
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

     

   

Dear Professor, 
We are delighted to inform you that the 6th 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 6th, 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 6e. If you haven’t yet seen the 6e, request a sample from your 
McGraw-Hill rep or request it online here!  

We are thrilled to provide the GrewalLevy 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  

▪ Drones in the Sky, Questions on the Ground (Chapter 12) 

▪ Like Pumpkin and Chocolate Sauce for Your Fries? (Chapters 8 & 12) 

▪ China’s Social Credit System  (Chapters 3 & 4) 

▪ Controlling Theft with Dummy Packages (Chapter 16)  

▪ What the AT&T Takeover Means for HBO and Other Time Warner Properties (Chapter 5) 

▪ A Battle Royale for Gamers: Call of Duty Versus Fortnite (Chapters 12) 

▪ Expanding in All Directions: A Revised Approach by J.Crew (Chapter 11) 

▪ Marketing Products that Many Need but No One Wants to Need (Chapters 6 & 12) 

▪ It Still Might Require Your Whole Paycheck: Whole Foods’s Pricing (Chapters 1 & 15) 

▪ Do Low Price Shoppers Want Service Too? Aldi Says So  (Chapters 13 & 17) 

▪ High-Tech Slurpees: The Technology Innovations (Chapters 3 & 17) 

▪ An Abbreviation No More: Weight Watchers Rebrands as Simply WW (Chapter 11) 

▪ To What Extent Is YouTube Responsible for Protecting Children from Targeting? (Chapter 4) 

▪ A Modern Macy’s in Many Channels (Chapter 17) 

▪ Article/Chapter Index 
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Videos: 

 

“This Burger Bot Makes Your Lunch With No Hands” 
• Burger bots are producing fresh, made-to-order burgers without any 

human assistance. While some are concerned about fewer jobs, 

employers argue it is an opportunity to offer more engaging positions.  

• Use with Chapter 12 

• 3:01 minutes 

• https://www.wsj.com/video/this-burger-bot-makes-your-lunch-

with-no-human-help/59F0787F-D9FF-4787-A51B-

5CCD5F91D7F5.html 

 

 

“Big In China: Tiny Electric Cars” 
• With safety improvements and added regulations these tiny LSEV’s 

could shake the U.S. car industry by making transportation more 

financially feasible. 

• Use with Chapter 17  

• 2:54 minutes 

• https://www.wsj.com/video/big-in-china-tiny-electric-

cars/CF7E986A-7C70-4EE3-8F7B-441621F10C94.html 

 

 

“From Weight Watchers to WW: Companies that change  

their names” 
• Rebranding is not a simple task for companies but, if done 

successfully, it can greatly increase their marketability in a constantly 

changing consumer environment.  

• Use with Chapters 5,6 & 11 

• 2:11 minutes 

• https://money.cnn.com/video/news/2018/06/06/companies-that-

changed-their-names-tc-orig.cnnmoney/index.html?iid=V_Top 
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Drones in the Sky, Questions on the Ground  
Nick Madigan, “Need a Quick Inspection of a 58-Story Tower? Send a Drone,” The New York Times, August 14, 2018; Amia 

Srinivasan, “What Termites Can Teach Us,” The New Yorker, September 17, 2018; April Glaser, “Federal Privacy Laws Won’t 

Necessarily Protect You from Spying Devices,” Recode.net, March 15, 2017 

Use with Chapter 12, “Developing New Products” 

As some of the hottest gadgets on the market, 

personal drones are selling in record numbers 

worldwide. Although the biggest market remains 

the United States, consumers in Europe and China 

also find them irresistible, using them for fun, 

photography, and videography. For more serious-

minded and business users, drones also have a 

variety of critical purposes, from Amazon’s 

proposed package delivery to hurricane and storm 

tracking efforts to military uses.  

Or consider their applications at construction sites. 

Construction crews now can send drones hundreds of feet in the air to take up-to-the-minute digital 

images, map the progress of the construction, and identify where to install solar panels or other 

elements—without requiring any member of the crew to risk life and limb by climbing multiple 

stories and dangling a tape measure to get the information. Then those data can be shared with 

managers and clients throughout the world, without requiring them to visit the site itself. 

But along with these notable benefits for business and consumers, the uses of drones have created 

some new privacy and ethical concerns. Unfortunately, drones enable unethical users to capture 

unsolicited and unwarranted images of others, intruding on the privacy and threatening the safety 

of some of their subjects. From stories of people spying on their neighbors to a drone that landed 

on the White House lawn, serious concerns surrounding the use of private drones continue, without 

a clear resolution. Furthermore, evidence that some national governments are seeking to extend 

their uses of drones, to establish massive “armies” of small devices that could swarm battlefields, 

leads some observers to suggest a serious ethical crisis with potentially global implications. 

Thus far in the United States, no legislation or regulations limit the uses of drones, by individuals, 

companies, or government agencies. But the tide may be turning; a recently proposed bill would 

establish specific privacy protections in relation to drones. The challenge these laws face though 

is finding a way to impose reasonable privacy limits, without hindering the useful, fun, and 

effective applications of these innovative devices by ethical businesses and consumers.  

Discussion Question:  

1. What sort of privacy and ethical concerns have drones created? 
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Like Pumpkin and Chocolate Sauce for Your Fries? 

McDonald’s Might Be Able to Help with That  

Mike Pomranz, “McDonald’s Tests Four International Menu Items in U.S. Stores,” Food & Wine, September 6, 2018. 

Use with Chapter 8, “Global Marketing,” and Chapter 12, “Developing New Products” 

As an international chain, McDonald’s understands 

that it needs to make some concessions and 

alterations to its menus to appeal to varying tastes. 

For consumers in its home country, those variations 

are unavailable though, leaving U.S. fast-foodies 

yearning for the McVegan burger that Finnish 

consumers can enjoy.  

In global settings, people quickly learn about these 

options, whether because they tried a Grand 

McExtreme Bacon Burger on their last visit to 

Spain or because their friends in Hong Kong brag 

about how good the McSpicy Chicken sandwich is. For many years, U.S. consumers have been 

asking McDonald’s to make these variations more easily accessible to them, rather than requiring 

a passport to try them.  

Finally, it appears that the fast food chain has agreed. In the huge restaurant housed in its 

Chicago-area headquarters, the rotating menu includes international favorites for limited times. 

The store is open to the public, so local fans can stop by to see which food and drink items are 

being featured that month. In addition, McDonald’s has announced plans to test four 

international items, including a Stroopwafel McFlurry (originally introduced in the Netherlands) 

and BBQ McShaker Fries (originally from Malaysia) in 50 restaurants in south Florida.   

For U.S. consumers living nowhere near Chicago or Florida, these offerings provide little 

consolation. McDonald’s has no plans to make these “Flavors from Abroad” part of its 

permanent U.S. menu. But the experiments suggest that it recognizes that even in a single 

country, its customers have some pretty diverse tastes.  

 

 

Discussion Questions: 

1. Should McDonald’s offer international menu items more broadly or permanently? Why 

or why not? 

2. What lessons might the company learn from these limited rollouts? 
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China’s Social Credit System  
Rachel Botsman, “Big Data Meets Big Brother as China Moves to Rate Its Citizens,” Wired, October 21, 2017; “China to Bar 

People with Bad ‘Social Credit’ from Planes, Trains,” Reuters March 16, 2018 

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

Moving forward with an idea it first introduced a few years ago, 

China is looking into the potential for tracking its citizens’ every 

digital move, then issuing them individual scores based on their 

behaviors, habits, connections, and comments. The initiative goes 

beyond the already extensive tracking to which every mobile and 

digital user is exposed, with notable implications for virtually every 

aspect of people’s lives. Specifically, the proposed Social Credit 

System plans to gauge how people act, including whether they pay 

their bills on time, how much time they spend on gaming sites, how 

many positive comments they share, and the identity of their friends 

on social media. With this information, the System would assign a 

sort of trust score to each person, indicating whether she or he is 

trustworthy and a good citizen. Rather like Yelp for individual 

persons, the scoring system then would allow others to determine whether they want to interact with that person; a 

low score might imply a bad dating risk, whereas a high score suggests the person can be trusted to rent a car. 

 

The exact methods to be used to calculate the scores have yet to be determined. Thus far, China’s central 

government has assigned the task of figuring out how to measure people to independent companies, including 

Alibaba and China Rapid Finance (which owns WeChat). In its initial efforts, though it keeps the exact algorithms 

confidential, the Alibaba version assigns scores between 350 and 950 according to five metrics: credit history, 

contract fulfillment, personal characteristics (e.g., verified mobile phone number), behavior and preferences, and 

interpersonal relationships. The latter two categories are attracting the most attention and concern. In an example 

provided by the company, the system would rate someone who plays video games for 10 hours every day lower than 

someone who buys diapers frequently. Thus it judges someone who appears idle as less trustworthy than someone 

who has children. If however that parent is friends on social media with the gamer, the gamer’s low score reflects on 

the parent too and lowers her or his score, simply due to their social connection.   

 

Thus far, the firms performing the analyses encourage people to register for the still voluntary assessment by 

rewarding them with various benefits, similar to a loyalty program. For example, if consumers earn scores higher 

than 650 in Alibaba’s system, they can rent cars without leaving a deposit, and they qualify for loans. Higher point 

totals produce better benefits, even extending to expedited processing of their visa applications. A good score also 

improves the person’s social media profile, such that he or she would move up in the search result listings of the 

dating site Baihe, also owned by Alibaba.  

 

As noted, the process currently is voluntary and run by private companies. However, China has indicated that it 

plans to make the national Social Credit System mandatory and government-run by 2020. At that point, people will 

no longer have a choice about whether they will be rated or not, and the results will have vast implications for their 

lives. Beyond the elements already implemented in the private sector, such as determining their ability to take out a 

loan or look good on a dating site, the scores will define job prospects, schooling options, and living conditions. 

Someone with a low score will not be allowed to take a job as a journalist or civil servant; this person also will not 

be permitted to enroll his or her children in prestigious schools. They will lose the right to travel abroad, and they 

will receive slower Internet speeds. These predicted outcomes, which might seem extreme, appear highly likely; 

already, 6.15 million Chinese citizens who have been convicted of crimes such as spreading false information about 

terrorism or disrupting flights have been banned from traveling on trains or airplanes. 

 

Discussion Questions: 

1. Would you sign up for an assessment system voluntarily? 

2. Discuss the ethical implications of such a system at a national level. 
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Controlling Theft with Dummy Packages: Amazon’s 

Effort to Catch Unethical Delivery Drivers  

Hayley Peterson, “Amazon Plants Fake Packages in Delivery Trucks as Part of an Undercover Ploy to ‘Trap’ 

Drivers Who Are Stealing,” Business Insider, September 22, 2017 

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

If you ship more than 5 billion packages annually, 

you’re going to lose a few of them. But Amazon is 

determined to limit the number of packages that get 

lost due to unethical behaviors and theft by delivery 

drivers. To do so, it has devised a sort of trap, using 

false packages, to see which drivers respond 

appropriately—and which ones need to be fired. 

The dummy packages, which usually are empty or 

filled with worthless items to give them some weight, 

feature fake labels too. They get added randomly to 

trucks leaving various distribution centers. When the 

delivery driver scans the fake label, the handheld 

scanner will display an error message that indicates the 

package has not been entered into Amazon’s system. 

The appropriate response would be to call a supervisor or simply leave the package in the truck, 

to be returned to the Amazon distribution center at the end of the driver’s shift. But because it is 

not in the system, it appears that if the driver were to take the package, no one would know.  

Instead, Amazon knows. Although it has not commented officially on the policy, an informant 

with some insider knowledge claims it already has caught drivers engaging in theft. Beyond the 

drivers, the company also reportedly includes videos of people being caught red-handed in the 

training it provides warehouse employees, to discourage them from thinking about stealing.  

 

Discussion Questions: 

1. Are dummy packages an effective way to reduce theft? 

2. What other tactics might Amazon use to lower the risk of stealing in its supply chain? 
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What the AT&T Takeover Means for HBO and Other 

Time Warner Properties  
Drew FitzGerald and Shalini Ramachandran, “AT&T Boss Writes Script for HBO: More Data, More Money,” The 

Wall Street Journal, September 12, 2018  

Use with Chapter 5, “Analyzing the Marketing Environment” 

 

Noting that it has access to more and different kinds of data 

than many other companies, AT&T believes that it is 

uniquely positioned to leverage its latest acquisition by 

creating programming that is closely tailored to people’s 

preferences. It plans to combine and integrate consumer data 

in new ways, to inform the future innovative offerings that 

will air on the channels it now owns, including HBO, TBS, 

and TNT. 

The acquisition of Time Warner by AT&T created a massive 

conglomerate with interests in both television and telecom. 

By sharing insights and information across these channels, 

this big firm may be able to outcompete rivals in both 

markets.  

For example, in the television market, the expansion of streaming services such as Netflix and its 

clear dedication to creating more content has put great pressure on traditional cable companies 

and network channels. In response, AT&T wants to use its insights into what consumers like—

which it gathers from their mobile phone usage or their subscriptions to DirectTV, which the 

company also owns—to expand its content creation capabilities too. In particular, the company’s 

chief executive announced plans to increase the budget for HBO’s programming, adding more 

shows to its already popular line-up to try to recreate the success of Game of Thrones, for 

example.  

Some of those additional resources will come from other channels, such at TNT and TBS. Rather 

than continuing to create as many shows for those channels, AT&T plans to make them the place 

to find reruns of older HBO shows, such as Sex and the City. If it can introduce viewers to the 

quality of shows available from the premium channel, it believes it can convince more of them to 

pay for it.   

In addition, because of its vast reach, AT&T is looking to surpass data-oriented companies such 

as Google and Facebook and achieve advertising analytics capabilities that make it the first 

choice for advertisers. If they can rely on AT&T to issue sophisticated analyses, as well as enjoy 

cross-channel advertising reach that appears in both mobile and televised ads, advertisers might 

consider that an appealing option.   

Discussion Questions: 

1. Can AT&T compete with Netflix? With Google? With Facebook? 
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A Battle Royale for Gamers: Call of Duty Versus 

Fortnite 
Dan Gallagher, “Activision’s Duty to Challenge ‘Fortnite’,” The Wall Street Journal, September 20, 2018 

Use with Chapter 12, “Developing New Products” 

The rapid rise and popularity of Fortnite has 

initiated a new mode of competition in the 

gaming sector—both in games and among 

content publishers. Notably, one of the 

longest running game titles, Call of Duty, 

has taken a page from the upstart and 

introduced a different format to appeal to 

players who have come to love Fortnite. 

Already in its 15th edition, Call of Duty has 

a reputation as a great first-person shooter 

game, with stellar graphics and entertaining 

storylines. But the publisher Activision realized it also risked growing a little stale, without much 

new being added over the different iterations. When Fortnite became a global phenomenon, 

Activision quickly took note. 

Part of the appeal of Fortnite comes from the battle royale format it supports, such that hundreds 

of players start the game, which then continues until there is only one still standing. Accordingly, 

when Activision released a beta version of its new “Black Ops 4” title, the test featured a similar 

mode, which previously had not been available in any of the shooter games. 

As measures of the success of the experiment, Activision’s stock price rose. But perhaps even 

more notably, the number of viewers tuned in to livestream feeds of gamers playing the Call of 

Duty offering rose substantially on the day of the new release. It soon doubled the viewership 

earned by Fortnite. That’s great news for Activision, which earns approximately one-quarter of 

all its revenue from Call of Duty. 

 

Discussion Questions: 

1. Why did Activision add this substantial new element to its popular product? 

2. What methods did it use to come up with this idea? 
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Expanding in All Directions: A Revised Approach by 

J.Crew 
Khadeeja Safdar, “New J.Crew CEO’s Strategy: Lower Prices, More Sizes,” The Wall Street Journal, August 30, 2018; George 

Anderson, “J.Crew Makes the Jump to Amazon’s Marketplace,” Retail Wire, September 7, 2018  

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

 
The fashion brand J.Crew has gone through several 

iterations. After starting off as the place to find preppy 

wardrobe basics, it expanded into more cutting-edge 

fashion in recent years. But the edge can be a tough place 

to stay, prompting another new approach that gets back to 

basics but also expands the product lines in multiple 

directions. In particular, the company’s new CEO James 

Brett is determined to expand the range of prices available 

in the store. The edgy, fashion-forward designs that most 

recently have been on store shelves often were out of reach 

of most shoppers, and even the basic t-shirts and jeans 

were relatively expensive. Accordingly, the retailer had 

suffered years of declining sales. 

Today though, the shirts start at $14.50, and the more expensive versions add something appealing, such 

as a specialty fabric. With the customer-oriented philosophy that “You have to have a competitive T-shirt. 

If you lose them on the basics, then they’re not shopping you that often,” Brett is determined to appeal to 

a wider range of shoppers. 

In addition to the price-based line extension, J.Crew will stock a broader range of sizes, including plus 

sizes. The styles and fits also will grow in number, such that it plans to offer jeans in slim, regular, and 

curvy fits. At the same time, the range of colors will grow, offering more options than the sometimes 

monochromatic design choices in the past. Although these changes represent a marked departure from the 

company’s most recent merchandising plan, in a sense they represent a return to its roots. It even is 

reintroducing a “vintage” roll-neck sweater that was vastly popular several decades ago. 

 

Furthermore, in a different and equally significant form of expansion, J.Crew is inserting its products into 

more stores. It mainly has relied on dedicated stores, with some availability in Nordstrom as well. The 

new plan includes agreements with retailers in the United Kingdom, Canada, and Europe, meaning that 

the expanded range of products also will be available in an expanded number of locations. At the same 

time, it has entered into an agreement with Amazon, which will establish a J.Crew online storefront where 

shoppers can find the expanded array of merchandise. This J.Crew storefront will highlight the company’s 

Mercantile line, a collection of everyday clothing items for men and women, priced to be accessible to 

most shoppers.  

 

Thus Brett hopes to ensure that J.Crew lives up to one of his central beliefs about marketing and retailing 

in the modern world: “We must reflect the America of today, which is significantly more diverse than the 

America of 20 years ago. You can’t be one price. You can’t be one aesthetic. You can’t be one fit.” 

Discussion Questions: 

1. What kinds of extensions is J.Crew undertaking? 

2. Is there a risk that it will expand too far? 

 
Go to top of document 



 

 

 

Marketing Products that Many Need but No One Wants to Need: 

Issues in the Incontinence Market  
Sharon Terlep, “P&G’s Challenge: Selling a Product that Women Wish They Didn’t Need,” The Wall Street Journal, June 26, 

2018  

Use with Chapter 6, “Consumer Behavior,” and Chapter 12, “Developing New Products” 

 

A remarkable one-third of all adult women suffer incontinence, whether 

temporarily or regularly, at some point in their lives. Considering the 

vast size of the consumer market, we might assume that the products 

available to address the problem would be varied, diverse, and easily 

accessible. But the unique situation created when marketers must sell 

products that people don’t want to need means that such an assumption 

is directly contradictory with reality. The gap is part of what has driven 

Procter & Gamble (P&G) to devote substantial resources to defining 

consumer demands, developing new products, and devising appropriate 

marketing schemes to get the products into shoppers’ carts. Its 

competitor Kimberly Clark already had a firm foothold, with its Depends undergarments, but research suggested that 

the market was even bigger than what purchases of Depends indicated. 

 

Therefore, P&G leveraged its existing Always brand, which is well known in the women’s hygiene market, to 

introduce a new line of underwear. It chose to refer to the products as adult underwear, rather than diapers; 

developed packaging that featured the description in small font, to help minimize consumers’ embarrassment at 

putting the packages into their shopping carts; and aired commercials that referred to incontinence mostly obliquely, 

with videos of women dancing to the song, “Shake Your Groove Thing.” But in trying so hard to be discreet, P&G 

made it too difficult to consumers to find and understand the benefits that the products offered. In-store 

observational research revealed that shoppers tend to hurry through the aisles that stock personal items such as 

incontinence products. Many of these consumers also are older and may have some vision deficiencies, so they 

simply never saw the small font on the packages. The ads did not do much to inform them either, because it wasn’t 

evident that it was the underwear that was enabling these women to dance freely and without worrying about leaks. 

 

In response, P&G quickly revised the font and design of its packaging. It also invested in further product 

development to create the Boutique line of underwear that looked more fashionable, like lingerie they might like to 

have, rather than a bulky product to treat a medical issue. In addition to the larger font, the new packages featured a 

somewhat sexy image of a woman wearing the underwear, as well as a bold color scheme. For the advertising 

campaigns, the focus shifted too. Rather than dancing, the women featured in the spots talked directly and 

straightforwardly to the camera about the limitations imposed on them by bladder leaks, such as keeping them from 

hobbies such as running and horseback riding, Then they explicitly outlined the ways that the Always product line 

helped resolve those problems. 

 

The revised efforts have been a boon for the company; sales of its Boutique line now account for approximately 20 

percent of the total in this sector, even though it is priced more than 60 percent higher than other options. Moreover, 

sales overall have increased by approximately one-third, across all products, indicating that more consumers are 

becoming aware of the potential benefits they offer. Yet the consumer goods companies still believe there is more 

room for growth. Thus they continue their research and development, including the introduction of an alternative 

option that functions more like a tampon. Early sales results have been poor, signaling that the companies still have 

more work to do to understand what women need and what will get them to make purchases to improve their lives, 

even if it feels embarrassing to do so.   
 

Discussion Question: 

1. What other sorts of products likely face similar challenges, in that the people who need them are 

embarrassed or unhappy about having to use them? 

2. Are there any marketing tactics that might help reduce the sense of embarrassment associated with adult 

underwear? 
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It Still Might Require Your Whole Paycheck: Whole 

Foods’s Pricing After the Amazon Takeover 
George Anderso n, “Analyst: Whole Foods’ Lower Price Claims Are Mostly ‘Noise’,” Retail Wire, September 13, 

2018  

Use with Chapter 1, “Overview of Marketing,” and Chapter 15, “Strategic Pricing Methods” 

When Amazon purchased Whole Foods, much 

of the buzz centered on its announced plans to 

lower prices throughout the store. Well-

publicized price drops on avocados and 

organic yogurt garnered a lot of press, as well 

as increasing waves of customers visiting the 

stores to see for themselves. But now that the 

buzz has died down, a recent study indicates 

that the prices really are not very different 

from where they were before the merger.  

Specifically, whereas the price drops were 

notable right after the purchase, today the same shopping basket costs only about .8 percent less 

(that’s less than 1 percent) than it did before Amazon took over the operations. Members of 

Amazon Prime, who earn additional price benefits from shopping at Whole Foods, got slightly 

more of a price break—but even that was just a difference of $1.54 less when they purchased at 

least $400.  

Yet despite the lack of price differences, consumers express widespread satisfaction with Whole 

Foods these days, including their perceptions of improved prices. In a survey of 500 shoppers, 

nearly half indicated that they thought the prices were lower, even though the actual change was 

so small.  

The explanation for this perceptual gap seems to stem from the value that the acquisition created 

for existing Amazon Prime members. By adding Whole Foods as another element of the Prime 

membership offer, without changing the price for Prime, Amazon was able to convince 

consumers that they were getting more value, even if they were paying largely the same prices. 

Accordingly, half of Prime members surveyed predicted they would increase their purchases at 

Whole Foods, and more than half of them said they were more likely to renew their Prime 

membership because of the Whole Foods addition.  

Discussion Questions: 

 

1. How is Amazon creating value for customers who also shop at Whole Foods? 
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Do Low Price Shoppers Want Service Too? Aldi Says So, 

and It’s Giving It to Them 
George Anderson, “Are Aldi’s Customers Who You Think They Are?” Retail Wire, September 19, 2018 

Use with Chapter 13, “Services: The Intangible Product,” and Chapter 17, “Retailing and 

Omnichannel Marketing” 

The central driving force for Aldi is clear: cut 

costs and be efficient, so that the prices charged 

to customers are as low as possible. It’s the 

reason for its reliance on private-label options, 

as well as its refusal to provide bags to 

shoppers. This consistent, well-established 

image is part of why so many people were 

surprised to read that Aldi would soon be 

offering home delivery services—an expensive 

offering that seems more in line with high-end 

retailers rather than discount grocers. 

But Aldi also believes that it needs to address 

customers’ needs, and today’s shoppers need convenience. The home delivery service proved 

popular in early, limited tests, leading the grocery to expand its availability to approximately 75 

markets in 35 states throughout the United States. For this nationwide rollout, it is partnering 

with Instacart, so that it can leverage that company’s existing online ordering capabilities and 

logistics knowledge.  

Such moves—it is also testing curbside pickup services in some other markets—also reflect 

Aldi’s goal for the future, which is to become the third largest grocer (counted by number of 

stores) by the end of 2022. To do so, it needs to add to its 1,800 existing locations and reach a 

total of 2,500 stores. These stores likely will look at little different too. Aldi plans to expand its 

organic, fresh foods, and ready-to-eat offerings by 40 percent. Can bags be far behind?  

 

Discussion Questions: 

1. Are these changes appropriate responses to consumer demand, or are they risky moves 

that might disrupt what has made Aldi successful thus far?  

2. What services do you demand to get you to shop at a particular grocer? 
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High-Tech Slurpees: The Technology Innovations Soon to 

Arrive in 7-11 Stores  
Matthew Stern, “7-11 Gives Football Fandom an AR Boost,” Retail Wire, September 11, 2018 

Use with Chapter 3, “Social and Mobile Marketing,” and Chapter 17, “Retailing and Omnichannel 

Marketing” 

In an effort to stay ahead of the technology 

curve, 7-11 has added an advanced artificial 

reality (AR) element to its dedicated app. 

Shoppers who pull up the app in stores 

could have interacted with a virtual 

Deadpool character during the most recent 

film’s release; during this year’s football 

season, they also can play in-store games 

and follow entertaining content related to 

the gridiron on their phones. Such 

entertaining elements mainly aim to get 

customers to stay in the stores longer, where 

they also will encounter NFL-themed souvenirs, cups, and so forth.   

However, the notion that people might not find the app entertaining for a period of several 

months has led some observers to predict that this latest AR attempt will be less successful than 

its short-term Deadpool promotions, which only ran for a couple of weeks right around the time 

of the movie’s release.  

In contrast, broader trends imply that consumers increasingly are downloading retailer-specific 

apps and growing far more accustomed to using them while in the stores. In this sense, 7-11 

might be at the forefront, making sure that the app offers more than coupons or promotions but 

also engages customers with entertaining content.  

It also reflects 7-11’s broader commitment to embracing technology as it emerges. By leveraging 

various modern tools and technologies, it is planning to establish mobile ordering and delivery 

capabilities. In addition, stores are undergoing a refresh, dedicated to improving their 

technological status.  

 

Discussion Questions: 

1. Is a football-linked AR campaign an effective marketing technique? Why or why not? 

2. How often do you use retailer-specific apps while in the store? 
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An Abbreviation No More: Weight Watchers Rebrands as 

Simply WW 
Micah Maidenberg, “Weight Watchers Changes Name as It Shifts Mission,” The Wall Street Journal, September 24, 

2018; Rina Raphael, “Here’s Why Weight Watchers Changed Its Name,” Fast Company, September 24, 2018  

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

In a bold pronouncement for the chief 

executive of a diet company, Mindy Grossman 

recently announced straightforwardly that “the 

world doesn’t need another diet.” In embracing 

this view, Grossman initiated a complete 

rebranding of her company, Weight Watchers, 

including a name change that would shorten the 

firm’s official moniker to simply WW. 

With this renaming, the company seeks to 

focus more broadly on its customers’ health 

rather than shining a spotlight only on their 

weight. Leveraging the various meanings that this shortened name can offer, the company also 

has revised its slogan and product lines. For example, the tagline on its marketing 

communication refers to “Wellness that Works,” continuing the double-W alliteration. 

In its product and service offerings, WW also is reflecting this shift. Its revised loyalty program 

is called WellnessWins, and customers can earn “wins” if they engage in sanctioned, healthy 

activities such as exercising, tracking their meals, and attending WW workshops. When they 

accumulate enough wins, they can redeem them for additional products and services. Along with 

this program, WW is working to establish consumer groups that revolve around wellness themes, 

including food and exercise. Furthermore, it has collaborated with a meditation app called 

Headspace to help its customers learn and practice meditation in their daily lives. 

The company already had a logo in place; it introduced its current blue circle, with two stacked 

W’s in the middle, several years ago. Thus the shift appears to be part of a longer-term strategy, 

designed to ensure it could remain relevant to consumers who are tired of only worrying about 

the number on the scale. 

Discussion Questions: 

1. Is the WW rebranding effort likely to be successful? Why or why not? 
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To What Extent Is YouTube Responsible for Protecting 

Children from Targeting? 
Sapna Maheshwari, “New Pressure on Google and YouTube Over Children’s Data,” The New York Times, September 20, 2018 

Use with Chapter 4, “Marketing Ethics” 

 

The official terms of service that govern consumers’ uses of 

YouTube state that all users must be at least 13 years of 

age. In establishing that rule, the company complies with 

the letter of the law, namely, the Children’s Online Privacy 

Protection Act (or Coppa), which demands that companies 

obtain explicit permission from parents before collecting 

any data about the online behaviors of children younger 

than 13 years. 

But as anyone who has ever interacted with or been an 

adolescent knows, it is unlikely that the kids are reading 

those terms of service, staying off YouTube, or limiting 

themselves to the more child-friendly content on the YouTube Kids app. Google, which owns YouTube, 

insists that it is doing all it can, by publishing the age limit and pushing users who admit their young age 

to the Kids app. But not everyone agrees. In particular, several lawmakers and activists have alleged that 

the company is failing to protect the privacy and safety of young users, and thus that it is liable for the 

outcomes. These observers note the extensive content that is clearly targeted toward children that appears 

on the main YouTube site, including toy review sites and ChuChu TV. Some of these channels rank 

among the most watched content on YouTube. 

This evidence implies that YouTube actively seeks to attract young viewers, and of course, the company 

tracks all users’ viewing activities. Thus, information about minors and their online behaviors is being 

collected without their parents’ permission. On YouTube Kids, rules prohibit any targeted advertising to 

children, nor does the company track precise behaviors. But those prohibitions are not in place on 

YouTube, even when the content mainly appeals to young children. Accordingly, those impressionable 

viewers likely are receiving precisely targeted advertising communications—which also means that 

Google is earning substantial advertising revenues from its advertisers for these practices. 

Google’s worries also are not limited to YouTube. A lawsuit by the New Mexico attorney general alleges 

that, in collaboration with game developers, it has been tracking young users’ locations through several 

gaming apps that it hosts. The developers then sell these data to advertisers, which reach the consumers 

through the same channels. Google insists that its policies address the problem, by issuing mandates that 

advertisers avoid targeting children. Another justification might argue that if young users lie about their 

age and claim to be old enough not to need their parents’ permission, then Google cannot do much about 

it. However, the increasingly vast data that it maintains about every user contradicts this claim, and 

activists thus assert that if it really wanted to, Google could easily ensure that young users were limited to 

YouTube Kids.  

Discussion Questions: 

1. Does Google want to limit children to YouTube Kids? Why or why not? 

2. How much responsibility do Google and YouTube have for keeping children’s data private? 
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A Modern Macy’s in Many Channels 
Adrianne Pasquarelli, “Macy’s Taps Facebook for Holiday Effort,” AdAge, September 18, 2018  

Use with Chapter 17, “Retailing and Omnichannel Marketing”  

Macy’s might represent the quintessential 

brick-and-mortar department store in many 

ways, but it is determined not to allow that 

image stop it from entering the omnichannel 

space. Accordingly, it is experimenting with 

novel ways to bring digital and online 

offerings into its stores, through close 

collaborations with both famous digital 

companies and small retail operators. 

With the Market @ Macy’s, the retailer will install pop-up stores within its stores, dedicated to 

small and emerging brands. To identify and highlight these brands, Macy’s is working with 

Facebook. The social media site helps the retailer find brands that want to be installed in its 

stores, from among its thousands of advertisers. In addition, Facebook will run advertising that 

features the approximately 150 e-commerce brands and explains to shoppers that they also can 

find those items in select Macy’s stores.  

The initiative is planned to launch in November, just in time for the holiday shopping season. 

The stores that contain the pop-up concept shops are in large markets, including New York, Las 

Vegas, and San Francisco.  

The Market @ Macy’s is not its only foray into an omnichannel setting though. Macy’s also has 

invested in a startup company that designs retail-oriented software, and it bought a “concept 

shop” called Story.  

But the shops within its stores also sell products that Macy’s shoppers are likely to find familiar, 

such as home goods, clothing, and beauty products. For example, the socially responsible hat 

company Love Your Melon quickly signed up for the initiative, determined to get its fashionable 

accessories on the heads, and in the minds, of many more consumers. 

 

Discussion Questions: 

1. How are these omnichannel efforts likely to influence Macy’s existing brand image? 

2. What other options does Macy’s have for expanding its digital presence while 

maintaining its existing store channels? 
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