
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

     

 
 
 

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 Regular, Ongoing Shifts to McDonald’s Menus (Chapter 1, 12) 
 How Pepsi Is Using Packaging to Drive Advertising (Chapter 11) 
 To Block or Not to Block: The Competing and Compelling Interests of Advertisers, 

Users, and Facebook (Chapter 7, 19) 
 Sanderson Farms Distinguishes Its Brand by Going Against the Grain (Chapters 9)  
 The Challenge for the Banking Industry (Chapter 4) 
 Making Tracks to the Mall: The Prospects for Foot Locker (Chapter 17) 
 Amazon and Cars (Chapters 2) 
 The Latest Chunky Soup Campaign with the NFL (Chapters 9, 19) 
 Uber and Volvo Work Together to Eliminate the Need for Drivers (Chapter 13) 
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Videos 
“Grizzly Bears Make Great Product Testers” 

• At a grizzly bear refuge near Yellowstone Park, the intelligent 
animal inhabitants use their strong scavenging skills to try to get 
into coolers and trash containers that manufacturers hope to 
designate “bear proof.” If they succeed, the bears get a treat, but the 
manufacturer is out of luck. 

• 2:17 minutes 
• http://www.wsj.com/video/grizzly-bears-make-great-product-

testers/1CE6AB2C-E132-4F8A-9394-9C3C0B9D025B.html 
 
 
“Luxury Homeowners Now Airbnb Hosts” 

• Airbnb was supposed to be a consumer-to-consumer marketplace. 
But the success of the model has led to the growth of a whole new 
business-to-business market, in which firms promise to manage 
properties, especially high-end and luxury apartments, for investor 
owners.  

• 1:58 minutes  
• http://www.wsj.com/video/luxury-homeowners-now-airbnb-

hosts/D1D7D94A-71BB-4518-979E-333F78FBC1D2.html 
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The Regular, Ongoing Shifts to McDonald’s Menus  
Jessica Wohl, “McDonald’s Cleans Up Its Food to Appeal to U.S. Tastes,” Advertising Age, August 1, 
2016 

Use with Chapter 1, “Overview of Marketing” and Chapter 12, “Developing New Products” 

Menu changes often seem to come with great fanfare, 
as companies seek to gain publicity for their latest and 
greatest offerings. But in McDonald’s continuing 
efforts to revise its offerings to appeal to modern 
consumers, the shifting menu reflects a variety of 
approaches to new product introductions, from big 
fanfare to quiet entries, all premised on the strategic 
idea that different methods work best for different 
introductions. 

For example, as we have discussed before in these 
abstracts, all-day breakfast started small, then became 
a massive, nationally advertised introduction. But in 
the past couple of years, the restaurant chain also has 
more quietly shifted the ingredients and formulation 

of nearly half of the products on its menu, only announcing the changes after they had been implemented. 
In this category, McDonald’s notes that its sandwich buns no longer contain high fructose corn syrup, and 
its sausage, eggs, and Chicken McNuggets no longer include any artificial preservatives. For its chicken 
products, McDonald’s initially announced that it would phase out the use of meat treated with antibiotics 
by 2017, then made the change even faster than promised. 

The varying approaches reflect McDonald’s careful analysis of what customers want. Fast-food patrons call 
for healthier, “cleaner” food options, but they also demand that their Big Macs and Filet ‘O Fish 
sandwiches taste as great as they always have. Accordingly, revising the formulations of some menu 
favorites required a somewhat more subtle approach. Once the changes had been implemented and 
accepted widely, McDonald’s could announce them widely but still guarantee that it would not upset diners 
who liked things the way they were.  

Another factor to consider for comprehensive menu changes is the reaction of the franchise owners. To 
eliminate artificial preservatives from its McNuggets for example, McDonald’s had to convince each of its 
more than 14,000 franchisees to change the oil in which they fried the crispy treats. This change in turn 
required some operational revisions by the individual restaurants, which now must replace their fryer oil 
more often. By making the change slowly and quietly, McDonald’s gave the individual restaurant owners 
enough time and space to revise their practices and retrain their employees.  

Finally, some menu innovations start on a small scale and stay that way. All-day breakfast initially started 
in just a few restaurants, but its popularity led McDonald’s to roll it out nationwide. The lobster rolls 
available in New England McDonald’s also have been popular, but their appeal, not to mention their supply 
chain, is unlikely to translate well to the rest of the nation. Breakfast bowls are popular and have spread 
throughout franchise locations in Southern California, but there are no plans to go further than that. Instead, 
consumers seeking breakfast can enjoy their new and improved Egg McMuffin—the preparation of which 
now uses butter instead of margarine and includes a new step that breaks the yolk to prevent runny 
sandwiches.  

Discussion Questions: 
1. Whose preferences does McDonald’s consider when making menu changes? 
2. Why does McDonald’s introduce some menu items with a lot of fanfare but make other 

changes more quietly? 

3. How does a regional roll out of a menu innovation help McDonald’s plan? 
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Flipping the Approach: How Pepsi Is Using Packaging to Drive 
Advertising, Instead of the Other Way Around  
Ravi Balakrishnan, “PepsiCo Betting on Packaging to Get an Edge in Cola Wars,” The Economic Times 
(India), March 30, 2016  

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

In India, the battle for shares of the growing cola market 
is intense. But the target market of Indian consumers 
who might be interested in a Coke or Pepsi also are 
savvy, modern buyers, who are inundated with 
marketing communications in traditional channels like 
television. To reach them more effectively, Pepsi in 
India is therefore taking a different tack and making its 
cans and bottles the primary advertising channel. 

The most prominent example is one that PepsiCo has 
rolled out globally, namely, the appearance of branded 
emojis. By putting them on cans and bottles of Pepsi, the 
company encourages consumers to interact with the 
brand emotionally, because they can select the particular bottle that reflects their mood at the moment of 
purchase (e.g., happy, naughty, party). The emojis then spread into traditional advertising, such as 
television commercials that show the silly cartoon faces playing and having fun. But even without the link 
to the televised commercial, the packaging tells a story, with the added bonus of sparking strong visual 
appeal on shelves.  

These bottles also feature a code that consumers can scan, entering them in a contest to win prizes that are 
designed to appeal to the target market, such as a trip to Ibiza or a practice session with cricket star Virat 
Kohli. Other products use slightly different packaging appeals. For example, Pepsi’s version of 7Up in 
India is called Revive, and the latest packaging features a full-length wrap, surrounding a distinctive blue 
glass bottle. According to Pepsi’s research, the notable packaging was the top reason consumers provided 
for why they first tried Revive.  

The rationale behind this shift in perspective, putting packaging front and center of the marketing 
campaign, reflects a key realization by the chief marketing officer for Pepsi in India: “TV reach is minimal, 
but our bottles are everywhere.”  

 Discussion Questions: 

1. Why is Pepsi in India so strongly focused on packaging strategies? 

Would this primary focus on packaging work in other countries where Pepsi is sold? Why or why 
not?  
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To Block or Not to Block: The Competing and Compelling Interests of 
Advertisers, Users, and Facebook  
Mike Isaac, “Facebook Blocks Ad Blockers, But It Strives to Make Ads More Relevant,” The New York 
Times, August 9, 2016.  
Use with Chapter 7, “Business-to-Business Marketing” and Chapter 19, “Advertising, Public 
Relations, and Sales Promotions” 

Facebook is, obviously, a social media site. But it also is an 
advertising platform that links advertisers to consumers, and in 
this role, a recent move has stakeholders on all sides up in arms. 

As a platform, Facebook has to mediate the interests of 
advertisers that pay it to place their ads on the site versus the 
interests of users who don’t want their social interactions 
interrupted by various product and service advertisements. 
These contradictory goals have prompted technical 
developments in support of both efforts. For example, ad 
blocking software helps consumers limit the number of 
advertisements that pop up as they browse websites, including 
Facebook. In turn, anti–ad blocking software entered the scene, 

offering a means to alter the signals that the blocking software uses to identify something as an 
advertisement. Thus the advertising gets around the ad blocking software, because it doesn’t look like 
advertising anymore, at least to the algorithm used by existing software. 

Facebook is the latest and most prominent adopter of the anti–ad blocking software, suggesting that in this 
case, it is prioritizing the needs of its advertisers over the desires of its consumers. When users visit 
Facebook through their computers (the technology is different for mobile access), even if they have 
sophisticated ad blocking software installed, they will confront ads.  

To explain its move, Facebook notes that even if advertising seems annoying, it serves a critical function 
for the overall social media platform: It pays for everything. If users want to keep using Facebook for free, 
the company needs to find some other source of revenue. But if the consumers block all the ads, then 
advertisers have no motivation to pay to appear on Facebook, ultimately disrupting the entire structure that 
enables most media sites to exist. 

Similarly, some digital content publishers are experimenting with anti–ad blocking software, including 
Forbes, Wired, and The New York Times. Some options seek to solicit the help of users, such as by asking 
them to “whitelist” their specific site. This step tells the ad blocking software to give a free pass to the ads 
on a particular site. To convince users to agree, one publisher noted, “We need to spell this out clearly to 
our users. The journalism they enjoy costs real money and needs to be paid for.” 

Advertisers have praised the moves, noting that by facilitating their marketing communications, Facebook 
and other platforms are enabling the market to survive. However, companies that write and sell the ad 
blocking software regard the move as unacceptable and cite as evidence the limitations it places on 
consumers’ ability to define what they will see on their computers. Furthermore, some privacy advocates 
argue that the ad blocking software can serve another function, as a means to limit the amount of tracking 
that websites can do. If the blocks on ad blocking become strong enough, such privacy protections would 
disappear too.  

Together with these technological efforts to resolve the demands of its various stakeholders, Facebook 
added new options to allow users to indicate their advertising preferences, which it asserts are sufficient to 
keep customers happy. As a firm that provides a service to consumers, Facebook appears to be taking a big 
risk. As a business that supports other businesses, it might have no other option though. 

Discussion Question: 
1. Should Facebook impose anti–ad blocking software? 
2. Is Facebook a business-to-business or a business-to-consumer company?  
3. How does your answer to the second question inform your answer to the first question? 
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Using Antibiotics Proudly: Sanderson Farms Distinguishes Its Brand by 
Going Against the Grain  
Stephanie Strom, “Poultry Producer Sanderson Farms Stands Its Ground: It’s Proud to Use Antibiotics,” 
The New York Times, August 1, 2016  
Use with Chapter 9, “Segmenting, Targeting, and Positioning” 

Antibiotics for poultry are bad, right? That seems to be the consensus, 
based on retail packaging that touts the products’ antibiotic-free status, 
announcements by chicken suppliers that they will stop using 
antibiotics in their operations, press releases by restaurant chains 
promising a lack of antibiotics in their chicken dishes, and demands 
from consumers for “clean” chicken and egg options. But Sanderson 
Farms, the nation’s third largest supplier of chicken, contests the very 
premise and therefore is making its continued insistence on using 
antibiotics part of its marketing campaign, to set itself apart from its 
competitors. 

The concern about the use of antibiotics focuses specifically on those 
medications that also are approved for use in humans. The theory 
suggests that if these antibiotics are used too widely in poultry 
production, the bacteria they are intended to kill will develop into drug-
resistant strains, with resulting threats to human and animal health and 
welfare. The threat to consumers is not the antibiotics themselves; 
federal regulations require that any products being sold for consumption must be free of antibiotics. Thus, 
every package of chicken in the grocers’ case is antibiotic free. But in the process of raising the chickens, 
many producers dose the animals with antibiotics, often in vitro, to reduce the occurrence of disease. 

With these clarifications, Sanderson Farms argues that its use of antibiotics is safe and appropriate. It halts 
the medication well before the animals are prepared for sale. Furthermore, the company argues that there is 
insufficient scientific evidence to support the link between the use of antibiotics by chicken farms and the 
increase of drug-resistant bacteria among human populations. Instead, it asserts that companies that 
promote their antibiotic-free chicken are simply trying to charge more for their products. 

Sanderson Farms promises a different approach in its marketing, asserting that by using antibiotics, it can 
keep its production leaner and more efficient. For example, were it to forgo the use of antibiotics, it says it 
would need to leave more space between the cages in which the chickens are kept, which would require 
building more barns to house them. Such moves would increase costs. It also claims that eliminating 
antibiotics increases the mortality rates for the animals, such that it is neither environmentally sustainable 
nor efficient as a production option. 

Competitors such as Tyson and Perdue, which are moving toward the complete elimination of human-
approved antibiotics from their production lines, instead point to evidence that shows no increase in 
mortality among chickens left untreated. They also cite reports by the Centers for Disease Control that offer 
initial evidence of a link between antibiotic use in chickens and the rise of drug-resistant bacteria, even if 
the link has not been proven conclusively.  

Some buyers, such as McDonald’s and Chick-Fil-A, already have committed to doing away with antibiotic-
treated chickens in their menus. But for individual consumers, Sanderson Farms believes it has a 
compelling argument and appeal to make. If Sanderson Farms can explain its perspective on what antibiotic 
use really means, it thinks customers will be happy to pay less for chicken that is still safe to eat.  

Discussion Question: 

1. As a consumer, do you prefer to purchase chicken raised without any antibiotics, at a higher 
price, or chicken treated with antibiotics, for a lower price? Why?   
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If No One Trusts You, How Do You Build Trust? The Challenge for the 
Banking Industry 
Michael Corkery, “Big Banks Make a Pitch for Hearts and Minds,” The New York Times, August 2, 2016 

Use with Chapter 4, “Marketing Ethics” 

Unethical lending practices. Relentless pursuit of 
profits. Bankruptcies. Federal bailouts. Too big to fail. 
What industry are we talking about with these terms?  

Loans to small businesses. Community building. 
Security. Safety. Are we still talking about the same 
industry?  

For big banks in the modern climate, a key challenge is 
that most consumers think of the former list of phrases 
in relation to their brand names, like JPMorgan Chase, 
Wells Fargo, Citigroup, and Bank of America. But the 
banks protest strongly that the latter list of descriptive 
terms offers a more accurate reflection of what they do. 
Convincing consumers to change their minds and 
perceptions in this direction is a process that appears 

likely to take time, effort, and continued dedication. 

Even the heads of the big banks acknowledge that they have a major image problem. Because of their ties 
to the mortgage disaster, and at least partial responsibility for bringing about the global economic crisis of 
2008, the big banks lost the trust of most consumers. Forced to bail out the banks to avoid their failures, 
many taxpayers developed strong feelings of anger and mistrust toward the huge corporate entities. They 
have been widely criticized—in settings ranging from news outlets to government hearings to Hollywood 
movies like The Big Short—for practices and corporate cultures that encouraged people to act unethically 
and go after profits, to the vast detriment of their clients and the economy overall.  

Although the recession is generally considered over, and the big banks have paid back many of the loans 
they received in the bailout, the reputational damage persists. Accordingly, the banks are trying a variety of 
tactics to regain consumers’ trust and loyalty. Advertising run during the Brazil Olympic and Paralympic 
Games featured Citigroup’s position as the only bank to sponsor the Games. The advertisements focused on 
how Citigroup can help both businesses and individuals, and it highlighted a patriotic, nostalgic image for 
the company, including videos of the rebuilding of Europe following World War II, an effort that received 
substantial funding from Citibank. 

Rather than advertising to consumers, the head of JPMorgan Chase Jaime Dimon is making his argument in 
the editorial pages, publishing an article in which he highlighted the bank’s positive contributions, 
including raising wages for thousands of its employees. In public appearances, he also notes frequently that 
the recovery from the recession would not have been possible without the steady support of the big banks, 
which were the only ones with the ability to purchase sinking companies such as Bear Stearns. That is, the 
banks might be too big to fail, but according to JPMorgan Chase, that’s a positive thing, because this very 
status brings stability to global markets. 

Such moves are unlikely to change anyone’s minds immediately, of course. But the banks claim to be 
dedicated to regaining consumers’ trust over the long term. Doing so will require not just talking about 
their benefits to society but also ensuring that their companies provide these benefits, at all levels, without 
allowing their employees to revert to profit-focused, unethical practices. Can they really do so? 

Discussion Question: 

1. Can big banks regain consumers’ trust? Why or why not? 
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Making Tracks to the Mall: The Prospects for Foot Locker  
Austen Hufford, “Foot Locker CEO: ‘Malls Are Far from Dead’,” The Wall Street Journal, August 19, 
2016.  

Use with Chapter 17, “Retailing and Omnichannel Marketing” 

It used to be that malls drew traffic by posting huge, well-known anchor stores at the ends. When that 
model started to falter, many observers suggested the death of malls. But those dire predictions are 
contested by a different view that calls for changing the model and redefining what an anchor store really 
is.  

Specifically, stores within the mall might be doing 
more to draw traffic than the large, less differentiated 
retail chains that have long stood at the entrances. A 
familiar example is Apple Stores, which bring visitors 
in to check out the latest gadgets or get repair service 
from a Genius at the Genius Bar. But Foot Locker is 
showing signs of being another big pull, as consumers 
make tracks to its outposts so that they can snap up the 
latest model of Steph Curry sneakers or a trendy, high 
fashion tracksuit.   

Thus, it is not just the business model for malls that has 
changed. The positioning of Foot Locker has changed 
as well, such that sales of actual athletic gear make up 
only a small proportion of its revenue. Instead, most 
people visiting the stores are looking for trendy, 
fashionable, athletically inspired clothing that they will be wearing to work and school, not to the track or 
the court.  

Dedicated to the wants and desires of its target customers, who are members of the “sneaker culture,” Foot 
Locker makes sure that it offers the most recent shoe introductions, such as Kevin Durant’s KD9s from 
Nike. It also provides a social space, encouraging shoppers to linger and check out the various shoe and 
apparel options while interacting with fellow fans of high end, fashionable sneakers.  

Although it continues to enjoy great success among sneaker culture, Foot Locker notes that it has room for 
improvement among female culture, such that women have not flocked to its stores for athletic gear at the 
same rate as men have. Accordingly, it is expanding the apparel options for women, hoping to cause them 
to make a trip to the mall too. 

Discussion Question: 
1. Why is Foot Locker able to draw patrons to malls, when other stores seemingly cannot? 
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Amazon and Cars 
E.J. Schultz, “Hyundai Rolls Out Amazon Prime Now Test Drive Program,” Advertising Age, August 19, 
2016.  

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

Amazon sells virtually everything. Why not cars? In several experimental moves, the retailing powerhouse 
appears to be poised to expand its reach into vehicular markets. 

First, in a collaboration with Hyundai, Amazon’s Prime 
Now service made it possible for consumers in the Los 
Angeles area to order a car to test drive. Once they had 
registered, potential buyers could have the vehicle, a 
2017 Hyundai Elantra, delivered to their home or 
office, then tool around in it for about an hour. If they 
liked it, the car would offer directions to the nearest 
Hyundai dealership. The initiative claims to make 
shopping for a car—traditionally a complicated and 
frustrating process—just as convenient as shopping for 
anything else that is available on Amazon. 

Second, this partnership also extends to the features of 
the car itself. Hyundai’s Genesis line of cars is the first 
to offer voice-recognition software that links with 
Amazon’s Alexa tool. Thus consumers who are already 
accustomed to asking Alexa to play music or tell them 

the weather while they are at home also can start asking her to provide directions and change the 
temperature setting while on the go. 

Third, following soon after these experiments with Hyundai, Amazon also introduced new pages on its site, 
contained within a “Vehicles” menu. Potential car buyers can visit the pages to receive the sort of Amazon-
provided information that they love to get for other products. Amazon encourages people who own the 
listed models to offer their own reviews. It also features a question-and-answer section specific to each 
model. On the right side, it provides the model’s list prices, color options, and specifications. If a model 
owner clicks on the links, she or he can also find spare parts and accessories. A “Your Garage” button 
allows visitors to add the car to their account, then interact with other owners, sharing stories, reviews, and 
tips. 

The only thing that visitors cannot do is order a car through Amazon for delivery the next day. But can that 
option be far behind? 

Discussion Question: 
1. Why do you think Amazon is testing these automotive options? 
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Turning the Draft Tables: The Latest Chunky Soup Campaign with the 
NFL 
Jessica Wohl, “Campbell’s Chunky Has NFL Stars Draft Everyday Guys,” Advertising Age, August 22, 
2016  

Use with Chapter 9, “Segmentation, Targeting, and Positioning,” and Chapter 19, “Advertising, 
Public Relations, and Sales Promotions” 

Millions of U.S. football fans participate in fantasy leagues, both casual and 
structured, for fun or for money. They know just how critical draft day is, as 
they seek to gather the best roster of players that will enable them to grab 
victory and bragging rights. Leveraging its long-standing link to the NFL, 
Chunky Soup is transforming that experience into a funny and creative 
advertising campaign that seeks to connect with the everyday consumers who 
love both their football and their soup. 

In the spots, familiar gridiron faces like Odell Beckham Jr., Todd Gurley, 
Eddie Lacy, Kyle Long, and Eric Ebron gather in Drew Brees’s basement to 
make their picks in the “Everyman All-Star League.” After these initial 
selection ads, the players will continue to appear in spots throughout the 
season, offering injury updates and status reports. In an early commercial, 
Beckham was first up, selecting for his team of everymen a welder and 
volunteer fireman named Mitch Greenwald who also makes miniature 
furniture for his daughter’s dollhouse. In frustration, Brees laments, “Dang it. 
I was going to pick Mitch,” while the other players (all eating soup, of course) 
admire the video of Mitch’s tiny furniture, which they deem “adorable.” 

By spotlighting the “everyman,” Campbell’s hopes to connect with a key target market for its Chunky 
soups. Approximately 60 percent of the people who eat Chunky soup are men. Previous campaigns were 
famous for featuring the mothers of NFL stars, who appeared on sidelines to remind their hulking babies to 
eat their soup. In this iteration though, the brand seeks to reconnect with the notion of regular guys hanging 
out together to watch the game and keep up with their favorite players and teams—all while enjoying a 
hearty soup meal. 

Part of the need for the reinvigorated campaign came from some missteps by Chunky in recent years, 
including a packaging redesign that cluttered the labels. By adding details about a promotional tie-in with 
the Super Bowl, the cans took on a new look that made it harder for customers to find their favorite flavors 
easily in the store. Determined not to make such an error again, Chunky is introducing the “rookies” in its 
lineup with particular care, seeking to introduce the new flavors like Chili Mac and Spicy BBQ Chicken 
soups without creating any added confusion or choice difficulty. In contrast, the choices for the next round 
in the Everyman draft are getting tougher and tougher.  

Discussion Questions: 
1. To whom is Campbell’s Soups appealing with this new Chunky soup campaign? 
2. Does this targeting exclude any important markets? 
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A Joint Venture that Ventures into an Autonomous Future: Uber and 
Volvo Work Together to Eliminate the Need for Drivers 
Richard Truett, “Uber Partners with Volvo to Put Self-Driving SUVs on U.S. Roads by Year-End,” 
Advertising Age, August 18, 2016  

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

A $300 million joint venture between the driving service 
Uber and the car manufacturer Volvo plans to make rides a 
lot less chatty in the near future. Using Volvo’s existing 
autonomous driving technology, a fleet of Uber-dedicated 
cars will soon be available to take passengers in the 
Pittsburgh area wherever they want to go, without anyone 
touching the wheel. 

The plans for the joint venture include the purchase by 
Uber of 100 XC90 SUVs from Volvo, all of which feature 
hybrid plug-in capacity and self-driving technologies. The 
fleet will be on the streets by the end of this year, giving 
riders a chance to experience technology for themselves. 
For the foreseeable future, the cars will still have an actual 
person in the driver’s seat, but the plans indicate that this 
role is mainly a supervisory and safety feature, not a 
requirement. Furthermore, all signs point to the ultimate 

goal of driverless cars, spinning around town, picking up passengers on their own. 

In addition to Volvo’s existing technology, the autonomous cars will integrate some of Uber’s own 
developed tools, such as additional cameras and sensors to facilitate the process. This technology was 
largely developed in a plant that Uber opened in Pittsburgh two years ago, which offers some explanation 
for why the test is taking place in that city.  

But Uber makes it clear that it hopes to expand the options to other cities, and it leaves open the possibility 
that it might collaborate with other automakers in the future. Reportedly, it interviewed many automakers 
and ultimately selected Volvo on the basis of its reputation for safety and its existing technological 
capabilities.  

The two partners in this joint venture both are contributing to the costs of getting it up and running. What is 
less clear is the cost for consumers, namely, whether a ride in a driverless car will invoke a rate that is 
higher than a conventional Uber ride. Some consumers appear excited at the prospect of a futuristic 
experience in an autonomous car (or maybe just love the idea that they won’t face an overly chatty driver). 
Others might have opposite preferences, such that they might avoid a technology that has not been fully 
vetted and proven yet.  

Discussion Questions: 

1. Would you ride in a driverless Uber?  

2. Would you be willing to pay more, the same, or less for a ride in an autonomous vehicle?  
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Are We Still Having Fun? Under Armour’s Grueling Advertising 
Campaign for Runners  
Adrianne Pasquarelli, “Under Armour Goes Above and Beyond in Latest Video,” Advertising Age, August 
22, 2016  

Use with Chapter 3, “Social and Mobile Marketing” 

During a recent two-day training camp, held high in 
the Colorado mountains, Under Armour invited 35 
athletes to prove their mettle—and the benefits of 
Under Amour gear. Outfitted in the latest gear, the 
participants battled through sleet, snow, and 10,000-
foot elevations to prove that they had the heart of a 
runner.  

In the resulting marketing communications, shared 
mainly through social media and the brand’s dedicated 
sites, the runners describe the harrowing experience, 
noting just how bad the conditions really were. Some 
of the international group of athletes had never run at 
high altitudes before. Others, upon receiving the 
survival packs that Under Armour provided, stocked 
with knives and small oxygen tanks, wondered just 
what they had gotten into. But the spot also offers inspiration and joy, showing exhausted runners hugging 
in victory after they complete the grueling course. 

The spot also ends with a promise for the next adventure, noting that the mountains were nothing compared 
with the desert that comes next. Thus the brand is setting up a multi-episode communication campaign that 
seeks to connect with and inspire runners and active people to push themselves to the limits as well. In a 
parallel social media campaign, it promotes the hashtag #earnyourspot. Thus the chosen few who accept the 
challenge and earn the right to call themselves runners enjoy a unique status—a situation that Under 
Armour hopes will rub off on its brand image as well.   

Discussion Question: 
1. What kind of call to action is Under Armour issuing with this latest marketing campaign? 
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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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