
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

     

 
 
 

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  
▪ How Spotify and Netflix Are Using Their Data Analysis Results (Chapters 4, 10 & 19) 
▪ When Your Phone Is Listening to More than Your Voice (Chapters 3 & 4) 
▪ The Shelf of the Future Is Here: Kroger Edge and the Arrival of Digital Shelf Tags 

(Chapters 15 & 17) 

▪ Creating a Market for a New Segment: How Worthy Establishes the Value of Its Services 
for Divorced People (Chapters 2 & 9)  

▪ Changing Customer Demands Require Changes to Delivery Services (Chapters 6 & 18) 
▪ Making a Family Business More Valuable by Addressing Gender Inequality in the Coffee 

Market (Chapters 1 & 4) 
▪ Marketing Human Resources: The Growing Market for Outsourced Workers (Chapter 7) 
▪ The Secret to Nissan’s Success: Fleet Sales (Chapters 7 & 14) 
▪ The Taco Bell Campaign to Establish Both Its Appeal and Its Low Price (Chapter 14) 
▪ Meeting Consumers’ Demands for Healthy While Also Fulfilling Their Cravings for Salty 

(Chapters 5 & 11) 
▪ Tesla Seeks to Position Itself as a Company that Sells Energy (Chapter 13) 
▪ Article/Chapter Index 
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Videos 

“Kroger CFO: We’re Redefining the Grocery Shopping Experience” 

• An interview with the Kroger CFO, who describes what has helped 

Kroger succeed recently, as well as some of the strategies it is 

pursuing to ensure its continued success, in the competitive grocery 

market.  

• 4:34 minutes 

• https://www.msn.com/en-us/money/companies/how-kroger-

hopes-to-change-grocery-shopping-as-we-know-it/ar-

AAuM1BI?li=BBmkt5R&ocid=spartandhp 

 

“Behind the Rising Costs of Long-Term Health Insurance” 

• Why is the long-term health insurance market imploding, and what 

should consumers do about it? This video addresses some of the 

causes, but finding solutions will be much harder.  

• 4:25 minutes  

• http://www.wsj.com/video/behind-the-rising-costs-of-long-term-

care-insurance/290B68B2-650A-4EE9-B6B2-

D8645F70EC89.html?mod=trending_now_video_3 
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Just a Little Bit Creepy, or Way Too Far? How Spotify and Netflix Are Using 

Their Highly Specific Data Analysis Results  
Sapna Maheshwari, “Netflix and Spotify Ask: Can Data Mining Make for Cute Ads?” The New York Times, December 

17, 2017 

Use with Chapter 4, “Marketing Ethics,” Chapter 10, “Marketing Research,” and Chapter 19, 

“Advertising, Public Relations, and Sales Promotions”  

Consumers might say they know that streaming services, 

such as Netflix and Spotify, gather lots of data about their 

preferences and uses. But do they really want to know, at a 

deeper level? Recent consumer-facing marketing campaigns 

leverage data that these services conventionally have used 

to appeal to advertisers on their sites. The shift in focus also 

has prompted some reactions that suggest some viewers and 

listeners would prefer to pretend not to know. 

The campaigns are funny and clever, citing trends and blips 

in data that indicate who is watching or listening to what, 

when, and where. For example, Netflix asked on Twitter, 

“To the 53 people who’ve watched A Christmas Prince 

every day for the past 18 days: who hurt you?” Spotify 

similarly asked, “Dear person who played ‘Sorry’ 42 times 

on Valentine’s Day, what did you do?” The jokes are funny 

and broadly appealing, but the implications suggested therein also trouble some consumers. 

In particular, they highlight the specificity with which these service providers track what customers do. That 

person playing “Sorry” might not appreciate being mocked, nor the sense that Spotify knows so much about his 

or her life. The idea that companies are engaging in surveillance of their customers, and then giving them a hard 

time for their choices, has led many customers to object on social media, often using references to the notion of 

Big Brother watching them. 

But others insist that the joke is too good to be angry. Furthermore, both Netflix and Spotify continually insist 

that none of these data can identify the individual user. That is, simply because Spotify proclaims in an 

advertisement that it wants to be like the user who “streamed ‘Bad Liar’ 86 times the day Sean Spicer resigned” 

does not mean that the company, or any other firms that might purchase its data, can actually identify that person 

by name. 

These types of assurances may ring a bit hollow, especially when the marketing campaigns offer specific details, 

such as asking which person living in a particular neighborhood in New York started playing holiday music in 

July. For Spotify, the solution has been to ask permission; if it cites a particular playlist created by a user in its 

marketing, it explicitly asks that user whether it may use the name of the playlist. When asked, not only did users 

agree happily, but Spotify also notes that none of them seemed particularly surprised, because the data collection 

and analytics it relies on are central to what makes its recommendation services so popular. 

For Netflix, the main defense it has issued is to highlight again that it does not sell data about its customers to 

external advertisers, as platforms like Facebook and Google do. Therefore, even if it can identify what a specific 

individual viewer likes to watch, it uses that information solely to improve its service, not to sell them something 

else.    

Whether they love them or hate them, the campaigns have sparked substantial discussion among consumers. On 

social media, they laugh at the punch lines or complain about the sense of surveillance. But in either case, they 

are certainly talking about the streaming services, which might have been the point in the first place. 

Discussion Questions: 

1. Is it ethical for companies to use customer data in advertisements in this way?  

2. Have these marketing campaigns been successful?   
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When Your Phone Is Listening to More than Your Voice: Alphonso’s 

Microphone Software and Data Collection Tactics  

Sapna Maheshwari, “That Game on Your Phone Might Be Tracking What You’re Watching on TV,” The 

New York Times, December 28, 2017 

Use with Chapters 3, “Social and Mobile Marketing,” and Chapter 4, “Marketing Ethics” 

Some of the games that consumers download come with 

something a little extra. They are loaded with software by a 

start-up company called Alphonso that collects data, 

ostensibly about people’s television-watching habits. But 

the method it uses to collect these data has raised some 

eyebrows, as well as some essential questions about privacy 

and access rights.  

Alphonso uses the microphone on the smartphones to which 

its games have been downloaded to collect the audio being 

broadcast in the room. Thus it can identify which shows 

people watch on their televisions, what movie they go to see 

in the theater, and where they were (e.g., at a store or at 

home) when they heard a particular advertisement. As long 

as the app is open, regardless of whether the user is actually 

playing the game, the software can collect the audio information.  

When they download any games with the Alphonso software contained within it, consumers agree to the 

monitoring. However, its continued data collection, even when the smartphone is put away in a user’s 

pocket, seems like an overreach to some observers. Furthermore, many of the games that feature the 

software target children, suggesting that the most vulnerable consumers are being targeted too, in ways that 

they might not be able to understand sufficiently to offer their true consent.  

The Federal Trade Commission has established some rules regarding such audio collections, noting that 

consumers must be made fully aware of the practice. But simple agreements or mentions of “permission for 

microphone access” might not be sufficient to allow customers to understand the reach of the access. 

Alphonso maintains that its opt-in and opt-out policies are clear and straightforward. 

It also highlights that its technology explicitly does not collect human speech, such that conversations 

among friends are not part of the data it collects. But it still knows what users have exhibited some interest 

in, such that it is possible that the advertising that shows up on their social media feeds directly reflects 

their most recent viewing habits. Such insights and capabilities are not limited to games either; smart 

televisions increasingly can gather these data too. Can consumers make any choices in private anymore, 

and if not, is that a problem?  

Discussion Question: 

1. What are the ethical concerns associated with using audio data collected from smartphone 

microphones to inform advertising? 
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The Shelf of the Future Is Here: Kroger Edge and the Arrival of Digital 

Shelf Tags  

Hayley Peterson, “How Kroger Hopes to Change Grocery Shopping as We Know It,” Business Insider, 

January 16, 2018 

Use with Chapter 15, “Strategic Pricing Methods,” and Chapter 17, “Retailing and Omnichannel 

Marketing” 

In more than 200 Kroger stores across the 

nation, consumers soon will see a different 

type of display. Rather than conventional 

paper tags listing prices, brands, and other 

information, these stores are piloting the 

Kroger Edge system that supports digital 

shelf tags. The electronic signage will detail 

prices and nutritional information, but also 

coupons and advertising.  

The current version of the technology 

already offers some notable benefits for the 

grocery retailer. In particular, it can change 

prices throughout the store with a simple 

click or two, rather than needing to reprint and replace each individual tag by hand. Such capabilities mean 

that it can engage in more dynamic pricing, such as lowering the price for a product that seems to be 

moving slowly. It also implies more efficiency, because it requires far less human resources to change a 

digital program than it does to have stock clerks walk around to change paper tags. 

For consumers, the implemented tags offer more information and promotions. For now though, shoppers 

need to pick up a handheld device at the store entrance to be able to access the benefits of the tags. In the 

near future, Kroger anticipates that it will be able to link with shoppers’ smartphones and mobile shopping 

lists. Thus for example, if a customer is planning on making lasagna that night, a shopping list might 

include ricotta, noodles, and a preferred brand of marinara sauce. As this shopper enters the sauce aisle, the 

digital tag under this specific marinara will light up, attracting the person’s attention and making it easier to 

find needed products quickly.  

In a related benefit, Kroger anticipates that it can help people with dietary restrictions make their purchase 

selections more effectively. Someone with a gluten allergy can establish that they never want to buy 

products containing wheat, and the shelf tags might accordingly highlight alternative options for them.  

Beyond expanding uses in its own stores and developing an app to allow people to use their phones to link 

with the smart tags, Kroger also is planning ways to make its technology available to other retailers, as 

another source of profit. It thus seems that someday soon, we may regard paper shelf tags with nostalgia, as 

symbols of a retail era from the past. 

Discussion Question: 

2. What are the benefits of dynamic pricing capabilities in a grocery store retail setting? 
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Creating a Market for a New Segment: How Worthy Establishes the 

Value of Its Services for Divorced People 

Alina Tugend, “Company Markets Itself to the Newly Divorced With a Ring to Sell,” The New York Times, 

December 3, 2017 

Use with Chapter 2, “Developing Marketing Strategies and a Marketing Plan,” and Chapter 9, 

“Segmentation, Targeting, and Positioning”  

Conventional segmentation strategies might distinguish singles from 

families. But the auction site Worthy goes a step further, specifically 

targeting people who have gone through a divorce that left them with a 

diamond engagement ring that they no longer want. The company 

promises not only to help them sell it but also to support them as they 

redefine their lives after marriage. 

For many of these consumers—mostly women—the expensive jewelry 

represents a sad reminder that they would be glad to be rid of. But selling 

such a specialized product requires knowledge and expertise that they lack. 

Putting the ring up for sale on a website seems risky and challenging, and 

jewelry stores often make relatively low offers, below market value, to 

purchase the used products. Noting the need in the market, Worthy thus 

decided to establish a platform that would help the owners sell their rings. 

The potential sellers send their diamonds to Worthy, which offers them an estimate of its value. Then the 

seller can list the item on Worthy’s auction site, with a minimum bid set, and small retailers and dealers bid 

for it. If no bids meet the minimum, the seller gets her diamond back. If the minimum is met, the diamond 

is sold, and Worthy takes an approximately 20 percent cut of the purchase price as its commission. 

But beyond this specific service, Worthy also promises its clients that it understands the difficult emotional 

process they are undergoing, so it commits to supporting them in other ways too. Articles on the site 

address financial strategies, coping mechanisms, and ideas for learning how to socialize again. In addition, 

customer service representatives with the company are willing to spend substantial time talking with 

clients, explaining the process they use to value the ring or why bids might not be coming in for the item 

they are trying to sell. 

Worthy’s recognition of the market need appears highly accurate. When it first started, it sparked only 

about 30 auctions per year, but today, it hosts nearly 100 every day. As more women realize its benefits, 

word of mouth about the service is spreading rapidly too. It gives them a means to break from the past, 

provides a potentially lucrative start for their new life, and helps them feel empowered. Such outcomes can 

be especially meaningful for newly divorced people, many of whom know others who fall into the same 

segment and thus have vast networks to whom they can recommend the service.  

Discussion Questions: 

1. What is Worthy’s segmentation and targeting strategy? 

2. How did Worthy identify this new market?  
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Completing the Last Mile: How Changing Customer Demands Require 

Changes to Delivery Services  

Zach Schonbrun, “Reminding E-Commerce Customers Who Delivers,” The New York Times, December 

10, 2017  

Use with Chapter 6, “Consumer Behavior,” and Chapter 18, “Integrated Marketing 

Communications” 

In the past, delivery services such as FedEx and UPS, and even the U.S. 

Postal Service (USPS), earned most of their revenue from business 

customers. These sellers relied on them to deliver packages to their 

customers, and a gap of five to seven days, between an order and the actual 

delivery date, was generally accepted and even expected. But no more. 

Today, the main market for delivery services is consumers, and they have 

some new and powerful demands that require totally different standards. 

In particular, consumers today expect to receive the products that they 

order online within just a couple of days, at most. The expectation has 

been reinforced by online retailers’ efforts to compete by ensuring quicker 

and more convenient delivery (we’re looking at you, Amazon). But 

providing that added value means that the retailers lean on the delivery 

services to improve what they offer, so that they can enhance their own 

offers. 

For FedEx, UPS, and the USPS, the competition to offer the best logistics thus is intense and constantly 

increasing. Local delivery services, even if not conventionally focused on package deliveries, are seeking 

access to this market too. For example, Uber and Postmates reportedly are looking into how they can 

leverage their local drivers to get packages from central distribution centers to customers’ doorsteps—the 

famous and notoriously inefficient “last mile” in any delivery system. 

In response, the traditional delivery names have sought to expand their services, including reverse logistics, 

and then to emphasize those broader capabilities in their marketing communication. For UPS, the 

introduction of Access Points gives consumers an alternative location where can collect delivered packages 

(which may help them avoid the risk or theft if they are not home to receive them), as well as accept 

packages they are shipping back to the retailer for return. For FedEx, which notes that e-commerce–related 

deliveries account for 20 percent of its sales, marketing communications focus heavily on how it can 

customize its services to meet people’s needs, as well as the vast scope that its existing logistics network 

provides. At the USPS, services have expanded, such that it makes deliveries seven days per week, rather 

than limiting its provision to five business days.  

Such offers become especially crucial during holiday seasons, when consumers are buying and sending 

gifts around the world. But even when they seek to purchase delivery services that cover the globe, the 

essential factor is still the last mile, because if it isn’t in the ultimate customer’s hands on the date 

promised, the service has failed.  

Discussion Questions: 

1. How have the customers soliciting delivery services changed? 

2. How have the different service providers in the delivery market responded to these changes? 
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Making a Family Business More Valuable by Addressing Gender 

Inequality in the Coffee Market 

Dan Hyman, “Giving a Family Business a Jolt with a Coffee that Empowers Women,” The New York 

Times, December 20, 2017. See also City Girl Coffee, https://www.citygirlcoffee.com 

Use with Chapter 1, “Overview of Marketing,” and Chapter 4, “Marketing Ethics”  

Worldwide, the coffee supply chain is dominated by 

women—not that most marketing in this industry 

would indicate that. Rather than the conventional 

images of a male farmer walking a burro along rows 

of coffee beans in fields, the reality is that women 

perform approximately 70 of the work involved in 

getting beans to market and into consumers’ cups. 

Together with the misleading imagery, gender 

inequality throughout the supply chain has meant that 

in many places, female farmers are underpaid, 

excluded from negotiations, or limited in the 

competitive moves they are allowed to make. 

For one small, family-owned, gourmet coffee 

company in Minnesota, that situation led to the inspiration for a new way to market their products. As the 

second generation of the family took over the company Alakef Coffee Roasters from her parents, Alyza 

Bohbot first determined that she did want simply to keep doing what her parents had done, because she 

believed that brand had reached a plateau. It was not growing any more, and its marketing and branding 

had remained the same for years. 

Upon taking over, Bohbot decided to attend a conference of the International Women’s Coffee Alliance. 

There she heard a story of a farmer from Colombia, who lost her farm after her husband died, because 

women were not allowed to make decisions about property. With this growing recognition of the gender 

inequality that marked her industry, Bohbot realized that she could turn a negative into a positive. The 

company initiated a new brand, City Girl Coffee, dedicated to ensuring the empowerment and employment 

of women throughout the supply chain. It purchases beans only from cooperatives and farms that are owned 

or managed by women. In addition, it donates 5 percent of its profits to nonprofit industry groups that are 

committed to supporting women. 

In line with these initiatives, City Girl is unapologetically feminine in its marketing. Beyond the brand 

name, the packaging is bright pink. The logo depicts a clearly feminine figure on a scooter, and the mission 

statement asserts straightforwardly, “We are bringing awareness and equality to the coffee industry.”  

Discussion Questions: 

1. How is City Girl seeking to combat gender inequality? 

2. Are is efforts likely to be successful? Why or why not? 
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Marketing Human Resources: The Growing Market for Outsourced 

Workers 
Lauren Weber, “Some of the World’s Largest Employers No Longer Sell Things, They Rent Workers,” The 

Wall Street Journal, December 28, 2017  

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

The most recent listing of the largest companies in the 

world reveals a notable trend: A full quarter (or 5 of 

the top 20) of these firms specialize in providing 

“workforce solutions”—a buzzword that refers to the 

contracted provision of human resources and labor to 

external firms. That is, companies such as Randstand 

Holdings, Compass Group, and Accenture provide 

leases, by which the people they employ go perform 

work for some other company. 

The business clients of these outsourcing companies 

appreciate the service provision, because it means 

they no longer need to be responsible for the needs of 

in-house employees. That means no more training 

costs, no need to determine benefit packages, and no 

awkward conversations involved in firing someone. Furthermore, the sourcing companies offer guarantees 

of employees’ skills, so the clients can move the challenging task of recruiting and qualifying personnel to 

another entity.  

The types of workforces available through the sourcing firms are vast too. For example, Accenture provides 

back office or consulting support for 95 of the Fortune 100 firms. It provides workers who know how to 

collect mortgage debts to facilitate loan services; it offers medical professionals who can make house calls 

on behalf of insurance companies; and its contracted workers review massive quantities of data for Google. 

The Compass Group, which started out maintaining cafeterias for companies, now staffs its clients’ 

mailrooms, reception desks, warehouses, and catering services.  

The continued growth of these outsourcing firms suggests that such trends will continue, such that 

companies will assign more and more tasks to external providers. The annual value of these contracts 

already has surpassed $37 billion. The expansion of cloud-based and big technology projects, for which 

employees’ physical locations simply do not matter, suggest that this value will continue to climb. 

But beyond these impacts on companies and the economy overall, these shifts also have significant effects 

for workers, and not all of them are positive. The project-based nature of their work assignments leaves 

some employees feeling more like “chess pieces,” rather than valued members of an organization. In 

addition, the demands for efficiency and high qualifications may put wage pressures on workers, such that 

they wind up doing more but earning less. Finally, on a broader societal level, the specialization involved 

may limit interpersonal interactions. In a company that hires nearly all of its employees, the custodial and 

mailroom staff work for the same firm as the top managers. But if all janitorial duties are outsourced, this 

type of “occupational sorting” creates new barriers that may lead to an increased sense of inequality. 

Company management has no particular incentive to keep outsourced workers happy, because it can just 

replace them with the next contract.  

Outsourcing thus is transforming the way client companies perform their tasks, the way the economy is 

structured, and the ways workers get paid. Considering the vast reach of the phenomenon, understanding 

what these effects will mean seems like a critical goal.  

Discussion Questions: 

1. Why are companies outsourcing more jobs? 

2. What are the implications of the outsourcing trend for client companies, providers, and 

workers? 
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The Secret to Nissan’s Success: Fleet Sales 

Mike Colias, “Nissan Makes Unconventional Bet on Rental-Car Market to Boost U.S. Sales,” The Wall 

Street Journal, December 27, 2017  

Use with Chapter 7, “Business-to-Business Marketing,” and Chapter 14, “Pricing Concepts for 

Establishing Value”  

In pursuit of its goal of accounting for 10 

percent of the U.S. automotive market, 

Nissan has adopted a different strategy than 

most automakers ever have: It is focusing 

powerfully on fleet sales to business clients 

such as rental car agencies and delivery 

firms, rather than solely on selling to 

individual consumers. This tactic has 

greatly expanded its sales volume, though 

that growth may be coming at the expense 

of its margins. 

Nissan’s strategy has enabled it to become 

the top seller to rental car companies. These 

sales account for approximately 18 percent of all its sales—a higher percentage than the U.S. car 

companies (e.g., GM, Ford) that traditionally have stocked rental lots, and far greater than the percentage 

allowed by other Japanese car companies, which tend to avoid such fleet sales. This strategy also involves a 

shift in the types of products provided. Whereas many rental car options historically have involved the most 

basic models and versions, Nissan has sought to place well-equipped cars and SUVs with its business 

customers, in the hope that such higher-end models will appeal to the end customers of those clients. This 

move not only gives the business clients a means to differentiate their offer but also enhances the prospects 

for resale markets, because consumers are more likely to consider a used car that has all the bells and 

whistles. 

However, there are several reasons that most other car companies either limit their proportion of fleet sales 

or have started moving away from this market. If a brand or particular model gains a reputation as being the 

car that people find when they visit the rental car counter, it can harm the brand image for the wider 

consumer market. Nissan believes it can avoid that risk though, by providing appealing versions of its 

popular Altima and Rogue vehicles. Thus, even if they encounter it as a rental, consumers still should have 

positive impressions of the car. 

Another challenge pertains to the margins available. When pursuing fleet sales, car companies generally 

must offer volume incentives. Thus Nissan makes less per car when selling hundreds of vehicles to a rental 

company than it would earn by selling the same number of cars to individual consumers. At the same time, 

competition in the market has forced the company to offer increasing incentives to consumers, such that its 

operating profits recently fell by 42 percent. In this case too, the company has a response though: It asserts 

that the consistency of sales to rental car companies ultimately will enable it to make up for the lost 

margins.   

Discussion Questions: 

1. What factors have driven Nissan to pursue more business-to-business sales? 

2. What are the implications of this strategy for its sales to consumers? 

3. Is Nissan’s confidence in its ability to succeed with this strategy convincing, or are the risks 

too great?  
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“Opulence in Value”: The Taco Bell Campaign to Establish Both Its 

Appeal and Its Low Price 

Jessica Wohl, “Taco Bell Gears Up for Value Fight in Fast Food,” Advertising Age, December 15, 2017 

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

For Taco Bell, value does not mean cheap; rather, value is essential to its 

very identity and promise to customers. To help communicate that 

positioning, the fast food chain seeks to combine descriptions of the price-

based value it offers with clear indications of how innovative, different, and 

unique its appeals can be. In a sense, it aims to have the best of both 

worlds. 

The most recent example of this effort involves its $1 menu. In response to 

an announcement by the industry leader McDonald’s that it would be 

issuing expanded menu options for $1, $2, and $3, virtually all fast food 

providers issued their own promotions. For Taco Bell, the effort was not 

particularly difficult, because it already had $1 options available.  

But in seeking to promote those options, to ensure consumers were well 

aware of them, it avoided a conventional price-based appeal. Instead, it 

highlighted the ability to find a good food value as a type of status symbol. 

Citing the “opulence” that can result from finding value, it tells a story in which people who can find a 

great price are the real leaders of society. Its “Belluminati” advertising campaign showcases smart 

consumers who know that they can get something special and different from Taco Bell, making them 

notable members who stand out from the wider market of fast food eaters. 

Furthermore, Taco Bell actively innovates in its offerings. Whether in the flavors of its taco shells or in the 

ingredients it piles together in a single “Stacker,” the company emphasizes that it is always seeking 

something different and unique to offer consumers. By combining innovative and limited-time offers—

conventionally elements that allow companies to raise their prices—with value pricing, Taco Bell hopes to 

lure many more customers to its stores. In this mature market, such a distinct and diverse offer may be the 

real secret sauce.  

Discussion Questions: 

1. How is Taco Bell responding to competitors’ value menu moves? 

2. How is Taco Bell spreading its value message, and on what aspects is that message based? 
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Meeting Consumers’ Demands for Healthy While Also Fulfilling Their 

Cravings for Salty 

“With Acquisitions, Campbell, Hershey Bet that Salty Snacks Will Reignite Sales,” Advertising Age, 

December 18, 2017  

Use with Chapter 5, “Analyzing the Marketing Environment,” and Chapter 11, “Product, Branding, 

and Packaging Decisions”  

We keep reading and writing about how 

consumers are seeking healthier food options, and 

there is no denying that it is true. Reflecting 

people’s efforts to avoid sugar and fat, companies 

that rely on confectionary sales, such as 

Hershey’s, have suffered sales declines and 

pressures. But even as they avoid sugars, it 

appears that consumers still can’t get enough salty 

snacks, so the strategy for food companies is to 

expand their product lines to include such 

addictive treats. 

Rather than limiting itself to Kisses for example, 

Hershey Co. recently acquired the company that 

makes SkinnyPop popcorn, as well as the chip 

brands Paqui and Tyrrell’s. This expansion follows a previous acquisition of Krave Pure Foods, which 

produces beef jerky products. Thus Hershey is moving beyond sweet to savory, hoping that the variety can 

appeal to a broad range of consumers. 

Campbell’s Soup Co. already had a range of products in its assortment, but it similarly has been 

undertaking various acquisitions to respond to consumer trends. Noting that even as sales of soup declined, 

its Goldfish brand of crackers held strong, the company saw a clear way forward. In purchasing Snyder’s-

Lance Inc., it brings brands like PopSecret, Snyder’s pretzels, and Cape Cod potato chips into its portfolio. 

But it is not limiting its options to just salty snacks; Campbell also acquired the organic soup label Pacific 

Foods, and it made a substantial investment in a prepackaged meal service called Chef’d. 

Beyond expanding their product portfolios to appeal to consumers’ new habits and preferences, such moves 

may signal the companies’ efforts to avoid outside control. For example, Mondelez International recently 

sought to take over Hershey, but the candy maker resisted the effort, determined to continue operating 

independently.  

But the real driver is clearly the persistent trends in what consumers want. Even as the U.S. packaged food 

market has lost approximately $17 billion in revenue, popcorn, pretzels, and chips still remain strong 

sellers. People may be seeking meals dominated by fresh foods, such as by avoiding packaged cereals, but 

when it comes to snack time, they appear happy to make use of the convenient, tasty options provided by 

bagged snacks. They also might assume that salt is less of a risk than sugar or fat, despite consistent 

evidence that too much salt consumption can impose serious health risks. 

Discussion Questions: 

1. How are companies such as Campbell’s and Hershey’s adjusting to account for consumer 

trends? 

2. What types of factors appear to be driving consumers’ changing preferences for snacks and 

other packaged foods? 
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True to Its Name, Tesla Seeks to Position Itself as a Company that Sells 

Energy, Not Just Cars 

“Tesla’s Push Beyond Cars on Display in New Manhattan Showroom,” Advertising Age, December 15, 

2017  

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

Two types of sales clerks now work in Tesla 

showrooms. There are car salespeople, who 

continue to tout the benefits of the electric 

vehicles and their advanced battery 

technology. But right next to them are solar 

energy consultants, ready to explain to 

shoppers how Tesla can help them access 

solar power in their homes. In this sense, 

though Tesla continues to sell various 

products, it is signaling its desire to become 

primarily a company that sells services, 

along with some innovative products, to 

help people consume energy more 

efficiently and responsibly.  

Several years ago, Tesla purchased a solar provider, SolarCity Corp., in a move that sparked a great deal of 

controversy at the time. Observers struggled to understand how the automobile and solar markets could be 

combined effectively within a single company. But Tesla’s founder Elon Musk has always thought about 

things a little differently than everyone else, such that the purchase now seems like a prescient stroke of 

genius. It has positioned Tesla to take advantage of the growing interest in solar options, while also giving 

it access to innovative energy-producing technologies and expanding the markets of customers that it can 

serve.  

The physical manifestation of these benefits is the company’s Powerwall system, a battery design that users 

can install in their homes and power from solar panels installed on their roofs. The panels available for sale 

are those previously sold by SolarCity, but Tesla also is in the midst of developing a new option for solar 

roofs that would span the entire footprint of buildings on which they are installed.  

The integrated service company also resolved some issues that SolarCity had confronted. In its effort to 

encourage adoption of solar options, the company previously touted no-money-down lease options, such 

that it racked up substantial debt. Under Tesla, it has more ready access to consumers who already have 

signaled their interest in environmentally conscious forms of energy, so it can focus more on profitable 

sales. 

In response, various other solar companies are seeking new partnerships of their own, with well-known 

companies whose name recognition might help them expand their markets. But with their head start, Tesla 

and SolarCity enjoy an advantage already. 

Tesla is not about to stop selling cars; the waiting list for its Model 3 is so long that it has a least a year’s 

production already accounted for. It also is perfectly willing to sell solar panels and battery systems to 

consumers. But these sales of products constitute support for what the company sees as its primary purpose, 

namely, to provide valuable services to consumers who want to get their energy in ways that do less harm 

to the environment.  

Discussion Questions:  

1. Is Tesla well positioned to transition itself into a service provider, rather than a product-

based company? Why or why not? 

2. Are consumers likely to accept Tesla as a reliable source of energy services? Why or why 

not? 
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