
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

     

 
 
 

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  
▪ Toyota’s Conscious Appeal to Make the Camry Appealing to Every Culture (Chapters 5) 
▪ A Serious Line Extension or a Marketing Tactic to Spark Conversation? (Chapter 11) 
▪ Can Companies Stay Out of National Debates? Brand Challenges in Divisive Times 

(Chapters 4 & 5) 

▪ Nintendo’s Pursuit of More Mature Audiences (Chapters 9 & 12)  
▪ Can Farmers and Processors Keep Milking Profits Out of a Market in Which Grocery 

Retailers Process Milk? (Chapter 16) 
▪ Intel Inside AI: The Deep Learning, Artificial Intelligence Chip Being Developed in 

Collaboration with Facebook (Chapter 7) 
▪ Inspection Issues Keep Nissan from Selling in Its Home Market (Chapters 4 & 8) 
▪ Citing a More Distant Past to Help Consumers Forget Recent Events: Volkswagen’s 

Nostalgic Advertising Campaign (Chapter 19) 
▪ Eleven Loves Eggos; Why Wouldn’t Fans of Stranger Things Love Them Too? (Chapter 

18) 
▪ Article/Chapter Index 
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Videos 

“Under Armour: Can It Make More With Less?” 

• Would condensing its product line offerings benefit Under Armour, 

by enabling it to emphasize and focus on its core strengths while 

reducing costs associated with more distant product options?  

• 0:28 minutes 

• http://www.barrons.com/video/under-armour-can-it-make-

more-with-less/79B26A9B-84EB-462C-9073-

5BFC66EF28B6.html  

 

“This Chef Tailors His Tasting Menu to Fit Your Taste Buds” 

• Taking personalization and customization to a new level, a chef in 

Austin, Texas, seeks to create meals for each individual visitor to his 

restaurant, to match their unique palates.  

• 3:37 minutes  

• http://www.wsj.com/video/this-chef-tailors-his-tasting-menu-to-

fit-your-taste-buds/39C1B755-9F0D-42EB-92A6-

ACC31CEEA601.html 
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Toyota’s (Socially) Conscious Appeals to Make the Camry Appealing to Every 

Culture   
Sapna Maheshwari, “Different Ads, Different Ethnicities, Same Car,” The New York Times, October 12, 

2017 

Use with Chapter 5, “Analyzing the Marketing Environment”  

A recent marketing campaign for the Toyota Camry seeks to disrupt and 

challenge conventional ideas, both in general and for specific segments of 

consumers. By creating several distinct advertisements to appeal to different 

demographic groups, but retaining some consistent elements across all the 

ads, Toyota aims to establish a new view of the mainstream market that is 

respectful and transcultural. 

The consistent elements in the Camry advertisements include scenes that 

signal that driving the sedan—long perceived as a safe and reliable and thus 

not particularly thrilling vehicle option—is actually deeply exciting. The 

spots all feature images of the drivers clicking a “sport” button, followed by 

firing pistons, and then video of the cars accelerating quickly and taking 

corners tightly. The featured cars are bright red in color, offering a sense of 

excitement and thrill.  

But that’s what is similar across the advertisements. Perhaps even more notable is what differs in the series. Each 

advertisement stars actors of different races, signaling Toyota’s attempt to ensure representativeness and confirm that 

consumers see someone who looks like them on screen. Moving beyond simple token appearances though, the 

commercials also seek to upend stereotypes, in line with the idea of challenging conventional ideas about what the 

Camry is. 

The advertisement featuring an Asian American family, for example, shows a father picking up his daughter from 

baseball practice. She begins the ride glued to her tablet, but once he starts the music playing and hits the button to 

choose the sport option, she looks up with joy, prompting an unspoken but affectionate link between them. With these 

images, Toyota sought to contest the widespread stereotype that Asian fathers tend to be less demonstrative or 

involved, and it reiterates the participation of minority families in popular American pastimes such as baseball. 

The commercial that appears on Spanish-language channels instead features a single man, driving happily in the sport 

setting, when the dashboard lights up to show that his mother is calling. When he declines the call, the narrative is 

playing with the common idea that Hispanic children are totally devoted to their parents. With this humorous challenge 

to this stereotype, Toyota also can highlight just how exciting it is to drive the Camry—so exciting that a Hispanic man 

voluntarily avoids his mother.  

For African American audiences, the male actor featured again gets into his bright red car, speeding through streets to 

the tunes of John Cena’s recording “Strut.” Although these signals imply a sense of showing off, his goal is to pick up a 

pizza, which he presumably is about to bring back to his beautiful home for his family. The man might have moved to 

the suburbs, the advertisement implies, but by driving the Camry (in sport mode, of course), he can still strut his hip 

style.  

Finally, an advertisement with three separate, parallel stories of people so excited by their driving experiences that they 

ignore their responsibilities (i.e., to a child waiting at school to be picked up, to a date, and to a business colleague 

waiting to start a meeting) features people of different and sometimes indeterminate races. Emphasizing the similarities 

in their behaviors, Toyota embraces a notion that the company calls the “transcultural mainstream,” such that a 

mainstream market no longer implies a problematic focus on white consumers as somehow normative.  

Rather, Toyota wants to challenge lots of stereotypes—not merely that its cars are boring, but also that society is made 

up of any single or heterogeneous consumer group. 

Discussion Questions: 

1. How is Toyota targeting specific ethnic markets? 

2. How does it define the mainstream market, and what implications does its unique definition have for 

its marketing?   
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The Vegemite Special Edition: A Serious Line Extension or a Marketing 

Tactic to Spark Conversation?  

Adam Baidawi, “Vegemite, the Beloved Australian Spread, Goes Upmarket,” The New York Times, 

October 11, 2017 

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

For Australian consumers, Vegemite has a clear, 

unassailable reputation: The yeast-based spread is 

simple, basic, and familiar from childhood. There is 

nothing fancy about it. But that essential image has 

come under some scrutiny, upon the release of “Blend 

17”—an allegedly high-end version of Vegemite that 

comes packed in a fancy box, with a gold foil wrapper. 

The company asserts, with a proverbial straight face, 

that Blend 17 offers a more intensely flavored version 

of the conventional spread. For people who love its 

taste, Blend 17 thus enables them to use less on each 

piece of toast. Such extended use is probably necessary; 

the newly introduced version costs approximately twice 

as much as conventional Vegemite. It also is being touted as a limited run, such that once the 450,000 

bottles currently on the market sell out, consumers might not be able to find it again. 

But they might not want to anyway. Most reviews on social media indicate that consumers cannot really 

taste much difference between the original version and Blend 17. Even those who find a difference suggest 

that it is minimal, calling it “a bit more salty” or suggesting that “spread on toast, it isn’t noticed.” Still, the 

number of reviews imply that a lot of consumers are trying the new option, figuring “Why not try a new 

flavor?” 

That might be the point of the whole exercise. Vegemite is such a familiar staple that consumers rarely 

spend much time thinking or talking about it. By creating a limited edition version, the manufacturer can 

prompt them to pick up an extra bottle, as well as share their reviews on social media. The conversation 

thus takes on new life, representing an invaluable marketing tactic. Or maybe it really is a different and 

better product, introduced to reward loyal customers with a product line extension that will appeal to them. 

Thus far, Vegemite isn’t saying; it is left to consumers to decide.  

Discussion Question: 

1. How and why is the manufacturer of Vegemite offering this special, more upscale version of 

the product? 
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Can Companies Stay Out of National Debates? Brand Challenges in 

Divisive Times  

Sapna Maheshwari, “Bowing to the Inevitable, Advertisers Embrace Advocate Role,” The New York Times, 

October 1, 2017 

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

Most companies prefer not to take strong 

stands on controversial issues, for fear of 

alienating consumers on the other side. Why 

protest something that has nothing to do 

with the brand, if doing so will risk sales, 

profits, and even the firm’s survival? The 

answer is that in the modern world, marked 

by divisive debates about nearly every 

national issue, companies can no longer 

avoid making some sort of statement. 

Consider, for example, the NFL protests and 

the ensuing controversy. Companies that 

advertise during NFL games are forced to 

address whether they support the players, 

protesting persistent racial discrimination in the United States, who take a knee during the national anthem, 

or whether they take the side of the President and others who consider the peaceful protest un-American 

and unacceptable. Either position could cause controversy, leading some consumers to either boycott or 

buy more from a company, based on how it responds. 

The need to establish a position on controversial topics extends even further, especially among companies 

seeking new ways to reach consumers through social media. As we have discussed previously in these 

abstracts, some companies are horrified to find that their advertisements appeared embedded within violent, 

racist, or controversial content on YouTube. Facebook continues to develop its corporate position when it 

comes to advertisers that might want to target users on the basis of offensive personal identifiers, such as a 

company that seeks out white supremacists to sell products to them.  

Part of the reason for this changing expectation is simply that in today’s environment, no one can avoid 

making some sort of statement, and that includes companies. But it also has to do with shifting expectations 

of the roles of companies relative to government agencies or other traditional sources of authority. Widely 

shifting views, in which government is no longer a trusted source of support or information, lead people to 

focus more on companies. Moreover, advertising exerts a powerful influence on public opinion, so 

companies have the power to direct the conversation.  

Discussion Questions: 

1. Why are companies making more political statements in their marketing? 

2. Do you think that companies should be making political statements in their advertising? 
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Switching the Target Market for the Switch: Nintendo’s Pursuit of 

More Mature Audiences 

Takashi Mochizuki, “In Switch, Nintendo Embraces Games with a Rougher Edge for New Console,” The 

Wall Street Journal, October 13, 2017 

Use with Chapter 9, “Segmentation, Targeting, and Positioning,” and Chapter 12, “Developing New 

Products” 

In March, Nintendo introduced a new device, the 

Switch, which is a hybrid, handheld console with a 

distinct operating platform. To source content for the 

device, Nintendo reached out to various game 

developers, including those that are known more for 

games that do not quite match Nintendo’s 

conventional, family-friendly image. The move is 

intentional, as Nintendo seeks a more mature audience 

for the Switch by offering games with some violent or 

risqué content. 

With its famous titles, Nintendo has long had a 

reputation as the console for kids. They can play fun 

games like Super Mario, and parents do not have to 

worry as much about their children gaining access to mature games, unlike the concerns they might face 

with an Xbox or PlayStation console. 

But the Switch is different, intended not for the children but for their parents—or at least their older 

siblings. It features a parental control tool, so if the kids come across the device, they cannot access the 

mature titles. Even the look of the device is distinct from previous Nintendo consoles, presenting a muted 

color palette rather than the bright, primary colors that appear on the other iterations. Thus Nintendo hopes 

to maintain its appeal for children and families, even as it gets the adult members of households to consider 

adopting the Switch too.  

Although it is still too early to tell if the Switch, and its content, will be successful, Nintendo notes that it 

sold 4.7 million units within about three months of its introduction. That sounds impressive, until we 

consider that the PlayStation 4 has sold 63.3 million consoles thus far.  

Discussion Question: 

1. How is Nintendo targeting an older audience?  
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Can Farmers and Processors Keep Milking Profits Out of a Market in 

Which Grocery Retailers Process Milk?  

Heather Haddon and Benjamin Parkin, “Retailers Are Bottling Their Own Milk, Raising Pressure on Dairy 

Companies,” The Wall Street Journal, October 13, 2017  

Use with Chapter 16, “Supply Chain and Channel Management”  

Milk is mostly a commodity product: a 

convenience item, purchased frequently and 

consumed regularly, sold at low margins. 

Even though they rarely make much profit 

on it, grocery retailers realize that they 

cannot risk being out of milk, because most 

consumers add a gallon to their shopping 

baskets on nearly every visit. But at the 

same time, milk consumption is decreasing 

overall, such that prices and supply keep 

fluctuating. 

In response, some of the major U.S. grocery 

chains are entering the milk processing 

business. Kroger already processes all of the fresh milk that it sells; Walmart plans to open the country’s 

biggest dairy processing plant sometime this year. By taking over this upstream link in the supply chain, 

they can better control their supply of this critical product. Furthermore, when demand decreases, the 

grocers can shift their production capacity, focusing more on items such as cheeses or other types of 

beverages. As one executive noted, in explaining why Albertson’s was building a new, 55,000-square-foot 

production facility, “You can do a lot more in a dairy plant than make dairy.” 

In addition, by taking on the responsibility for production, the retailers can cut out existing dairy 

processers. Ultimately, this move may enable the retailers to reduce the costs of production, even though 

their short-term investments in building the plants are substantial. Because they purchase the raw materials 

directly from farmers, they avoid paying a third party to process the milk. For some farmers, this shift may 

prove beneficial, because they gain a new channel in which to sell their products. Such an option would be 

vastly more appealing than the tactic that some farmers have turned to, when faced with a glut of milk: 

pouring the excess that they cannot sell right into their fields.   

For the processors though, the change in the supply chain looks ominous. They already have been hard 

pressed by decreasing prices and lower consumption, but rather than investing to update their plants to be 

able to process additional products, most of them have sought to cut costs. Others, including the Dairy 

Farmers of America cooperative, are investing more in expanding their capabilities to process milk powder 

or butter. But regardless of their response to the shifts in market demand, these producers realize that the 

entry of powerful retailers into the production line will make it more difficult for them to compete 

effectively.  

Discussion Question: 

1. What are the pros and cons of companies like Wal-Mart and Kroger having their own dairy 

plants? 
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Intel Inside AI: The Deep Learning, Artificial Intelligence Chip Being 

Developed in Collaboration with Facebook 

Ted Greenwald and Jack Nicas, “Facebook Pitches In on Intel’s Coming Artificial Intelligence Chip,” The 

Wall Street Journal, October 18, 2017 

Use with Chapter 7, “Business-to-Business Marketing”  

Recognizing an urgent and substantial need among its business 

clients, Intel Corporation is actively working with such familiar 

names as Facebook to develop a new chip that will enable and 

encourage continued advances in artificial intelligence. In 

particular, the chip can support deep learning, the sort of artificial 

intelligence that is able to identify specific elements, such as 

particular objects in a photograph, that thus far has eluded the 

ability of computers. 

In developing the chip, Intel has relied on its own expertise but 

also the input of key customers, most of which see vast potential 

for deep learning. By enabling computers to study vast amounts of 

data, learn from them, and then apply that knowledge to new tasks, 

the new chip, called the Nervana neural network processor, 

promises new advancements in various goals that these companies 

have set. For example, it could increase the accuracy and precision 

of automated medical diagnoses, enhance the capacities of driverless cars, produce more accurate weather 

forecasts, and allow investigators to spot and prevent fraud in financial transactions. Today, these sorts of 

predictions, involving innumerable variables, are difficult to make with any confidence. But most 

technology companies hope deeply to change that, such that estimates indicate that the artificial intelligence 

market will be worth $9 billion by 2020. Intel plans to be a part of these efforts and the resulting market.  

With the Nervana processor, Intel promises that computing can take place faster, because it takes shortcuts, 

similar to those that the human brain follows. Furthermore, it designed the chip to be able to collaborate 

with other chips, so that companies can “stack” their computing power by leveraging the capacities of 

multiple Nervana processors at the same time.  

It is not the only entrant to this market, of course. Google reportedly is working on developing its own 

chips to facilitate deep learning. In addition, a company called Nvidia designed chips to review and process 

graphics, then realized that they functioned well and efficiently on various deep learning tasks as well. 

Thus far, Nvidia dominates the market for deep learning hardware and software, but clearly Intel hopes to 

change that position. By leveraging its connections with and knowledge of some of its best business clients, 

it may be able to do just that. 

Discussion Questions: 

1. How is Intel attempting to ensure that its chips appeal to its business customers? 

2. In what stage of the buying process are business customers such as Facebook, when it comes 

to deep learning tools? 
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Ongoing Inspection Issues Keep Nissan from Selling in Its Home 

Market  

 

Peter Landers, “Nissan Halts Japan Production as Inspection Scandal Deepens,” The Wall Street Journal, 

October 19, 2017  

 

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

When officials with Japan’s Transport Ministry learned 

that unqualified employees were conducting the safety 

checks on new Nissan vehicles, it moved quickly to 

demand that the car manufacturer resolve the issue. 

Nissan assured both government officials and consumers 

that it had done so, but just a few months later, it learned 

the problem had persisted. Thus, Nissan was forced to 

halt production and recall thousands of cars that had just 

rolled off the production line.  

In its initial response, Nissan issued a recall for 

something like 1.2 million cars that had been sold in 

Japan over the previous three years. The recall would 

enable the company to recheck the safety of the vehicles, 

using qualified personnel. But it turned out that 

employees who had long been accustomed to performing the safety checks, even if they lacked the official 

qualifications to do so, simply continued with their habits. Thus, Nissan had to issue a recall or pull back an 

additional 34,000 cars produced in recent weeks. Even as it did so though, Nissan noted that it had no 

indication that any of the cars were unsafe. It believes the inspections were accurate and comprehensive; 

they simply were conducted by people who lacked the qualifications to conduct them. 

Because these habits appear so difficult to break, Nissan completely shut down six plants that produce 

automobiles for the Japanese market. The plants that produce cars for other national markets remained in 

operation though, because the rules and safety procedures vary from country to country. Thus, the company 

continues to operate, even if at a substantially diminished rate. 

The challenges represent a grave threat to Nissan’s growth. The company had sought to overtake Toyota as 

the top selling brand in the Japanese market, and some of its recent model introductions had suggested it 

was on its way to doing so. For example, its new Note hybrid outsold the Toyota Prius for several months. 

But if no new cars are available, it cannot continue that trend.  

Beyond its home market, Nissan also is looking to expand sales of its Leaf electric car in the United States 

and Europe. In this realm, it anticipates no significant disruption to production. But will the negative 

publicity surrounding its ongoing struggles with inspections at home spill over to affect its sales abroad 

too? 

Discussion Questions: 

1. How efficiently is Nissan addressing this scandal? 

2. Will the scandal affect the company’s sales in Japan? Internationally? 

 

 

 

 
Go to top of document 



 

 

 

Citing a More Distant Past to Help Consumers Forget Recent Events: 

Volkswagen’s Nostalgic Advertising Campaign 

E.J. Schultz, “VW’s Latest Move: A Hippie-Dippy Ad Without a New Car in Sight,” Advertising Age, 

October 13, 2017  

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

The history of Volkswagen (VW) features notable 

images and events, both positive and negative. 

Although its image and brand personality have 

remained closely linked to the peace-loving hippie 

movement, VW also suffered a massive hit to its 

reputation when the company’s attempts to falsify 

emissions data came to light. These conflicting 

impressions had serious negative implications for the 

brand, prompting a new advertising campaign that 

seeks to skip over the recent past, to remind customers 

of the happy images from more distant decades.  

In particular, and notably, the new advertising 

campaign never shows any modern VWs. Instead, it 

highlights old models of the brand’s microbus and Beetle. It also features actors dressed as hippies, 

engaging in altruistic behaviors such as helping push one another’s cars out of the mud.  

By highlighting this positive, warm image of VW and the people who purchase its cars, the company finds 

a way to promote the service it has newly started offering, namely, a six-year warranty that exceeds any 

other bumper-to-bumper warranties offered by other car companies. The tagline reminds viewers that “VW 

drivers have always put others first; now we are returning the favor.” 

In emphasizing these ethical notions of collaboration and community, VW also explicitly is avoiding 

talking about the ways that it failed to live up to those standards. An emissions scandal revealed that the 

company had found some sneaky workarounds that enabled it to indicate that its vehicles were releasing 

less pollution into the air than they actually were. Many buyers, especially those who embraced the hippie 

ethic, felt betrayed by the failure and shifted their loyalties. 

But the brand’s sales have already started to rebound, such that now its primary goal is to regain its status 

and positive image. The advertising encourages that effort, but VW also notes that its real promise to 

customers comes from the new warranty. By providing a longer, better guarantee than other automobile 

manufacturers, VW is seeking to reestablish itself as trustworthy and supportive. 

It is a relevant strategy, though not one that every company could copy. Volkswagen benefits from its long 

and well-established image, as well as its close connection to an appealing and nostalgic time in history. 

The hippies thus appear to be helping, yet again.  

Discussion Questions: 

1. What goals does Volkswagen seek to accomplish with this advertising campaign? 

2. Can you think of any other firms that could leverage a similar nostalgic strategy to regain a 

positive brand image after a scandal?  
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Eleven Loves Eggos; Why Wouldn’t Fans of Stranger Things Love 

Them Too? 

Jessica Wohl, “How Eggo Is Playing Up its Moment in the ‘Stranger Things’ Spotlight,” Advertising Age, 

October 16, 2017 

Use with Chapter 18, “Integrated Marketing Communications” 

The hit Netflix series Stranger Things is set in the 1980s and also has 

drawn many comparisons to movies released in that decade. One of the 

similarities has less to do with style and more to do with the effective use 

of product placements to create a character, but also create new demand 

for the product itself. Just as E.T: The Extra-Terrestrial led millions of 

consumers to start snacking on Reese’s Pieces, Stranger Things is getting 

fans to reconsider Eggo waffles. 

Kellogg’s, which owns the Eggo brand, did not know that its products 

would appear in the series before it aired. But we can assume it doesn’t 

mind much, considering its response in the lead up to the second season. In 

addition to granting the series’ producers access to its 1980s-era 

commercials, which they used to promote the upcoming second season, Eggo has developed its own tie-in 

promotions and products in parallel. In the weeks before Halloween for example, it provided a list of 

costume ideas that people could make that integrated empty Eggo boxes. It also published a list of recipes 

featuring Eggo products, matched to the titles of the different episodes of the show. 

Then at the premiere of the second season, Eggo posted a waffle truck outside the doors, giving attendees a 

sweet snack. It developed a toaster that can brand waffles with a play on a famous line from the series, 

which it will send out to influential social media users, along with sample packages of its breakfast foods, 

in an effort to seed some viral marketing.  

There are hints that the character Eleven will return, still eating waffles, in the second season. Thus, 

Kellogg’s hopes that it can avoid entering the Upside Down and instead keep selling more of its frozen 

products.  

Discussion Questions: 

1. How is Kellogg’s leveraging its product’s appearance in Stranger Things? What other 

promotions might it undertake, to make the most of this product placement in a popular 

show? 

 

 
 
 
 
 
 
 
 
 
 
 
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 

Toyota’s (Socially) 
Conscious Appeals to Make 
the Camry Appealing to 
Every Culture     X               

 

The Vegemite Special 
Edition: A Serious Line 
Extension or a Marketing 
Tactic to Spark 
Conversation?           X         

 
 

Can Companies Stay Out of 
National Debates? Brand 
Challenges in Divisive 
Times           X X               

 
 

Switching the Target Market 
for the Switch: Nintendo’s 
Pursuit of More Mature 
Audiences         X   X     X   

 

Can Farmers and 
Processors Keep Milking 
Profits Out of a Market in 
Which Grocery Retailers 
Process Milk?                X    

 

Intel Inside AI: The Deep 
Learning, Artificial 
Intelligence Chip Being 
Developed in Collaboration 
with Facebook                     X             

 

Ongoing Inspection Issues 
Keep Nissan from Selling in 
Its Home Market    X    X            

 

Citing a More Distant Past 
to Help Consumers Forget 
Recent Events: 
Volkswagen’s Nostalgic 
Advertising Campaign                   X 

 

Eleven Loves Eggos; Why 
Wouldn’t Fans of Stranger 
Things Love Them Too?                  X  

 

Videos   

“Under Armour: Can It 
Make More With Less?”                    

 

“This Chef Tailors His 
Tasting Menu to Fit Your 
Taste Buds”                    

 

http://www.barrons.com/video/under-armour-can-it-make-more-with-less/79B26A9B-84EB-462C-9073-5BFC66EF28B6.html
http://www.barrons.com/video/under-armour-can-it-make-more-with-less/79B26A9B-84EB-462C-9073-5BFC66EF28B6.html
http://www.wsj.com/video/this-chef-tailors-his-tasting-menu-to-fit-your-taste-buds/39C1B755-9F0D-42EB-92A6-ACC31CEEA601.html
http://www.wsj.com/video/this-chef-tailors-his-tasting-menu-to-fit-your-taste-buds/39C1B755-9F0D-42EB-92A6-ACC31CEEA601.html
http://www.wsj.com/video/this-chef-tailors-his-tasting-menu-to-fit-your-taste-buds/39C1B755-9F0D-42EB-92A6-ACC31CEEA601.html

