascot Learns New Tricks in Marketing Blitz,” The New York Times, 
December 22, 2015.  

Use with Chapter 11, “Product, Branding, and Packaging Decisions” 

There was a time, just a few years back, when Target seemed to pull back from its hip, clever approach to 
marketing. Faced with dwindling customers spending, the cooler alternative to one-stop shopping reduced 
its advertising budgets and, with it, its creative approach to branding. But the tides have shifted back again, 
as signaled most prominently by the reappearance of Target’s lovable, clever, canine mascot Bullseye. 

The bull terrier sporting a Target logo over her eye never disappeared completely; her picture still graced a 
few gift cards. But today, that lovable mug is all over the place: interacting with the child actors who 
starred in Target’s pre-holiday television advertising blitz, making personal appearances at Target-
sponsored events, and even being represented in in-store “Bullseye Playgrounds” that stock replicas of the 
dog in various forms.  

Bullseye is, of course, not just one dog but 
many, each of whom rotates in and out of the 
function as required. But she is consistently a 
white bull terrier—the answer to one of the 
most popular dog-related questions on Google, 
as millions of people wonder, “What kind of 
dog is the Target mascot?” Google is not the 
only place people talk about Bullseye either. 
After Target placed small statues of the dog on 
benches outside about 1400 of its stores, the 
#TargetDog hashtag jumped in popularity on 
Instagram, mostly captioning selfies that 
shoppers take of themselves petting the plastic 
models. 

Although Target has suffered some severe 
setbacks in recent years—including a $1.6 
billion loss associated with its failed 
expansion into Canada (a challenge we 

discussed in a previous abstract)—it believes that its turnaround is well on its way. Accordingly, it spent 
nearly as much as Walmart on advertising last year, despite sales levels that are about one-quarter of its 
massive competitor’s. The majority of that advertising spending, approximately 60 percent, is devoted to 
digital advertising. 

A much smaller percentage is devoted to Bullseye of course. But because she’s just big enough that she 
doesn’t fit in regular cabin seats, she flies first class when she need to get somewhere to make an 
appearance, and she has a specially designed tuxedo for special occasions. Target might be a low price 
retailer, but it knows that Bullseye is a high-class dog. 

Discussion Questions: 
1. Do you associate Bullseye with Target? Is this association positive, negative, or neutral? 
2. Does Bullseye add value to the Target brand? How? 
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Is There a Place for God and Religion in Marketing, and If So, What Is 
It?  
Michael McCarthy, “God May Forgive Ads that Offend, but Customers Probably Won’t,” The New York Times, 
December 13, 2015  
Use with Chapter 4, “Marketing Ethics,” and Chapter 18, “Integrated Marketing Communications” 

Whatever a person’s personal beliefs, the concept of God is 
widely familiar and recognizable, especially in Western markets 
that share a generally Judeo-Christian culture. Noting the nearly 
universal familiarity of the notion, some marketers seek to 
leverage religious ideals and norms—whether sincerely or 
satirically—in their advertising, with varying levels of success. 
Some examples are simple: Local businesses might feature a 
cross or ichthys (i.e., the “Jesus fish”) on their signage. 
Companies could include Biblical quotes or religiously inspired 
beliefs in their mission statements. Furthermore, the founders of 
some firms, such a Chic-Fil-A, make their religion central to 
their very brand identity. 
In broader advertising campaigns, the implications can be 
somewhat more complicated. For example, Dodge Ram’s 

“Farmer” campaign, introduced during a recent Super Bowl, included a two-minute spot that featured artistic 
photographs of farm life, while in the background, the late radio personality Paul Harvey was heard reading his 
famous, “So God Made a Farmer” speech. The earnest, folksy speech takes the Genesis myth and extends it to an 
eighth day, when God realizes the need to create “a farmer” to manage all that has been created before. The 
sincere marketing did not signal that it was an advertisement for Dodge or Ram trucks until the very end, when a 
logo appeared on screen. In addition to its wide reach through the Super Bowl, the ad was viewed online 18 
million times in just 10 days, and Ram executives noted the many expressions of appreciation that the company 
received from actual farmers.  
Consumers also commended the Saint Thomas Health system in Tennessee for commercials that featured Titans 
quarterback Marcus Mariota pointing to the heavens, symbolizing appreciation, while a Biblically sourced 
tagline, “Nothing shall be impossible,” appeared on screen. But the Catholic hospital chain also acknowledged 
that some viewers found the spot too overtly Christian in its symbolism, leading them to question whether the 
service providers served people of other faiths and belief systems as well. 
Whereas these campaigns attempt to include religion sincerely in their marketing appeals, other communications 
seek to poke a little fun at the notion. In one Red Bull campaign, an animated Jesus revealed that he was actually 
stepping on stones, not walking on water, and when he tripped, he invoked his own name in a frustrated oath. 
The spot premiered in South Africa, but after receiving numerous complaints, Red Bull pulled it rather than 
running it elsewhere.  
God is nearly as clumsy in a marketing campaign for Mophie, which sells accessories for smartphones. Images of 
African snowstorms and dogs walking humans on leashes precede a hint that God’s smartphone has run out of 
charge, leaving the world in chaos. As the humorous ad suggests, “When your phone dies, God knows what 
could happen.” With a focus on the well-known frustration of a dead battery, together with an implication that 
even divine forces might be subject to the same daily irritations that consumers experience all the time, this 
campaign evoked far less negative reaction, even with what some people could consider mild blasphemy. 
Although God and religion thus might be extensive in their reach and awareness, the challenge for advertisers is 
ensuring that their target audiences appreciate these concepts in the same way. For Christian believers, 
blaspheming or making jokes about Jesus might be deeply offensive. For consumers of other faiths, the apparent 
prioritization of solely Christian views might feel exclusionary. And for people who identify as atheist or 
agnostic—who now constitute nearly one-quarter of the U.S. population—any mention of religion might evoke 
negative reactions. Such campaigns thus appear to entail high risk, as well as the promise of great rewards in the 
here and now.   
Discussion Questions: 

1. What are the advantages and disadvantages of using religion as a theme in advertising and other 
integrated marketing programs? 

2. Do you consider any of these campaigns offensive?  
 Go to top of document



 
 

 

The Thrill of Opening a New Toy, as Represented, and Marketed, on 
YouTube 
Robert D. Hof, “‘Unboxing’ Videos a Gift to Marketers,” The New York Times, December 6, 2015.  
Use with Chapter 3, “Social and Mobile Marketing” 

Opening toys is fun, pure and simple. Even the most jaded consumer gets a little thrill from the first time 
she or he gets to unpeel the plastic wrap, untwist the twist ties, and unbox a new gadget. But the unself-
conscious joy and excitement associated with revealing a new toy is best expressed by children, as the 
increasing popularity of unboxing videos on YouTube indicates. In these videos, young consumers literally 
record themselves opening, examining, explaining, and starting to play with new toys, and YouTube users 
can’t get enough. Such trends have quickly attracted the attention of marketers—especially those whose 
target market includes those same young consumers who love the very idea of unboxing so much. 

The unboxing genre accounts for approximately 1.1 
billion views on YouTube, mostly in the form of 
amateur, enthusiastic videos. But in conjunction with 
the release of Star Wars: The Force Awakens, Disney 
also hosted a marathon YouTube unboxing session: 
18 hours of videos of people across the world 
opening Star Wars–related toys and merchandise.  

Target also has hired some of the most popular young 
unboxers from YouTube, signing them to appear in 
exclusive videos hosted on its site. Evan from 
EvanTubeHD and Audrey from Radio JH Audrey 
thus earn remuneration for starring in videos in 
which they open Shopkins trucks, Star Wars and 
Avengers figures, and Lego collections (among other 
things). They mention at the start of their short 
features that Target has provided the toys, but otherwise, the content focuses on the details and specifics of 
the toys themselves.  

Rather than human unboxers, Toys ‘R Us uses stop motion animation to depict some of its toys unboxing 
other toys. In the “Toys Unboxing Toys” series, the Scottie dog token from a Monopoly box “chews” the 
zip ties off a Nerf blaster; Playmobile police investigate the scene when they open the box containing a 
Meccanoid robot; and on T-Rex toy pleads with another type of T-Rex to let him out of his box. The toys 
joke and play with one another, creating a silly, fun environment that ultimately leads to the thrilling 
release of the unboxed toy. 

For some viewers, the videos come off as unprofessional and rambling. The amateur versions in particular 
involve lengthy spans of footage with little inherent entertainment value. But they also honestly reflect how 
children play, such that they seem to appeal strongly to other children. That is, the target audience is 
frequently entranced by the images of other children opening and playing with toys they might like to have 
themselves. 

Because of this powerful appeal, some parents and consumer groups question whether the videos need to be 
better regulated as a form of advertising. They are not subject to the ad blockers that parents can apply to 
their children’s YouTube content, nor are they officially registered as advertising. Because children have 
difficulty distinguishing between entertainment content and marketing content, several groups have filed 
complaints with the Federal Trade Commission, alleging that the unboxing videos are advertising, 
masquerading as entertainment, especially when they are sponsored by retailers or toy manufacturers.  

Discussion Questions: 
1. What is “unboxing?” 
2. How is unboxing being used to market products? 
3. Which of the 4Es are being actuated with unboxing? 
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Pricing Trends in the Airline Market 
Susan Carey, “Airlines Challenge Low-Cost Foes on Fares,” The Wall Street Journal, December 29, 2015 
Use with Chapter 14, “Pricing Concepts for Establishing Value” 

For years, even as Southwest and JetBlue beat the major airline carriers on price, the big names like United, 
American, and Delta Airlines ignored the threat. They could do so because their offerings differentiated 
them from the low-cost competitors: They provided more amenities in flight, tended to fly to more 
desirable hubs, and allowed consumers who preferred an assigned seat to know where they would be 
sitting. But the airline industry continues to change, such that new competitors and the expanded offerings 
from existing ones are forcing the major carriers to take a closer look at revising their own pricing 
strategies. 

A few trends are driving this price revolution. First, new, 
no-frills, low-cost airlines like Frontier and Spirit have 
introduced price points that are dramatically below 
traditional fares. In some cases, they promise one-way 
fares for less than $20. Of course, those no-frills fares 
truly have nothing added; passengers must pay extra fees 
for any checked or carry-on luggage, as well as for a 
simple seat assignment. But the very presence of such 
low fares gives consumers the perception that paying 
hundreds of dollars for the same route may be 
unnecessary or unreasonable. 

Second, the airlines have come to recognize that a 
substantial portion of their passengers are highly price 
sensitive. Whereas in the past, they focused their 
marketing and pricing tactics on frequent business 
travellers, whose companies paid the tab, today they are 

beginning to pay more attention to infrequent leisure travellers, who are highly price sensitive but who also 
account for approximately half of the airlines’ revenues. For these consumers, who might be heading to 
visit grandma over the holidays or taking a one-week summer vacation with the family, getting there with 
the least expense is the most appealing option. Accordingly, they have been abandoning the major carriers 
in droves, preferring low-cost, no-frills alternatives that don’t cut too much into their vacation budgets. 

Third, existing competitors have been stepping up their games as well. Southwest still maintains a low-cost 
model, but unlike most other carriers, it does not charge an added baggage fee. It also has been extending 
its reach into popular hubs such as Dallas, where it increased the number of seats served by nearly 50 
percent in the past year.  

In response to these trends, the big three airlines are redesigning their pricing structures. Delta’s Basic 
Economy fare is available mostly on routes that the discount airlines also fly. In exchange for the lower 
price, passengers lose the right to make changes to their itinerary, and they cannot obtain seat assignments 
in advance. Both American and United have indicated that they are developing similar economy fares, to 
widen the range of prices consumers can access. 

In addition to lowering the prices they charge consumers, the major carriers are seeking to increase the 
number of seats in each plane. This move increases their capacity and the supply provided, but it also 
lowers a critical metric in the airline industry, referred to as unit revenue. This measure reflects the amount 
of revenue that an airline earns for each mile flown by each passenger. So even though the airlines continue 
to post record profits, analysts express some worry about their ability to sustain this status.   

Discussion Questions: 
1. What type of competition exists in the airline industry? 

2. How does this type of competitive environment affect the airlines’ pricing strategies? 
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Big Data and a Big Bear: The Use of Bioanalytics to Predict Box Office 
Revenues for The Revenant 

Dan Tynan, “How ‘The Revenant’—and Big Data—Will Change Movies Forever,” Yahoo Finance, 
January 13, 2016 

Use with Chapter 10, “Marketing Research” 

The success of The Revenant, starring Leonardo DiCaprio, became evident soon 
after its release, with big box office numbers and nominations for prestigious 
awards. But Fox Studios could have told us that, well before its release, because it 
implemented a new form of data collection that showed it that audiences found 
the gritty tale compelling, such that they could barely move in their seats or take 
their eyes from the screen, but also thrilling in 14 specific moments.  

The studio obtained this detailed, specific information not by asking audiences, 
exactly, but by adopting a method that allowed audiences’ physical reactions to 
give them the information. Test audiences in four cities watched a prerelease 
version of the movie while wearing a fitness tracker that the data analytics firm 
Lightwave had developed. The tracker gauged their heart rates (10 times per 
second), bodily movements, body temperatures, and skin conductivity (which 
signals whether a person’s nervous system has taken over, as an automatic 
response to a stimulus suggesting the need to fight or flee). 

The resulting “hundreds of millions of rows of data” revealed exactly when audiences experienced the most 
excitement, which was mostly when something—bear, arrows, hanging, live burials—threatens the life of 
the main character. But they also thrill to see icy rivers and chase scenes through majestic landscapes. Thus 
Lightwave could inform Fox Studios that it had 14 separate “heart-pounding” moments in the film. 

Furthermore, the massive data revealed that for nearly half of the film’s relatively long running time of 156 
minutes, audiences sat quite still, implying that they were transfixed by the story being told on the screens 
in front of them. That is, rather than wiggling impatiently in their seats or leaving to get a popcorn refill, 
they kept their eyes glued to the screen. 

Although these tests aimed mostly to predict the performance of The Revenant, Lightwave anticipates that 
the technology also could be used in product development phases, enabling studios to reedit or revise films 
that fail to capture people’s attention. It also promises that the devices can be used in other entertainment 
settings, from television shows to concerts to sporting events. The resulting data would give providers vast 
new insights into what gets people excited—and what doesn’t—to help them better meet their demands. 
And maybe pick up an Oscar or two in the process.    

Discussion Questions: 
1. What step(s) in the marketing research process might be affected by this form of data 

collection? 

2. How could these types of data inform a marketing research–based action plan? 
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A Revised Palette for the Golden Arches: Packaging Updates by 
McDonald’s 

Polly Mosendz, “McDonald’s Revamps Packaging, Seeking a More Modern Look,” Newsweek, January 7, 
2016  

Use with Chapter 11, “Product, Branding, and Packaging Decisions” 

For the first time in several years, McDonald’s is 
tinkering with the packaging in which it serves its 
burgers, fries, and drinks. Rather than the existing red-
and-white logos, the new packaging features bright and 
fashionable colors, a bold font, and a playful variety of 
font sizes. The goal, according to one senior marketing 
executive, is to emphasize the fast food chain’s brand 
image: “McDonald’s is a fun and modern brand and this 
was a progressive way to turn our packaging into art and 
support a community where fashion is an expression.” 

But the packaging is more than just some pretty colors. It 
also offers increasing percentages of recycled materials. 
By 2020, McDonald’s plans to include only recycled 
input for its bags, boxes, and cups.  

Although the change is evident and exciting, especially 
for loyal customers, some observers suggest that it 
represents a poor investment, such that the money could 
be better spent in other ways. Unlike consumer goods on 

grocery store shelves, McDonald’s products do not need to rely on their packaging to attract people’s 
attention. Therefore, perhaps a better investment would have been to spend more on menu development 
(see our previous abstracts about McDonald’s efforts in new product development for further information).  

In modern times though, the fast food standby wants to ensure its modern image—something that its 
traditional packaging might have prevented.  

Discussion Question: 
1. Is McDonald’s repackaging initiative a good investment or not? Explain your answer. 
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Mattel’s New Toys Suggest Where It Is Willing to Go for Kids: Bugs in 
a Car, Barbies Who Talk  
Rachel Abrams, “Mattel Takes a Risk, with Barbie and Bugs,” The New York Times, December 27, 2015  
Use with Use with Chapter 9, “Segmentation, Targeting, and Positioning,” and Chapter 12, 
“Developing New Products” 

Try not to get grossed out, but Mattel’s new Bug Racer toy relies on a live cricket to work. That is, children 
place a live cricket in a compartment of the toy, such that 
the cricket’s movements cause the car to move about. A 
small feeding section ensures that the cricket can live out 
its full lifespan of several weeks, while kids get to watch 
it pilot (or crash—crickets in plastic cars are not the 
greatest navigators) their new toy around the room. 

The company’s latest Barbie offering is less gross, but it 
still appears cutting edge in its approach. The Hello 
Barbie is enabled with a wifi connection and voice 
recognition technology, such that when kids ask her a 
question, she can respond in a conversational style, using 
some of the nearly 8,000 phrases she is programmed to 
speak. 

These moves come as Mattel seeks to regain its footing. 
Seemingly due to its overreliance on its best known brands, including Barbie and Fisher-Price, Mattel 
struggled with a lack of innovation and creativity. Furthermore, it suffered losses when various movie 
studios, including Disney, Universal, and Warner Bros., cut their licensing ties with the toymaker. The 
disruptions to these relationships might have occurred because Mattel introduced items that competed with 
the studio’s toys, such as a line of princess dolls that seemed designed to cut in to Disney’s sales. 

But with a change in leadership and a new view on how to introduce new products successfully, Mattel is 
determined to win back these partnerships and gain a reputation as a cutting-edge manufacturer of cool new 
gadgets and toys. Accordingly, it has slowly earned licenses for the Teenage Mutant Ninja Turtles, 
products from Disney’s Toy Story collection, and several DC Comics superheros. 

At the same time, it is working to ensure that even its most well-known toys remain relevant. Perhaps the 
biggest challenge comes from Barbie—the legacy doll that has sparked nearly equal parts devotion and 
criticism throughout her history. Parents and critics assert that the doll creates unrealistic body image 
expectations, is culturally biased, and historically has implied limited roles for girls and women. The latest 
versions largely address these concerns. For example, a Fashionistas line of Barbies features dolls with 
various eye colors, facial structures, and skin tones. In advertising, girls playing with Barbie are encouraged 
to imagine themselves as businesswomen and veterinarians; one spot even features, for the first time, a boy 
playing with the toys.  

Throughout its divisions, Mattel thus is encouraging creativity and innovation. The Bug Racer, for 
example, emerged from a new Toy Box division within the company that is tasked with coming up with 
experimental products. But the Barbie innovations stemmed from its existing division, with executives 
paying close attention to ways in which prior innovations involving Barbie failed or succeeded.  

Discussion Questions: 
1. Do you believe the Bug Racer will be a success? 
2. Why has Mattel attempted to reposition Barbie? How has Mattel sought to do so? 
3. What are the dangers associated with repositioning an iconic brand like Barbie? 
4. Can Mattel maintain this expansively innovative strategy? What are some of the challenges 

associated with doing so? 
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Growing and Building the Market, Lego Brick by Lego Brick 
Jens Hansegard, “Lego Builds Stronger Ties to Girls,” The Wall Street Journal, December 29, 2015 

Use with Chapter 5, “Analyzing the Marketing Environment,” and Chapter 10, “Market Research” 

We have written previously about how Lego has 
struggled in its efforts to appeal more to girls. 
Years of war-themed sets, populated solely by male 
superheroes and figures, had left a sense that the 
building toys were for boys—while also sparking 
frustration in parents of girls who felt alienated by 
the educational games. When Lego introduced its 
Friends line, some parents still felt as if the 
company was missing the point, by emphasizing 
pink and purple in the packaging and bricks and by 
introducing mainly “girly” sets associated with 
beauty salons or horse stables. 

But even amidst all that criticism, Lego stayed 
calm and confident in its product line. Company 

executives met with some protestors and listened carefully to their feedback, but at the same time, they 
noted sales figures that showed that the Friends line was surpassing sales expectations. Therefore, the 
company made some adjustments, such that the girl-oriented sets might contain more pink and purple 
blocks, but they also contain all the other colors and integrate easily with boy-oriented or more gender-
neutral collections. Yet they also stayed the course, maintaining the Friends line as a profitable and well-
targeted option. 

Part of its confidence in maintaining this strategy came from the knowledge Lego had gained from some 
previous failures. For example, the Paradisa line contained larger blocks, which made the construction 
projects easier. Noting some evidence that girls found the toys boring, because they did not offer enough of 
a challenge, the Friends sets are equally challenging as any other, ensuring that children have the 
pleasurable experience of finding a toy somewhat difficult, and then successfully resolving that challenge.  

Although Lego, as a family-owned firm, does not release specific sales figures for its separate lines, a 
market research firm has determined that the market for construction toys for girls has tripled in value, up 
to $900 million, and attributes much of that growth to Lego Friends. Other data show that the percentage of 
Lego players who are girls has increased dramatically in recent years. 

Thus, the critics might continue to protest, often with reasonable demands about ensuring that most toys be 
made available to all children, regardless of their gender. But as senior designer from Lego explains, with 
regard to Lego Friends, “We had made so much research and so much testing on girls that we were never in 
doubt about the product itself.” When a toymaker can give children—their ultimate consumers—what they 
want, the value is never in doubt.  

Discussion Questions:   

1. What kinds of information did Lego gather when developing its Friends line? 
2. Which sources of information did Lego consult when repositioning its image through Lego 

Friends? Which of these sources was most important for Lego? 
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What’s new in 5e 
Chapter 1: Overview of Marketing, starts with a discussion of Starbucks’ success and the role of 
marketing in it. There is a new Superior Service box on how the Sol Wave House is incorporating 
twitter to enhance customers’ experience there. A new Social and Mobile Marketing box that 
discusses how companies are partnering with social media sites such as Twitter and Facebook 
appears in this chapter. There is a new Adding Value on new innovations in the “smart” market. 
Also, a new Ethical and Societal Dilemma box on how firms are using the location technology in 
smartphones has been added. Finally, we conclude with a new case study highlighting Starbucks’ 
growth strategy, a nice tie-back to the opener and the cover concept. 

Chapter 2: Developing Marketing Strategies and a Marketing Plan, begins with a comparison 
between Nike vs. adidas that weaves throughout the chapter. We introduce a new Adding Value 
box highlighting how online retail meets brick and mortar: Tesco’s HomePlus virtual stores. 
There is a new Ethical and Societal Dilemma addressing the safety concerns for factory workers 
in the garment industry. Finally, a new case study highlighting the yogurt wars—Pinkberry versus 
Red Mango—closes this chapter.  

Chapter 3: Social and Mobile Marketing, starts by highlighting the success Gatorade has 
experienced with its innovative Social Media Mission Control Center. We introduce a new 4E 
framework visual in Exhibit 3.1. There is a new Social and Mobile Marketing box on how Lexus 
and Jimmy Fallon launched an original campaign that engaged viewers via social media. Exhibit 
3.2 uses new examples to illustrate different social media campaigns. We introduced a description 
of Instagram in the Media-Sharing Sites section. The Going Mobile and Social section was 
redesigned to describe the seven primary motivations for mobile app usage (Exhibit 3.4) and the 
different App pricing models. A new Exhibit 3.5 illustrates Apple App Store revenue by app 
category pricing models. We conclude this chapter with a new case study: Images, Sales, and 
Brands: How Red Bull Uses Various Social Media Techniques to Achieve All Its Objectives.  

We start Chapter 4: Marketing Ethics, by highlighting ethical concerns with computer cookies 
used by marketers to track customers’ web activity. Exhibit 4.5 highlights the CRS programs for 
10 major companies. We end the chapter with a new case study examining the ethical concerns 
related to new technologies designed for young children. 

Chapter 5: Analyzing the Marketing Environment, begins with a discussion of a how hotels are 
responding to new customer needs—for example, by offering increasingly extensive 
accommodations for pets. A new Social and Mobile Marketing box discusses the discrepancies 
between where marketers are devoting their media budget and what types of media Millennials 
actually interact with. A new Adding Value box pertaining to how marketers successfully and 
unsuccessfully use gender-based marketing strategies has been added. There is also a new Adding 
Value box discussing a recent trend in grocery stores to have in-house dietitians highlight healthy 
food options. A new Ethical and Social Dilemma box pertaining to the use of palm oil in General 
Mills’ products has been added. A new Social & Mobile Marketing box on the 2014 Consumer 
Electronics Show (CES) is also presented.  

Chapter 6: Consumer Behavior, begins with discussing Google Glasses and other wearable 
technologies. The following new boxes are added: Ethical and Societal Dilemma on how Google 
is punishing companies that use questionable techniques to improve their search engine 
optimization; Social and Mobile Marketing on the new health-related apps; Superior Service on 
the success of H-E-B supermarkets; and another new Social and Mobile Marketing box on how 
Sephora implements cross-channel marketing.  
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Chapter 7: Business-to-Business Marketing, starts with an interesting discussion on how 3D 
printing could potentially change B2B marketing. A new Superior Service on applications of 
IBM’s Watson computer was added. The chapter ends with a new case study on how Levi Strauss 
& Co. buys materials to manufacture jeans. 

Chapter 8: Global Marketing, has a new opener highlighting Coca-Cola’s efforts to expand its 
market share in India. The Choosing a Global Marketing Strategy section has been restructured 
around the three primary strategies companies employ. New boxes include an Ethical and 
Societal Dilemma about how Chinese regulations have changed car-buying trends; a Social and 
Mobile Marketing box that compares and contrasts Facebook’s strategies for entering Brazil and 
China; an Adding Value box examining Starbucks’ entrance into the Indian market; another 
Adding Value box contrasting Ford’s and Chevy’s strategies to bring their American muscle cars 
into the global market; and a Superior Service describing the success of Alibaba. Finally, there is 
a new case study at the conclusion of this chapter that highlights the globalization of McDonald’s.  

Chapter 9, Segmentation, Marketing, and Positioning, opens with how Netflix targeted different 
segments in regards to its new original shows. New boxes include a Social and Mobile Marketing 
box highlighting Facebook’s struggle to remain relevant while gaining popularity among an older 
audience; a Superior Service on how airline companies are using the data they collect to improve 
customer experiences; an Ethical and Societal Dilemma box discussing the ethical issues 
regarding loyalty programs; an Adding Value examining the cancellation of the show Longmire; 
and another new Adding Value box discussing Self magazine’s repositioning strategy.  

Chapter 10: Marketing Research, begins with a discussion about the marketing research Disney 
undertakes to better serve its customers. The Internal Secondary Data section now includes 
information regarding big data. There are several new boxes including a Superior Service 
examining the pros and cons of McDonald’s extending its breakfast hours; a Social and Mobile 
Marketing highlighting the diffi culties Nielsen is facing because of new trends in television 
watching behavior; another Superior Service illustrating the accuracy of Google Analytics in 
regard to the success of movies; and a new Ethical and Societal Dilemma discussing the ethical 
concerns surrounding the use of mannequins equipped with recording tools.  

Chapter 11: Product, Branding, and Packaging Decisions, begins with a new opener on Red 
Bull’s branding strategy. A new Ethical and Societal Dilemma box about Coca-Cola’s promise to 
stop advertising to children has been added. This chapter also includes a new Adding Value box 
regarding American Airlines’ rebranding strategy.  

Chapter 12: Developing New Products, begins with another discussion of the applications of 3D 
printing, this time in regard to the development of innovative new products across various 
industries. The chapter concludes with a new case study analyzing the launch of Google Glass. 

Chapter 13: Services: The Intangible Products, includes an opening vignette that describes how 
companies like Samsung and Seamless food delivery service are using Twitter to provide 
excellent customer service. A new Social and Mobile Marketing box discusses how American 
Express connects its customers with deals via its Twitter account and TripAdvisor.  

Chapter 14: Pricing Concepts for Establishing Value, describes pricing concepts using new 
examples from Procter & Gamble (opening vignette) and Disney and Universal theme parks 
(Superior Service box). The influence of the Internet and economic factors on pricing are now 
integrated throughout the chapter and book. The chapter ends with a new case study on Planet 
Fitness.  
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Chapter 15: Strategic Pricing Methods, opens with an examination of McDonald’s unsuccessful 
launch of its Mighty Wing product line and the general effect that McDonald’s has on market 
prices. New examples in this chapter include an Adding Value box describing how various 
companies are changing the meaning of value options to refer to the benefits they offer; another 
Adding Value box discussing Walmart’s expansion into the organic food market; and a new 
Ethical and Societal Dilemma box highlighting instances of price fixing in the candy industry.  

Chapter 16: Supply Chain and Channel Management, opens with a new vignette highlighting 
how exceptional channel and supply chain management has contributed to Amazon’s success. 
The different bases of channel power are illustrated in a new exhibit. There is a new Superior 
Service box about the different strategies Amazon and Walmart are using to win the same-day 
grocery delivery market.  

Chapter 17: Retailing and Omnichannel Marketing, begins with a discussion of how the 
implementation of omnichannel marketing has aided the success of H&M’s flagship Times 
Square location. Other new examples include a Superior Service box about Trader Joe’s; an 
Adding Value box highlighting the myWeeklyAd service offered to CVS ExtraCare members; 
and a Social and Mobile Marketing box detailing how Home Depot is improving customer 
experiences with modern technology. 

Chapter 18: Integrated Marketing Communications, discusses the concepts that are important to 
consider regarding integrated marketing communications (IMC). A new Adding Value box 
appears highlighting the unique aspects of Jeep’s celebrity endorsement strategy. There is a new 
Social and Mobile Marketing box examining how Google is using a combination of nostalgia and 
modern technology to promote various companies including Coca-Cola. Finally, there is a new 
case study accentuating Volvo’s IMC strategy.  

Chapter 19: Advertising, Public Relations, and Sales Promotions, starts with examinations of 
Chipotle’s “Food with Integrity” and “Cultivating Thought” campaigns. There is a new Social 
and Mobile Marketing box on Twitter’s advertising formats and future plans. 

Chapter 20: Personal Selling and Sales Management, begins with a description of how the 
Boeing Companies’ personal selling approach has engaged clients and made Boeing the top-
ranking airline manufacturer. The chapter includes two new boxes, a Superior Service box on the 
cloud-based CRM system provided by Salseforce.com, and an Ethical & Societal Dilemma box 
analyzing the implications of realtors becoming reality TV stars.  
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