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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: 

 

How a Political Ad Evolves as It Moves 

Around America 
 Candidates spend millions of dollars to run political ads 

during an election cycle. WSJ followed some of the 

candidates' ads around America to see what subtle 

differences there are for certain markets.   

 7:26 min 

 Use with Chapter 9: “Segmentation, Targeting, and 

Positioning” 

 Video Link 

 

 

‘A Public Health Crisis’: Lawsuit Claims Juul 

Targeted Teenagers 

 The Massachusetts attorney general announced a lawsuit 

against Juul Labs, accusing the vaping company of 

marketing to young, nonsmokers during its launch period.  

 0:46 min 

 Use with Chapter: 4, “Conscious Marketing, Corporate 

Social Responsibility, and Ethics” and Chapter: 19, 

“Advertising, Public Relations and Sales Promotions” 

 Video Link 

 

 

 

 

 

https://www.wsj.com/video/how-a-political-ad-evolves-as-it-moves-around-america/A2B7EB99-35F2-4755-97C8-16D2F9517776.html
https://www.wsj.com/video/how-a-political-ad-evolves-as-it-moves-around-america/A2B7EB99-35F2-4755-97C8-16D2F9517776.html
https://www.nytimes.com/video/business/100000006976875/juul-massachusetts-lawsuit.html?searchResultPosition=2
https://www.nytimes.com/video/business/100000006976875/juul-massachusetts-lawsuit.html?searchResultPosition=2


When the Sharks Are Circling: The Selling Lessons to Learn 

from Shark Tank Contestants 
Hayden Field, “A ‘Shark Tank’ Alumnus Reveals How to Use Psychology to ‘Sell’ Customers and Investors on Your Company,” Entrepreneur, 

February 4, 2020; Gary Levin, “‘Shark Tank’: All Your Burning Questions, Answered,” USA Today, January 4, 2019. 

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

For more than 11 seasons, Shark Tank has engaged television 

audiences by pulling back the curtain on how small 

entrepreneurs might get funded. In the show, small business 

owners have opportunities to make compelling “elevator 

pitches”—that is, brief presentations of their ideas that highlight 

what makes those ideas of potential interest—to a panel of 

expert investors. These investors all have long-running 

experience investing in various companies, and in the show, 

they decide at the moment whether to offer investment of some 

of their own money in the novel ideas. 

For entrepreneurs that earn the opportunity to be on the show, 

the potential is huge. Not only do they have a chance to receive 

substantial and often critically important funding, but they 

might reach a massive, nationwide audience of viewers, meaning that their target market immediately and automatically 

increases. But to attain these positive outcomes, they have to sell their ideas to at least three different audiences, each of 

which demands unique approaches. 

First, they have to get accepted onto the show. An estimated 40,000 people apply each year; just 158 are selected. Thus, 

even though the online application can be completed relatively quickly, convincing the show’s producers to accept them 

requires far more effort. Entrepreneurs need to sell themselves and their products through a video and text descriptions. 

Because they cannot interact in person, they need to rely on strong video technology skills and be able to present 

themselves appealingly. One successful applicant noted that in the first several versions of his video, he and his partner 

came off wooden and awkward. Once they took a break to grab some pizza and wine though, they filmed an exciting, 

entertaining video in which he acted like a human jack-in-the-box.  

Second, they have to appeal to the sharks. This highly skeptical audience comes in to the presentation ready to poke holes 

in the business plan—not only because they are putting their own money at stake, but also because it makes for good 

television if they issue tough challenges. The show does not allow do-overs if contestants make a mistake either. Thus the 

applicants must be totally and completely prepared, with detailed company information on hand. Before going onto the 

set, they should have carefully identified any possible concerns that these buyers might have, so that they can address 

them confidently and accurately. 

Third, though receiving the funding is clearly helpful, even entrepreneurs that do not convince a shark might benefit from 

the increased exposure the show grants their products. Therefore, they must be prepared to serve customers who watch 

and are ready to buy, by having a well-designed website already available and operational and ensuring they have 

sufficient production capabilities to meet the new demand. With these resources in place, they can complete the sale to 

their end customers.  

For all three audiences though, the key is a well-told story. If an entrepreneur can engage them with a totally clever 

product, supported by a heart-felt origin story and accounts of the adversity he or she has sought to overcome to achieve 

dreams of greatness by bringing a product to market, the opportunities for success in conventional markets will be that 

much greater. 
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Are Multilevel Marketing Sales a Route to Fabulous Wealth or 

Really Just a Pyramid Scheme? 
Lisette Voytko, “Herbalife, Younique, LuLaRoe, and Other MLMs Are Suddenly Under Fire,” Forbes, November 9, 2019; Gaby Del Valle, 

“Multilevel Marketing Companies Say They Can Make You Rich. Here’s How Much 7 Sellers Actually Earned,” Vox, October 22, 2018; Chavie 

Lieber, “More than 100 LuLaRoe Sellers Have Filed for Bankruptcy,” Vox, April 30, 2019; Hayley Peterson, “LuLaRoe Is Facing Mounting Debt, 

Layoffs, and an Exodus of Top Sellers, and Sources Say the $2.3 Billion Legging Empire Could Be Imploding,” Business Insider, November 20, 

2018  

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

In multilevel marketing (MLM) sales structures, the sales consultants affiliated with the 

company purchase products at a wholesale price, then seek to charge retail prices for the 

inventory that they have bought. The history of this sales approach is long and varied, 

embodied in such famous brands as Mary Kay Cosmetics, Amway, and Pampered Chef, 

as well as more recent entries like LuLaRoe, doTerra, and Tastefully Simple. According 

to proponents, MLM offers substantial opportunity to earn profits, as well as a flexible 

work schedule that can be a great benefit to parents of young children or full-time 

employees looking to earn more money on the side. 

But for critics, MLM is indistinguishable from pyramid schemes, illegal tactics that rely 

on recruiting a constantly expanding group of investors, who pay to join and commit to 

inducing others to do so. In a pyramid scheme, the profits earned from these recruitments 

then go to earlier investors, such that those at the top of the pyramid might earn vast 

amounts, whereas those at the bottom likely suffer losses, because the model ultimately is 

unviable. There simply is not an unlimited pool of investors that can support the pyramid 

indefinitely. 

Although MLMs arguably differ from pyramid schemes, continued evidence from recent events in the MLM industry 

suggest that the lines often get crossed. For example, vendors for the LuLaRoe clothing company were seemingly 

everywhere in the mid- to late 2010s. Approximately 77,000 consultants had joined, purchasing vast stocks of stretchy 

leggings, soft dresses, and comfortably loose tops. The company reported $2.3 billion in sales. But those numbers have 

dropped dramatically, such that more than half of the consultants have separated from the firm, noting that they never 

made any profits, and even lost money—an outcome they also say was virtually inevitable, because of the way the system 

was structured. 

In particular, consultants joining LuLaRoe are required to purchase, at a minimum, 248 pieces of clothing included in a 

$5000 initial order kit. To earn bonus incentives, they also have to buy additional monthly specials. Then they are 

responsible for their operating costs, such as renting booths at local craft fairs, buying hangers and clothing racks, or 

maintaining a website to reach online customers.  

Beyond selling the clothing, the consultants are pushed to recruit other sellers. For each new consultant they attract, they 

earn a commission, as well as a percentage of that new consultant’s sales. But this push by the company to get consultants 

to attract others to join means that the sellers are encouraging new competitors to enter the market and potentially take 

away some of their own sales. Once a market for the product becomes saturated with sellers, it is unlikely that anyone can 

sell enough to make a profit.  

In addition to leaving the firm, many consultants have initiated lawsuits, alleging that LuLaRoe cheated them. In 

Washington State, a class-action lawsuit also accuses the company of deceptive practices.  

LuLaRoe is just one example, and the business model continues to spread to various product sectors. An estimated one in 

six U.S. households participates in MLM. Furthermore, the Federal Trade Commission does not impose a definitive rule 

for distinguishing between illegal pyramid schemes and MLM, so companies continue to seek success and profits by 

leveraging the benefits of a vast army of enthusiastic consultants selling their products.  
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Recommended for You (to Buy): Predictions of How Streaming 

Services Will Soon Allow for Personalized Product Placements 
Tiffany Hsu, “You See Pepsi, I See Coke: New Tricks for Product Placement,” The New York Times, December 20, 2019 

Use with Chapter 10, “Marketing Research,” and Chapter 18, “Integrated Marketing Communication” 

A combination of two existing marketing practices—product 

placements and personalization—suggests a new leading edge 

for advertising. Specifically, streaming services such as Netflix 

and Hulu are gearing up to help advertisers personalize their 

communications not just during breaks between shows but even 

during the show itself. 

The personalization would reflect various consumer data. If one 

viewer is watching a streaming show in the morning, the lead 

character might be depicted eating cereal. If another is watching 

late in the evening, that very same character, in the same scene, 

might appear to be chowing down on ice cream instead. In 

addition to timing, the placements could vary with consumer 

preferences, such as whether the viewer is more likely to 

respond to a chase scene populated by sports cars or SUVs.  

These insights are uniquely available to streaming services, which constantly collect data from viewers as they interact 

with the service. The streaming services already use them to design the advertising that appears when a user pauses a 

show or in between episodes. For example, if a consumer watches more than three episodes of a show during one sitting, 

Hulu will queue up advertisements for Kellogg’s, with the anticipation that this binger might be ready for a little snack.  

Other experiments are even more interactive. On Netflix, viewers of Bandersnatch had an opportunity to click to decide 

which of two cereals would appear in the background of a scene taking place in a kitchen. The preferred choice then 

appeared as part of the scene, later in the program. Such insights are deeply valuable for advertisers, but they also promise 

to engage users more with the program. Instead of just watching passively, they can signal their preference, in a game-like 

setting, then have the fun of seeing their choice pop up just a little later.  

Alternatively, on Vudu, which is owned by Walmart, the interaction can be even more direct. The service features 

“shoppable ads,” so that smart television users can click a purchase button on their screens during advertisements for 

various products. The click automatically enters the item into their virtual shopping cart on Walmart.com, such that they 

do not even need to switch to their phone or computer to make a purchase of something they find appealing. 

The promise of further developments suggest they will probably be less evident and more understated than these existing 

examples. Because these service providers already possess so much data about consumers, based on their activities and 

choices, they can work in subtly to design content that explicitly appeals to consumers. A billboard that appears in the 

background of an outdoor scene in a popular show thus might change for each viewer, serving up a unique advertisement 

for the most relevant offerings for each person. Will such novel and seemingly subtle targeting be the advertising of the 

future? 

Discussion Questions: 

1. How does this modern version of product placement differ from traditional, historical uses? 

2. Beyond consumer goods firms, what kinds of marketers might be interested in gaining insights into how to 

perform personalized product placements? 
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A Brave Innovation or a Stubborn Refusal to Gauge Consumer 

Preferences? The Saga of Automotive Fuel Cell Technology  

Faiz Siddiqui, “The Plug-In Electric Car Is Having Its Moment. But Despite False Starts, Toyota Is Still Trying to Make the Fuel Cell Happen,” 

Washington Post, February 26, 2020 

Use with Chapter 5, “Analyzing the Marketing Environment,” and Chapter 12, “Developing New 

Products” 

Electric and hybrid cars have made great headway in the automotive 

market, such that they are no longer much of a novelty. Still, they 

remain less common than conventional gasoline engines, and their 

ability to shift the world toward more sustainable driving practices 

appears somewhat limited. Accordingly, several car companies, and 

Toyota primarily, seek an alternative option, in the form of hydrogen 

fuel cells to power vehicles.  

A hydrogen fuel cell functions similar to a gasoline engine, except 

that it relies on the world’s most abundant element. A fuel cell holds 

enough hydrogen to power the motor for about 300 miles, also 

similar to a gasoline engine. Once it is depleted, it needs to be 

refueled—again, just like a conventional car driver would pull up to 

the gas pump. 

But the similarities end there. Notably, unlike the vast availability of gas stations nearly everywhere in the developed 

world, hydrogen fuel stations are few and far between. The limited development of this market also means that there are 

not many alternatives in place that can ensure consistent supply. For example, when one supplier in the San Francisco Bay 

Area suffered an explosion, rendering it unable to service local hydrogen fuel pumps, there was no competitor available to 

take on the task. Drivers had no place to go to refuel, leaving them stranded and frustrated. 

The accessibility issue is not limited to crisis situations though. There are only 61 hydrogen fuel stations in the United 

States. Other countries have more of them per capita; in particular, Japan has many more of them, driven both by the 

initiative of Toyota, as a local car manufacturer, and nationwide concerns about energy security. Japan lacks any of its 

own reserves of oil, and its experiences with nuclear disasters, such as at the Fukushima reactor, have made consumers 

leery about relying too much on that option. Therefore, hydrogen represents a much more popular and appealing source 

there. 

In the United States though, the story is different. Toyota has focused most of its efforts to expand the market for fuel cell 

vehicles in California by introducing its Mirai model in showrooms in various cities. The state, generally known for its 

sustainability efforts, offers buyers a $10,000 tax break and a $15,000 fuel credit in return for purchasing a Mirai from 

Toyota, which is priced at around $60,000. The generous credits reflect the valuable environmental promise of fuel cell 

cars, which only emit water from their tailpipes, rather than any harmful pollutants. The state also has announced plans for 

at least 1,000 hydrogen fuel stations by the end of the 2020s. 

But in the meantime, not a lot of consumers are buying it, literally or figuratively. Environmentally conscious drivers have 

vastly increased choices of hybrid and electric cars. If they choose an electric car, they can easily “refuel” it by plugging it 

in at home. The prices of these options also have continued to grow more reasonable, such that they are not substantially 

more expensive than comparable gasoline models.  

In the face of these seemingly negative trends—and dismissive predictions of its failure by Tesla founder Elon Musk—

Toyota is standing firm. It plans to increase production of its Mirai model from 3,000 to 30,000 cars next year. 

Discussion Questions: 

1. Is Toyota’s dedication to hydrogen fuel cell technology reasonable—that is, is it evidence of forward thinking or a 

signal of failing to account for the marketing environment?  

2. What kinds of factors might account for the varying reception of hydrogen fuel cell vehicles in different 

countries? 

Back to Top  



Is Sugar by Any Other Name Just as Sweet? Labeling 

Controversies for Sugary Foods Calling Themselves Healthy   
Anahad O’Connor, “Are Foods Labeled ‘Low Sugar’ Misleading Consumers?” The New York Times, February 26, 2020   

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

Strict rules exist for what food companies can claim with regard 

to the fat, calorie, cholesterol, and sodium they contain. The 

standards are clear and well-established, so when a package on a 

store shelf promises that the food contained within is low in fat, 

consumers know that the amounts are less than that threshold. 

But no such clear guidelines exist for sugar, meaning that 

manufacturers have a lot more leeway for making rather 

questionable packaging claims—though that status might be 

changing. 

Critics and health experts, noting that sugar consumption 

represents a prevalent and increasingly recognized health 

concern, allege that phrases like “lightly sweetened” or 

“healthy” should not appear on foods that contain so much sugar 

that one serving would account for about half of the person’s recommended daily allowance. For example, Honest Tea 

contains 25 grams (or about 6 tablespoons) of added sugar, yet its label refers to the beverage as “Just a Tad Sweet.”  

From the manufacturers’ perspective, such phrases are legitimate. They refer to the taste of the food or beverage, without 

making explicit claims about the precise amount of sugar contained in them. As the maker of Grape Nuts and other 

cereals, Post even countered complaints by asserting that it had a First Amendment right to promote its products as 

healthy. Furthermore, regardless of the marketing phrases featured on product packaging, all foods must provide a 

nutrition label, so consumers arguably can find the sugar content easily. 

Yet the ubiquity of questionable health claims, as well as the potential for creating consumer confusion, largely lead 

critics to reject these arguments by food manufacturers. They assert that using health-related terms, especially with regard 

to sugar content, represents a deliberate attempt to mislead consumers. In some cases, juices, granola bars, and other 

products that claim to be lower in sugar actually contain more than competitive offerings that do not market themselves 

according to this consumer health benefit. Another potentially confusing tactic instead relies on different language to refer 

to sugar, such as calling it “organic dehydrated cane juice solids.”  

A likely outcome will be increased enforcement and new standards from the Food and Drug Administration. Lawsuits 

against the companies are continuing, and evidence of the harmful health consequences of excessive sugar consumption 

also continues to mount. After settling a class action lawsuit for $20 million, Kellogg’s agreed to remove terms like “heart 

healthy” from its Raisin Bran boxes. But another lawsuit against General Mills was dismissed, after the judge determined 

that the nutrition label provided sufficient and accurate information for consumers to use. For now, it may be up to 

consumers to take responsibility to read the whole package, not just the claims on front. 

Discussion Questions: 

1. As a consumer, are you swayed by vague packaging claims like “less sweet” or “healthy”? What kinds of 

products do you buy in response to such marketing? 

2. Should the FDA institute clear standards for marketing related to sugar levels, similar to those it imposes for 

calories and fat?  
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Dealing with Modern Life by Playing: LEGO Promises 

Mindfulness and Meaning for Adults   
Abha Bhattarai, “Lego Sets its Sights on a Growing Market: Stressed-Out Adults,” Washington Post, January 16, 2020 

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

People are tired, stressed, and overworked. It may seem 

oversimplified, but it also appears to be a lasting consumer 

trend, meaning that more and more marketers can use their 

sense of stress as an effective targeting tool. Consider, for 

example, how LEGO is promoting its bricks and building sets 

as the perfect respite for frazzled consumers who just want a 

break from modern life. 

Unlike its conventional market of children learning to develop 

their cognitive skills, adults playing with LEGOs tend to want 

clear instructions. They do not want to have to think too hard, 

exhibit creativity, or come up with solutions to design-related 

problems. In many cases, they are actively seeking a state of 

mindfulness, encouraged by popular wellness programs that 

suggest meditation and calm thinking states can be greatly beneficial for health and happiness.  

Clicking together bricks, according to specific, diagrammatic instructions, is one way to achieve such mindfulness. They 

also might play while watching television or interacting with their families, so even if they are not achieving a meditative 

state, it is enjoyable. Such pursuits also help explain the increased popularity of adult coloring books and puzzles—

engaging and enjoyable activities that do not demand too much cognitive energy from tired people at the end of a long 

workday. 

For these consumers, LEGO has designed sets that evoke nostalgia and familiar scenes, such as one that represents the 

fictional Central Perk coffee shop from Friends. The instructions are “foolproof” and emphasize that there is no way to 

mess up a LEGO build, because it is always possible to take it apart and try again. These efforts aim to eliminate any risk 

of frustration or feelings of inadequacy, for consumers who already experience enough of those negative emotions in their 

daily lives. 

Of course, not all adult LEGO fans are seeking easy escapes. A notable contingent of AFOLs—that’s “adult fans of 

LEGO”—pursue the hobby vigorously and even competitively. They would likely reject easy builds of nostalgic Batman 

vehicles from their youth, because they want to demonstrate their impressive skills, as highlighted in the new reality 

competition show LEGO Masters. Yet this demographic is well supplied by LEGO’s existing products, which offer 

compelling challenges. 

The casual adult builder is the new market. Because of the diversity of product versions it already has established over the 

years, LEGO did not need to undergo much product testing to come up with new iterations. The little plastic blocks, when 

packaged and marketed in various ways, can seemingly be all things to all consumers. It just depends on what people want 

to build with them. 

Discussion Questions: 

1. What other target markets might LEGO define and pursue, beyond children, AFOLs, and casual builders? 

2. Are there any other segmentation variables that LEGO should use in marketing its toys to casual builders? For 

example, is gender a relevant variable? 
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Marketing Your TikTok Account by … Sleeping?  
Taylor Lorenz, “How to Make Money in Your Sleep,” The New York Times, March 6, 2020 

Use with Chapter 1, “Overview of Marketing” 

Although a lot of the examples we use in these abstracts refer to 

companies conducting marketing campaigns for their products, 

the modern world also allows a different form of marketing that 

promotes people’s individual “brands.” For example, on 

TikTok, young users seek to establish appealing streams to 

attract more followers, who then might donate virtual coins to 

their accounts. 

Most efforts involve entertaining displays of dancing, effective 

edits and silly cuts, or other exciting and engaging content. But 

in a new development, TikTokers are finding that they can 

expand their reach by streaming a far less active view, namely, 

of themselves sleeping. Because the service enables followers to 

comment on live streams, which are not archived, the dark, 

static background provided in sleep videos creates an ideal setting for chats. In a sense, the quiet TikTok streams, unlike 

the often nearly manic activity in other videos, gives the consumers a blank screen on which they can achieve their 

consumption goals, such as establishing connections with other consumers.  

It isn’t just sleep though; one TikTok account showed a pyramid of Solo cups, along with a note indicating that the 

account holder was asleep in the next room while the live stream was playing. Essentially, any static or calming image can 

work to provide consumers with the format they desire to meet their needs to connect with other TikTok users. 

In return for establishing this calming, valuable setting, the posters earn hundreds or thousands of new followers. The 

digital coins some viewers donate also might earn them some payment. Several users report receiving about $10–$50 per 

session—not enough to support them maybe, but far more than they would have accrued if they were just sleeping without 

sharing it with the TikTok universe.  

Other platforms also feature some sleep videos, though some of them expressly ban this content. For example, Twitch 

requires content creators to continue playing the video games they live stream, rather than leaving the feed unattended. 

However, the difficulty of monitoring such attendance means that similar videos, of gamers who have fallen asleep at 

their consoles, also have attracted followers and literally millions of shared views across other platforms. The modern 

economy might be digital; is it also perhaps best described as somnolent?   

Discussion Questions: 

1. What features of TikTok make it an effective setting for marketing personal brands?  

2. Would you watch a sleep video on TikTok? What value might you gain from doing so? 
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Subscribing to Your Daily Caffeine Fix: A New Pricing Model 

from Panera  
Hayley Peterson, “Panera Just Launched an Unprecedented Subscription Offering Unlimited Coffee and Tea for $9 per Month,” Business Insider, 

February 27, 2020; Janelle Nanos, “A Netflix for Coffee? Panera Offers an $8.99 a Month Coffee Subscription,” Boston Globe, February 27, 2020 

Use with Chapter 6, “Consumer Behavior,” and Chapter 15, “Strategic Pricing Methods and Tactics” 

In introducing a monthly subscription service for coffee, Panera 

is pursuing an innovative pricing strategy that reflects shifts in 

how people view the food they eat and how much they should 

pay for it. The strategy is thus both a result of insights into 

consumer behavior and a novel tactic that Panera hopes will 

lead to enhanced customer loyalty and revenues. 

An inspiration for the subscription, which costs $8.99 per month 

and allows people to refill their cups every two hours, began 

with the realization that more consumers are eating breakfast on 

the go. Sales of cold cereal to eat at home are down; at the same 

time, breakfast items are accounting for increasing amounts of 

most fast food restaurants’ sales. Thus Panera recognized an 

opportunity. It already has menus in place to serve breakfast 

customers. What it really needs to do is convince them to visit its restaurants, instead of competitors like Dunkin’ or 

Starbucks. 

A regular cup of coffee from Panera costs about $2.20, so if a person visits to grab a cup of coffee (or tea) just four times 

in a month, the pricing plan is beneficial. Such a promise is extremely appealing to many consumers, especially those who 

express increasing concerns and guilt about how much they spend on coffee when they buy away from home. When 

people feel guilty about their consumption, it reduces their enjoyment. By reducing this sense of guilt, Panera believes it 

can improve people’s enjoyment and attitudes toward its brand. 

To obtain the subscription, consumers have to download and use Panera’s app, which also enables them to preorder items, 

so that they can grab and go. They even can schedule pick-ups up to two weeks in advance, such that someone who knows 

she will be driving by every morning at precisely 7:30 a.m. can set multiple orders, conveniently and easily. In this way, 

the subscription provides additional benefits, in terms of efficiency and convenience, to consumers, and it helps Panera 

make closer connections with those consumers, through its app as another relationship channel.  

In limited pilot tests, the subscription appeared popular, so Panera is rolling it out nationwide. In particular, more than 90 

percent of test subscribers agreed to reenroll for a subsequent month. In addition, in these test markets, participation in its 

loyalty program increased by 25 percent, which indicates that the subscription is encouraging more people to interact with 

and exhibit some level of loyalty to the restaurant chain.  

Of course, in offering all these benefits and relationship links, Panera also hopes to encourage more profitable consumer 

behaviors. Someone stopping by for a morning tea or coffee is more likely to grab a bagel or breakfast sandwich than a 

consumer who does not stop. If they do so consistently, Panera even might expand the subscription service, such as 

offering a daily bagel plus coffee for a higher price. 

Discussion Questions: 

1. Is Panera likely to earn profits off this subscription service? What factors would you need to consider to 

determine this likelihood? 

2. Would you subscribe to such a service? Why or why not? 

3. Do you anticipate that other restaurants will adopt a subscription model too? 
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When Regulations and Marketing Strategies Align: Direct-to-

Consumer Drug Sales on Social Media  
Suzanne Zuppello, “Startups Are Selling You Pills through Instagram. Why Don’t They Say Which Ones?” Vox, September 25, 2019 

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

The rules for marketing prescription drugs are strict, and even 

beyond legal limitations, various platforms impose additional 

rules. For example, on Instagram, pharmaceutical companies 

may not post advertisements that mention drugs by name. But 

that limitation has created a vast opportunity for companies that 

seek to sell their products directly to consumers, because in 

avoiding naming the drug, they can focus more on the benefits it 

might offer. 

This approach reflects a long-standing marketing precept, that 

what marketers must sell is not the product itself but what the 

product enables the consumer to achieve (i.e., do not sell the 

drill bit, market the hole that it will make). For prescription drug 

makers, that strategy is ideal, because they can highlight how great people will feel eventually—after their migraines have 

been diminished or their hair has grown back thicker. Such communications are far more appealing, and likely to prompt a 

click on the site, than depressing descriptions of struggling with a debilitating headache or a rapidly balding head. 

In appealing directly to consumers, these marketing messages also take care with regard to the claims they make, to avoid 

invoking stricter legislative restrictions. In the United States, direct-to-consumer (DTC) messaging can be categorized as 

product claim, reminder, or help seeking advertisements. The first two are required to include information about 

appropriate uses, side effects, and risks. The latter is not. If the marketing message simply describes a problematic 

condition, without specifying the precise treatment being sold, the rules are less strict, even if the message implies that the 

advertised product could be helpful. 

Thus on Instagram, DTC companies like Hims post references to March Madness to hint about the anxiety people might 

feel regularly. If someone suffering from anxiety issues clicks on the post, they enter Hims’s website, which contains 

more information about diagnoses and how its products might prove helpful. On the website, additional information about 

the risks and side effects also is available, along with a link to place an order. 

In some cases, if necessary, the websites encourage visitors to obtain a prescription for the drug being offered. This 

scenario highlights a key feature of DTC drug advertising, in that these consumers are also patients, looking for an 

effective and safe medical solution to some problem they face. If they seek out professional assistance and carefully 

review cautionary information in other channels, we might assume that these consumers are receiving the appropriate 

amount of information, as is required for medical patients. 

But that sort of information is not readily accessible on the social media posts, leading some critics to argue that the 

practices are problematic. When the help seeking advertisements are created by a particular drug company, even if they do 

not mention the treatment being offered, they encourage people to prefer that offered solution. Without a professional 

medical opinion or clear review of all available alternatives though, it is hard for social media users to know for certain 

that the proffered solution is really optimal for them and for treating their condition.  

Help seeking advertisements and vague claims generally are accepted for consumers. But should they be allowed for 

patients? 

Discussion Questions: 

1. How do DTC pharmaceutical firms turn restrictions into opportunities when advertising on social media sites like 

Instagram? 

2. Should help seeking advertisements be subject to the same regulations as claim and reminder advertisements? 

3. Who is responsible for informing consumers about prescription drugs? 
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How FedEx Is Relying on a Marketing Executive to Redesign 

and Optimize Its Operations  
Paul Ziobro, “The Man Behind the Plan to Remake FedEx,” The Wall Street Journal, March 12, 2020 

Use with Chapter 1, “Overview of Marketing,” Chapter 16, “Supply Chain and Channel Management,” 

and Chapter 20, “Personal Selling and Sales Management” 

Marketing can benefit all aspects of a company, as recent 

developments at FedEx make clear. Led primarily by an 

executive, Raj Subramaniam, who started with an entry-level 

marketing analyst position, the company is forging new paths in 

its supply chains, many of which reflect a clear awareness of 

some foundational tenets of marketing. 

For example, Subramaniam knows that relying too much on one 

type of customer can be problematic, because it limits its power. 

If FedEx only served Amazon, for example, the retail giant 

likely could demand concessions and price cuts, because it 

would have substantial power over its logistics partner. 

Exclusive targeting also is risky, because if Amazon sells less 

and needs fewer services in a particular period, or switches to a 

competitive service provider, FedEx would have no other options for making up the losses to its sales. 

Therefore, FedEx has explicitly announced that it is cutting its close ties with Amazon and seeking to enter into closer 

relationships with the wide variety of retailers that sell their products online and need help getting those items into 

consumers’ hands. 

With his marketing background, Subramaniam also recognizes the ongoing trend toward increased multichannel and 

ecommerce markets, so he is pushing FedEx to take over the entire delivery channel. Previously, if the situation 

warranted, FedEx would move a package from its source to a regional destination, then hand it off to the U.S. Postal 

Service for the final delivery to a home or business. But as more and more consumers seek direct deliveries to their 

homes, it realized that it cannot ignore this important step. Thus, it also is phasing out its reliance on this competitive, 

government-run service provider, determined to leverage trends in the marketplace to its benefit. 

Another revision reflects Subramaniam’s knowledge of the benefits of efficiency for containing costs. Whereas FedEx has 

long kept its Express and Ground services completely separate, it recently has shifted its tactics, to allow some Ground 

services to complete Express deliveries, as long as the timing demands can be met that way. In so doing, it saves money 

and thus can ensure stronger revenues, without diminishing its service quality.  

Reflecting these contributions, observers predict that the one-time marketing analyst, who is currently FedEx’s chief 

operating officer, will take over the company once its founder retires. The real-world example reflects a belief that we 

strongly endorse: Marketing can make everything work better. 

Discussion Questions: 

1. What other marketing concepts might drive the reorganization of FedEx?  

2. Can you think of any other well-known firms that could apply marketing ideas to enhance operations in other 

divisions? 

3. If you enter into a marketing career, would you want to move up in a firm and eventually become an executive, as 

Raj Subramaniam has done? 
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You Can’t Buy These Sneakers. You Can’t Wear Them Either. 

But with New AR, You Can Take a Picture Wearing Them!  
Jacob Gallagher, “Will AR Sneaker Apps Change the Way You Buy Nikes?” The Wall Street Journal, February 3, 2020 

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

For some people, the purpose of sneakers is pretty 

straightforward, namely, to provide comfortable, somewhat 

attractive covering for their feet, which they can wear regularly 

or when engaged in athletic pursuits. But those people are 

missing out on what the vast universe of sneakerheads know: 

Sneakers don’t even have to be worn to be awesome. 

The term sneakerheads refers to collectors who await the latest 

edition of high end shoes like a comic book collector anticipates 

the publication of a new issue of a great title. Sold in limited 

editions and teased for months ahead of their release, the 

sneakers generate tremendous buzz and desirability. Thus 

manufacturers like Nike and adidas can charge extremely high 

prices, and consumers who feel driven to own such exclusive 

products will happily pay. 

The market is thus limited, both on purpose and by the price levels. Relatively few people can actually afford to pay 

$2000 for pairs of shoes, over and over again until their closet collection is well stocked. But the many sneakerheads still 

want some sort of access, prompting a company called Wannaby to come up with a novel app that brings them close. 

The Goat app is offers an augmented reality (AR) try-on tool, primarily for designer sneakers. By tilting their phones to 

take an image of their own feet, users can virtually impose the coolest kicks onto themselves, then take a picture of the 

image. Without ever going to the store, they can make it look as if they are wearing the Dior edition of Nike’s Air Jordan 

1 shoes, for example. Naturally, the next step is to post the image onto their social media accounts, evoking envy and 

excitement among their friends. 

Although different functions in the app also allow consumers to virtually try on other, more common shoes, those 

functions are not the most popular use. Instead, in some cases, the AR even allows people to imagine themselves wearing 

shoes that never went into production. For example, many users loved the Fragment Design Air Jordan 3 model, but Nike 

never manufactured it. The pictures they created with the AR app represented, in a sense, the only means to wear those 

shoes. 

The Goat app includes a purchase link for some products, but in most cases, the available link only offers users the option 

to “share and save.” That is, the app does not encourage or facilitate purchases for many of the virtual items that users can 

play with through its functions. In turn, the company earns its revenues mainly by licensing the AR technology it created 

to support the app, not by receiving a percentage of each sale it prompts. 

The aligned attitudes of the various parties in these exchanges thus create value, even without sales. Sneakerheads get to 

imagine themselves wearing the latest edition and present that image to their friends through social media. The sneaker 

companies increase the buzz around their products. And the AR developer increases its brand recognition with every new 

share. So what if no one exchanges money or receives any products that they can use? 

Discussion Questions: 

1. Could AR offer similar benefits for consumers of other sorts of products? Give some examples. 

2. Are there other ways that app providers could earn revenues from AR apps, if they do not necessarily promote 

purchases? 
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Is It Really Last Call? Neiman Marcus Seeks to Reestablish Its 

Luxury Positioning by Closing Many Last Call Stores  
Suzanne Kapner, “Neiman Marcus Backs Away from Discount Business,” The Wall Street Journal, March 11, 2020 

Use with Chapter 17, “Retailing and Omnichannel Marketing” 

In a move that emphasizes the ways in which it differs from 

competitors, Neiman Marcus is closing about half of its 

remaining Last Call stores, discount options that have provided 

lower cost access to previous seasons’ styles or overstocked 

luxury fashions. The closure wave actually started a few years 

ago, when Neiman Marcus rid itself of about one-quarter of the 

discount stores. It currently maintains just 22 Last Call outlets, 

but even that appears to be too many to the retailer’s owners.  

Noting that luxury buyers represent its primary market, it 

believes that full-priced sales of high end fashion is where it 

should focus all its attention. Accordingly, it plans to offer even 

more training to its professional sales representatives, 

encouraging them to interact more broadly with customers, both 

online and in stores. It also will hire more personnel to provide this superior service in its conventional stores, even as an 

estimated 500 people will lose their jobs once the Last Call stores shutter their doors.  

At the same time that Neiman Marcus moves away from its discount operations though, other high end retailers like Saks 

Fifth Avenue and Nordstrom are expanding theirs. Both of these chains now have more discount stores than conventional 

retail stores, reflecting their efforts to appeal to a wider audience and attract younger shoppers who might become loyal 

customers in the future. 

But that is not Neiman Marcus’s stated goal. It prioritizes and serves luxury consumers, exclusively and purposefully. To 

do so, it aims to avoid being distracted by running a discount arm too. 

Discussion Questions: 

1. What differentiates Neiman Marcus from competitors like Nordstrom? 

2. How does this recent move reinforce that differentiation? 
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