
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

     

 
 
 

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 
This newsletter summarizes article abstracts for the following topics: 
  Videos  
 A New Form of Self-Reporting to Gauge Consumer Behavior (Chapters 6, 10) 
 The Revival of Cancelled Shows for Modern Audiences (Chapters 5, 12) 
 The Complex Ethics of Tobacco Marketing in Indonesia (Chapters 4, 8) 
 Branding America on a Beer Can: Is It Patriotism, or Is It Politics? (Chapters 11, 19)  
 Do European Rights Apply to the Online Universe? Google’s Battle with France 

(Chapters 4, 8) 
 Google Bans Financial Products that May Do More Harm than Good (Chapters 4, 7) 
 Promoting Bookings by Promoting Hotel Loyalty Programs (Chapters 2, 15) 
 Snapchat as an Advertising and Content Platform (Chapters 3, 7, 18) 
 When Getting It Right Isn’t Quite as Fun as Getting It Wrong: The Starbucks 

Ordering App and the Names on Cups (Chapters 3, 13) 
 Decorating Taco Bell: A Targeted Approach to Remodeling (Chapters 9, 11) 
 A Rapid New Product Development and Brand Combination by Reese’s (Chapters 

9, 11) 
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Videos 
Dunkin’ Brands CEO on Food Trends, and More” 

• Who doesn’t love National Donut Day? Well, we can tell you who 
loves it most: Dunkin’ Donuts’ CEO talks about what it means to 
sell sugary, delicious treats to today’s health-conscious consumers; 
why the brand has no plans to change its name; and what it promises 
for the future. 

• 5:42 minutes 
• http://www.wsj.com/video/dunkin-brands-ceo-on-food-trends-

and-more/3852ACF5-830C-448A-99F0-3BDCECA1905D.html 
 
“Bud Light Toasts Same Sex Weddings in New Ad” 

• Seeking to be both provocative and inclusive, Bud Light introduces 
a new advertisement in time for LGBT pride month. Will it work? 

• 4:45 minutes  
• http://www.wsj.com/video/bud-light-toasts-same-sex-weddings-

in-new-ad/BF308820-D4CA-417F-9040-05F4A19ECD89.html 
 
“The Hard Side of Selling Soft Treats” 

• Personal selling offers some new challenges when it takes place out 
of a truck. Consider how one Mr. Softee sales rep chooses ideal 
locations, considers the competition, and closes the sale. 

• 2:00 minutes  
• http://www.nytimes.com/video/nyregion/100000004442971/the-

hard-side-of-selling-soft-
treats.html?playlistId=1194811622182&region=video-
grid&version=video-grid-
headline&contentCollection=&contentPlacement=15&module=
recent-
videos&action=click&pgType=Multimedia&eventName=video-
grid-click 
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Selfies as Data: Relying on a New Form of Self-Reporting to Gauge 
Consumer Behavior  
Courtney Rubin, “What Do Consumers Want? Look at their Selfies,” The New York Times, May 7, 2016 
Use with Chapter 6, “Consumer Behavior” and Chapter 10, “Marketing Research” 

When marketers search for insights into how and when 
consumers use their products, they face a few seemingly 
insurmountable challenges. It is hard to gauge what 
consumers do in the privacy of their own homes, because it 
isn’t as if a marketer can place a hidden camera in 
someone’s bedroom. They can ask questions, but people 
often don’t tell the full truth about what they do, whether 
because they’re embarrassed to admit what their late night 
snacks really consist of, or because they just plain don’t 
remember how they go about the mundane task of brushing 
their teeth.  

But that sort of behavioral information is exactly what 
market researchers need to be able to design new products 
that can meet people’s actual needs, as well as to 

communicate with those users in the most effective ways. And here’s where the selfie—that ubiquitous, popular, 
seemingly silly form of communication is making all the difference. 

By paying consumers small fees to take selfies as they perform basic, mundane tasks, several service companies 
are enabling product firms to gain a totally new and far more accurate view of what their customers are doing. 
For example, Crest asked users registered with the site Pay Your Selfie to take shots of themselves using various 
Crest-branded products. The collection of thousands of pictures revealed a notable insight that was totally new to 
Crest: A lot of people brush their teeth between 4:00 and 6:00 p.m. Through a little more analysis with some 
additional data, the company realized they were getting ready to go out for social events after work. They wanted 
fresh breath for happy hour! The insight has prompted Crest to initiate a completely new campaign to target and 
emphasize the benefits of several of its products for just such purposes. 

Other selfie requests by other clients of the data gathering service involve other basic tasks, like cleaning a 
bathroom or buying a particular brand of beer in the store. When a Canadian healthy fast-food chain asked users 
to depict themselves eating healthy snacks on the go, it was a little surprised by just how many people snapped 
shots as they ate Snickers bars. This evidence of consumer behavior and consumer perceptions showed the 
company that people’s definitions of healthy are broader than it might have assumed. Snickers might take note of 
the information as well. Evidently, people see this candy as somehow healthier than other versions, a benefit that 
it could readily leverage in its advertising. 

In addition to traditional marketing insights, the selfie-based data can help companies decide appropriate new 
locations and market segments for their stores and products. For example, if people mostly show themselves 
consuming the firm’s products in their offices, the company likely should expand into business districts rather 
than near residential neighborhoods. When a call for selfies of people eating breakfast showed that Millennial 
contributors were eating a lot of Pop Tarts and Froot Loops, it seems likely that Kellogg’s reoriented its 
advertising budgets to target these older buyers, rather than the young children who have traditionally constituted 
its target market.  

The users who upload their selfies receive a relatively nominal payment: from about 20 cents to $1 for each 
verified picture. To be verified, the shot needs to complete the assigned task and be visible and appropriate. That 
last criterion has been an interesting challenge for some companies. As selfie-takers become more and more 
comfortable with the idea of sharing pictures of themselves performing their everyday tasks, many of them are 
providing pictures in which toothpaste is running down their chins or they are only partially clothed. Of course, 
that’s information that marketers can use too: 11 percent of the men who participated in the toothpaste task were 
not wearing shirts in their selfies. What might toothpaste producers learn from that sort of intimate information? 
Discussion Question: 

1. What are the advantages of having consumers provide selfies of their consumption 
behaviors, rather than asking them to report on those behaviors? 
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Television Everlasting: The Revival of Cancelled Shows for Modern 
Audiences 
Michael Grynbaum, “TV’s Big Bet on Nostalgia,” The New York Times, May 16, 2016.  
Use with Chapter 5, “Analyzing the Marketing Environment,” and Chapter 12, “Developing New 
Products”  

There are a lot of shows currently airing on television that sound a lot like the shows that were airing on 
television about 20 years ago. To explain why, we have to consider several broad trends, all of which are 
leading to the reappearance of titles, characters, and plotlines that will seem vaguely familiar to a lot of 
viewers. 

First, competition in the television market is more 
intense than ever before. Consumers have access to 
approximately 400 different scripted shows, available 
on traditional network channels, second-tier cable 
channels, on-demand services, and streaming channels. 
When there are that many shows competing for 
attention and advertising, the producers are desperate to 
find some way to stand out and differentiate their 
offering. By using a title that already is familiar to 
viewers, they quickly get past the introduction stage 
and have ready-made audiences of people who 
obsessively watched the first X-Files, wept at the last 
episode of The Gilmore Girls, and can’t wait to see 
how a modern MacGyver gets out of jams.  

Second, the resurgence of remade, reimagined shows 
reflects consumer demand. In the past, people have always written or called networks to complain when 
their favorite shows were cancelled. Today though, their demands are shared widely and loudly, such that 
producers can gauge exactly how many viewers are likely to tune in if they really do bring back a fan 
favorite.  

Third, the people calling for new versions are not just those who watched the originals. That is, larger 
audiences of fans have developed for long-gone shows, because they are available through on-demand and 
streaming services. Thus for example, two of the most popular streamed shows are The Sopranos, which 
faded to black in 1999, and The Wire, off the air since 2002. Because today’s viewers can binge watch the 
entire series, high quality shows continue to attract new fans, which in turn expands the market of people 
calling for more from the producers and actors.  

Yet even with all these trends aligning, not all reboots succeed. The new The Muppets seemed like a no-
brainer, but it was cancelled pretty quickly. One network producer noted a key success factor, explaining 
that he would never have considered bringing back Twin Peaks without David Lynch, the famous director 
who gave the original series its unique, unmistakable style. For the modern version of MTV’s Unplugged, 
the goal is less to trade on nostalgia for appearances by Eric Clapton or Nirvana on the show and more to 
introduce a new generation of music fans to the appeal of their favorite artists playing acoustic covers of 
their greatest hits.  

These clear variations also suggest another insight. Even if a range of trends align to encourage new 
versions of old shows, products cannot rely solely on name recognition and awareness. As is true of any 
product, including a new/old television show “at the end of the day, it’s going to rise and fall based on its 
quality.”  

Discussion Questions: 

1. What environmental factors have the greatest influence on sparking this trend of new 
versions of old television shows? 

2. Why might young viewers feel nostalgic for shows that aired before they were born? 
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When Everyone Has a Point, What’s the Right Choice? The Complex 
Ethics of Tobacco Marketing in Indonesia  
Jon Emont, “Antismoking Coalition Gives Big Tobacco a Fight in Indonesia,” The New York Times, April 
30, 2016.  
Use with Chapter 4, “Marketing Ethics,” and Chapter 8, “Global Marketing” 

Smoking is bad for people’s health. There’s no 
argument to be made, and thus when antismoking 
groups advocate to limit advertising by tobacco 
companies, that must be ethical. But in 
underdeveloped nations such as Indonesia, taxes on 
tobacco sales also make up substantial amounts of 
government revenue, and small tobacco farmers rely 
on the crops for their livelihood. When antismoking 
groups from other nations attempt to spread 
regulations that they have developed to apply to 
smokers in developed nations, are they ensuring the 
health of local populations, or are they engaging in a 
sort of modern colonialism that ultimately might 
cause harm? 

These complicated questions remain incredibly 
difficult to answer, and they are prominent in Indonesia today. That nation has been the focus of tobacco 
companies, which see Asia as a massive growth market. Second only to China in Asia in its tobacco 
consumption, Indonesia features the highest rate of smokers (67 percent) among adult men. Tobacco 
companies accordingly have devoted massive resources to advertising in that country, including a recent 
initiative in which Philip Morris painted hundreds of houses along a local river in bright colors, in support 
of a “Show Your Colors” marketing campaign.  

The high and growing rates of smokers have attracted the attention of more than just tobacco companies 
though. The Bloomberg Initiative to Reduce Tobacco Use designated Indonesia as one of its main 
priorities, sending approximately $10 million in the past decade to support local antismoking groups. 
Through its efforts, nearly 200 cities in Indonesia have passed antismoking regulations. Indonesia’s 
national government also began mandating warning labels on cigarette packaging in 2014. 

In response to these efforts, some politicians and smokers’ rights groups decry the influence of a “foreign 
oligarch”—referring to the founder of the Bloomberg Initiative, Michael Bloomberg. They also continue to 
seek and receive badly needed investment funding for government and infrastructure projects from tobacco 
companies. For example, Philip Morris committed to spending $1.9 billion to build more facilities in 
Indonesia, which also would mean many more jobs for local people.  

The dilemma even spreads to religious leaders. Indonesia is predominantly a Muslim nation, and two main 
religious organizations issue edicts for their followers. The second-largest organization, Muhammadiyah, 
decreed that tobacco use was not allowed and forbade smoking in any of its schools, hospitals, and 
mosques. The largest group, Nahdlatul Ulama, rejected that approach and argued that forbidding smoking 
would do extreme harm to its members, including the small farmers who need their tobacco crops to 
survive. 

In what might come as no real surprise, each group accuses the other of ulterior motives. Muhammadiyah 
has received hundreds of thousands of dollars in grant money from the Bloomberg Initiative. Nahdlatul Ulama 
obtains funding from tobacco companies.  

Discussion Questions: 
1. How would you apply the framework for ethical decision making to these issues?  

2. Based on the outcome of the framework, what would you recommend as the appropriate 
next steps for the various parties involved? 
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Branding America on a Beer Can: Is It Patriotism, or Is It Politics?  

Martha C. White, “Budweiser’s New Campaign Taps Into Political Climate,” The New York Times, May 
15, 2016  

Use with Chapter 11, “Product, Branding, and Packaging Decisions,” and Chapter 19, “Advertising, 
Public Relations, and Sales Promotions” 

Marketing, branding, and packaging campaigns often involve 
months of preparation and planning, such that when Budweiser 
first came up with the idea of replacing its brand name with the 
word “America” on all its cans, it had no idea who would be 
running for the U.S. Presidency in the 2016 election. It had no 
way of knowing that Donald Trump would become the 
Republican Party nominee or that his slogan would invoke the 
same word that would soon be splashed all over its products. 

But was the move really apolitical? Even if Anheuser-Busch 
InBev (the international conglomerate that owns the Budweiser 
brand) could not predict who the nominees would be, the 
“America in Your Hand” campaign was timed for the summer 
months, set to coincide with the major parties’ nominating 
conventions and the thick of the election cycle. Thus some 
observers have argued that the firm is clearly making a political 
statement, though precisely what that statement is remains a 
little unclear. When asked, Trump asserted that the “America” 
labels represented an implicit endorsement of his campaign.  

In contrast, Budweiser spokespeople quickly noted that the 
timing of the campaign was designed solely and specifically to 
invoke patriotism in the months leading into the 2016 Summer 
Olympic Games. It also continually seeks to highlight its 
“quintessentially” American identity, despite being owned by a 
Brazilian–Belgian firm. Accordingly, one corporate response to 
a Facebook post asserted confidently, “America’s greatness has 
always been achieved by people who give a damn, and we’re proud to release this patriotic cans and bottles 
that embody that same spirit.” 

Regardless of the intent, the campaign has achieved at least one of the primary goals of advertising: Lots of 
people are talking about it. Immediately after the release of the repackaged brews, Budweiser earned more 
than 1 million mentions in news and social media—a level that is comparable to the response sparked by a 
successful Super Bowl advertisement. Another measure showed that advertising awareness, word of mouth, 
and purchase considerations all increased for Budweiser in the week following the packaging redesign.  

Discussion Questions: 
1. What makes Budweiser’s “America Is in Your Hands” campaign controversial? 

2. Is this controversy good for Budweiser or not? Justify your answer.  
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Do European Rights Apply to the Online Universe? Google’s Battle with 
France 

Sam Schechner, “Google Appeals French ‘Right to be Forgotten’ Order,” The Wall Street Journal, May 19, 
2016 

Use with Chapter 4, “Marketing Ethics,” and Chapter 8, “Global Marketing”  

The European Union has ruled that its citizens have a basic “right to be forgotten.” When they request that 
search engines remove links associated with searches for their names, the engines are required to do so. For 
example, if a business executive sought to remove a link between her or his name and a website featuring 
some embarrassing video of her or his sixth birthday party, search engines would sever that link. The page 
remains online, but there is no connection between the search for the person’s name and that particular 
page.  

The rule has been in place for just a couple of years, and the implications are becoming increasingly clear, 
but also increasingly contested. In France, the office in charge of privacy regulations has notified Google 
that, according to its reading of the law, Google must apply the right to be forgotten worldwide, for all 

European residents, regardless of where the search 
occurs. Currently, a person in another country, 
using the Internet to search for a European name, 
still might access a link to a site that the subject 
has tried to “forget” in Europe. The French 
regulators assert that this ability undercuts the EU 
mandate and holds Google responsible for the 
violation. 

Google contests this reading and is arguing, 
before France’s administrative high court, the 
Conseil d’État, that applying European law 
globally represents a violation of international 
law. It also cautions that allowing the EU to apply 
its standards worldwide would open the door to 
other nations that might want to limit search in 

potentially more troublesome or ethically questionable ways. Google already has faced difficult questions 
about how to deal with censorship laws in repressive countries. In its court briefings, it warns that if France 
can impose its regulations on the Internet globally, then repressive dictatorships could attempt to impose 
their own standards, to the detriment of transparency and the free flow of information.  

France, unsurprisingly, disagrees. Arguing that the right to be forgotten is not censorship—because the 
pages still remain, even if the links do not—the privacy minister asserts that the goal is to protect citizens, 
not censor them.  

Discussion Questions: 

1. Do you believe that the right to be forgotten is a form of censorship? 

2. What would the repercussions be if the right to be forgotten regulation were broadened? 
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Defining Dangerous Advertising: Google Bans Financial Products that 
May Do More Harm than Good 

Christine Hauser, “Google to Ban All Payday Loan Ads,” The New York Times, May 11, 2016.  

Use with Chapter 4, “Marketing Ethics,” and Chapter 7, “Business-to-Business Marketing”  

Google’s company motto is well known: “Don’t be 
evil.” In the ongoing discussion about what that means, 
the search engine has taken a new step and banned 
advertising by payday loan companies from its 
sponsored search results. Although the companies still 
might appear in the list of organic results, they will no 
longer appear in the prized positions at the top and side 
of the page. 

For Google’s purposes, the definition of payday loan 
companies refer to those lenders that demand repayment 
of the loan within 60 days and that charge annual 
percentage rates that exceed 36 percent. Many 
policymakers have expressed concerns about the 
practices of such companies, which tend to target 
consumers who have low or unstable sources of income and relatively poor credit ratings. When faced with 
an emergency that they cannot pay for, consumers often might search for solutions online—where they are 
likely to find promises from the loan companies that offer ready access to funds. The “slick” advertising 
highlights the ease of the loan process but rarely makes the extremely high interest rates and demanding 
repayment timelines sufficiently transparent.  

In turn, some of the most vulnerable consumers, who struggle to pay their regular bills, wind up entering 
into a debt cycle in which a loan for a few hundred dollars ultimately winds up costing them thousands, 
through compounded interest and penalties. In its attempt to protect its users from such “deceptive or 
harmful financial products,” Google has placed unethical payday lenders in the same category as tobacco 
and gun sellers, which Google also bans from sponsored advertising on its site.   

Some loan industry representatives claim the ban is too widespread, such that it restricts not just unethical 
lenders but also legitimate businesses that provide credit to people who would be unable to obtain a 
traditional bank loan. Furthermore, the ban might be considered a form of censorship, especially 
considering that payday loans are legal and do not involve the direct health threats that are associated with 
the other types of banned advertisers.  

But a report by the Pew Charitable Trusts also reveals that payday loans obtained online, which account for 
about one-third of the market, often charge even higher interest rates than the loans that consumers receive 
in the physical store locations. One estimate indicates that the annual percentage rates exceed 300 percent 
in many cases. Consumer advocates thus have called for other search engines to ban the advertisements as 
well, even as they pressure regulatory bodies to impose more limits on the kinds of advertising that the 
payday loan companies can spread.   

Discussion Questions: 
1. Why is Google banning sponsored ads by payday loan companies? 

2. What arguments do reputable payday lenders have to contest this move? 
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Promoting Bookings by Promoting Hotel Loyalty Programs by 
Promoting Better Prices 
Stephanie Rosenbloom, “Where to Find Hotel Deals? Try a Hotel,” The New York Times, May 3, 2016 
Use with Chapter 2, “Developing Marketing Strategies and a Marketing Plan” and Chapter 15, 
“Strategic Pricing Methods” 

Loyalty programs are valuable for marketers. They offer information and insights about what customers 
want, and they help encourage those consumers to repurchase from the same company over and over again, 
rather than switching to competitors. For hotel chains, these benefits are paramount—but they also are at 
risk when consumers book rooms through a third-party agent or website like Hotels.com, Expedia, or 
Travelocity. 

Many travellers find the convenience of one-stop travel 
sites appealing, such that they book their flight, hotel, 
and rental car in one place and with one transaction. 
They also appear to have embraced the perception that 
they can get the best prices on all their travel needs 
when they rely on these third-party sites.  

But these habits have created problems for hotels, 
which no longer get the same level of information 
about their guests. Furthermore, they usually pay the 
third-party booking site a fee for each reservation, 
lowering their overall profits. In an attempt to reverse 
the trends, many chains are highlighting their branded 
loyalty programs and the perks that come from 
booking directly through the hotel’s website. Among 
those perks, most of these chains promise an even 

better price than travellers can find elsewhere. 

Advertising campaigns make the goals of the hotels clear, by promising “It Pays to Book Direct” (Marriott) 
or calling on travellers to “Stop Clicking Around” (Hilton). When the hotels’ loyalty program members 
make their booking directly with the hotel, they earn discounts of up to 10 percent. Some of them also offer 
a price-matching guarantee, such that if a member finds a cheaper rate elsewhere, they will undercut the 
better rate by 25 percent. 

Price benefits are not the only perks for the loyalty program members though. For example, when users 
download a dedicated app, some hotel chains allow them to access maps of the specific hotel they will be 
visiting and select their room. The direct link to the hotel also means that guests can make specific requests, 
such as an extra pillow or confirmation of the strength of the WiFi signal in their rooms. And of course, 
loyalty members only earn loyalty points—the very foundation of hospitality loyalty programs—when they 
book through the hotel. That is, by making a reservation through Orbitz, travellers give up their ability to 
earn points that they later can redeem for future stays and other perks, like free meals in the hotel’s 
restaurant.  

For customers who are less loyal to any particular brand, many of these perks have little impact. If an 
infrequent traveller really doesn’t care whether she stays at a Hilton or a Marriott the next time she goes to 
visit her grandparents, then the price and promotional benefits offered by loyalty programs have little 
appeal. But that occasional visitor is not the consumer that hotels are really targeting. They want the ones 
who might be willing to return again and again, to hotels located all over the world. And to get them 
coming back, the hotels are seeking to find the exact right combination of price and promotion to keep 
them loyal. 

Discussion Questions: 
1. How are hotels enticing customers to book directly with them? 
2. Are these incentives likely to increase direct booking? Why or why not? 
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Snapchat as an Advertising and Content Platform: The Latest 
Experiments in Television 
Mike Isaac, “AMC Unveils ‘Preacher’ Clip in Snapchat,” Business Insider, May 16, 2016. See also Shalina 
Ramachandran, “Netflix Original Series ‘Narcos’ to Air on Univision,” The Wall Street Journal, May 17, 
2016 
Use with Chapter 3, “Social and Mobile Marketing,” Chapter 7, “Business-to-Business Marketing,” 
and Chapter 18, “Integrated Marketing Communications” 

When Snapchat seeks new business, it promises advertisers and corporate users that it is the social media 
channel that is best suited to playing video and most likely to get those videos before the eyes of the young 
consumers whom marketers are desperate to reach. The 
argument appears to have convinced AMC, the 
network that aims to get its fans hooked on its latest 
series, Preacher. 

For a week before the premier of the new show on 
AMC, the first five minutes of the opening episode 
were available on Snapchat. For the first 24 hours after 
this promotional release, Snapchat was the only place 
viewers could find the highly anticipated video. At the 
end of the week, the video came down, but by that 
time, the entire episode was queued up to play on the 
network.  

The carefully planned timing thus actively sought to 
increase the hype about Preacher, a dark, supernatural 
comedy based on an even darker comic series and 
produced by, among others, Seth Rogan. The premise is odd and challenging—not unlike The Walking 
Dead, AMC’s hit zombie series. Thus the network had some experience and insights into the ways in which 
it could connect with and appeal to its target audience. For example, as it learned just how dedicated fans 
were to The Walking Dead, AMC developed Talking Dead, an hour-long talk show that features cast 
members chatting with fans and celebrities about the previous week’s narrative episode.  

As AMC’s executive vice president of marketing explained, the network thus has some good insights into 
its target marketing, including the recognition that “For millennials, the thrill of discovery is really 
important. Our hope is to turn our fans into evangelists by getting ‘Preacher’ to them ahead of the 
premiere.” 

These cross-platform experiments also are not limited to traditional broadcasters trying out social media 
options. Flipping this innovative approach on its head, Netflix has agreed to sell its own series, Narcos, to a 
traditional network. That is, the first season of Narcos was available exclusively through the streaming 
service. But this first season soon will appear as traditional programming on the Univision network, in 
advance of the premier of the second season on Netflix. With this move, Netflix is testing the proposition 
that allowing people to watch some of its shows through their basic cable package will encourage them to 
sign up for the streaming service, so they can continue watching a new favorite. 

Discussion Questions: 
1. How is AMC’s advertising collaboration with Snapchat different from other forms? 
2. What is Snapchat doing to sell itself as an ideal space to market to specific target markets? 
3. Will airing reruns of Netflix shows on traditional networks boost the number of customers 

who sign up for the streaming service? 
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When Getting It Right Isn’t Quite as Fun as Getting It Wrong: The 
Starbucks Ordering App and the Names on Cups 
Julie Jargon, “Starbucks Spoils the Pun of Serving Up the Rong Gname?” The Wall Street Journal, May 
17, 2016  
Use with Chapter 3, “Social and Mobile Marketing” and Chapter 13, “Services: The Intangible 
Product” 

When Starbucks introduced its mobile ordering app, there was lots of commentary about what it meant for 
consumers. They could avoid long lines, specify exactly the drink they wanted, and pop in and out of the 
store without worrying about being late. In addition, baristas could work more efficiently, balancing out the 
in-person orders with the printed orders to get drinks ready quickly and accurately. 

But there has been another outcome that we might 
not have predicted. The mobile app allows 
consumers to type in their names. In stores, the 
printed label then reproduces those names exactly, 
so no matter how unusual the spelling of your 
name, it is going to appear correctly on the cup. 
That should be a good thing—the company is 
getting something right. But more and more 
customers are complaining that they miss the 
“good old days” when baristas made wild guesses 
at how to spell their names, then wrote various 
versions by hand, often with a smiley face or 
question mark when the name was really tough.  

In a way, the errors were part of the fun. There was 
a game element, as people waited to see just what spelling would appear when their coffee was ready, as 
well as what pronunciation the barista who had made their latte or mocha would come up with when calling 
out their names to announce that the drink was ready.  

The nostalgia for incorrect name spellings might signal something a little more though. Starbucks has long 
established itself as a “third place,” beyond work or home, where customers could stop and visit for a 
while, interacting with other customers but also with friendly baristas who even might come to seem like 
pals. The mobile app eliminates this interaction for the most part. Even if a barista acknowledges a 
customer who pops in to pick up a preordered drink, their interaction is brief and less personalized.  

For Starbucks, the question also is whether customers ordering through the mobile app spend more or less 
than those who stand in line to place their orders. In the stores, customers are exposed to appealing music 
playing, such that they might grab the CDs available for sale at the counter. They also might be unable to 
resist the allure of a pastry or find themselves reminded to grab a bag of coffee beans for home. Such 
impulse buys may be less likely for customers in a rush, who are trying to get their mobile order as fast as 
possible. But Starbucks also notes that the mobile app avoids the losses of sales that occurred when busy 
consumers simply avoided buying anything when faced with long lines at their local shop.   

And for every “Eugenia” who misses the fun of seeing her name spelled “Ogenia” or “Ugena,” there is a 
“Sathyarajkumar” who long ago gave up on the idea of having his full name written with any accuracy but 
still found it frustrating that baristas could not even spell his nickname “Raj” correctly.  

Discussion Question: 

1. Ultimately, is the mobile app hurting or enhancing the Starbucks experience? 
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Decorating Taco Bell: A Targeted Approach to Remodeling  

Jessica Wohl, “See the Looks: Taco Bell Tests New Restaurant Designs,” Advertising Age, May 17, 2016  

Use with Chapter 9, “Segmentation, Targeting, and Positioning” and Chapter 11, “Product, 
Branding, and Packaging Decisions” 

With a measured pace, Taco Bell is testing out new ways to welcome 
customers to its quick serve locations. In select cities throughout the 
country, the fast food chain is trying out new designs and décor, with a 
segmented approach that aims to appeal best to local clientele. 
Depending on the performance in these test locations, it may soon 
come to pass that your local Taco Bell will be designed with your 
location in mind, even as it provides consistent food items in every 
store. 

The first experiment was the Cantina design, a layout with open 
kitchens that appeared in Chicago and San Francisco. Some of the 
restaurants even added alcoholic options to the menu. Soon thereafter, 
Taco Bell opened four separate locations in California with four 
different designs. Orange County thus hosts the Heritage, which uses 
heavy timber, white walls, and lots of tile in a modern version of a 
Mission Revival style. The California Sol design provides a “beachy 
feel” that encourages a laidback vibe. For the Urban Edge design, Taco 
Bell is attempting to blend the style of various international street vendors. And the rustic Modern Explorer 
design seeks to appeal to both rural and suburban consumers.  

These designs are both nostalgic and competitive. That is, Taco Bell got its start as a California-based taco 
joint, and several of the designs signal that history. But they also are reminiscent of some of the company’s 
popular competitors, such as Chipotle, with its slightly more upscale décor.  

The company, which is owned by Yum Brands, plans to continue expanding the designs, especially in other 
urban locations that might match the targeted designs. A recent announcement suggests that Atlanta can 
expect the new stores soon, as might several smaller metropolitan areas that feature thriving downtowns.  

Among its approximately 7000 U.S. restaurants, Taco Bell undertook renovations in about 600 last year, 
and it plans to continue or increase that pace. Thus, the substantial redesign comes as part of a broader 
effort to ensure the stores stay updated and refreshed through regular remodeling. The costs of the 
experimental design efforts are approximately equivalent to those of a traditional remodeling, suggesting 
that Taco Bell has little to lose financially from its design experiment—unless customers somehow come to 
hate pendant lighting and distressed wood so much that they refuse to return to the refurbished restaurants.    

Discussion Questions: 
1. Which markets is Taco Bell targeting with these makeovers? 
2. How is Taco Bell repositioning itself? 
3. Do you think the new looks will be successful? 
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Chocolate and Peanut Butter and Peanut Butter Pieces, They All Go 
Great Together: A Rapid New Product Development and Brand 
Combination by Reese’s 
Jessica Wohl, “Behind the Speedy Reese’s Pieces Peanut Butter Cups Debut,” Advertising Age, May 17, 
2016. 
Use with Chapter 12, “Developing New Products” 

When companies introduce new products, they often are 
responding to consumer demands as they have emerged 
over time, such that the requests develop, expand, and 
only become clear over the course of several years. Or 
maybe they have spent years of agonizing research, 
working with engineers and developers, to innovate 
something totally new and then even more years to 
perfect it. But every once in a while, a bunch of company 
representatives are riding a train together, and someone 
says, “Hey, what if…” and the next thing you know, a 
brand new product is ready for production in just a few 
months. 

Such eureka moments are rare, but as the story of 
Reese’s Pieces Peanut Butter Cups shows, they can 
happen, and they can be magical. A team of Reese’s 
employees literally was taking a train home from a 
December meeting one day when someone asked, 

“Could we put Reese’s Pieces in Reese’s Peanut Butter Cups?” Reports from people who were there say that the 
entire team knew at that very moment that they had a great idea. Even before disembarking the train, they had e-
mailed the research and development team to find out of it was physically feasible. Within a week, a plant in 
Hershey, Pennsylvania, was doing a test run. And within six weeks, the company had produced an entire 
production run. 

Even with all the excitement over the innovation, the marketing plan remained somewhat conventional. Reese’s 
thought it would first introduce the idea at an annual confectioners’ convention in late May, then slowly roll the 
products out onto retail shelves toward the end of summer. The broad, national advertising campaign for 
consumers then was slated to begin in September, after the products were in plenty of stores across the nation. 

But just like everything else with this innovation, a conventional plan was way too slow. Somehow, word leaked 
in April, and a candy blogger broke the exciting news that candy fans might soon have a way to combine two of 
their favorites in one package. Faced with constant requests for confirmation, Reese’s decided to have a little fun 
with the reveal. It created playful teaser advertising on its Twitter feed, showing a Peanut Butter Cup as a piñata 
that, when broken, rained down Reese’s Pieces. Another short video tweet, timed to coincide with Mother’s Day, 
had a cartoon Peanut Butter Cup tell little Pieces, “You’re so cute, I could eat you up,” to which the little Pieces 
responded, “Aw Mom, not again.”  

Both teasers also offered the hashtag #Cupfusion, which Reese’s purposefully employed to signal both the 
confusion surrounding the potential new product and the idea that the product would fuse two popular candies. A 
new “Cupmoji” also has entered the discussion—a Peanut Butter Cup with Pieces for eyes.  

The excitement and anticipation thus are growing to a fever pitch. Fans keep asking for updates, and the person 
in charge of samples says she has been inundated with requests. When the candies finally do appear in stores—
less than a year after the very idea was hatched—it might seem to fans like they have waited forever for 
something they never knew they needed so badly.  

Discussion Questions 

1. Describe how Reese’s developed this new product. How is it similar to the traditional process 
described in the book? How is it different? 

2. What are your predictions about the likely success of this new product? 
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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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