
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

     

 
 
 

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  
 Finding Not Just New Ways to Advertise, But Also New Ways to Measure the 

Impact of Advertising, on Social Media (Chapter 3, 19) 
 Advertising through a Funny Channel (Chapters 11, 12, 19) 
 The Trends Leading to Shifting Norms in the Auto Industry (Chapter 5) 
 Whole Foods’ Expansion Plans for Lower Income Neighborhoods (Chapter 2)  
 How Public Schools Are Trying to Reach Their “Customers” (Chapter 13) 
 This Time for No More Coupons from Bed Bath & Beyond (Chapter 15) 
 An Abundance of Nuts: Using a Good Pistachio Crop to Build Value (Chapter 14) 
 Now Re-Entering the Pizza Wars Battlefield (Chapter 12) 
 Political Advertising or Holiday Marketing in October: Which Is Worse? (Chapter 

17) 
 A Public Relations and Supply Chain Nightmare: The Samsung Galaxy Note 7 

Failure and Recall (Chapters 4, 19) 
 Article/Chapter Index 
 Preview of the New Features of 5e 
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Videos 
“What Makes Workers Happy? How Could They Be Happier?” 

• Keeping workers happy is a constant objective for employers. 
Members of the marketing department are often among the happiest 
in the workplace, but how can companies do even better when it 
comes to appreciating their most valuable human resources?  

• 4:19 minutes 
• http://www.wsj.com/video/what-makes-workers-happy-how-

could-they-be-happier/E20553FB-FA77-4220-9516-
00792D0D066D.html 

 
“Palantir CEO on Saying ‘No’ to Customers” 

• In business-to-business markets, service providers often cannot 
serve every potential client, especially if their brand images fail to 
align. One CEO describes the benefits of turning down clients for 
his firm, as well as for those potential clients.  

• 1:52 minutes  
• http://www.wsj.com/video/palantir-ceo-on-saying-no-to-

customers/E388F98E-7844-4D6B-9168-75DFF6D429E5.html 
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Finding Not Just New Ways to Advertise, But Also New Ways to 
Measure the Impact of Advertising, on Social Media  
Sapna Maheshwari and Katie Benner, “Making Video Ads that Work on Facebook’s Silent Screen,” The 
New York Times, September 23, 2016 
Use with Chapter 3, “Social and Mobile Marketing” and Chapter 19, “Advertising, Public Relations, 
and Sales Promotions” 

When users page through their Facebook feeds, rarely do 
they hear sound, unless they actively click to start the 
latest funny cat video. For advertisers, this tendency 
suggests that the expanding market of Facebook 
advertising will continue to be challenging, especially as 
the metrics used to measure advertising exposure shift 
and adjust to reflect the types of reach that advertising 
can achieve in social media contexts. 

In working to expand the advertising content on its site, 
Facebook actively encourages advertisers to revise their 
marketing communications to ensure they are 
comprehensible without sound. For example, it 
recommends using title cards and captions; it even 
provides an auto-captioning tool for companies that agree 
to advertise through the site.  

But creating yet another version of an advertisement for Facebook, in addition to the versions already 
developed for traditional marketing channels (e.g., print, television, billboards), demands more time, 
money, and effort from advertisers. They are only willing to devote such resources if they have some 
guarantee that the advertising will reach their intended audience and have the intended effects. 

Facebook had long provided statistics that suggested such successful outcomes, including measures that 
implied that site users spent substantial time watching videos. Recent evidence forced the company to 
apologize for its erroneous measures though, and the real data remain unclear. For example, Facebook 
estimates that half of the 500 million people who watch videos on its site do so with the sound on, but an 
independent advertising agency cited a study it conducted that showed that 94 percent of users have the 
sound off while watching content on Facebook.  

Nor are these questions unique to Facebook, though as the leading social media source, it attracts the most 
attention. Twitter creates similar sound-less difficulties. But YouTube promotes its distinct promise for 
sound, in that nearly all users of that site have the sound blaring when they visit. Thus, advertisers would 
not need to adjust their advertising to overcome the deficit caused by a lack of sound. Furthermore, 
YouTube touts its own analytics that show that advertising recall is three times greater when viewers are 
exposed to both visuals and sound, compared with visuals alone. Snapchat similarly highlights the benefits 
of advertising through its functions by noting that two-thirds of users keep the sound on when scrolling 
through the featured pictures.  

Finally, another metric creates challenges as well. In traditional channels, viewership requires that people 
sit through all or most of a 30-second television spot or register the information on a billboard. For social 
media though, defining advertising success might require different notions. According to one consultancy, 
if social media users focus on an advertising video for at least 3 seconds, it can be counted as a page view. 
For advertisers, such brief access to their target market might seem insufficient though, and until the social 
media sites can prove otherwise, they might remain unwilling to create new communications for marketing 
through social media. 

Discussion Questions: 
1. Should brands adjust their marketing communications to match each specific social media 

channel? Defend both sides of this argument. 
2. Do you visit Facebook, Snapchat, Twitter, YouTube, or other social media sites with the 

sound on or off? Do your habits differ across different sites? Why? 
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A Funny Looking Car, Advertising through a Funny Channel: Working 
with The Onion to Introduce the Elio  
Zach Schonbrun, “Trying to Disrupt the Auto Industry with The Onion’s Help,” The New York Times, 
October 9, 2016  

Use with Chapter 11, “Product, Branding, and Packaging Decisions,” Chapter 12, “Developing New 
Products,” and Chapter 19, “Advertising, Public Relations, and Sales Promotions” 

When you have come up with a radically new idea for a 
car, you need to take a radically new approach to 
introduce it to consumers. The Elio—a three-wheeled, 
two-person, electric vehicle slated to start production in 
2017—is like nothing car consumers have ever seen 
before. It embraces an unconventional image, such that 
its eponymous founder acknowledges, “We’re a little 
lighthearted. We’re not stodgy old Detroit. Not that 
there’s something wrong with that….” 

Noting this combination of factors, namely, a radically 
innovative new product that it needed to introduce to 
potential buyers, a quirky image, and a further need to 
separate itself from traditional car manufacturers, Elio 
decided to adopt a highly distinctive marketing strategy 
too. It partnered with The Onion, the satirical fake news 
organization known best for its silly headlines and topical political spoofs. The Onion’s advertising arm, 
Onion Labs, got its start in 2012 and has helped several brands develop edgy and undeniably funny spots. 

For Elio, the advertising group wanted to leverage the absurdity of current events, one of the key strengths 
of The Onion’s approach to the news. Political events, and especially the contentious U.S. presidential 
election, suggested an irresistible option: Two potential drivers, one in a red shirt and the other in blue, 
would argue over who got to drive an Elio model, all the while making comments that mocked and teased 
political partisans on both sides. 

The primary goal of the campaign was to get people to laugh and attend to the brand and its products. 
Although the company accepts preorders, it was not ready to start shipping out vehicles to buyers, so it did 
not need a call to action that would prompt immediate purchases. But it does need people to understand 
what an Elio is, or at the very least, recognize the brand name as something fun and different.  

The ultimate advertisement emerged from a back-and-forth process between Elio and The Onion. As the 
publication itself admits, The Onion always tries to push the envelope further, and Elio worried that some 
of the most radical ideas could offend some viewers. But The Onion also promises that it knows its readers 
and the sorts of content that they expect. A straightforward ad on The Onion site is unlikely to resonate 
with any of the visitors who have come there to get their daily dose of satire.  

 Discussion Questions: 

1. What types of consumers is Elio seeking to reach by advertising through The Onion? 

What type of branding strategy is Elio adopting? 
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Even Paris Is Going Electric: The Trends Leading to Shifting Norms in 
the Auto Industry  
Jerry Garrett, “In a Switch for Paris Show, Automakers Turn from Diesel,” The New York Times, 
September 22, 2016.  

Use with Chapter 5, “Analyzing the Marketing Environment” 

In Europe, diesel engines have long been the standard for 
automobiles. Embracing the engines allowed European 
nations to highlight their manufacturing capacity and 
support an industry that contributed significantly to their 
national economies. Such efforts were particularly notable 
for France, home to not only such famous brands as 
Renault and Citroen but also to the Paris Motor Show, an 
every-other-year event that draws a massive international 
crowd. 

The most recent Paris Motor Show was a little different 
though. In particular, far fewer diesel engines were on 
display. In their place, carmakers touted their electric and 
hybrid models. What led to the radical change? There are 
several notable influences. 

First, it constitutes a response to recent emissions scandals, 
in which Volkswagen was found to have inserted 
technology into its diesel engines that fraudulently made it 
seem as if the engines issued lower emissions than they 

actually did. Faced with consumer skepticism, as well as growing recognition that diesel is not as clean as it 
might have seemed, carmakers simply are avoiding mentioning the term or their use of these engines. 

Second, environmental conditions make it impossible to ignore the need for cleaner fuels. In Paris in 
particular, the air quality is so poor that regulations ban older cars (manufactured before 1997), with their 
inefficient motors, from driving on city streets during daytime hours (8:00 a.m.–8:00 p.m.). Faced with 
such realities, and the resulting customer demand for alternatives, including electric and hybrid options, car 
manufacturers are moving their own practices and production lines more toward environmentally friendly 
vehicles. 

Third, even if some automobile companies might prefer to keep producing their best selling diesel engines, 
they simply cannot ignore the advantages that their international competitors might be achieving by 
innovating the ways they power their cars. Across the world, companies such as Mercedes-Benz, 
Mitsubishi, General Motors, Toyota, and Infiniti are expanding the range of electric automobiles available, 
from sport utility vehicles to luxury cars.  

Discussion Question: 
1. What factors in the marketing environment have led to the shift in focus at the Paris Motor 

Show, from diesel to alternative types of fuel? 
2. How should carmakers respond to these factors? 
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A High-End Grocer on the South Side: Whole Foods’ Expansion Plans 
for Lower Income Neighborhoods  
Heather Haddon and Shibani Mahtani, “Whole Foods Sets Up Shop in Low-Income Neighborhoods,” The 
Wall Street Journal, October 9, 2016  

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

After a few years of remarkable growth and profits, the 
momentum for Whole Foods has slowed a bit, such 
that it grew at only 2.5 percent last year, rather than the 
7 percent annual growth it had been enjoying. But a 
commitment that the grocer made at its peak of success 
might be the solution—if it doesn’t instead make 
things worse for the retailer. 

That commitment from Whole Foods was a promise to 
open more stores in food deserts (i.e., neighborhoods 
in which people lack any easy access to healthy, 
affordable food options), including lower income and 
underserved areas in large cities. For example, 
Chicago’s Englewood neighborhood suffers from 
vacant buildings and a heartbreakingly high crime rate, 
and its residents earn an average of just more than 
$20,000 annually. Their access to fresh produce is limited, whereas neighborhood convenience stores sell 
mostly highly processed, packaged foods.  

When Whole Foods opened its latest store in Englewood, it first undertook a careful analysis to attempt to 
ensure the success of the location. Representatives interviewed local residents to determine what they 
would want to find at a new grocery store. The company worked closely together with government officials 
and sought various incentives and tax breaks to locate there. In particular, the City of Chicago waived the 
$3.1 million asking price for the site and gave Whole Foods the rights to the block for just $1.   

Reflecting its research, the Englewood Whole Foods is smaller than most stores, and it carries a larger 
selection of beauty products dedicated to African American consumers. Prices on certain staple foods, 
including eggs and dairy, are lower than the prices charged in several other stores in the city. It also agreed 
to requests from community leaders that it would not reject job applicants simply for having a criminal 
record. Along with these site-specific adjustments, Whole Foods has stocked the store mainly with its 365 
brand, which offers a relatively lower price point, just as it does in other locations where the target 
population earns less than the stereotypical gourmet shopper.   

Yet questions remain. Some local residents note that the prices are still quite high, making it impossible to 
shop there and still stay within their limited budgets. Observers also note that Whole Foods’ brand image is 
closely tied to its provision of fancy, gourmet products, not daily essentials. In this sense, expanding into 
neighborhoods with less disposable income might be unsuccessful in not just the short term, when these 
stores fail to earn a profit, but also over time, when the brand loses its cache among wealthier shoppers.  

In Englewood, the opening of the Whole Foods was met with great fanfare. Whether consumers will keep 
coming back remains an open question, but if they do, they can enjoy another brand that is similarly 
famous for its high prices on gourmet items: Starbucks plans to open a shop in the same shopping plaza.  

Discussion Question: 
1. Are retailers responsible for opening grocery stores (and other types of outlets) in 

historically underserved and lower income areas? Why or why not?   

2. How should retailers identify new places to locate their stores that might not appear viable 
according to their traditional location criteria?   

 
Go to top of document 



 
 

 

First-Grade Marketing: How Public Schools Are Trying to Reach Their 
“Customers” 
Tawnell D. Hobbs, “Public Schools Turn to Marketing to Win Back Students from Charters,” The Wall 
Street Journal, October 28, 2016 

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

Marketing for public schools once might have 
involved printing flyers for the school play or 
sending messages to parents to encourage them to 
participate in the annual bake sale. Today though, 
increasing competition and the expansion of the 
market for charter schools have confronted many 
school systems with dwindling enrollment numbers, 
and thus less federal and state education dollars that 
they can spend on their programs and educational 
services. The answer, for many districts, is a 
concentrated marketing push. 

More than 2.5 million U.S. children attend charter 
schools, which are privately run but publicly 
funded. This level represents a more than 200 

percent increase compared with about a decade ago. Thus, though public schools still educate the vast 
majority of children, their overall enrollment rates have been decreasing. In some districts, the drop is 
substantial, requiring the district to impose hiring freezes and deep budget cuts.  

Faced with a newly competitive market, some schools are adjusting their offerings and seeking ways to 
make their benefits clear to the people who consume their services, namely, students and their parents. For 
example, outside of Dallas, the Grand Prairie Independent School District introduced dedicated campuses 
for fine arts and technology, single-gender schools, and ballroom dancing classes. It also spent an estimated 
$824,000 over the course of five years to make sure that parents knew these options were available. 

Another school district outside of Minneapolis similarly spreads its marketing efforts over time: Every 
three months, it sends a bag of infant supplies to families who have just had babies, including baby bibs 
with the district’s logo. Then for the next five years, it sends the children a card on their birthday, so that by 
the time the child is ready for kindergarten, the school district has been a constant presence in his or her life 
for five years already. 

These examples both come from relatively small school districts; for massive organizations like the Los 
Angeles Unified School District, personalized birthday cards might prove impossible. After losing 
approximately 14,000 students to charter schools, the system predicts that it will fall about $100 million 
short on its budget, preventing it from hiring thousands of new teachers.   

Asked about these impacts on the public schools system, one representative of the California Charter 
Schools Association calls the outcomes “healthy,” arguing that the increased competition from charter 
schools requires public schools to perform better. But proponents of public education shy away from 
applying a comprehensive marketing view to schooling, worried that students need to be guaranteed the 
service, rather than being competed over as sources of dollars.  

Discussion Questions: 

1. How does marketing services that represent a public good, like education, differ from 
marketing of other types of services? 

2. Should competition be encouraged in the public education sector? Why or why not? 
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Another Membership Offer, This Time for No More Coupons from Bed 
Bath & Beyond  
Imani Moise, “Bed Bath Tries to Move Beyond the Coupon,” The Wall Street Journal, October 6, 2016.  

Use with Chapter 15, “Strategic Pricing Methods” 

For shoppers needing a shower curtain, wedding gift, or new pillow, paying list price is nearly unheard of, 
unless they forget the huge stack of coupons they likely have collected in the mail from Bed Bath & 
Beyond. The home goods retailer fills direct mailings and print advertisements with percentage off coupons 
for virtually anything in the store. It also has a lenient acceptance policy, such that it generally allows 
consumers to use even long expired coupons to reduce the price of their shopping baskets. Thus, coupons 
appear essential to Bed Bath & Beyond and its brand image.  

So why is the retailer experimenting with something 
completely new and different? A pilot subscription 
program asks selected customers if they would be 
interested in paying a $29 annual fee, in return for 20 
percent off every purchase they make. The test 
program was available by invitation only, and the 
retailer has not yet released information about whether 
it was successful or if it plans to expand the 
subscription program, called Beyond+, to other 
shoppers. 

But it clearly hopes to achieve several goals through 
this shift. In particular, it might gain access to new 
revenue streams, in the form of the subscription fees 
themselves. Bed Bath & Beyond also hopes to increase 
the loyalty of shoppers who already visit the stores often, and who might appreciate the convenience of an 
automatic discount, rather than having to remember to bring their stack of coupons with them on every 
visit. 

The move also is an evident response to competition with Amazon. Relative to Prime membership, the 
subscription in Beyond+ lacks some benefits, such as the access to streaming content that Amazon can 
provide. Although it promises free shipping, those shipping rates are slower than Amazon’s too. But with 
the 20 percent discount, Bed Bath & Beyond asserts that its products generally will be less expensive than 
the same items sold through Amazon.  

Bed Bath & Beyond is not alone in its experimenting either. Retailers such as Lands’ End, Walmart, and 
Restoration Hardware have all introduced subscription plans, offering various benefits for different 
subscription rates. Thus far, Prime remains the most expensive.  

But these other retailers do not have the same reputation for offering coupon discounts as Bed Bath & 
Beyond does. For shoppers who have been collecting their hundreds of coupons for literally decades, 
shifting to a non-coupon experience might seem unnatural, even if the savings are the same.  

Discussion Questions: 
1. Do you anticipate that Bed Bath & Beyond eventually will do away with coupons altogether? 

Why or why not? 
2. Should all retailers introduce subscription plans for their regular customers? 
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An Abundance of Nuts: Using a Good Pistachio Crop to Build Value 
Jessica Wohl, “Wonderful Pistachios Begins Biggest Push Yet as Prices Fall After Record Crop,” 
Advertising Age, October 10, 2016.  

Use with Chapter 14, “Pricing Concepts for Establishing Value” 

The conditions were just right this year, such that the Wonderful Company 
found itself with warehouses full of one of its signature products, 
Wonderful Pistachios. Although the legumes are perishable, they can be 
stored for relatively long periods, so Wonderful did not have to rush to get 
them into consumers’ hands. But that’s exactly what it is doing, seeking to 
leverage its lucky crop to ensure its appeal to existing and potential 
customers, for now and into the future. 

In particular, in its attempt to encourage people who have never tried the 
pistachios to “Get Crackin’,” Wonderful has lowered the retail prices of its 
nuts by 25 percent, with the stated goal of selling huge numbers of 
pistachios.  

Simultaneous with the substantial price reduction, Wonderful has 
expanded and increased its marketing efforts. In the brand’s largest 
advertising campaign to date, an animated elephant named Ernie (voiced 
by John Cena) will interact with human actors in real-world settings where 
pistachio consumption might be appropriate. The television spots will rely 
largely on humor to appeal to potential consumers, including jokes as the 
expense of the types of nuts traditionally consumed at baseball games. 

Although the campaign is thus brand new, it still resonates with the Wonderful Company’s long-standing 
approach to marketing communications. For example, both famous (e.g., Stephen Colbert, Snoop Dogg, 
Khloe Kardashian) and infamous (e.g., the impeached former governor of Illinois Rod Blagojevich) 
celebrities have appeared in advertising for the pistachios in the past. Many of these ads poke gentle fun at 
the source of their celebrity when describing how each person eats her or his pistachios.  

Furthermore, the Wonderful Company plans a parallel marketing effort in print and billboards to highlight 
the health benefits of pistachios. But none of these advertisements will highlight the price change. Rather, 
the company is relying on its advertising to get people familiar with its brand name, then using its pricing 
to get them to try and keep buying the brand. 

Discussion Questions: 
1. Is this pricing technique a sustainable competitive advantage?  
2. What will the Wonderful Company do if, say next year, the pistachio crop is very small? 
3. How can it position itself now to prepare for such a possibility? 
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Now Re-Entering the Pizza Wars Battlefield: Pan Pizza from Papa 
John’s 
Jessica Wohl, “Papa John’s Aims at Rivals with Pan Pizza, Its Biggest New Product in Years,” Advertising 
Age, October 10, 2016  

Use with Chapter 12, “Developing New Products” 

When Papa John’s got started in 1984, it sold a single crust style: 
hand-tossed. That version is generally what the brand is known for, 
though it also sells a thin crust version. But its attempts at deep dish or 
pan pizza styles have been minimal and unsuccessful thus far. 
Accordingly, its current rollout of pan pizza represents the biggest 
new product launch by the brand in decades, as well as “the most 
rigorous, deliberative new product development process that we've 
been through.” 

Although Papa John’s tried to add a pan pizza to its menu in 2005, 
that expansion failed, seemingly because consumers did not like the 
square shape or find the thicker crust particularly tasty. Therefore, 
before entering the market with the latest iteration, Papa John’s 
undertook extensive product testing. The resulting pie is round, like 
all other pizzas that it sells, but it comes packaged in a distinctive, 
black pizza box. Furthermore, Papa John’s altered the type of dough 
used, and it switched to a thicker sauce, to ensure that all the elements 
of the resulting pan pizza worked well together.  

Next it needed to figure out how to adjust the last step in the supply chain so that customers would get a 
properly prepared pan pizza every time they tried it. The corporate owner required some franchisees to 
insert an additional oven in their stores to handle demand for these pizzas, which cook for different times 
and at a different temperature than the traditional hand-tossed pies do. Test runs in select cities, including 
Denver, Houston, and Louisville, Kentucky (the company’s hometown), suggest that the deeper crust will 
outsell the thin crust versions, though the famous hand-tossed style is predicted to remain the biggest seller.  

To encourage more widespread trial, Papa John’s will be offering a price point of $10 for a three-topping 
pan pizza. It also has solicited the help of Peyton Manning to star in commercials announcing its arrival. 
On the basis of these detailed analyses and careful planning, Papa John’s appears confident that this time 
around, pan pizza will spin out success. 

Discussion Questions: 
1. Why did Papa John’s previous experiment with pan pizza fail? 
2. Does this latest introduction address those causes of failure? How? 
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Political Advertising or Holiday Marketing in October: Which Is 
Worse? 
Adrianne Pasquarelli, “Thank Clinton and Trump for Pushing Back Christmas Creep this Year,” 
Advertising Age, October 4, 2016  

Use with Chapter 17, “Retailing and Omnichannel Marketing” 

In the midst of the 2016 election season, marked by a virtually 
unprecedented level of contention and ugly rhetoric, the volume of 
political advertising has been immense. At local, state, and national 
levels, candidates are spending millions to dominate the airwaves, 
making sure that their opponents cannot do so. But by taking up so 
much space, the political advertising also is limiting the amount of 
attention that voters/consumers can devote to advertising in other 
realms. 

In particular, they may have little room to recognize, focus on, and 
respond to advertising by retailers until after the election on 
November 8. As a result, retailers largely have put their holiday 
advertising on hold, waiting until after the election to start bringing 
out the St. Nick spokescharacter or offering up suggestions for 
holiday gift ideas. 

This choice represents a stark change from recent years, in which 
the start of the holiday advertising season has kept moving earlier 
and earlier in the year. For some consumers, finding Christmas 
decorations up before they have even taken down their Halloween 
pumpkins has been an annoying distraction, such that the delayed 
start to the season might be a welcome relief. 

But the delay also means that they are exposed to much more political advertising, which few consumers 
seem to enjoy. Accordingly, after the election ends, the National Retail Federation anticipates that people 
will be ready for a little shopping and retail therapy: It predicts a 3.6 percent increase in holiday sales 
compared with last year.  

Thus retailers such as Kohl’s and Old Navy note their plans to saturate the airwaves after the second week 
in November, when the competition for airtime will no longer include any candidates for political office.   

Discussion Question: 

1. Which would you prefer to encounter while watching television: really early holiday 
advertising or political ads?  
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A Public Relations and Supply Chain Nightmare: The Samsung Galaxy 
Note 7 Failure and Recall  
Jonathan Cheng and Eun-Young Jeong, “Galaxy Note 7 Recall Sinks Samsung Profit,” The Wall Street 
Journal, October 27, 2016. See also “Samsung to Kill Off Note 7 After Second Round of Battery Fires,” 
Advertising Age, October 11, 2016; Joanna Stern, “Samsung Galaxy Not 7 Review: Best New Android 
Phone,” The Wall Street Journal, August 16, 2016  

Use with Chapter 4, “Marketing Ethics” and Chapter 19, “Advertising, Public Relations, and Sales 
Promotions” 

On August 19, 2016, Samsung introduced the latest version of its 
popular Galaxy Note series of phones, to great fanfare and widely 
positive reviews. The Galaxy Note 7 offered an effective stylus, a 
beautiful design, and cutting-edge software—as well as a 
tendency to catch fire. Videos of smoking phones and consumer 
complaints created concerns, leading Samsung to respond. 

It recalled the phones on September 2. In announcing the recall, 
Samsung noted that the battery manufacturer from which it had 
purchased supplies apparently was not producing the quality that 
the phone company, known for its technical manufacturing skill, 
promised its customers. The recall required Samsung to take in 
and replace approximately 2.5 million devices, at a cost of 
somewhere between $1–$2 billion. Despite the seriousness of this 
crisis, Samsung had moved quickly, it promised to switch battery 
suppliers, and it got new phones into users’ hands within days. 

But then the replacements started exploding too. Dozens of unhappy customers came forward with their 
charred and twisted phones; one of them even forced a passenger airplane to make an emergency landing 
after it started smoking in a passenger’s carry-on bag. Unable to resolve the manufacturing problem or find 
a source for the blame in its supply chain, Samsung was forced to recall all phones and completely halt 
production on the Galaxy Note 7. 

The model had been presented as one of the company’s flagship offerings, and its goal was to compete for 
holiday sales, appealing to consumers with a high-end, expensive phone that would help ensure the 
company’s profits. Instead, Samsung’s net profits fell nearly 17 percent; for its mobile division, operating 
profits dropped by 96 percent. In addition to losing all sales, Samsung faced astronomical costs for the 
continued recall, as well as immeasurable damage to its brand reputation. 

Despite recalling all the phones, Samsung still is not sure what caused the product failures. After 
misattributing the flaw to the battery in the first recall, executives at the company have remained quiet 
about what they think the problem might be this time. For governmental agencies, this lack of transparency 
raises a red flag, especially as Samsung moves forward with its plans to introduce the Galaxy S8 in coming 
months. Further investigations by independent agencies thus appear likely. 

To try to stem the losses, Samsung also plans to introduce new low- and mid-range phone models, while 
reverting more of its emphasis in its marketing communications to touting the Galaxy S7 version. 
Furthermore, Samsung remains a diverse company, and sales in other divisions, such as semiconductors 
and display panels, held steady, allowing the company to keep moving forward.  

Discussion Question: 
1. How well did Samsung handle this product crisis?  
2. What did it do well? What could it have done better? 
3. What should Samsung’s plan be, going forward? 

 

 
Go to top of document



 
 

 

 
 

 Article / Chapter Index 
 

 
 
 
Go to top of document 
 
 

 

Articles 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 

Finding Not Just New Ways 
to Advertise, But Also New 
Ways to Measure the 
Impact of Advertising, on 
Social Media   X                X 

 

A Funny Looking Car, 
Advertising through a 
Funny Channel: Working 
with The Onion to Introduce 
the Elio           X X       X 

 
 

Even Paris Is Going 
Electric: The Trends 
Leading to Shifting Norms 
in the Auto Industry        X              X 

 
 

A High-End Grocer on the 
South Side: Whole Foods’ 
Expansion Plans for Lower 
Income Neighborhoods  X                  

 

First-Grade Marketing: How 
Public Schools Are Trying 
to Reach Their 
“Customers”             X       

 

Another Membership Offer, 
This Time for No More 
Coupons from Bed Bath & 
Beyond                       X     

 

An Abundance of Nuts: 
Using a Good Pistachio 
Crop to Build Value              X      

 

Now Re-Entering the Pizza 
Wars Battlefield: Pan Pizza 
from Papa John’s            X       X 

 

Political Advertising or 
Holiday Marketing in 
October: Which Is Worse?                 X   

 

A Public Relations and 
Supply Chain Nightmare: 
The Samsung Galaxy Note 
7 Failure and Recall    X               X 

 

Videos   
“What Makes Workers 
Happy? How Could They Be 
Happier?”                    

 

“Palantir CEO on Saying 
‘No’ to Customers”                    

 

http://www.wsj.com/video/what-makes-workers-happy-how-could-they-be-happier/E20553FB-FA77-4220-9516-00792D0D066D.html
http://www.wsj.com/video/what-makes-workers-happy-how-could-they-be-happier/E20553FB-FA77-4220-9516-00792D0D066D.html
http://www.wsj.com/video/what-makes-workers-happy-how-could-they-be-happier/E20553FB-FA77-4220-9516-00792D0D066D.html
http://www.wsj.com/video/palantir-ceo-on-saying-no-to-customers/E388F98E-7844-4D6B-9168-75DFF6D429E5.html
http://www.wsj.com/video/palantir-ceo-on-saying-no-to-customers/E388F98E-7844-4D6B-9168-75DFF6D429E5.html


 
 

 

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.  
 
Go to top of document 



 
 

 

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.  
 
 
 
Go to top of document 



 
 

 

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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