
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

     

 
 

 

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  
 The Pricing Repercussions of Brexit for British Consumers (Chapter 15) 
 Old Is New Again, for Both Vegetables and an Iconic Mascot (Chapters 12, 19) 
 To Get People to Try a New Product, Goodness Knows Encourages Them to Try 

Something Else New (Chapters 12,19) 

 Innovator, Leader, Risk Taker ... Girl Scout? (Chapter 2)  
 The Untapped Revenue Potential of Women in E-sports (Chapter 9) 
 Philanthropy with a Dash of Style (Chapters 4, 5) 
 “Vile and Amazing”: How a Taco that Consumers Despise and Also Cannot Get 

Enough of Gives Jack in the Box a Sustainable Advantage (Chapter 2) 

 Luxury Resorts Partner with Auto Manufacturers (Chapter 13) 
 For Snapchat, All Users Are Created Equal (Chapter 3) 
 New FTC Ruling Creates Confusion for Used Car Buyers (Chapter 6) 
 Is a Dash of Local Flavor Enough to Beat Netflix in African Market? (Chapter 8) 
 How Technology and Data Are Changing Sales Management (Chapter 20) 
 Article/Chapter Index 

 Preview of the New Features of 5e 

 

www.grewallevymarketing.com 

January 2017 

http://successinhighered.com/marketing/iseeit-videos/
http://shop.mheducation.com/highered/product.M0077729021.html
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Videos 

“Making Choices Like a Poker Player” 

 Consumers make millions of decisions every day. So do marketers. 

How can lessons from the poker table inform and improve those 

decisions?  

 3:25 minutes 

 https://www.nytimes.com/video/business/100000004868264/maki

ng-choices-like-a-poker-

champ.html?playlistId=100000004703980&region=video-

grid&version=video-grid-

headline&contentCollection=Times+Video&contentPlacement=

4&module=recent-

videos&action=click&pgType=Multimedia&eventName=video-

grid-click 

 

 

“3-D Printed Clothing Coming to a Store Near You?” 

 Retailers that promise personalization for customers soon might 

have a new tool: 3D printers that literally create clothing and other 

products, according to customer specifications, while they wait. 

Which retailers will be at the cutting edge?  

 4:27 minutes  

 http://www.wsj.com/video/3-d-printed-clothing-coming-to-a-

store-near-you/34B1CFF8-9CA4-41B3-8314-

B02F24DCEC8F.html 
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Paying More for Chunky Monkey: The Pricing Repercussions of Brexit for 

British Consumers  

Saabira Chaudhuri, “Unilever Price Rises Herald Brexit Pain for British Consumers,” The Wall Street 

Journal, October 13, 2016.  

Use with Chapter 15, “Strategic Pricing Methods  

In the aftermath of the Brexit vote, in which 

citizens of the United Kingdom decided to 

leave the European Union, British currency 

lost nearly 15 percent of its value in the 

currency exchange market. As a result, 

products imported into the United Kingdom 

immediately grew more expensive for 

distributors and retailers to attain, though in 

some cases, these price increases have yet 

to affect local consumers. 

The impacts are expanding though. In one 

notable example, the international 

consumer goods firm Unilever demanded 

that retailers pay higher prices—with 

increases of as much as 10 percent—to gain access to its brands, from Ben & Jerry’s ice cream to Dove 

soap to Marmite spread. But the U.K. grocery market features razor-thin margins already, leading several 

large retail chains to protest the demands. Tesco even began the process of removing Unilever products 

from its shelves before the parties came to an (undisclosed) agreement that averted the crisis. Sainsbury, 

another large grocer, has indicated that it is in talks with Unilever about the demanded price increases; the 

outcomes remain to be seen. 

However, the request and its aftermath signal a clear consequence of Brexit. Prices on many discretionary 

imports, such as cars and electronic devices, already are higher. Unilever asserts that it cannot profitably 

supply its brands to retailers without charging them higher prices. In this sense, “Brexit-induced price 

inflation” appears inevitable. Yet price-sensitive consumers are unlikely to accept such moves quietly, such 

that the threats to retailers come from both upstream and downstream in the supply chain.  

Discussion Questions 

1. How does the rise in the value of the U.S. dollar relative to the U.K. pound affect prices in 

the United Kingdom? 

2. How should retailers in the United Kingdom react to this situation? 
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Old Is New Again, for Both Green Vegetables and an Iconic Green 

Mascot 

Martha C. White, “Shadows Fall and Jaws Drop for a Jolly Green Icon’s Comeback,” The New York Times, 

December 4, 2016 

Use with Chapter 12, “Developing New Products,” and Chapter 19, “Advertising, Public Relations, 

and Sales Promotions” 

He’s back, and in a big way! After a multi-year hiatus, B&G 

Foods is introducing a new generation of consumers to its 

beloved Jolly Green Giant mascot and hoping to sway both 

adults and children to adopt its new and existing product lines of 

frozen and canned vegetables.  

With a deeply cinematic approach designed to draw viewers’ 

attention, a new $30 million advertising campaign builds 

suspense, Spielberg-style, by showing the Giant only indirectly. 

(Stephen Spielberg famously chose not to reveal the shark until 

the very end of Jaws, in an effort to make moviegoers even more 

nervous.) His immense shadow darkens buildings, his footsteps 

mar fields, and characters in the commercial respond with awe at 

what they, but not the audience, can see. Audiences cannot help 

but wonder, “What happens next?”  

With its slowly unfolding narrative, B&G Foods has also found 

new channels to air the commercial. Beyond conventional 

television spots, the marketing communications appear in non-

traditional settings such as movie theaters. With these new 

channels, interest in the brand has expanded vastly and among new segments of the population. The 

remarkable success of the campaign has led B&G Foods to announce plans to continue the approach in 

2017, 2018, and 2019, with the addition of new print advertising, as well as mobile pop-up stands to get 

products in the hands of consumers. 

But B&G Foods also is not stopping with advertising. To help keep its brand relevant, it will introduce 15 

new vegetable products. Driving its new product generation efforts is the same principle applied to the 

revamped image of its decades-old mascot: Old is new again. Familiar dishes such as tater tots have been 

redesigned to feature a healthier mix of mashed cauliflower and vegetables. Trendy new products such as 

fire-roasted vegetables are available in the freezer case, next to the traditional bags of broccoli and peas. By 

leveraging these strategies together, B&G Foods hopes that its revamped product line and updated image of 

one of the most well-known brand mascots will encourage children to get excited about eating their 

vegetables and parents to enjoy the compelling and expanded product options. 

Discussion Questions: 

1. Why re-introduce the Jolly Green Giant? What potential benefits does it offer the brand 

owner? 
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To Get People to Try a New Product, Goodness Knows Encourages 

Them to Try Something Else New 

Jessica Wohl, “Goodness Knows Flubs Are Encouraged in New Mars Ad,” Advertising Age, January 2, 

2017  

Use with Chapter 12, “Developing New Products” and Chapter 19, “Advertising, Public Relations, 

and Sales Promotions” 

Convincing people to give a new product a 

try is nearly always difficult, especially in a 

crowded product market, such as the one for 

healthy snack bars. Consumers can choose 

among vast numbers of granola, fruit, and 

nut bars, so getting them to switch brands 

and try the new Goodness Knows line 

required some creative marketing by its 

parent brand Mars. 

A recent advertising and marketing campaign 

acknowledges that it can be scary, but also 

thrilling and wonderful, to try something 

new. Inviting regular people to try their hand 

at writing a jingle or acting in a commercial for the Goodness Knows brand, the marketers filmed their 

efforts, then spliced some examples together for the ultimate marketing campaign. 

In so doing, the brand also highlights that first attempts are not always successful. Tone-deaf singers offer 

up their voices for jingles they have written. Amateur actors deliver the wrong lines, struggle with the 

pronunciation of “cocoa flavinols,” and knock over displays of apples on a soundstage. But these regular 

people also comment about why they took the risk and how happy they were to try something that they had 

never done before—an ideal theme for a new product that needs to get people to give it a chance. 

Goodness Knows is not totally new; the line began as a local Colorado offering in 2010, then underwent a 

national rollout in 2015. Its design is distinct. Rather than a single or pair of pressed bars, the packages 

contain four bite-sized squares, each with a foundation (usually of dark chocolate) that is covered by nuts 

and fruits. Mars also continues to expand the product line with new flavors. Thus the idea of introducing 

the brand reflects the staged strategy that Mars is undertaking. It knows that consumers are more familiar 

with Nature’s Valley granola bars or Kind bars. Furthermore, Mars’s strength has mainly been in the 

confectionary market, not healthy snacks.  

In this $6.8 billion category, General Mills, Clif, Kellogg, and Kind hold most of the market share, 

accounting for nearly 60 percent of sales among them. Breaking in thus is not an easy proposition, but 

Goodness Knows remains confident. After all, its philosophy holds that if you don’t try, you’ll never know 

whether you might succeed. 

Discussion Questions: 

1. At what stage in the new product generation cycle would you locate Goodness Knows? 

2. How does the stage influence the marketing and advertising of this product? 
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Innovator, Leader, Risk Taker ... Girl Scout? 

Elizabeth Olson, “More Than Cookie Sellers: The Girl Scouts Buff Their Image,” The New York Times, 

December 11, 2016  

Use with Chapter 2, “Developing Marketing Strategies and a Marketing Plan” 

In an effort to combat declining membership levels, 

the Girl Scouts of America is making bold changes 

to its image and emphasizing that its purpose is 

about more than just cookies. In a new marketing 

campaign, the focus is on highlighting the 

organization’s GIRL (Go-getters, Innovators, Risk 

Takers, and Leaders) initiative, which itself is 

focused on leadership and entrepreneurship skills 

that participants learn from their scouting 

organization.  

The campaign centers around a contemporary 

anthem. The Scouts also are partnering with 

community-based organizations to help bolster 

membership among tween and teen girls, with 

special focus on increasing the number of girls of color involved in scouting. With a public service 

announcement, airing nationwide, the organization also is emphasizing the notion that Girl Scouts can 

claim “I’m Prepared . . . to Lead Like a Girl Scout.” In the spot, older girls engage in fun activities, such as 

playing the guitar and skateboarding. Notable by their absence are the lack of any evidence of the 

conventional badges, sashes, uniforms, or tables set up to sell cookies that traditionally have been central to 

the image of Girl Scouts. 

Yet some concerns have been raised, noting that these recent changes could dilute the brand and make 

scouting less appealing to many parents who recall their experiences with scouting and know and love the 

existing organization. Still, the Girl Scouts must take steps to reverse membership trends, including losses 

of more than 300,000 participants from their membership rolls in the past three years.  

Furthermore, Girl Scouts encourage girls to enroll from kindergarten through high school, but many girls 

leave scouting as they age, especially as their academic, social, and other precollege commitments increase. 

In seeking to establish a new image of leadership and fun, the organization hopes to convince older girls 

that the Girl Scouts still has something to offer. In particular, the life and professional skills taught by 

scouting can help differentiate members during the competitive college application process.  

The annual cookie sale will not be going away any time soon (it brings in more than $800 million in sales 

annually). But girls nationwide are being exposed to the message that there is more to the Girl Scouts then 

just Thin Mints and Samoas. 

Discussion Questions: 

1. Is this new campaign likely to draw new Girl Scouts to the organization? Why or why not?   
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Girls as Gamers: The Untapped Revenue Potential of Women in 

Esports 
Gregory Schmidt, “Esports Sees Profit in Attracting Female Gamers,” The New York Times, December 21, 

2016.  

Use with Chapter 9, “Segmentation, Targeting, and Positioning” 

Revenues in the video game industry are expected to 

surpass $8 billion worldwide by 2018. But even with 

this remarkable accomplishment, many video game 

publishers and tournament organizers see vast 

potential profit remaining, in the form of women 

who might be enticed to participate more actively in 

the professional video game competitions commonly 

known as esports.  

Currently, only about 15 percent of esports viewers 

are women; the number of women who play esports 

professionally is even smaller. Efforts to increase 

women’s participation in esports go back more than 

a decade, though only recently have publishers and 

event organizers really devoted substantial attention 

to targeting female competitors and consumers. For example, in Bandai Namco Entertainment’s recent 

“Bonnie-and-Clyde” tournament, teams comprised of one male and one female player battled one another 

for prize money. The esports company Oxent also holds annual women’s-only tournaments for popular 

games such as Counter-Strike. 

The efforts to increase female participation in esports are not limited to inclusion in the tournaments 

themselves. The livestream site Twitch, which is owned by Amazon, broadcasts video game play live; it 

also hosts a dedicated support community for women in gaming, called “Misscliks.” Bandai Manco 

Entertainment already has started to lay the groundwork for a mentoring program to assist women who 

want to get more involved in competitive esports. Created through a partnership between Intel and the 

esports company ELS, the advocacy group AnyKey creates support networks and provides more 

opportunities for women in the gaming field. 

AnyKey also notes a research purpose, devoted to addressing diversity and the environment that faces 

female competitors in this traditionally male-dominated field. Widespread reports of misogynistic taunts 

and even sexual harassment of players suggests that the gamer culture is not completely friendly to an 

expanded user base. Accordingly, some observers question the effectiveness of women’s-only tournaments, 

arguing that this segregation encourages the perception that women cannot compete at the same level as 

men.  

It is unclear how much the ongoing efforts will contribute to increased female participation in the esports 

arena. The efforts of video game publishers and tournament organizers to be more inclusive seemingly 

might challenge traditional expectations about what a professional esports competitor looks like. Will such 

inclusiveness also expand the market? 

Discussion Questions: 

1. In this case, is segmentation by gender an appropriate means to increase women’s 

participation, or is it an ethically questionable form of gender-based segregation? 

2. Does inclusiveness expand the market? 
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Philanthropy with a Dash of Style: The Elbi–David Yurman 

Partnership 
Martha C. White, “Selling Jewelry with a Crowdfunding App and Dash of Social Sharing,” The New York 

Times, December 18, 2016 

Use with Chapter 4, “Marketing Ethics” and Chapter 5, “Analyzing the Marketing Environment” 

It isn’t everyday that a luxury jeweler is linked to charitable 

micro-funding initiatives. But in its efforts to connect with 

younger consumers, the high-end jewelry brand David 

Yurman has taken a creative new approach and partnered with 

the charitable app Elbi—which itself was founded by one of 

the models who appears in some of David Yurman’s 

marketing campaigns. The outcome promises to benefit the 

brand, the charity, and consumers and beneficiaries of the 

charitable efforts. 

First, David Yurman can connect better with millennials, in a 

new and innovative way, thereby building brand recognition in 

an age group that typically lacks enough discretionary income 

to purchase fancy jewelry. The resulting, recognizable brand 

image also is based in social philanthropy. That is, by 

introducing itself to young consumers through its partnership with Elbi, David Yurman can expand its 

socially responsible image. The brand has selected seven specific causes, all associated with children’s 

charities, that it will support in conjunction with this particular brand partnership. 

Second, for Elbi, the connection increases attention and clicks on its site. The social sharing approach seeks 

to generate micro-donations through clicks, which then go to support three different charities each day. 

Through the partnership, David Yurman promised to contribute $1 for each transaction on its website, as 

well as donating a bracelet that users could win.  

Third, with each donation or activity, users earn points that they can redeem for luxury prizes, including 

handbags and electronics, as well as the exciting jewelry. Millennial shoppers can sense that they are doing 

good through their consumption, fulfilling their need to contribute positively to the world, even if they 

cannot afford to make a monetary donation themselves. In turn, the charities associated with the app 

receive more support, which goes to their intended audiences. 

To promote this new partnership between Elbi and David Yurman, the marketing campaign features the 

model who also founded the Elbi app. It embraces the socially responsible notions of togetherness and 

family, showing both adults and children playing and enjoying life, adorned with the brand’s jewelry. With 

this whimsical approach, the marketing links clearly to the seven causes selected by David Yurman as 

recipients of the benefits of the partnership, all of which have an emphasis on helping children. Finally, by 

airing the resulting spots in traditional channels, as well as movie theaters and on the brand’s social media 

sites, David Yurman hopes to capture the attention of younger consumers, ensuring that their first 

impression of this luxury brand is a positive one. 

Discussion Questions: 

1. Which factors in the marketing environment appear to have prompted this partnership 

between David Yurman and Elbi? 
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“Vile and Amazing”: How a Taco that Consumers Despise and Also 

Cannot Get Enough of Gives Jack in the Box a Sustainable Advantage 

Russell Adams, “Americans Eat 554 Million Jack in the Box Tacos a Year, and No One Knows Why,” The 

Wall Street Journal, January 3, 2017  

Use with Chapter 2, “Developing Marketing Strategies and a Marketing Plan” 

We all know that fast food is not the 

healthiest choice, and yet most consumers 

rely on these options at some point, whether 

for convenience, consistency, or cost 

reasons. But there are also certain menu 

items that people actively seek out for the 

unique benefits they provide, transforming 

an easy convenience item into a sought-

after prize. 

The contradiction might be nowhere more 

evident than in the Jack in the Box taco, a 

menu item initially introduced by the 

burger-oriented chain in the 1950s. Unlike 

conventional fast food tacos, Jack in the 

Box stuffs the tortilla with ground beef before freezing the individual tacos to ship to stores. Once they 

arrive, workers complete an order by dropping the entire tortilla into the fryer, then top it with a slice of 

American cheese, some hot sauce, and lettuce. It is utterly weird, and for those who have never tried it, it 

seems deeply unappealing. 

Even those who try it tend to question its appeal, and yet they seem unable to resist. Jack in the Box sells 

more tacos than any other menu item, which is especially remarkable for a burger chain. It even sells 

approximately as many tacos as McDonald’s sells Big Macs—approximately 1055 of them every minute of 

the day. 

The odd combination of soggy interior (created because the meat is already in the taco shell when it gets 

fried) and crunchy edge evokes comparisons to an envelope of wet cat food but also a nearly obsessive 

desire for the small, inexpensive tacos. Diners can get two tacos for just 99¢.  

Famous fans include Selena Gomez (whose friends built her a Jack in the Box taco cake for her birthday), 

Chrissy Teigen, and Chelsea Handler. The legion of fans also include restaurateurs who try to copy the 

fried treat for their own stores. One higher-end restaurant serves three of its version of the tacos for $18. 

But Jack in the Box appears unconcerned about the threat of copycats taking some of its business. The 

chain’s director of product marketing assures consumers that “We are always imitated by never 

duplicated.”  

 Discussion Question: 

1. What is the basis of Jack in the Box’s sustainable competitive advantage when it comes to 

the tacos that the company sells?  
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Luxury Resorts Partner with Auto Manufacturers to Provide a Ride to 

Remember 
Paul Sullivan, “Here’s the Key to Your Suite, and Another to Your Rolls-Royce,” The New York Times, 

December 16, 2016 

Use with Chapter 13, “Services: The Intangible Product” 

Need a ride? Check in to one of the top hotels or 

resorts in the nation and you may find a luxury car 

waiting for you. High-end automobile brands such 

as Lexus, Rolls-Royce, Cadillac, BMW, 

Mercedes-Benz, and Audi have entered into new 

and creative agreements with hotels across the 

country. The automakers loan out a small number 

of vehicles to the hotel at no cost, and the resorts 

have a new perk that they can offer guests, in the 

form of luxury car service or free car to use for 

short trips.  

With the growing prevalence of such programs, 

hotels and resorts even can choose a brand and 

product line that aligns with their property or 

values. For example, hotels that promote 

ecotourism or health spas that highlight a 

connection with nature might request a loan of hybrid vehicles. Resorts in Aspen or other mountainous 

regions can request sport utility vehicles, built to perform well even in the most challenging conditions.  

The demands from the car companies are typically minor: The hotel must keep the cars visible, promote 

them to guests, and require drivers to sign a liability waiver. In exchange, the hotels do not have to spend 

any money needed to purchase vehicles directly for guest-related services.  

The benefits to automakers are easy to identify. Each guest who rides in or drives one of the luxury cars is a 

potential customer, who is in essence taking a test drive while in the happy mood that resort vacations seek 

to encourage. The automakers’ strategic efforts lead them to pursue partnerships mainly with resorts that 

are likely to attract guests with the income necessary to make luxury car purchases.  

Many automobile manufacturers prefer to let the cars speak for themselves, but some have expanded the 

services offered through the resort, to promote greater interactions with guests. For example, BMW offers a 

special short-term program, the Resort Driving Tour. Each year, it brings its newest models to resorts 

during peak season and allows extended test drives. After a six- or eight-week period, the cars disappear 

from the site, so travelers who miss the tour are out of luck. Audi takes a slightly different approach, 

seeking to create long-term relationships with each driver, such that it sends written thank you notes after 

every experience. The note also contains an offer that can be used on future Audi purchases. 

But perhaps the real winners of these experimental new partnerships between hotels and automakers are 

consumers. For no fee, hotel guests can get where they need to go near their vacation spot, while also living 

out their dreams of riding in a chauffeur-driven Rolls-Royce or taking in the sights from a sporty coupe. 

For luxury car lovers, this increasingly popular perk can make any vacation a trip to remember. 

Discussion Questions: 

1. Could this popular service expansion be extended to other types of services? Try to imagine 

other service partnerships that companies could offer to everyone’s benefit. 

2. What are some prerequisites for such a service offering to work? For example, would a car 

service be successful at a mid-level hotel?  
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For Snapchat, All Users Are Created Equal 

Katie Benner and Sapna Maheshwari, “Snapchat Plays Hard to Get with Celebrities and Influencers,” The 

New York Times, December 18, 2016 

Use with Chapter 3, “Social and Mobile Marketing” 

Traditionally social networking sites work to form close relationships with 

famous and influential people, to help boost their membership and revenue. 

Many popular services even offer personalized, one-on-one training for 

celebrities, politicians, and people of influence to help them create 

maximum impact with their posts, pictures, or videos. Furthermore, social 

networking platforms frequently prioritize celebrity posts, to help fans find 

and follow their favorite stars.  

But one social networking platform is bucking this trend: Snapchat. The 

popular image messaging website eschews giving celebrities or well-

known names any special privileges. Instead, it explicitly treats them like 

any other user. One-on-one service is not available, influential users cannot 

pay to promote their posts, and the platform does not provide any special 

reporting to allow users to monitor how other people have reacted to or 

interacted with their posts. Snapchat’s terms of service even specifically 

prohibit users from using the platform to sell products—a tactic embraced 

by many celebrities who get paid to help boost brand sales by selling 

sponsored product placements or mentions in their social media posts. 

The policy leaves many modern celebrities frustrated; they have grown accustomed to special service. 

Furthermore, they argue that the policies make it difficult for them to connect with their fans. The lack of 

personalized data analysis also prevents administrative tasks, such as account verification, by the famous 

names.  

But Snapchat maintains its strong belief that the policy is critical to ensuring that its users receive an 

authentic experience. It also seems to be good for the company’s bottom line; without a means to pay 

celebrities to use their products, many brands and companies contract directly with Snapchat to buy 

advertising. In turn, Snapchat imposes strict quality controls with regard to the placements of advertising, 

enabling it to charge a premium for the best spots, including up to $600,000 for a day-long, national 

feature. 

Moreover, some celebrities embrace the Snapchat model. When they are prohibited from advertising 

themselves widely, celebrities know that fans would need to expend special effort to find and interact with 

them. The resulting experience does appear more genuine; any posts on Snapchat reveal what the celebrity 

actually is doing at any particular moment, instead of a staged activity or event that might have occurred 

weeks or months in the past. These distinctions prompt influential users to sense that Snapchat offers a 

more meaningful connection with fans.  

Whether celebrities continue to use Snapchat as an overall extension of their brand remains to be seen; as 

long as other users continue to value the experience and service provided though, Snapchat is sure to 

remain a notable—and genuine—presence in the social media space. 

Discussion Questions: 

1. Should Snapchat maintain its policies, or should it follow most other social media sites in 

granting special offerings to celebrity users? 

2. Do you follow any celebrities on Snapchat? If so, how did you find them? If not, why? 
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“Certified” May Not Mean Safe: New FTC Ruling Creates Confusion 

for Used Car Buyers 
Christopher Jensen, “Buyer Beware: ‘Certified’ Used Cars May Still Be Under Recall,” The New York 

Times, December 16, 2016 

Use with Chapter 6, “Consumer Behavior” 

To help boost consumer confidence in used cars, 

many manufacturers tout the benefits of their 

“certified” used car resale programs. However, the 

extent of repairs required for such a car to gain 

certified status has never been defined by well-

established, accepted, industry-wide standards. The 

Federal Trade Commission (FTC) also recently 

issued a new ruling about used cars with certified 

status, with a specific reference to safety recalls, 

which may contribute to creating even more 

consumer confusion and potential danger.  

Specifically, under the new ruling, used car dealers 

may now advertise that the pre-owned cars have 

been inspected and repaired, even if that particular 

car model was subjected to a safety recall for a 

problem that has not been fixed. In lieu of fixing the safety issues prior to sale, dealers instead must notify 

buyers that the car they are thinking about purchasing might be subject to a recall and provide information 

about how to check for recalls that might apply to their particular vehicle. 

Politicians and consumer groups, including the Consumers Union, the Center for Auto Safety, and the 

Consumer Federation of America, were quick to criticize the new FTC ruling, arguing that the new rules 

would endanger the lives and safety of buyers who lack the time, ability, or willingness to conduct 

extensive research into safety recalls that may apply to their new purchase. The ruling also is at odds with 

the position of the National Highway Traffic Safety Administration, which has called for all used car 

dealers to identify and fix any item on a car that is subject to a safety recall, prior to its resale. However, 

this Administration lacks any authority to order or require such fixes, so used car dealers are not under any 

obligation to perform the repairs. 

The FTC had defended its decision, arguing that its ruling will empower consumers, who now have a 

choice to purchase a used car from a dealership that confirms which safety recall–related repairs and 

replacements have been made, rather than one that does not. According to the FTC, this distinction will 

incentivize more used car dealerships to perform the repairs required to address the issues associated with 

recalls.  

The reaction of the industry to the new ruling remains to be seen. Unfortunately though, a history of high-

profile cases in which automobile manufacturers actively concealed crucial safety or pollution emission 

information suggests the potential for misleading tactics. In this case, the FTC ruling could have effects 

opposite those it intended, by making the car-buying process even more difficult and confusing for 

consumers seeking a safe and reliable used car. 

Discussion Questions: 

1. What drives consumers to search for more information, or not? Which of these drivers is 

likely to function when consumers are looking for a used car to buy? 

2. How do your answers to the previous questions inform your predictions about the ultimate 

effects of the FTC’s ruling? 
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Is a Dash of Local Flavor Enough to Beat Netflix in African Market? 

Alexandra Wexler, “In Africa, a Homegrown Rival Takes on Netflix,” The Wall Street Journal, December 

24, 2016 

Use with Chapter 8, “Global Marketing” 

Can anyone take on Netflix … and win? The South 

African media giant Naspers Ltd. is trying to do just 

that, with its recently launched video-on-demand 

service called ShowMax. Initially begun in 2015, 

ShowMax is now available in 45 African countries, 

and it hopes that its local flavor and unique 

understanding of the vast and diverse African market 

will help give it an edge.  

With titles such as The Real Househelp of 

Kawangware and Auntie Boss, ShowMax tailors its 

content more to African viewers. Naspers Ltd. also 

understands the challenges associated with the limited 

infrastructure, resources, and socioeconomic wealth 

that confront the average, middle-class African 

viewer. For example, most Africans do not have a credit card to pay recurring monthly bills. Compared 

with many other markets, data costs in Africa are very high, and broadband connections are few and far 

between. Therefore, ShowMax offers more shows available for offline viewing, making it more convenient 

for users to download content and watch it later. Subscribers also can choose downloads of varying quality, 

such that if they want more content, they can access it with a lower resolution. Finally, ShowMax’s 

monthly price ($7.10) is lower than Netflix’s ($7.99–$9.99), and it supports mobile payment services or 

vouchers that consumers can purchase from banks and local businesses. 

Of course, Netflix is not ready to give up without a fight. With its 86 million subscribers and content 

available in more than 190 countries, Netflix also has gone after some of the consumer services and 

benefits offered by ShowMax, to help it compete better in the growing African market. For example, 

Netflix recently started to allow subscribers to download shows and movies to Apple and Android phones 

and tablets. Although Netflix limits some of the content it makes available to African consumers, many of 

its most popular shows, such as Gilmore Girls and The Crown, appeal to viewers.  

Compared with the global powerhouse that is Netflix, it is unclear if ShowMax will have what it takes to 

provide long-term competition in the video-on-demand service arena. However, with almost 600,000 new 

subscribers added during a six-month period in 2016, ShowMax at least seems to be giving the juggernaut a 

run for its money. 

Discussion Questions: 

1. What are some of the local features that distinguish the process for selling video services in 

Africa, relative to more developed nations? 

What should Netflix do, in its continued response to ShowMax’s competitive efforts? 
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How Technology and Data Are Changing Sales Management, Among 

Other Things  

Angus Loten and John Simons, “Leadership Evolves Among Tech Changes,” The Wall Street Journal, 

January 3, 2017.  

Use with Chapter 20, “Personal Selling and Sales Management” 

The changes brought about by technology, social 

and mobile media, and massive data are frequent 

topics of discussion, throughout this book and in 

general. Another of these shifts is taking place in 

managerial ranks, where various top and middle 

managers are discovering that their roles must 

necessarily change if they want to continue running 

their businesses effectively and profitably. 

In particular, the data-driven analytics that now 

inform virtually every firm create a flatter 

organizational hierarchy. Managers’ roles even have 

become obsolete in some cases, such as when an 

algorithm exists to make operational decisions that 

previously were the responsibility of a sales manager. Broadly, even firms that are not high-tech in their 

makeup are becoming tech firms, in some sense.  

For example, at Equifax, the credit rating firm, many of the senior leaders have information technology 

backgrounds, rather than conventional operations or marketing experience. Managers lead small teams of 

employees who have cross-departmental responsibilities for developing and selling the firm’s services. 

Similarly, the insurance provider Liberty Mutual relies on teams that take combined responsibility for sales, 

information technology, and business tasks. These teams in turn rely heavily on digital collaboration tools, 

so a conventional sales manager assigned to oversee them would have little to do. Instead, managers in 

these settings tend to function like coaches or mentors, guiding the teams’ existing efforts to complete their 

diverse, multifunctional job tasks.  

Despite some resistance to such radical changes, especially among top executives who might seek to hold 

tightly to their authority and positions of power, the trends seem clearly to be moving to less hierarchy, 

fewer managers, more shared authority, and increasing reliance on technological tools. For prospective 

managers, they also suggest some clear prerequisites: gain some familiarity with agile management, expand 

information technology and big data skills, and be ready to be flexible when it comes to what the job 

ultimately will involve.  

Discussion Questions: 

1. How do data analytics change the way sales forces perform their tasks?  

2. How do data analytics alter the way managers should manage their sales forces? 
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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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