
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

     

   

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 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  

 Making Technology Personal: How Wayfair Is Leveraging High-Tech Tools (Chapter 2) 

 A LinkedIn Advertising Campaign that Focuses on How People Can Sell (Chapter 20) 

 Selling through WhatsApp: How a Digital Tool Is Altering Sales (Chapters 8 & 20) 

 Recovering from Racist Ads: Dolce & Gabbana Faces a Challenge (Chapters 8 & 19)  

 Adding Podcasts to their Portfolios: How Streaming Services Are Expanding (Chapter 12) 

 A Flex on the Wrist: Rap Brags that Might Promote Luxury Watch Brands (Chapters 14 & 18) 

 Is Fashion a Statement? Marketing Clothing as Political Protest  (Chapter 6) 

 Debates over Making “Made in America” Rules Stricter  (Chapter 19) 

 Why Do Some Struggling Chains Survive and Avoid Bankruptcy? (Chapters 17) 

 Snooping on Babysitters, Before Even Hiring Them (Chapter 13 ) 
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Videos: 

 

“Does Facebook know you better than you do?” 
 Facebook is able to generate more data about their users then one 

may realize. This data helps FB advertising and marketing 

initiatives, but is this creating more value for their users or for 

themselves? 

 Use with Chapters 3, 4, 6, 9 & 10 

 3:30 minutes 

 https://www.nytimes.com/video/business/100000005838987/does

-facebook-know-you-better-than-yourself.html 

 

 

 

“How Bumble Plans to Move Into Primetime, Get Buy-In 

From Women in India” 
 How Bumble, a dating app, is making global moves into India and 

what changes they will need to make to be successful.  

 Use with Chapters 2, 5, 8 & 19 

 4:29 minutes 

 https://www.wsj.com/video/how-bumble-plans-to-move-into-

primetime-get-buy-in-from-women-in-india/24C5C1F4-65D9-

416D-BD0D-F47D02D4A4C6.html 
 

 

 

“Whatsapp Ad- Share Joy, Not Rumors” 
 WhatsApp has become very popular in India, but the company felt 

they needed to take action when people were misusing their 

platform. Similar to the laundry detergent, Tide, they created an ad 

campaign promoting safe practice but is this the best method? 

 Use with Chapters 2, 3, 6, 8 & 19 

 1:00 minutes 

 https://www.youtube.com/watch?v=Tm0k-nvk4l4 
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Making Technology Personal: How Wayfair Is 

Leveraging High-Tech Tools to Connect with 

Consumers 
Suman Bhattacharyya, “How Wayfair Is Personalizing How You Buy Your Furniture Online,” DigiDay, August 2, 2018; 

Dominique Jackson, “8 Standout Social Media Marketing Examples from 2018,” Sprout Social, May 29, 2018; “Wayfair Social 

Media,” entry for 10th annual Shorty Awards, https://shortyawards.com/10th/wayfair-social-media 

 

Use with Chapter 2, “Developing Marketing Strategies” 

 

The furniture retailer Wayfair was among the first e-

commerce sites in its industry, and its first-mover status 

continues to inform the ways that it expands its value 

offerings to appeal to online shoppers. Rather than play 

around with augmented reality or virtual bots just because it 

can, Wayfair seeks to implement cutting-edge technology to 

enable its customers to find value and personalized 

assistance as they seek ways to make their residences into 

true homes. 

On its own website and app, the company offers “virtual concierge” services, by allowing 

shoppers to play around with available products, moving them on a virtual backdrop to experiment 

with how they might look if put together in their own living room. If they are not quite to the point 

of picking out particular furniture items, they can select a decorating style to get inspiration. Or 

they can upload a picture of a piece they’ve seen elsewhere and loved, and Wayfair will search its 

inventory to find something similar. 

Beyond its own sites and apps, Wayfair maintains a strong presence on social media and 

readily facilitates purchases. On Instagram for example, it posts appealing arrangements of 

furniture and accessories in a room. When browsers click on an item, the simple move takes them 

directly to a purchase page. That page also lists the other, coordinating items at the bottom, so if 

they want to get the entire look, it is easy for shoppers to do so.  

On Facebook, its goal is more focused on expanding its reach, so the videos it posts are 

often silly and fun. Rather than conventional lamps or tables, these videos tend to feature Wayfair’s 

more innovative furniture offerings, like Murphy beds and hammocks. Aligning the 

unconventional furniture with quirky, entertaining videos helps Wayfair establish its brand image 

in a way that appeals to many social media users.  

These easy access formats resonate especially with Wayfair’s intended audience. Because 

it sells modern furniture at a relatively low price point, its main consumers are younger shoppers, 

often seeking to furnish their first homes. In addition, it does not maintain any physical stores, so 

it has to find ways to reach these consumers through channels that they use regularly.   
Discussion Questions: 

1. Is it sufficient for Wayfair to stay online, or should it consider becoming an omnichannel retailer? 

Defend your answer. 

2. Wayfair offers extra services but doesn’t necessarily charge higher prices. How does it manage to 

achieve this value position? 
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A LinkedIn Advertising Campaign that Focuses on How 

People Can Sell 

Melissa Selcher, “Whatever Inspires and Drives You, We’re in it Together,” LinkedIn Blog, January 8, 2018; “3 of 

the Most Creative Marketing Campaigns of 2018 (So Far),” Digital Marketing Institute, May 2, 2018, 

https://digitalmarketinginstitute.com/en-us/blog/05-02-18-3-of-the-most-creative-marketing-campaigns-of-2018 

Use with Chapter 20, “Personal Selling and Sales Management” 

The underlying purpose and market 

offering of LinkedIn is inherent in its very name: to 

establish links. Its focus on enabling people to 

connect with others in turn aims to help them 

perform their work more effectively—an option 

that is particularly relevant for marketers and sales 

professionals. 

As a recent advertising campaign by the 

social media site emphasizes, users can turn to 

LinkedIn when they need to find contacts, 

assistance, and insights to achieve their career 

goals. The campaign highlights a range of creative approaches to personal selling, ranging across 

a vast spread of industries and career opportunities.  

For one entrepreneur for example, tired by years of cold calling, rejections, and 

struggling to find customers for his financial services company, LinkedIn provided a novel 

channel that enabled him to expand his business substantially. Another business owner brought 

her experiences as a marketer with her when she struck out to open her own restaurant, 

leveraging social media to attract diners and reviews. A street dancer explains that he considers 

himself “my own business” and recommends that others realize that they can “be your own 

brand.” 

By highlighting these disparate and diverse examples, LinkedIn is attempting to establish 

its role as the primary option that sellers should use to market themselves and their business. By 

leveraging its offerings, these sellers are using a critical tool in today’s toolbox of ideas for sales 

and personal selling.  

Discussion Questions: 

1. What are some other ways employees in the marketing or personal selling fields might 

use LinkedIn? 

2. Is LinkedIn limited to interpersonal relationships, or can it help business-to-business 

relationships as well? 
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Selling through WhatsApp: How a Digital Tool Is Altering 

Sales Practices in India 
Priya Krishna, “WhatsApp Is Changing the Way India Talks About Food,” The New York Times, November 23, 

2018; “‘Share Joy, Not Rumors’ Says WhatsApp in its First Campaign in India,” AdAge India, December 4, 2018; 

Priya Krishna, “A Food Reporter’s Newest Tool to Reach Across India: WhatsApp,” The New York Times, 

December 4, 2018  

Use with Chapter 8, “Global Marketing,” and Chapter 20, “Personal Selling and Sales Management” 
 

For people living, working, and farming in rural India, 

the spread of modern technology has revolutionized their daily 

practices. In particular, many of the more than 200 million 

Indian people using the WhatsApp chat function rely on it to 

expand their sales reach and build their small businesses, in 

ways that have never been possible before. 

The app facilitates interactions, so it often gets used to 

chat with family and friends, of course. Because it is free and 

often preinstalled on new phones sold in India—as well as 

relatively easy to use, without eating up precious data 

resources—WhatsApp has spread widely. Thus in addition to chatting with distant family members, 

people are using it to sell their goods and services to distant customers. 

For example, one farmer relies on WhatsApp to provide constantly updated photographs of his 

mango crop to potential buyers. When a stay-at-home mother wanted to create a bakery business, she 

created a WhatsApp group, PB Kitchen, in which various members of her community join together to buy 

and trade their own food products. Thus one member might offer up her famous sambas, which another 

member can purchase or trade for her delicious cupcakes.  

These uses are particularly notable among those who sell food products, which likely reflects 

India’s culinary traditions. Recipes and tips historically have been shared in person, verbally and tacitly, 

rather than standardized in published cookbooks. With WhatsApp, food producers can specify how they 

decide on the right amount of curry to add to a dish, and the recipients in turn can produce menus that 

reflect years of family tradition. One foodie described how WhatsApp allowed her mother to record the 

sound of onions sautéing, to help explain just how long to cook them. Sending such a recording over a 

text message would have been more complicated and used up more data than her mother could afford to 

share. 

In the restaurant industry, WhatsApp also helps small restaurants find both workers and potential 

customers. Many of the workers in this industry are undereducated, and the job tends to be somewhat 

temporary. But because WhatsApp is so easy to use, most people can find the information they need 

readily, helping expand the employment ranks and support the survival of the businesses.  

Even the reporting of this story exemplifies how the app can enhance personal selling efforts. The 

reporter who initiated the investigation turned to WhatsApp to introduce herself to potential informants 

and gather feedback. All the interviews were conducted through the app, which the entrepreneurs 

preferred over more challenging communication channels such as email. Thus for marketers in India and 

around the world, WhatsApp promises great potential for reaching broader, wider, and deeply interested 

audiences. 

Discussion Questions: 

1. Can WhatsApp learn from these experiences to expand into other developing markets? 

2. What features of WhatsApp make it particularly appealing to personal sellers and marketers in 

India? 
Go to top of document 
 



 

 

 

Recovering from Racist Ads: Dolce & Gabbana Faces 

a Challenge of Its Own Making in China  
Yuhan Xu, “Dolce & Gabbana Ad (With Chopsticks) Provokes Public Outrage in China,” NPR, December 1, 2018; Adam 

Jourdan, “Dolce & Gabbana Founders Seek ‘Forgiveness’ in China with Video Apology,” Reuters, November 23, 2018; 

Elizabeth Segran, “Why Does Luxury Fashion Hate Chinese Consumers?” Fast Company, December 3, 2018  

Use with Chapter 8, “Global Marketing” and Chapter 19, “Advertising, Public Relations, and Sales Promotions” 

It seems like it shouldn’t be a hard lesson for companies to learn: Don’t be racist, whether in 

international advertising campaigns or in personal communications. And yet the fashion house Dolce & 

Gabbana finds itself facing an international crisis, because of its apparent inability to follow that rule in 

either channel. 

A recent advertising campaign, which was pulled quickly, promoted 

an upcoming Dolce & Gabbana fashion show in China (which also was 

cancelled ultimately). In it, an Asian model wearing one of the designer’s 

gowns unsuccessfully attempts to eat conventionally Italian foods, like pizza 

and cannoli, using chopsticks. And if this stereotypical and biased imagery 

were not offensive enough, the narrator of the voiceover running in the 

background mispronounces the company’s name, using an exaggerated 

Chinese accent, and makes salacious comments about the model herself.  

As noted, the ad was pulled quickly, but the damage had been done. 

The founders of the company issued a public apology, in a video posted to 

the social media site Weibo, in which they regretted the incident and 

promised it would never happen again. But around the same time, an 

Instagram chat by Stefano Gabbana, half of the founding team, went public. 

In the published comments, he disparaged China as a nation and also 

referred to Chinese people in offensive terms. Although the company 

alleged that his account had been hacked, consumers were widely skeptical 

of this claim—especially when they noted that the company previously had aired a troublesome 

advertisement that suggested China was populated mainly by provincial, uneducated, and poor residents, 

without acknowledging its diversity. 

The failure of the apology accordingly led the company to cancel the planned fashion show, but 

even that drastic step seems to have been insufficient to appease angry consumers. Chinese social media 

users promoted boycotts of the brand, and Xinhua News Agency, which is the nation’s official news 

source, issued a formal request that international brands display greater respect for China. Perhaps even 

more worrisome for the brand, both Alibaba and JD.com—China’s two largest e-commerce sites—

removed all Dolce & Gabbana products from their online stores. 

The problem is not something that Dolce & Gabbana can ignore if it hopes to remain in business. 

Chinese consumers account for approximately one-third of the global luxury fashion market, and Dolce & 

Gabbana hosts nearly 60 stores throughout China. These stores are currently the sites of widespread 

protests, as consumers seek to express their outrage directly to company representatives. In addition, 

analysts predict that the fashion house could suffer an approximate loss of half a billion dollars in revenue 

as a result of the incidents.   

So some key questions linger. First, how hard is it to just not be racist? Second, why would any 

company make fun of the consumers it is attempting to target with its products? And third, what should 

Dolce & Gabbana do next? 

Discussion Questions: 

1. What should Dolce & Gabbana do next to address the problem? 

2. What can the company do to ensure that such an incident does not happen again? 

Go to top of document 



 

 

 

Adding Podcasts to their Portfolios: How Streaming 

Services Are Expanding their Product Lines 
Anne Steel, “Spotify, Pandora Turn to Podcasts for Listeners, Profits,” The Wall Street Journal, November 18, 2018; 

Dani Deahl, “Pandora Launches Podcasts with Personalized Recommendations,” The Verge, December 6, 2018.  
 

Use with Chapter 12, “Developing New Products” 

Streaming services such as Pandora and Spotify sell access to digital music options, a 

combined service and product that seemingly offers little room for expansion. But the growing 

popularity of podcasts has presented them with a novel opportunity, which they are pursuing 

avidly. 

Their efforts reflect a growing consumer 

trend: More than 73 million U.S. consumers listen 

regularly to podcasts, a number that is twice what it 

was five years ago. But the providers in this market 

are mostly small, individual producers, such that the 

overall market remains vastly fragmented. Although 

Apple is the dominant channel consumers tend to 

use to download podcasts, with an inventory of 

about 600,000 offerings, it does not collect revenue 

from the production of the shows themselves. 

In contrast, the streaming services are looking to earn profits across the podcast supply 

chain. They are contracting for content from popular celebrities, then adding new subscription 

service options to allow consumers to access their offerings. Currently, while Pandora has 

several hundred podcasts available through its streaming service, Spotify claims to offer more 

than 150,000. 

But both companies have indicated their intentions to add more and rely increasingly on 

this source of consumers and revenues. They believe they can make it easier for listeners to find 

podcasts they will like, because their systems already have tools in place to make effective 

recommendations. Pandora also has initiated its Podcast Genome Project, a parallel to its Music 

Genome Project, to ensure that consumers can easily find content that matches their preferences. 

By improving the supply chain in these ways, the service providers think they can compete 

effectively against Apple.  

To ensure their competitive appeal, they also are turning to big names to front their podcasts. 

For example, Spotify has contracted with the comedian Amy Schumer, the rapper Joe Budden, 

and the news agency Vice to produce shows for its listeners.   

Discussion Questions: 

1. What kind of product line extension is represented by streaming services’ additions of 

podcasts? 

2. Are these efforts likely to enhance their competitiveness relative to Apple, the podcast 

market leader? 
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A Flex on the Wrist: Rap Brags that Might Promote 

Luxury Watch Brands 

Melanie Abrams, “Getting It on the Wrist (Yo!),” The New York Times, November 22, 2018; Sheldon Pearce, 

“Objectified: Rap’s Obsession with Patek Philippe,” Pitchfork, August 8, 2018   
 

Use with Chapter 14, “Pricing Concepts for Establishing Value,” and Chapter 18, “Integrated 

Marketing Communications” 

 

The number of musicians singing about the 

timepieces they sport on their wrists continues to grow, 

especially in the rap world, where rappers use the brand 

names to signify their success, power, and achievements. 

But the only brands cited are the true luxury offerings—

products that few regular consumers could ever hope to 

access. Such links create an interesting opportunity for 

the luxury brands, many of which have not quite decided 

how to leverage the free advertising, but also the 

potentially damaging reputational links, that arise when a 

notorious musician name checks them. 

The mentions include a range of brands, but all of them are clearly luxury products. Rolex is the 

most widely cited, with references to its appeal going as far back as music produced in the 1970s. But 

more recently, Patek Philippe seemingly is the brand of choice, appearing perhaps most famously in the 

recent Beyoncé/Jay-Z duet “Everything Is Love.” But some rappers, such as Kendrick Lamar and DJ 

Khalid, seek to go beyond these relatively well-known brands to name check more exclusive options, 

such as Vacheron Constantin.  

Although the artists and the lyrics vary, the role of the watches is consistent. By demonstrating 

their ability to afford the extremely expensive accessories—often describing how they drip with precious 

metals or jewels—the rappers establish their own success. Thus they leverage the brands’ luxury images, 

achieved partially through their extremely high price points, to identify themselves as wealthy, powerful, 

and enviable. 

Such images are widespread in rap culture, but so are some other notions, including frequent 

references to illegal behavior and violence. For some watch brands, the links thus might not be ideal. An 

image affiliation with a musician who winds up in prison might not be one that will appeal to luxury 

brands’ traditional consumer segments of wealthy, older, often relatively conservative buyers.  

Still, the appealing increase in name recognition that results from these rap mentions is hard for 

the brands to deny. Fans are more likely to search for Richard Mille watches because Jay-Z mentions 

them so often. Even if most of these fans cannot afford the products, some might, or else might seek other 

options to access the brand, such as finding used versions. In addition, current artists attract young 

audiences, and if a teenager becomes familiar with the name Hublot as a desirable watch brand, in 20 

years, the same consumer as an adult might retain that positive association and information. Such image 

enhancements and potential sales benefit the brands ultimately. 

Discussion Questions: 

1. How can luxury watch brands leverage the widespread tendency of rap artists to use their brand 

names in their music? 

2. Should they do so? What are the risks involved in entering into an association with a popular 

musician?  
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Is Fashion a Statement? Marketing Clothing as 

Political Protest 
Vanessa Friedman, “Why Voting Is in Fashion” The New York Times, November 1, 2018; Cam Wolf, “Who Wins 

When Fashion Gets Political?” GQ, July 11, 2017 

 

Use with Chapter 6, “Consumer Behavior” 

 

Modern political conversations are difficult, fraught, and intense. But they also are nearly 

ubiquitous, such that today’s consumers rarely leave their politics at home. Instead, they seek options to 

express and share their views widely and frequently, even in formal settings like offices that historically 

have discouraged such expressions. In response, fashion manufacturers have started designing and 

producing new items that people can wear to express themselves but still maintain a professional look. 

For example, a scarf printed with line-drawn images of female candidates running for office 

entered the market as the first product offering from the company Resistance by Design. Diane von 

Furstenberg licensed its famous name to a shirt that changed the “von” to “Vote.” The high-end brand 

Lingua Franca has made its reputation on the basis of the progressive phrases it stiches into its fancy 

cashmere sweaters.  

Some of the products are neutral, in the sense that they do not 

espouse any particular political view. Tory Burch’s efforts include a “Vote” 

shirt, which she paired with an opinion piece in which she called on 

companies in the fashion and retail industries to give their employees time 

off to visit the polls. Thus the firm does not express any particular political 

views, and Burch herself even rejects the idea that her actions are political at 

all, calling them “humanist” efforts instead.  

But others are more obvious about their political leanings, a trend 

that directly contradicts the longstanding conventional wisdom that suggests 

brands should avoid taking controversial positions, so that they do not risk 

alienating large segments of their potential customers. The Supreme brand 

explicitly endorsed Hillary Clinton; the popularity and success of the 

“MAGA” hat has made it a shorthand signal of support for Donald Trump.  

Whatever their approach though, the offerings are far more 

sophisticated than historical versions of political fashion. A museum 

retrospective highlights that consumers have always sought to sport their ideas on their literal sleeves, 

such as with buttons and pins that proclaimed for a particular candidate. But today’s consumers go well 

beyond pinning a button onto their shirt, exhibiting their desire for high-end, high-quality clothing options 

that still reflect their principles and beliefs.  

In so doing, they also are supporting causes that they appreciate, because most of the fashion brands 

donate profits from sales of politically themed products to activist organizations or social marketing 

campaigns. For example, sales of a handbag, designed through a collaboration of Lingua Franca and MZ 

Wallace, led to donations of more than $100,000 to an organization that seeks to encourage more female 

candidates to run for office. The profits from a Moda Operandi trunk show benefitted the participative 

citizenship group Rock the Vote.  

Discussion Questions: 

1. Should fashion brands make political statements in their clothing? Consider both the risks and the 

opportunities associated with doing so, especially for high-end fashion brands? 

2. If consumers are demanding such products, should brands in other sectors similarly be providing 

such product offerings? 
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Debates over Making “Made in America” Rules 

Stricter  
Heidi Vogt, “U.S. Manufacturers Push FTC to Crack Down on False ‘Made in America’ Labels,” The Wall Street 

Journal, November 20, 2018; Federal Trade Commission, “Complying with the Made in USA Standard,” 

https://www.ftc.gov/tips-advice/business-center/guidance/complying-made-usa-standard  
 

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

The Federal Trade Commission (FTC) is in charge of 

making sure that the claims advertisers make in their marketing 

communication are accurate and not misleading. For example, 

existing rules mandate that to be able to add the phrase “Made in 

USA” or “Made in America” or include an American flag on 

product labels, companies must actually make the products within 

the United States. But whereas the rules are firmly in place, their 

enforcement sometimes varies, an issue the U.S. manufacturers 

would like the FTC to address.  

In most cases, companies found in violation of the rules 

receive a warning letter, telling them to halt the practice. Usually it 

is only after a second violation that any fees or punishments get 

imposed. The idea is that some companies might be unsure of the 

exact requirements; for example, if they purchase some raw 

materials from the United States but manufacture elsewhere, they might mistakenly believe they 

can claim American status. The FTC sees warnings as more appropriate enforcement tactics for 

such firms. 

But others likely are ignoring the rules strategically and purposefully, hoping to gain a 

competitive advantage from claiming a U.S. origin. Research shows that approximately 80 

percent of U.S. consumers would prefer to buy products made in the United States. The country-

of-origin information often tends to function as a decision aid: If choosing between several 

products that offer similar benefits, shoppers might lean toward the U.S.-made product, all else 

being equal.  

For U.S. manufacturers, this nudge in preferences can be critical, especially because their 

production costs tend to be higher than those of manufacturers that locate their factories in 

nations with lower labor costs. Thus they assert that they need every advantage they can find, 

and they have called on legislators and the FTC to enforce the rules more stringently, by 

imposing fines more consistently and after the first violation.  

Doing so might require more resources for enforcement agencies, because they would need to 

pursue the complaints more comprehensively. But would it benefit American companies and 

consumers?  

Discussion Question: 

1. Should the FTC revise its approach and fine first offenders? 

2. Do you look for “Made in USA” labels when you purchase products? How important is 

that information in your product choices?  

Go to top of document 

https://www.ftc.gov/tips-advice/business-center/guidance/complying-made-usa-standard


 

 

 

Why Do Some Struggling Chains Survive and Avoid 

Bankruptcy? Three Examples from the Restaurant 

Industry 
Bonnie Miller Rubin, “They Were Huge Franchises. Why Did They Collapse?” The Wall Street Journal, November 

25, 2018 

Use with Chapter 17, “Retailing and Multichannel Marketing” 

 

Usually when press reports and federal filings start describing a retail chain that is closing stores 

and losing money, predictions for the future are pretty clear: bankruptcy, exit from the market, and 

replacement by more appealing competitors. But that outcome is not necessarily inevitable, as three 

examples from the retail restaurant industry show.  

Shakey’s Pizza, Big Boy, and Ground Round Grill all 

underwent massive threats to their continued existence. The 

reasons will likely sound familiar, because they all faced the 

well-known forces that underlie all competitive markets. 

Shakey’s Pizza and Big Boy both lost business with the vast 

growth of less expensive, more convenient competitors like 

Domino’s Pizza and McDonald’s, respectively. Ground Round 

Grill failed to innovate as rapidly as competitive casual 

franchises like Applebee’s. In addition, retrospective analyses 

indicate that they all may have tried to expand too fast, losing 

control of the many franchised stores that they tried to open in disparate geographical areas. 

Thus, all three of them entered a period of significant decline. Hundreds of franchises closed, 

profits plummeted, and the owners changed. But they never disappeared completely. So while Shakey’s 

had only 40 stores at one point (just a little more than 10 percent of the number it had at its peak), those 

restaurants remained operational.And by staying alive, all three chains have found a way to start to 

rebuild. As noted, they all are under relatively new ownership, and these owners have revamped many 

features. For example, Ground Round was once known almost exclusively for its grilled hamburgers, but 

today, the restaurants feature a more diverse menu, and the décor is more family friendly. Big Boy 

himself even got an update, so that the iconic, grinning spokescharacter looks a little more like Elvis and 

less like a chubby kid.  

As performance stabilized and even started to improve in the stores that were left standing, the 

three franchised chains also began to strategize about how they might reenter a growth phase. For 

Shakey’s, the approach is cautious and localized; it plans to open company-owned stores only in 

California for the foreseeable future, though it might offer franchises to some franchisees in neighboring 

states. Ground Round, which currently is owned by a cooperative of its franchise owners, is spreading 

throughout the Midwest and northeastern United States, and it also hopes to spark growth with a new 

sports grill concept.  

For all three companies though, the key may be finding a way to appeal to the nostalgia of adults who 

visited the stores when they were kids, and would today love to share that fun experience with their own 

children. If they can remind consumers of how much they once loved the pizza or burgers, perhaps they 

can continue to survive and thrive. 

Discussion Questions: 

1. What lessons can other chains, at risk of bankruptcy, learn from the history of these three 

restaurants? 

2. Does the use of franchising models affect the survival likelihood of such chains? 
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Use with Chapter 13, “Services: The Intangible Product”  

 

For many working parents, the most 

important and most difficult purchase choice 

they face is finding a provider to care for their 

children. Especially for first-time parents, 

determining who is trustworthy, responsible, 

and loving enough to trust with their precious 

babies is an incredibly daunting task. To 

address this service challenge, another service 

has arisen, promising to minimize the 

uncertainty by leveraging modern 

technological tools. 

The need for this new service exists 

because of the inherent elements of service provision. That is, parents hiring a caretaker for their 

children cannot know about the quality of the service in advance, and that quality can change in 

each service interaction. Such uncertainty may be inherent, but it is unacceptable to worried, 

nervous parents who want some sort of guarantee that their children will be safe and well cared 

for.  

Predictim promises at least to reduce that uncertainty. It scans job candidates’ social 

media posts, analyzing them for characteristics such as bad attitudes, respectfulness, or likely 

drug use. Combining all the data, it produces “risk ratings” on five-point scales. Thus potential 

employers might learn that a candidate is unlikely to abuse drugs but might be more likely to 

exhibit disrespect. 

The algorithm that Predictim uses is, of course, proprietary. In scanning social media 

feeds, it likely looks for explicit content, such as obscene language or depictions of risky 

behaviors. But the methods it uses to measure positive or negative attitudes are harder to pin 

down, and neither the candidate nor the parent receives any justification or explanation for the 

scoring provided. That is, a potential babysitter might earn a poor score on ability to work with 

others, and thus lose out on a job, without knowing what led to that score. 

Indeed, many job candidates never even learn their scores. The company only shares the 

information with its clients, that is, the parents who solicit the reviews. It requires the job 

candidates to give their permission to search their social media posts, but this option is not really 

much of a choice. Potential hires who refuse to allow access likely get excluded right away or 

accused of having something to hide. 

This combination leaves the service open to some criticisms. In particular, computer 

algorithms still are notoriously bad at differentiating sarcasm or satire. A user who posts an 

absurd or silly movie quote thus might be flagged for abusive language, when in reality, the post 

hints at her or his great sense of humor. Furthermore, many service providers in the childcare 

sector are young, and these digital natives have spent most of their lives on social media. If they 



 

 

 

posted something mildly inappropriate when they were an adolescent, should that poor decision 

define their job possibilities as a young adult?  

Predictim brushes off such complaints, arguing that its algorithms are accurate and 

insightful. It also asserts that the trade-off of risk and reward swings clearly in the direction of 

using its site: If families can prevent harm to their children, the risk of some minor 

misclassifications of job candidates is not important enough to be counted. In addition, it cites 

some future advances it plans, such as integrating personality test questions into its assessments, 

which it promises will give parents new and deeper insights into the applicants.  

But it cannot brush them off completely. Facebook and Twitter recently banned 

Predictim from its sites (including Facebook-owned Instagram), citing their rules against using 

the sites for “surveillance purposes, including background checks.” Even faced with this hurdle 

though, Predictim vowed to continue its efforts. In particular, it noted that because it does not use 

automated scraping technologies, it is not in violation of their policies. Thus it has contested its 

ban and promised that it will keep offering parents the information they seek.   

Discussion Questions: 

1. If asked, would you open your social media to a service like Predictim and allow a 

potential employer to review the results? 

2. Can, and should, such review services expand into other uncertain service provision 

markets, like health care? Why or why not? 
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