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Dear Professor, 

      We are delighted to inform you that Marketing 7e has published. This exciting 

new edition provides the power of Connect with SmartBook 2.0, which continually 

adapts to individual students’ needs, creating a personalized and productive 

learning experience.  This helps students come to class better prepared and ready 

to learn, allowing you to transform your classroom experience.  The 7th, edition will 

feature 8 new Video Cases, assignable Marketing Analytics exercises, assignable 

Marketing Mini Sims and much more, all within Connect. In addition, McGraw-Hill 

has recently introduced a new Marketing Insights Podcast series as well as a new 

Marketing Video Library, both updated monthly!   

     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. 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. 

You can find a preview of Marketing 7e by clicking here.  To request a sample, 

please contact your McGraw-Hill Learning Technology Representative.   

Sincerely,  

                        

Dhruv Grewal & Michael Levy 

 

http://www.grewallevymarketing.com/
http://www.grewallevymarketing.com/
mailto:mlevy@babson.edu
http://grewallevymarketing.com/
mailto:mlevy@babson.edu
http://www.mhhe.com/eMag/Grewal_Marketing7e/
https://shop.mheducation.com/store/paris/user/findltr.html
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Videos: 

 

Why Breakfast Could Decide Who Wins the 

Fast-Food Wars 
 As more people are increasingly grabbing 

breakfast at fast-food joints, it’s making up larger 

and larger margins for the big players. To keep up 

with the competition, Wendy's is relaunching its 

breakfast menu after three failed attempts.  

 3:37 min 

 Use with Chapter: 12 “Developing New Products” 

 Video Link 

 

 

 

 

 

 

Volkswagen bids farewell to Beetle with 

#TheLastMile campaign 
 Volkswagen began saying goodbye to its Beetle 

model with a campaign that urges social media 

users to share their favorite moments with the 

iconic car that ended production last year.  

 1:00 min 

 Use with Chapter: 3 “Digital Marketing: Online, 

Social and Mobile”  

 Video Link 
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Should Streaming Services Hype Competitors’ Offerings? 

Disney’s Netflix Ad Ban 
Alexandra Bruell and Suzanne Vranica, “Disney Bans Netflix Ads as Streaming’s Marketing Wars Intensity,” The Wall Street 

Journal, October 4, 2019 

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

When people only watched network television broadcasts, it was 

a widely accepted norm that one network simply would not 

accept advertising for another network’s programming. Doing so 

would only help competitors, so why would the company allow 

it? But that norm has changed dramatically in the streaming era, 

in which ads for HBO or Showtime pop up all the time on Hulu, 

and vice versa.  

When Disney introduced its streaming service, to great fanfare, it 

initially planned not to allow any competitors to advertise on the 

Disney+ platform. But further research led it to decide that it 

could allow other streaming services to appear, in a sort of quid pro quo agreement, such that both sides 

would allow advertising. In making this decision, Disney avoided a blanket rule though; it took a careful look at 

the individual agreements it could enter into with each of its competitors and adopted a nuanced, specific 

approach. As a result, many competitive services are allowed to advertise on the Disney+ platform—but Netflix 

is not. 

Netflix does not run ads for other streaming services in its content, and that barrier represents the primary 

reason Disney chose not to allow Netflix advertising among its shows either. Basically, the company determined 

that if Disney ads would not run on Netflix, neither would Netflix ads appear on Disney+. At the same time, 

because Disney needs content for its streaming platform, it has pulled some of the shows and movies that it 

owns from Netflix, to ensure consumers have to subscribe to its dedicated services to get their Disney fix. 

But beyond the streaming platform, Disney also owns several other broadcast channels, and on those, viewers 

certainly see Netflix advertising. The company spent an estimated $99.2 million on advertising last year, so on 

ESPN and ABC network broadcasts for example, consumers can still encounter advertising for Netflix. 

Furthermore, it is not as if Netflix is severely limited in where it can advertise, and in recent years, it has 

significantly increased its advertising spending on televised channels, by an estimated 66 percent.   

These advertising efforts represent attempts by the various services to increase their customer base and attract 

new consumer subscribers. But the foundation for placing, selling, and buying such advertisements depends 

strongly on the business-to-business relationships that the various competitors develop and maintain. If 

companies cannot come to an agreement about how to collaborate on advertising while still competing for 

customers, it could have negative effects for everyone involved: platforms that lose advertising revenue, 

advertisers that get locked out of a viable marketing channel, and customers who fail to receive pertinent 

marketing information about appealing service offers. 

Discussion Questions: 

1. What factors should streaming services consider when deciding whether to accept advertising from 

their competitors? 

2. Are the risks of blocking Netflix advertisements worth the benefits that Disney might accrue from this 

strategic choice?  
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P&G Continues to Stake Its Claim as the Most Inclusive 

Consumer Goods Company 
Heather Murphy, “Always Removes Female Symbol from Sanitary Pads,” The New York Times, October 22, 2019; Peter 

Adams, “P&G Nixes Venus Symbol from Always in Latest Inclusivity Bid,” Marketing Dive, October 23, 2019  

Use with Chapter 5, “Analyzing the Marketing Environment,” and Chapter 9, “Segmentation, Targeting, and 

Positioning” 

Across its multiple brands, Procter & Gamble (P&G) 

seemingly is attempting to establish a corporate 

reputation as an inclusive, forward-thinking company that 

is attentive and responsive to the preferences of all 

consumers, especially younger ones who tend to 

challenge traditional norms and ideas. The latest evidence 

of this effort involves its Always brand of sanitary 

products, for which the packaging will no longer feature 

the Venus symbol, which is often used to signify a female 

identity. 

Noting the growing population of people who embrace gender fluidity in general or identify as gender 

nonbinary, the company has asserted that there is no need to indicate femaleness on its products, even those 

that traditionally have been associated solely with female consumers. Because trans and nonbinary men might 

still need these products, Always does not want to alienate them by signaling that the products are only for 

those who identify as female. 

Other P&G brands also have indicated an openness to expansive gender concepts, such as a Gillette 

advertising campaign that featured a transgender teenager learning how to shave, as well as a long-running 

“Throw Like a Girl” campaign that sought to reverse the meaning of the previously derogatory phrase to mean 

something positive. 

Proponents have embraced the move as a reflection of growing awareness and sensitivity throughout society. 

Critics instead dismiss the move as pandering to an overly sensitive, small group of consumers. Some other 

skeptics noted that the packaging for Always products rarely actually featured the Venus symbol, so the 

announcement of its removal might have been more a ploy to drum up free press, rather than an actual 

strategic change. 

Regardless of the assessment though, the corporate decision reflects unmistakable consumer trends. One 

estimate indicates that more than half of Generation Z regard gender as a spectrum rather than a binary 

division, and they use or know someone who uses gender-neutral pronouns, such as “they” instead of “her” or 

“him.” Other companies similarly acknowledge these developments; Lyft allows users to select their preferred 

pronouns on their profiles for example. But at P&G, the goal appears to be the leader in this movement, 

toward more inclusivity and more appeal for the broadest range of consumers possible.  

Discussion Questions: 

1. Should companies attempt to be more inclusive of different gender identities? Why or why 

not?  

2. Why is P&G pursuing such an inclusive strategy? What benefits might it derive from gaining 

a corporate reputation for inclusivity?  

 

 

 

Back to Top



In Reviews, 5 Stars Might Not Be the Best Rating: 

Gauging Accuracy and Fraud on Review Sites 
Rebecca Dolan, “Have Online Reviews Lost All Value?” The Wall Street Journal, September 27, 2019; Lateshia Beachum, “Skin-Care Company Sunday Riley 

Settles FTC Charges of Fake Product Reviews,” Washington Post, October 22, 2019  

Use with Chapter 3, “Digital Marketing: Online, Social, and Mobile” 

When users seek out reviews, such as on the platforms provided by Amazon, Yelp, 

TripAdvisor, and other familiar sources, they likely look for the top reviewed options. 

A basic understanding of ratings scales has taught us all to agree that 5 stars are 

better than 2. But does a 5-star review really signal better quality than a 4.8-star one? 

According to recent developments and research, it actually might be the opposite. 

Several trends have led to the sense that a 5-star rating might not signify the best. 

First, inflation has influenced ratings in various contexts. Particularly on two-sided 

review platforms, such as those used by Uber and Lyft, service providers and 

consumers hesitate to offer poor reviews, for fear that they might spark retaliatory criticisms or lock someone out of the 

market. Thus, what was once required to earn 5 stars might not be the standard for this level anymore. If everyone gets 5 

stars, the rating loses meaning as a means to differentiate quality.  

Second, fraud is rampant. Unethical companies write negative reviews about competitors’ offerings and add anonymous 

positive ratings of their own products to ensure their higher scores. In one notable case, the skin care brand Sunday Riley 

sent emails to its staffers, requiring them to post reviews on the Sephora site that praised the company’s products. In 

defending the tactic, the company alleged that it had little choice, because competitors were so busy posting false 

negative reviews that it had to make up for the lies, with its own fake reviews. Other firms rely on bots or click farms to 

create the fake reviews, producing millions of them at a time. One study alleges that approximately 30 percent of all 

reviews posted online are inauthentic.  

Third, the arrival of social media influencers has created some confusion or fuzziness in the separation between 

recommendations and endorsements. That is, influencers largely seek to develop an image as “regular” consumers who 

just happen to have millions of followers, but they often receive substantial payments to promote a product. For followers, 

the line between what is a sincere recommendation and positive review, and what is a paid form of marketing 

communication, thus is difficult to draw. 

As a result of these trends, researchers note evidence that a 5-star review often gets applied to products with intricate 

review-prompting strategies, not those that offer the best quality. A product or service that earns 4.5 stars, for example, 

with a range of honest reviews that indicate both positive and negative features, may be a better alternative. According to 

researchers studying these topics, the best bet for consumers is to read the reviews, rather than rely solely on star ratings. 

Reviews that are completely negative or completely positive probably are not trustworthy. In addition, offerings with the 

most reviews might not be the best options; an extreme number of reviews might signal contributions by bots or workers 

in click farms. Finally, the writing quality should be a tip too; if the writing does not make sense or sounds very stilted, it 

might be produced by a robot.  

Beyond tactics for consumers to use to avoid fake reviews, the platforms themselves increasingly are being pressured to 

find ways to prevent the fraud. TripAdvisor uses an automated review analysis system that, according to a recent 

accounting, rejected 1.4 million of the 66 million review submissions the site received. Yelp’s system issues warnings when 

it detects a possibility of fraud, cautioning users that the positive reviews being aggregated for a particular company or 

product appear fake. But clever influencers and companies are always trying to find a competitive advantage, so 

eliminating fake reviews completely seems unlikely. It ultimately appears up to the buyer to find just the right balance of 

positive reviews, while avoiding fake 5 stars. 

Discussion Questions: 

1. Do you rely on review sites or recommendations from influencers to inform your purchase choices? How do you 

ensure they are legitimate? 

2. What can companies do to ensure their reviews are accurate? What punishments should companies receive if they 

knowingly engage in fraud? 

Back to Top  



An Increasingly Relevant Question for Fast Food: Are We 

a Restaurant Supported by Tech or a Tech Company that 

Sells Food?   
David Yaffe-Bellany, “Would You Like Fries with That? McDonald’s Already Knows the Answer,” The New York Times, 

October 22, 2019 

Use with Chapter 6, “Consumer Behavior” 

People are not visiting McDonald’s and other fast food chains in the same 

numbers as they used to do—that’s a well-recognized trend. So what are 

the companies to do? Some of them aim for innovative new products or 

expanded services. But an alternative option relies on advanced 

technology and artificial intelligence, with the idea that transforming the 

drive-through into a high-tech setting will allow the companies to gain 

efficiencies, serve customers better, and prompt more sales. 

At McDonald’s, research and development efforts are strongly focused on 

how best to add technology, especially for drive-through transactions at 

restaurant locations. Predictive analytics underlie new approaches to 

designing the display screens on menu boards. When people pull up to place their order, the dynamic displays can adjust 

to the environmental conditions, as well as the individual order. Thus on a cold day, the board might push hot coffee, but 

on a hot day, it would encourage people to add a cola to their order. In addition, once the order has been placed, 

onscreen recommendations suggest complementary items—a digital version of the familiar service request, “Would you 

like fries with that?”  

Another innovation that has been proposed but not put into practice yet would rely on visual recognition technology to 

capture license plate information and then identify consumers as they pull into the line. Arguably, it could predict what 

that individual consumer will want, based on prior orders, then have it ready without any need for further interaction. This 

idea would require customers to opt in to the service; otherwise, privacy concerns would prevent the company from 

capturing people’s identities this way. 

Furthermore, the restaurants appear on the verge of becoming far more automated. Improved voice recognition 

technology likely can take simple orders of a Big Mac and fries. Robots probably can dunk baskets of potatoes to be fried 

and even load bags with people’s orders, then hand the bags through the drive-through window. Such developments 

would mean that each restaurant could staff fewer human workers, potentially lowering the company’s labor costs, but 

also threatening to eliminate thousands of service jobs.  

With a somewhat different market, focused more on delivery than drive-throughs, Domino’s has led the way when it 

comes to introducing technology into fast-food provision. It closely integrates the various channels that people can use to 

order a pizza (e.g., phone, online, mobile app), offers real-time tracking of orders, and even is experimenting with self-

driving delivery cars. Domino’s chief digital officer is the one who raised the question in the title of this abstract, noting 

“we’ve managed to transform ourselves into an e-commerce company that sells pizza.” Is that the future for other fast-

food chains too? 

Discussion Questions: 

1. Would you appreciate a technologically enabled ordering system for your fast-food purchases? What would some 

benefits or costs be of such an offering? 

2. Do fast-food restaurants primarily provide products or services, and what should their primary focus be, moving 

forward? Defend your answer.  

3. Are there any ethical considerations associated with the move to increasing advanced technology uses in the fast-

food industry? 
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The Power of a Handwritten Letter on Construction Paper: How 

Young Girls Are Making Their Consumption Demands Known 

and Thereby Changing Product Markets   
Mihir Zaveri, “A 6-Year-Old Asks Why There Are No Female Toy Soldiers. Now, There Will Be,” The New York Times, October 21, 2019; Joel Anderson, 

“Steph Curry’s Latest Sneaker, Co-Designed by 9-Year-Old Riley Morrison, Releases on International Women’s Day,” ESPN, March 7, 2019; “Nuts and 

Gum,” The Simpsons, YouTube.com, https://www.youtube.com/watch?v=t28ZB1t6gg8   

Use with Chapter 12, “Developing New Products,” and Chapter 19, “Advertising, Public Relations, and 

Sales Promotions” 

In a telling scene in an old episode of The Simpsons,  young Lisa 

complains, “It’s awful being a kid. No one listens to you.” (Homer then 

notes that, as a white male between the ages of 18 and 49 years, 

everyone listens to him—as he pulls a can of “Nuts and Gum” out of the 

cabinet.) But Lisa might simply have been too early, because today, 

companies in a range of industries are finding that they had better listen 

to children if they want to ensure their success, avoid a public relations 

nightmare, and keep their customers happy. 

Two recent examples explicitly involve young girls demanding goods that 

their male counterparts already can enjoy. A six-year-old girl in Arkansas, 

having earned a fistful of tickets at a local game arcade, exchanged her winnings at the toy counter and requested a bag 

of army soldiers—those little green figures that can be lined up in various ways. But when she got home, she realized all 

the figures were men, even though she was well aware that women, including her best friend’s mom, serve in the military 

as well. Prompted by her mother, the girl wrote multiple toy companies, asking them to produce a new line of female toy 

soldiers. 

Most of the companies simply ignored the request. One toymaker responded, noting that the expense of designing and 

producing new variations would be prohibitive, especially considering that the demand for toy soldiers was relatively 

slight. But once the girl’s mother posted the exchange on social media—complete with a picture of the girl’s handwritten, 

sincere request, with its honest and adorable spelling errors—the toymaker was inundated with additional requests, from 

both other buyers who wanted female toy soldiers and news media asking for reactions. Recognizing they had misjudged 

the need, the company initiated production of a new product line, promising it would be available to shoppers soon. 

Steph Curry reacted a bit more quickly when a 9-year-old girl from California wrote him, in care of her favorite team, the 

Golden State Warriors, to inquire why she could not buy a girl’s version of his signature Curry 5 shoes from the Under 

Armour website. Once the letter reached him, Curry leveraged his vast social media presence and issued a rapid answer on 

Twitter: “We are correcting this now!” he promised. The shoes were introduced just a few months later, with the 9-year-old 

instigator in attendance. She also modeled the new sneakers at the product launch and contributed a design for sock 

liners to go with the shoes.  

In both these cases, the new products do more than change just the surface features. In the past, a line of male toy 

soldiers had been produced with pink instead of green coloring, but that cosmetic change was insufficient to satisfy 

consumer demands. Indeed, it even implied a certain level of dismissiveness, as if “girl soldiers” were somehow cute or 

delicate, as opposed to respected members of the military. The new line depicts realistic figures, performing military 

operations. The Curry 6s for girls are designed to fit their feet, rather than just making a pink version of boys’ shoes. Doing 

any less would be risky; carefully crafted letters written on construction paper are valuable communications that 

companies would be wise to read closely and attentively.  

Discussion Questions: 

1. How can companies solicit input from younger or underserved consumers more effectively, rather than waiting for 

them to complain?  

2. What other industries might proactively introduce versions to appeal more to underserved markets, such as girls?  
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New Uses for Warehouse Space to Support Grocery 

Delivery Services   
Ester Fung, “E-Commerce Made Warehouses Hot. Now Investors Warm to Cold Storage,” The Wall Street Journal, 

December 10, 2019 

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

The shift from brick-and-mortar retail toward 

ecommerce also prompted a parallel transition in 

the associated supply chains, as retailers sought 

more storage space to hold goods before 

delivering them, even as they demanded less 

physical store space. Creative retailers came up 

with ways to transform previous big box stores 

into warehouses, though sometimes those shifts 

came too slowly to be effective. The latest market 

dynamic suggests the need for yet another revision 

to the approach, to ensure there is enough cold 

storage to meet the growing needs of online grocery sellers. 

The grocery delivery market continues to grow, even as competitive service providers struggle to 

achieve efficiency and good logistics quality. Compared with online retailing of dry products, like 

books and clothing, selling food electronically creates a host of additional challenges. Some food 

needs to be frozen, while other items should just be cold, so a single warehouse might need to 

provide varying temperature zones. Certain products need to be defrosted slowly before being put on 

a truck for delivery. Others can never leave a frozen state and still be delivered in a way that ensures 

they are safe for consumption. 

Beyond these product-related demands, the design of cold storage warehouses entail some 

challenges too. For example, companies need quick closing freezer doors and multiple entryways, to 

avoid the risk that warm temperatures outside or in the offices infiltrate the cold storage rooms. 

Accordingly, the costs of designing and maintaining a cold storage warehouse can be three times as 

high as the costs associated with dry warehouses. 

Despite these challenges though, logistics companies are increasingly building such facilities, as well 

as seeking out buildings they can convert. They have to do so, to meet the growing demand from 

food retailers such as FreshDirect, Amazon/Whole Foods, Kroger, and Walmart. The industry features 

oligopolistic competition, such that just two big companies maintain control over more than 60 

percent of the warehouse space available in North America. They also are expanding globally. Thus 

retailers and food delivery services have little choice but to rely on these members of the supply 

chain. 

Discussion Question: 

1. Considering this description of the cold food supply chain, what are your predictions about 

pricing trends? That is, should retailers expect prices for cold storage services to drop, stay the 

same, or increase? 
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High-Tech, High-Speed Betting: How Regulatory and 

Technology Changes Might Change the Sports Wagering 

Market  
Sarah Krouse, “How 5G Could Drive Mobile Sports Betting,” The Wall Street Journal, November 11, 2019 

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

When the U.S. Supreme Court ruled that wagering on sports was 

allowed, such that each individual state could implement its own 

laws regarding such bets, it prompted some notable changes. 

Betting parlors and services expanded rapidly in states that 

passed laws allowing sports bets; consumers sought out online 

and mobile platforms that would allow them to place bets 

legally. Now, as technology advances to a new generation, such 

services and activities appear poised to grow even more 

extensively. 

In particular, the promises of 5G mobile technology include 

faster connectivity, with greater bandwidth. Thus the thousands of fans attending a particular sporting event—who 

currently tend to face slow speeds on their phones, as they compete to send a message with everyone else in the 

stadium—will soon have vastly improved smartphone capabilities in their pockets.   

If a fan attends a game in a state that allows gambling, and also has the technological capacity to access a mobile betting 

site without any delay, the opportunities for betting expand exponentially. Rather than just predicting which team will win 

a game, a dedicated fan can place a wager about whether the next play will be a run or a pass, whether a batter will strike 

out in the current at-bat, or how many penalties a hockey player will rack up in a period. Such in-game wagers already are 

more prevalent in the United Kingdom, where fans predict which footballer will score first for example.  

Other technological advances on the field will facilitate this ability even further. Players already wear various tracking 

devices that indicate their running or arm speed; balls and pucks can feature sensors that indicate distance traveled and 

speed off the bat, for example. Such information currently serves mainly to support player development efforts, but it 

clearly could be leveraged to enable ever more precise betting predictions.  

Given these capabilities, fans appear likely to embrace the service option. For example, participants in fantasy sports 

leagues already track detailed statistics about players and their daily performance. That is, they are already invested in 

minute performance details, so gambling on their ability to predict such performance displays would likely add to their 

engagement and enjoyment.  

In response to these developments, some critics have expressed concerns that they also will add to the risk of addictive 

behaviors. Gambling remains a societal problem, and making it virtually seamless for gamblers to place bets may intensify 

the addictive appeal.  

Yet wireless carriers appear determined to make it easy for consumers to adopt these offerings. In addition to leading the 

drive to make 5G available to all its customers, Verizon already owns Yahoo Sports. That arm of the business currently 

reports detailed information and news, such that it could easily inform and assess betting outcomes. The carrier also 

recently entered into a partnership with MGM Resorts International, such that the casino operator accepts bets placed 

through the Yahoo Sports app. Around the same time, AT&T announced its own partnership with the Caesars International 

casino chain. 

Discussion Questions: 

1. Do wireless carriers have any responsibility to limit access to mobile or online betting capabilities, considering the 

risks associated with gambling addiction? 

2. Is sports betting legal in your state? If so, would you be likely to place bets while watching a game? 
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Effectively Controversial or Just Plain Cruel? A Public 

Health Campaign by South Dakota  
Mihir Zaveri, “‘Meth. We’re On It’: South Dakota’s Anti-Meth Campaign Raises Eyebrows,” The New York Times, November 18, 2019; Ben Kesslen, “South 

Dakota’s ‘Meth. We’re On It’ Campaign Is Funny, But State Officials Say the Meth Problem Is Deadly Serious,” NBCNews.com, November 20, 2019 

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

The health crisis associated with methamphetamine use 

is devastating, growing, and tragic. To deal with it, 

public health officials continue to seek creative, 

alternative methods, especially in the states and regions 

that are hardest hit by the crisis. For example, in South 

Dakota, the number of people seeking help for their 

meth addictions increased by 200 percent in a recent 

four-year span.  

Determined to confront the crisis, South Dakota’s 

governor and legislature authorized a public service 

announcement campaign that depicted various images 

associated with the state—a farmer, high school football players, an outline of its borders—together with 

the tagline “Meth. We’re on it.” 

The phrase evoked multiple meanings, in addition to substantial controversy. In some readings, it implies 

that people in the state use the drug, but in others, it seems to suggest that the state is aware of and 

addressing the issues associated with meth use. According to the governor, those multifaceted meanings 

were purposeful. She wanted to bring attention to the vast reach of the crisis and force people to 

recognize that virtually everyone is being affected by meth use. But she also wanted to assure constituents 

that the state government was working on ways to help protect the population and resolve the crisis. 

External observers express skepticism about the plan though. Some complained that the ironic and 

humorous tone of the advertising campaign was inappropriate for discussing methamphetamine addition, 

which claims people’s health, livelihoods, and lives and remains incredibly difficult to overcome. Others 

noted that by seeking multiple meanings, the phrase prevented any of them from being clearly 

communicated. Furthermore, some South Dakota residents found it offensive that the government itself 

would be willing to associate their state with a devastating drug. 

The discussions suggest that, at the very least, the campaign got people talking, and that may be sufficient 

for it to be considered a success. Sadly, meth addictions are remarkably easy to develop but terribly 

challenging to treat. There is no medical option, so medical practitioners and families of addicts must rely 

on behavioral therapies, which take years to complete and have relatively poor success rates. Along with 

the public relations campaign, the state has introduced new educational initiatives for middle school 

students, expanded treatment services, and a research grant to track the locations that exhibit the highest 

rates of usage. That is, South Dakota is trying everything it can to deal with the problem of drug abuse. 

But are some of its efforts more harmful than helpful? 

Discussion Questions: 

1. Is a public service campaign that sparks a lot of controversy successful? What metrics might define 

success in this case?  

2. How did you react the first time you saw this campaign slogan? 
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Dashing Beyond Delivery: How DoorDash Is Leveraging 

All Its Marketing Options 
Dianna Christe “DoorDash Orders Multichannel Campaign with Scannable OOH Ads,” Marketing Dive, October 7, 2019; Dees Stribling, 

“DoorDash Opens Ghost Kitchen,” Bisnow, October 17, 2019; Peter Adams, “DoorDash Emulates Restaurant Pop-Up Trend in New 

Integrated Campaign,” Marketing Dive, May 20, 2019  

Use with Chapter 18, “Integrated Marketing Communications” 

As an online food delivery service, DoorDash started off with a strong digital presence, available through 

both mobile and online channels. But with the recognition that even a digital company needs an 

integrated marketing strategy, its recent moves expand its efforts into unconventional, diverse, and 

innovative channels, all while remaining consistent with its underlying service proposition.  

In particular, it continually develops integrated marketing campaigns, adding new elements and revising 

its messaging rapidly to maintain people’s attention. Its “Every Flavor Welcome,” “Delicious at Your Door,” 

and “Pop-Up” campaigns all featured communications across television, social media, outdoor, digital, and 

other marketing channels. They highlighted distinct elements of the service though.  

The first one focused on the wide variety of fast food and quick service chains that customer could access 

by using DoorDash. The second highlighted convenience aspects, such that it told stories about how easily 

people could use service. Finally, the third and most recent campaign reminds people that they can order 

from DoorDash regardless of their location, rather than only when they are at home. 

These campaigns also receive support in some 

unconventional channels. For example, DoorDash 

installed outdoor billboards that feature prominent QR 

codes. Consumers traveling home from work can scan 

the codes on their phones and place their orders while 

in transit. By the time they get home, their dinner would 

be waiting for them, at their door, as promised by one 

of the integrated marketing campaigns. 

In line with its “Pop-Up” campaign, it also began to 

experiment with novel supply chain options, including 

ghost kitchens. That is, it establishes a commissary site 

with extended kitchen equipment and supplies, then invites interested restaurants to use that site to 

produce meals exclusively for delivery. There are no onsite dining options; the entire purpose of the ghost 

kitchen is to produce the meals that DoorDash will be delivering. By popping up in a different location, the 

restaurants that participate can expand their geographic reach and offer an exciting new option for 

customers located nearby. 

Discussion Questions: 

1. How do DoorDash’s marketing efforts reflect its overall marketing campaigns? 

2. Is it effective or confusing to change integrated marketing campaigns regularly? Pose arguments 

for both sides.  
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Building on Its Black Friday Stance, REI Encourages 

Everyone to Go Even Further Outside 
Cara Salpini, “In Fifth Year of #OptOutside, REI Urges Members to ‘Opt to Act’,” Marketing Dive, October 23, 2019 

Use with Chapter 4, “Conscious Marketing, Corporate Social Responsibility, and Ethics” 

Five years ago, the outdoor gear retailer REI made 

headlines by announcing that it would be closing all 

its stores on Black Friday, the day after Thanksgiving, 

which traditionally has been the biggest day of the 

year for retailers. In explaining its decision, the retailer 

cited its concern for its employees, who deserved to 

spend the holiday weekend with their families, as well 

as its devotion to the value of getting outside and 

enjoying nature, rather than spending time in a store. 

The tradition has persisted, but REI also is determined 

to embrace and embody its social responsibility 

commitment even further. 

In discussions of this year’s initiative, it asked employees not just to take a paid day off and get 

outside but also to think about how they could commit to improving their environmental practices 

and minimize any negative impacts. Then it encouraged customers to join the effort as well, asking 

them to sign up for year-long action plans that would specify which behaviors they would adopt to 

reduce their environmental footprint. The shift in emphasis is subtle but relevant: Rather than just 

staying out of stores or going for a hike, REI is asking consumers to commit to 52 weeks of salient, 

specific action.  

To justify its right to do so, REI also notes the actions it has taken and continues to take to be 

environmentally responsible. For example, it continues to develop rental options that would allow 

consumers to borrow a tent and other camping gear for a week at a time, then return them to be 

reused by the next camper who has reserved the gear. It also accepts used gear, in return for store 

credit, which it rehabs and sells as used, extending each product’s lifecycle.  

In this sense, REI not only talks the talk, but it also walks the walk of environmental responsibility. Can 

it convince its customers to do the same? 

Discussion Questions: 

1. According to REI, making consumers aware of their environmental impact is part of its 

corporate social responsibility. Do you agree? Why or why not? 

2. Do companies have to walk the walk before they can talk the talk when it comes to 

environmental efforts, or is any attempt to be more responsible worthwhile? 
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Getting to Gamers: In-Game Marketing and Sponsorship 

Options 

Barry Levine, “Majority of Gamers Say Sponsored Content Adds to the Fun, Survey Shows,” Marketing Dive, October 18, 2019; Robert 

Williams, “Wendy’s Sponsors Mobile Games in Giphy’s New Digital Arcade,” Marketing Dive, October 17, 2019 

Use with Chapter 3, “Digital Marketing: Online, Social, and Mobile” 

What television was to previous generations of 

consumers, it appears gaming is to today’s buyers. 

Notably, among men younger than 35 years of age, 

63 percent acknowledge that gaming represents their 

primary form of social interaction and the main place 

they spend time (even if virtually) with friends. To 

access this substantial, promising market, companies 

insert marketing communications within games, using 

a variety of innovative functions that seek to match 

the entertaining character of the channel. 

For example, when playing sports-oriented games, consumers can outfit players or vehicles with 

brand logos from Coca-Cola or Red Bull. Other brands sponsor mini-competitions within the game, 

inducing players to interact with brand elements by getting them engaged in the sponsored game. 

Virtual product placements also are common, with familiar products popping up in various game 

scenarios. Rather than adding products, in Fortnite, a Wendy’s avatar appeared for a recent nine-hour 

run, determinedly entering any bombed out burger restaurant it found and destroying all freezers—in 

line with Wendy’s distinctive claim that it never serves frozen burgers.   

Rather than limiting themselves to existing games though, some companies seek to develop their 

own offerings. Here again, Wendy’s offers a notable example. It introduced some of the first branded 

games to a new digital video arcade launched by Giphy. In this arcade, users can develop 

personalized games with music and graphics that they chose, then share the result for others to play. 

The entries by Wendy’s are clearly branded, but users can adjust and alter them as they choose, with 

their own preferred elements.  

Such creative approaches appear to be working thus far. The target market of young consumers is 

famously skeptical of traditional marketing efforts, yet a survey of active gamers showed that 61 

percent of them regarded sponsored content in their games positively (and only 23 percent judged it 

negatively), acknowledging that this content offered enhanced value and enjoyment. Considering that 

gamers spend a lot of time talking about gaming with friends, these positive assessments also are 

likely to be sparking positive word of mouth. Brands would be smart to get in the game then, both 

literally and figuratively. 

Discussion Questions: 

1. Can you think of any other creative ways that brands might make an appearance in virtual 

games?  

2. Why do you think gamers find these advertising efforts appealing—what traits of the messages 

facilitate acceptance by these consumers? 
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BlackBerry: Once a Device Maker, Now a Funny 

Cybersecurity Firm  
Marty Swant, “How BlackBerry Used Improv Comedy to Make Cybersecurity a More ‘Human’ Topic,” Fortune, October 18, 

2019; Leo Sun, “A New Chapter Begins for BlackBerry as its Turnaround Bears Fruit,” The Motley Fool, April 2, 2019  

Use with Chapter 12, “Developing New Products” 

Once a favorite of corporate actors, BlackBerry phones and 

mobile devices were essentially run out of the market by 

the iPhone. Rather than fade away though, BlackBerry 

decided to pivot and emphasize an element that had long 

been a source of its competitive advantage: its stellar 

experience and understanding of how to keep data and 

devices secure. 

Now generally described as an enterprise tech firm, 

BlackBerry develops and sells software to make 

technology applications safer. Its QNX software ensures 

safety standards for self-driving cars and has been adopted in approximately 150 million vehicles. Similarly, its 

Spark software provides precautions installed into Internet of Things–connected devices in people’s homes and 

offices.  

Another innovation is the BlackBerry Enterprise Service, which helps companies track where employees’ 

company-provided phones are. The motivation for developing this software emerged from research that the 

company did, in which it learned that the biggest risk to data security, according to many executives, is not 

some nefarious hacker. Rather, it’s careless employees who leave their company-provided phones in a 

restaurant or taxi, as well as impatient ones who disable security safeguards on their devices (e.g., passwords) 

so that they can access them faster. Such human errors, even if unintentional and innocent, can risk the loss of 

massive amounts of sensitive, valuable data. 

In recognizing this need, BlackBerry not only developed the software but also turned to an unusual source for 

inspiration on how to market it: improv comedians. That is, the new product is highly technical and 

sophisticated, because it aims to create multiple layers of advanced cybersecurity. But it also was designed to 

protect against the sort of bumbling errors that everyday people make all the time, and often find funny after 

enough time has passed. So why not invite comedians to discuss ways to make the offering more appealing? 

By gathering input from improv comedians, trained specifically in dealing with the unexpected, the company 

devised a campaign that both humanizes and simplifies the problem. Leaving a company phone in a taxi is 

something that pretty much anyone can understand, and so BlackBerry helps potential users comprehend the 

risk, as well as highlighting how its products can help them minimize the damage.  

Discussion Questions: 

1. Is humor an effective way to communicate sophisticated ideas like cybersecurity threats and solutions?  

2. What enabled BlackBerry to survive, even after its initial offering fell out of favor in consumer markets? 

How did it do so?  
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Should the Price of Prescriptions Depend on Your 

Nationality? Because It Currently Does  
Joanne Lu, “Drug Prices Can Take a Surprising Turn When a Poor Country Gets Richer,” NPR, July 8, 2019  

Use with Chapter 8, “Global Marketing,” and Chapter 15, “Strategic Pricing Methods and Tactics” 

Global reports track various indicators of economic health; one of them undertakes an assessment of the cost for people 

to obtain medically necessary, often life-saving prescription drugs. Over time and across countries, such reports 

consistently show one thing: There is no consistency when it comes to pricing.  

In particular, patients in countries that are emerging from the bottom of the pyramid pay more than nearly anyone else. 

Compared with the poorest global citizens and the wealthiest, it is these consumers somewhere in the middle, though still 

at great risk of being unable to support themselves and their families, who get stuck with the highest prices. 

This outcome is a result of several forces. In particular, in developing nations, the pharmaceutical industry is often a 

monopoly. Stringent bureaucratic requirements and extensive licensing demands, as well as underdeveloped logistics 

capabilities, make it very difficult to establish distribution operations in many countries. The few providers that have 

managed to overcome these hurdles thus feel free to price the drugs they import at nearly any level they choose. 

Desperate patients will likely pay far more than they can realistically afford to obtain the medication, and there is no 

competition to offer cheaper options. In the Philippines for example, only one company has the rights to sell antiparasitic 

compounds. As a result of such monopoly markets, a chemotherapy treatment that costs an estimated $200 per year to 

produce costs patients $8000 in Brazil and a whopping $30,000 annually in South Africa.  

In contrast, in the very poorest countries in the world, even if the 

pharmaceutical industry structure is similarly a monopoly, international aid 

organizations work to establish safe and reliable channels for medical supplies. 

For example, nongovernmental organizations such as UNICEF and the Global 

Fund to Fight AIDS, Tuberculosis, and Malaria embrace their self-imposed 

mandates to obtain and then distribute medications that can halt the spread (or 

even eliminate) preventable diseases. However, once a country achieves a 

certain minimal level of development, many of these organizations seek to turn 

their attention and devote more of their resources to other areas that remain in 

dire conditions. But their situation is still precarious, so the removal of this global source of support can have terrible 

consequences for individual patients. 

Another contributing factor pertains directly to marketing and the value created by branding. Consumers who are less 

familiar with generic drugs and the rules surrounding them, as well as less able to access in-depth information, tend to 

demand branded versions. The well-known name brand offers at least some guarantee of quality for a product that they 

cannot judge in advance. Therefore, whereas in more developed markets, branded prescriptions must compete against 

lower priced generic alternatives, such competition and its price-lowering effects does not exist, by and large, in less 

developed countries.   

These reports rely on extensive investigative efforts; currently, neither countries nor pharmaceutical firms are required to 

disclose the prices charged. Thus consumers have no way of knowing whether the prices they are paying are more or less 

than what people in a different nation might be spending. Publicly available records thus might be helpful in resolving the 

public health crisis, but naturally, pharmaceutical firms would prefer to keep such information private.  

Discussion Questions 

1. Should pharmaceutical firms be allowed to keep their pricing policies private, as long as markets will bear the 

varying prices charged?  

2. What are some other options for regulating the prices of life-saving medications? Or are regulations even 

needed?  

Back to Top 



The Disproven Myth of Objective Algorithms, This Time 

by Apple Card  
Neil Vigdor, “Apple Card Investigated After Gender Discrimination Claims,” The New York Times, November 11, 2019; Jaime Condliffe, “The 

Week in Tech: Algorithmic Bias Is Bad. Uncovering It Is Good,” The New York Times, November 15, 2019  

Use with Chapter 9, “Segmentation, Targeting, and Positioning” 

A key promise of algorithms, supported by artificial intelligence, is that 

they take some of the guessing and subjectivity out of decision 

making. They apply the same rules every time, without emotion, so 

the outcomes they produce arguably should be fairer, more accurate, 

or more relevant. But those claims ignore a basic foundation for even 

the highest tech applications available today: The algorithms are still 

being written by humans, whose inherent, unconscious biases 

influence every line of code they write. 

In this sense, algorithms themselves appear inherently biased, but 

identifying, confirming, and addressing this bias is particularly difficult. 

A recently reported example makes that difficulty clear: A married couple, with the same shared household assets and 

debts, each applied for an Apple Card when the new product was introduced. Although the wife had earned a higher 

credit rating over time, the credit limit she was offered, according to the algorithm that the bank used to generate its 

decision, was more than 20 times less than the limit granted her husband, with his somewhat lower credit score. According 

to their accounts of the situation on Twitter, calls to Apple and to Goldman Sachs, the bank that underwrites the credit 

accounts, resulted in customer service representatives who repeatedly claimed that because the algorithm assigned the 

credit limit, there was nothing they could do.  

After the social media account went viral, an Apple spokesperson released an assurance that credit decisions were not 

based on gender, race, or other such categorizations—which would be illegal. But government agencies also have 

announced that they are investigating the matter. In addition, other consumers shared their similar experiences, including 

even Steve Wozniak, one of the original founders of Apple, who received a 10 times higher credit limit than his wife.  

These incidents may seem comparatively minor; it is not as if the applicants were refused credit, nor were these wealthy 

consumers at risk of suffering lasting damage to their buying capabilities or creditworthiness. But their shared experiences 

offer evidence that biases are widespread and therefore influencing a range of marketing offers. Even if the discrimination 

created by the algorithmic biases is unintentional, its can mean that certain segments of consumers are prevented from 

accessing appealing purchasing and employment options. If for example an algorithm determines that it should not show 

real estate ads to a potential buyer, due to that person’s individual characteristics, it represents a form of discrimination 

that is both unethical and contrary to societal norms.  

Furthermore, if they are not married to someone receiving a parallel offer at the same time, consumers are unlikely to 

know if they are victims of such bias. Although it may be impossible to eliminate all such biases, the goal needs to be to 

recognize its existence, have policies in place to minimize and remediate it, and continue seeking solutions to reduce its 

effects overall. 

Discussion Questions 

1. Why did the women in these examples receive lower credit limits, despite their excellent credit ratings? That is, 

what kind of bias is at play, and why does it exist? 

2. Are biases ever acceptable, such as when targeting different customers using different prices for the same 

product, in an attempt to segment the market?  
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The Drones Are Coming, and They’re Carrying Blood, But 

It’s Not as Scary as It Sounds  
Jennifer Smith, “UPS Strikes Agreement to Use Drones to Deliver Medical Supplies,” The Wall Street Journal, October 21, 

2019; Lisa Baertlein, “Drugstore Drones: UPS Will Fly CVS Prescriptions to U.S. Consumers,” Reuters, October 21, 2019  

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

Getting medical specimens, critical drugs, and blood 

samples to and from hospitals and labs can be a 

logistical nightmare. Although the items are often 

relatively lightweight and small, they are delicate, 

require rapid transport, and might create infectious 

disease risks. These features all informed UPS’s 

decision to advance its drone delivery services 

expressly for the hospital and medical industries. If a 

sample is being carried by a drone, it can get to the 

lab faster, without worrying about running into traffic on roads, and with less chance of human 

contamination.  

Through a subsidiary it called Flight Forward, UPS already has confirmed the drones’ capacity and 

effectiveness in a pilot test with a hospital in Raleigh, N.C. The experiment cut delivery times to an 

average of 3 minutes, whereas on-road delivery services took an average of 19 minutes. Efficiency 

gains are critical in this industry; if blood testing results can come back faster, or an organ transplant 

can get to a patient with less time, it offers vast promise for saving people’s lives. 

Moving beyond the hospital setting, UPS also plans to work with CVS to develop options for 

delivering prescription medications to consumers at their homes. This option may prove more difficult 

to organize. Whereas hospitals often have dedicated areas to receive critical deliveries (e.g., helicopter 

pads), as well as constant staffing of personnel who can take delivery, consumers’ homes vary widely, 

which may make safe delivery more difficult. It also will require considerations of how to prevent fraud 

and misuses of prescription drugs. However, if UPS can address those challenges, the benefits again 

are clear. Patients whose health conditions make it difficult for them to get to a pharmacy would 

enjoy improved health and quality of life if they could receive their needed medications efficiently and 

at their door.  

Discussion Questions 

1. Can you think of any other promising health-related applications of drone deliveries? 

2. What are some options UPS might use to ensure accurate deliveries, of the right drugs to the 

right patients, as it develops its consumer delivery capabilities? 
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