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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: 

 

Movies and Theme Parks: 'Baby Shark' 

Creators Look to Expand Empire 
 The South Korean company behind the hit video "Baby 

Shark" is hoping to expand its empire with films and 

merchandise while pursuing the next viral sensation. Its 

strategy aims to beat competitors in an increasingly 

crowded space for children’s attention.   

 6:56 min 

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

Chapter: 12, “Developing New Products”  

 Video Link 

 

 

Advertising in a Pandemic: How Brands Are 

Adjusting 

 As the coronavirus pandemic progresses, companies are 

searching to find the right tone and message for their 

marketing. How are some of the world’s most recognizable 

companies re-envisioning their advertising?  

 4:05 min 

 Use with Chapter 9, “Advertising, Public Relations and Sales 

Promotions” 

 Video Link 

 

 

 

 

 

https://www.wsj.com/video/movies-and-theme-parks-baby-shark-creators-look-to-expand-empire/7DD499A1-4D85-4965-83C5-C4D4E09E6103.html
https://www.wsj.com/video/movies-and-theme-parks-baby-shark-creators-look-to-expand-empire/7DD499A1-4D85-4965-83C5-C4D4E09E6103.html
https://www.wsj.com/video/advertising-in-a-pandemic-how-brands-are-adjusting/87D0576D-7F64-44F8-8DC4-3F6CA51D507D.html
https://www.wsj.com/video/advertising-in-a-pandemic-how-brands-are-adjusting/87D0576D-7F64-44F8-8DC4-3F6CA51D507D.html


A Zombie Story for Brands: Coca-Cola’s Product Line Cuts 
Tonya Garcia, “Coca-Cola Plans to Cut ‘Zombie Brands’ from its Portfolio,” Market Watch, July 25, 2020 

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

Using its own classification system, Coca-Cola refers to its 

brands with simple labels to describe how they are performing. 

The “core” brands are those central to its performance, 

including Coke, Diet Coke, and Sprite. Then there are “master” 

brands that account for substantial share, though only in one 

market or country. They offer promising potential though, were 

they to be expanded and made accessible to more consumers. 

Finally, the corporation notes the presence of “zombie” 

brands—those that simply do not provide much benefit. 

Although Coca-Cola has long been willing to get rid of zombie stockkeeping units, such as particular package sizes that 

seem redundant or unnecessary, its recent effort to shed full zombie brands represents a more aggressive approach to its 

product line. For example, it is eliminating the Odwalla brand altogether. This radical cut opens more shelf space for other 

products that Coca-Cola hopes to sell, though it also means the loss of approximately 300 jobs. 

As a replacement offering, Coca-Cola is investing more in brands such as Topo Chico, a sparkling mineral water that has 

been available in relatively limited markets thus far. It also is diverting more resources to brands that it regards as likely to 

grow, including Minute Maid.  

Defining the classification of brands varies with broader environmental factors too. For example, sales in public spaces 

such as stadiums and movie theaters inevitably dropped during the COVID-19 lockdowns, but Simply juice and Fairlife 

milk enjoyed increased sales to people who were spending more time at home. Anticipating the return of public 

entertainment venues though, Coca-Cola also is developing and installing touchless cola fountains, to eliminate the need 

for consumers to push buttons and potentially spread germs when pouring their favorite beverage. 

Discussion Questions 

1. From a product line perspective, what is the difference between cutting zombie stockkeeping units and 

cutting zombie brands? 

2. How effective is Coca-Cola’s three-part classification of brands? Would you recommend adding any 

other classifications? Like what? 
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Especially Thankful for a Job This Year: Walmart Will Close 

Stores on Thanksgiving for the First Time in Decades 
Sara DiNatale, “Walmart Stores Will Close on Thanksgiving, So No Early Black Friday,” Tampa Bay Times, July 21, 2020; Minda Zetlin, “Walmart 

Just Announced It’s Changing a 30-Year Tradition. Here’s What Customers Are Saying,” Inc., July 24, 2020  

Use with Chapter 4, “Conscious Marketing, Corporate Social Responsibility, and Ethics,” and Chapter 17, 

“Retailing and Omnichannel Marketing” 

Retailers with physical channels need to make sales in stores, 

but to do so, they need employees. One factor cannot be 

separated from the other. Accordingly, keeping employees 

happy is a critical prerequisite of retail success—a lesson that 

Walmart appears to be embracing. In the past, it may have 

earned substantial sales around the Thanksgiving holiday, but 

this year, it will close its stores on Thanksgiving, giving 

employees a day off to spend with their families. 

The company’s CEO explicitly noted this point as a determinant 

of the decision to close, citing the difficult year that store 

employees had had, the extra efforts they had devoted to helping 

customers during the COVID-19 pandemic, and their need for 

some time off. In further appreciation and support for these 

workers, Walmart also announced that it would be distributing cash bonuses ($150 for part-time and $300 for full-time 

employees working in stores or fulfillment centers), the third time it has done so this year.  

Although clearly an effort to express appreciation and support for employees, other factors encourage the decision to close 

on Thanksgiving too. Due to broader market shifts, the sales contributions of the one- or two-day shopping events that 

surround Thanksgiving and Black Friday have diminished over time, in terms of the retailer’s revenues. That is, even as 

some shoppers continue to line up outside or in cordoned-off areas inside stores to access great deals, many others have 

moved online, spreading out their holiday spending across several weeks. Even the concept of Cyber Monday tends to 

encompass at least a week’s worth of deals, offered by various multichannel retailers. As Walmart works to expand its 

online presence, it likely will shift more of its attention and resources to these online deals, rather than devoting itself 

exclusively to the stressful one-day events. 

Furthermore, the decision to close appeals to consumers, which may seem somewhat surprising. In the past, shoppers had 

lined up behind established barriers in stores, which roped off the Thanksgiving Day deals until a certain hour (usually 

6:00 p.m.), then rushed the sections when Walmart opened them. But as noted, many of these shoppers already have 

shifted their deal-seeking tendencies online. They also express general support for the notion that employees deserve to be 

at home on Thanksgiving, suggesting a more altruistic view among consumers who can appreciate a company treating its 

employees well.  

Perhaps then, a staff of well-rested employees will be better prepared for their next busy shift, which is pertinent. Walmart 

still will open its stores on Black Friday, in the hope that some shoppers will continue to want to get holiday shopping 

deals in its stores.  

Discussion Questions 

1. How might Walmart leverage this strategic choice to close on Thanksgiving in its communications with 

customers?  

2. What can Walmart do to attempt to make up for sales it might lose by closing on the holiday? 

3. Should other retailers also close on Thanksgiving? 
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A Foot Soldier in the Ongoing Chicken Wars 
Emily Heil, “The Chicken Sandwich Wars Aren’t Over: Wendy’s Has a New Option, and McDonald’s Is About to Get In,” Washington Post, August 

12, 2020 

Use with Chapter 12, “Developing New Products,” and Chapter 14, “Pricing Concepts for Capturing Value” 

There was a time, in late 2019, when the phrase “chicken wars” 

was being used widely, and it had nothing to do with kids trying 

to knock each other over in the pool. Rather, when Popeyes 

Louisiana Kitchen introduced a new fried chicken sandwich, 

consumers went wild, competitors fought back, and supply 

chains experienced vast disruption. Of course, that disruption 

was nothing compared with the upheaval due to COVID-19, but 

even in this era, the chicken wars rage on, attracting new 

combatants and competitors that in turn are bringing new 

weapons to the field.  

Although Wendy’s already had a chicken sandwich, it has 

introduced a new, inexpensive option to its value menu. The 

relatively plain patty, more like a big chicken nugget, is 

dissimilar from the thicker, actual chicken breast that appears on 

the Popeyes sandwich that started the fight. But it also it 

substantially less expensive and possible to manufacture using conventional supply chains. Thus Wendy’s can satisfy 

consumers’ cravings for fried chicken in those cases when they don’t want to spend much and just want a basic sandwich. 

Such cravings appear widespread. Even during the pandemic, when overall restaurant industry sales dropped by 24 

percent, sales of fried chicken sandwiches rose, by 1.2 percent. There are a few possible explanations for this divergent 

trend. People who were attracted to try the offerings by the viral marketing associated with the initial chicken war might 

have adopted this behavior, such that they now order chicken instead of burgers when they seek out a fast-food fix. In 

addition, the pandemic arguably has increased consumers’ desire for comfort food, and fried chicken is an essential form. 

Delivery services such as Grubhub and DoorDash report that fried chicken dishes are among their most popular items, 

whether sourced from a fast-food chain or a full-service restaurant.  

As these trends continue, more chains are joining the battle. McDonald’s has announced that its product development for 

a fried chicken sandwich is nearly complete, and KFC is adding yet another version to its menus, with thicker pickles and 

a larger piece of chicken. Thus the range of offerings available to consumers continues to expand and grow. The war 

continues. Whose side will consumers take? 

Discussion Questions: 

1. If another fast-food restaurant decided to enter this market, how should it design and price its chicken 

sandwich to create a unique appeal for consumers? 

2. Considering current trends, would you argue that consumers want a fancy, high-quality fried chicken 

sandwich, or are they looking for an inexpensive patty? Or both? 
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From Stretch to High-Tech: Lululemon Moves Beyond 

Leggings to Push the Mirror In-Home Exercise Device 

Sapna Maheshwari, “Lululemon to Buy Mirror, a Fitness Start-Up, for $500 Million,” The New York Times, June 29, 2020; George Anderson, 

“Lululemon Moves into In-Home Fitness with $500M Deal for Mirror,” Retail Wire, June 30, 2020 

Use with Chapter 18, “Integrated Marketing Communications” 

With a $1 million investment in a start-up company called 

Mirror, Lululemon tested the waters when it came to building 

beyond its existing retail offerings of yoga and exercise-related 

gear and clothing. The waters apparently felt good, because a 

year later, Lululemon has invested an additional $500 million to 

purchase the company and thereby become an active participant 

in a new market, featuring in-home exercise equipment enabled 

by high-tech streaming and connectivity options. 

The Mirror device, installed on walls in consumers’ homes, 

streams both live and recorded exercise classes. Once 

consumers purchase the $1500 equipment and have it installed, 

they pay $39 per month for unlimited access to the offerings. 

Mirror promises a range of class styles, such as yoga, Pilates, 

and kickboxing, as well as customized workouts designed to reflect each user’s fitness goals.  

In this sense, Mirror does not represent a conventional retail setting, yet Lululemon sees the expansion as a natural and 

logical next step. By leveraging its popularity and brand image as a desirable, high-end provider of various fashionable 

exercise outfits and gear, it hopes to expand the reach of the Mirror too. In particular, whereas the start-up thus far has 

relied mainly on online channels to reach buyers, Mirror devices will likely start popping up in Lululemon stores, 

enabling exercise-oriented consumers to try out and interact with the tools before plunking down the money to install one 

in their own homes. 

In turn, Lululemon anticipates leveraging Mirror as a novel channel to promote its retail offerings; users likely should 

expect to see exercise instructors decked out in the brand’s leggings and tanks soon. Although not solely driven by the 

effects of COVID-19, the pandemic certainly encouraged the partnership. In-store sales of Lululemon apparel had fallen 

somewhat, as people engaged in social distancing, so finding new options for consumers to engage with its products 

without leaving their homes held great appeal. 

Furthermore, Mirror itself might be a good investment. Many people continue to avoid traditional gyms or yoga studios, 

such that they might be seeking alternatives for getting in a round of kickboxing moves or a quick Pilates class. That is, 

beyond the benefits for encouraging sales of its products, purchasing Mirror arguably gives Lululemon a new stream of 

revenue, earned through the sale of the devices and ongoing subscription payments to access the services. Notably, even 

before partnering with the better known retail brand, Mirror had earned an estimated $100 million in revenues. 

Discussion Questions: 

1. What potential implications does this new channel have for retail sales of Lululemon-branded products? 

2. What distinct considerations will Lululemon need to address as it expands beyond conventional retail operations 

to start working in a new channel and providing a subscription-based service? 
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Getting Up Close and Personal with Zoo Animals, By Visiting 

Them Virtually   
Laurel Graeber, “Virtual Encounters with Purring Cheetahs and Curious Penguins,” The New York Times, July 23, 2020   

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

The primary appeal of zoos, aquariums, and other animal 

habitats open to the public is the chance for visitors to see 

something extraordinary, involving an animal that they 

generally cannot encounter in their daily lives. But as anyone 

who has visited with a disappointed child knows, there are strict 

limits to what these service providers can promise. People 

cannot get too close to most animals, and there is no guarantee 

that they will do anything other than sleep during a visit. 

The COVID-19 pandemic created even further limitations on 

the interactions, as most parks, zoos, and museums closed. But 

this lockdown constraint prompted some creative new service 

options, as many organizations developed virtual offerings to 

keep their customers entertained and engaged. Without any 

human visitors, the Shedd Aquarium in Chicago found it possible to let resident penguins wander the building, poking 

their beaks into various spaces and rooms. In one encounter that quickly went viral, a waddle of penguins passed by the 

window onto the Shedd’s beluga whale tank. The birds came to a halt as the white whales floated by, the two species 

checking each other out and providing a novel and thrilling encounter that humans could experience remotely as well. 

The popularity of these videos has encouraged the expansion of various channels that let visitors experience aquariums, 

zoos, and their animals in new and intimate ways. The Bronx Zoo maintains live webcams that allow viewers to tune in 

during operating hours to see what the animals are doing at that moment. At the Smithsonian Zoo outside Washington, 

DC, a livestream runs constantly, which meant that when a cheetah gave birth to four cubs, people could watch the tiny 

and adorable kits arrive in real time. Slightly less adorable but still vastly entertaining, the naked mole rats at the National 

Zoo are playful, silly, and a little naughty in their behavioral displays. 

Beyond constant, uncurated videos, many service providers are establishing fee-based access for interested consumers. 

For example, through Zoom, the Bronx Zoo supports “virtual wild encounters” with cheetahs or alpacas, during which a 

zookeeper will introduce the animal, provide information and insights about it, and answer questions from participants. 

These 15-minute sessions can cost up to $250, with pricing tiers defined by the popularity of the animal.  

Rather than charge fees, the San Diego Zoo is aiming to increase people’s engagement with its offerings by providing 

educational courses for free. These are the same courses that zoological professionals take, giving any potential students 

(as long as they are at least 13 years of age) access to professional training options pertaining to a wide range of animals 

(e.g., koalas, great apes, tigers), as well as topics related to actual zoo operations. It also hosts a separate website for 

younger children, so that they can learn more age-appropriate information about their favorite animals.  

Due to the popularity of these platforms, many providers anticipate that they will continue these virtual operations, even 

after their in-person parks open up completely to the public. Even if people are able to get to a zoo, they still enjoy the 

opportunity to have a one-on-one encounter with a wild animal, while an expert provides them with information and 

insights. They are likely to see the animal engage in a wider variety of behaviors and feel a sense of connection to it. 

Furthermore, by supporting virtual visits, these physical locations can open up their access to consumers all around the 

world, so that if an animal lover in California wants to see the giant pandas in Washington, DC, it is possible—nearly in 

person. 

Discussion Questions: 

1. Is visiting a zoo or aquarium virtually appealing to you as a consumer? Why or why not? 

2. How should zoos and aquariums market their virtual and in-person service offerings, in terms of differentiating or 

coordinating the service offerings?  
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Tesla’s Ongoing Evolution: Adding Manufacturing, Taking 

Over More of the Supply Chain   
Tim Higgins, “Tesla Prepares for Hiring Boom as Elon Musk Targets Manufacturing Expansion,” The Wall Street Journal, July 23, 2020 

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

From its start, Tesla has adopted a unique positioning: Is it a 

tech firm? A product innovator and designer? An image brand? 

Although arguably, it represents all of these types of entities, its 

most recent developments are moving it more toward a role as a 

manufacturer, though even in this role, it takes a relatively 

unusual approach. 

Traditional automotive manufacturing involves complex supply 

chains, such that the automotive brands source various materials 

and parts from vast numbers of different original equipment 

manufacturers. According to Tesla’s original plans, it hoped to 

go even further, outsourcing the production of nearly every 

feature of its electronic cars. With a modular approach, similar 

to how technology firms like Apple build their products, Tesla 

aimed to spread the costs and risks throughout the supply chain. 

But bottlenecks and supply issues have led the company to reconsider this approach. This point is perhaps best 

exemplified by batteries. Tesla vehicles depend essentially on a stable, consistent supply of high-tech batteries to support 

their very functioning. But the company has suffered multiple supply disruptions. In addition, in reviewing its suppliers’ 

performance, Tesla and its controversial founder Elon Musk have complained about what they consider insufficient 

efforts to innovate new battery solutions and achieve greater efficiency by those suppliers, which have yet to come up 

with alternative or upgraded versions. 

In response, Tesla has brought far more of its manufacturing processes in house. For example, it now builds all its 

vehicles’ seats on its own. Although it still relies on outside suppliers for the batteries, the company’s know-how related 

to batteries is constantly growing, and it appears poised to strike out into new designs and developments in this domain 

soon. In the meantime, it is building new plants to enable it to cover most of the rest of the supply chain, assemble its 

vehicles to its stringent specifications, and increase supply to ensure it can meet demand.  

A recent expansion of its manufacturing capabilities is remarkable for its size and its contrast with broader trends. In 

announcing plans to build a new factory outside of Austin, Tex., Tesla noted that the facility could be up to 5 million 

square feet and would employ approximately 5000 people. It also would be the first new automotive assembly plant to 

open in the United States in more than a decade. The plant will primarily produce Tesla’s new Cybertruck models.  

The new plant would join existing factories in California and China, as well as one currently under construction in Berlin, 

Germany. Together, these plants would provide an estimated annual production capacity of 2 million vehicles. Tesla 

strongly believes it needs to establish such capabilities now, though some observers question whether its demand 

continues to be strong enough to support this level of production. 

Discussion Questions: 

1. Why did Tesla move more of its manufacturing operations in-house? What are some of the risks of this strategic 

choice? 

2. How should Tesla balance its identity as an innovative tech company with its functions as a manufacturing firm? 
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A Fictional Presentation of Real Offerings: NBC Leverages Its 

Content in a New Way to Appeal to Advertisers  
Chris Kelly, “NBC Spoofs Its Own Ad Pitch with ‘30 Rock’ Primetime Special,” Marketing Dive, July 16, 2020 

Use with Chapter 7, “Business-to-Business Marketing,” and Chapter 19, “Advertising, Public Relations, and Sales 

Promotions” 

The options available to advertisers on network television 

channels are growing in their diversity and sophistication. But 

at the same time, many advertisers are shifting more of their 

resources to other channels, rather than buying traditional 

advertisements to be inserted in commercial blocks during 

shows. In response to both these factors, NBC’s most recent 

pitch to advertisers sought to showcase all the options they 

could access in partnership with the network, in a way that 

reinforced the appeal and promise of scripted, televised content 

as a place to insert advertisements. 

The effort involved a one-time reunion of the cast of 30 Rock, 

NBC’s popular, self-referencing sitcom, which has been off air 

for several years. In this iteration of the show, the characters 

had prominent roles in a fictional version of NBC, including one-time page Kenneth (Jack McBrayer), who had risen 

through the ranks to become the president of the network. The reboot featured all the popular members of the cast, 

including Tina Fey, Alec Baldwin, and Tracy Morgan, and it was written and broadcast for a general audience. But the 

plotline also was specific in its purpose, in that it involved the characters looking for solution for Kenneth’s struggle as he 

sought ideas to appeal to advertisers. 

Thus when NBC shared the video with its real-life potential advertisers, they received detailed information about NBC’s 

new Peacock channel, new shows on the docket for coming months, and the identity of the network’s corporate 

advertising sales executives. The script also featured some cutting-edge advertising options offered by NBC, such as its 

Brand Experience and Scripted Commercial Launch services. In the former, advertised products get worked organically 

into the plot, with the assistance of show writers and NBC advertising talents. For the latter, content in the show leads 

directly into a related commercial. For example, in the 30 Rock episode, the characters joked about the delay of the 2020 

Olympic Games to 2021, right before a commercial break promoting the Olympic broadcast on NBC. 

Along with the Olympic Games spot, between the scripted content, the commercial blocks included advertisements that 

highlighted its novel capabilities. One of them transmitted a QR code that would enable viewers to shop for the product 

being advertised. When the content switched back to the scripted show, the characters called for other advertisers to join, 

sometimes even mentioning them by name. Thus the advertising targeted both consumers who might be interested in 

NBC’s offerings and the brands that it hopes to add to its commercial blocks in future episodes of all its shows.   

Discussion Questions: 

1. Is this approach likely to be successful in appealing to advertisers and encouraging them to buy advertising time 

on NBC? 

2. Are in-show advertising tactics effective for convincing consumers, especially as they become more common? 
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When Is a Toy Educational, and When Is It Just Play? The 

Potential for Misleading Claims by Marketers of STEM Toys  
Chavie Lieber, “No, My Toddler Doesn’t Need to Learn to Code,” The New York Times, July 21, 2020 

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

Parents worried about their children’s development—whether 

because educational experts indicate that U.S. children have 

relatively weaker science and math skills than their counterparts 

in other countries, because other parents have bragged about 

their own kids’ achievements, or because they are unsure about 

their ability to explain complex scientific concepts to their 

homeschooled children during the coronavirus—love the idea of 

educational toys. If kids can play willingly with a new gadget 

that also imparts technological, mathematical, engineering, or 

scientific concepts to them, it seems like an ideal solution.  

Marketers are well aware of these desires and demands by 

consumers, prompting vast growth in the market for STEM 

(science, technology, engineering, and mathematics) toys and 

games. Especially as more children engage in virtual learning from their homes during the coronavirus lockdown, sales of 

this category of toys grew dramatically, up 66 percent compared with the previous year. These sales span a range of 

product lines; for example, KiwiCo, a subscription box service that sends STEM toys each month, increased its sales by 

150 percent.   

But in promoting their products as educational and devoted to STEM topics, some marketers might be promising more 

than they can deliver. No regulations exist regarding what defines a toy as educational. There are no tests to prove 

whether a marketing promise—that a toy will help children learn how code, understand the chemical properties of slime, 

or gain familiarity with plant life cycles—actually is true or if the toy provides those outcomes. If a child builds a race 

track with a big drop, does that imply learning about gravity? And how can parents assess whether their children have 

really learned anything about sophisticated scientific theories through their play? 

One trade group, the Toy Association in the United States, issued some voluntary guidelines for toy marketers, suggesting 

that to qualify as a STEM toy, the product should encourage sensory and tactile experiences, as well as offer open-ended 

play opportunities. They also should support children’s individual play, rather than requiring assistance from parents. But 

even this trade group lacks any set standards for demonstrating what makes one toy educational, while another one is less 

so.  

Still, some of the marketing claims seem to move clearly beyond bold claims and into unbelievable and unrealistic 

promises. A music box in the shape of an octopus, listed as being for children under 2 years, is unlikely to teach them 

addition and subtraction, as its box asserts. That is not to say the toy lacks any benefits; playing is inherently critical to 

children’s brain development and learning, and various features (bright colors, music) enhance those contributions. But 

whether all toys should be specified with a STEM label remains questionable. 

According to educational specialists, the best toys for teaching science and math skills also might already have been in 

existence for years. Lincoln Logs, LEGO bricks, and Tinkertoys all encourage children to learn their shapes, then move 

on to consider basic engineering principles. A magnifying glass might be the optimal way to encourage an interest in the 

detailed analyses required of any scientist.  

In a sense, there is nothing wrong with any of these toys. Playing is good and healthy. The concern instead is that 

marketers make claims for their products that they cannot support, encouraging parents to believe that setting their 

children up with a simple robotic toy will give them insights and expertise into coding and robotic engineering. It likely 

won’t. But it may give them hours of fun, which likely should be the primary purchase criterion in the first place. 

Discussion Questions: 

1. Is current marketing of STEM toys ethical? Is it puffery, legally acceptable exaggeration, or something else? 

2. What is the target market of toy brands that assign STEM labels to their products, whether they really encourage 

STEM learning or now? 
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Virtual Summer Camps and Community Building by Brands 

During the COVID-19 Pandemic  
Natalie Koltun, “Brands Recalibrate to Community-Building During Quarantine,” Marketing Dive, April 19, 2020; Dianna Christie, “Quaker Chewy 

Creates Online Summer Camp Site,” Marketing Dive, July 22, 2020; Dianna Christie, “Walmart Hosts Virtual Summer Camp, Drive-In Movies to 

Keep Families Entertained,” Marketing Dive, July 6, 2020 

Use with Chapter 13, “Services: The Intangible Product,” and Chapter 18, “Integrated Marketing 

Communications” 

Would you want to attend a summer camp run by Neil Patrick 

Harris? Get workout tips from Rob Gronkowski and LeBron 

James? Hear about Drew Barrymore’s cosmetics and fashion 

advice? Various brands are betting that the answer to all these 

questions are yes, so their virtual community efforts to connect 

with consumers (and their children) who cannot engage in 

traditional community interactions, whether in local restaurants 

or at summer camp, include these well-known figures, as sorts 

of camp counselors for online communities. 

Although brands have long sought to build communities around 

their images, both online and in-person, the coronavirus has 

made the virtual versions increasingly important. If consumers 

cannot interact with the brand, employees, and other consumers 

in person, they seek more access through online channels. Brands that can leverage this situation effectively thus are 

enjoying increased consumer engagement and appeal. For example, Pokemon Go altered its platform to support more 

indoor searches, as well as to allow players new means to connect virtually rather than online. After doing so, spending on 

its platform increased by approximately 67 percent. 

The types of brands adopting these strategies are diverse too, not just limited to technology-oriented service providers. In 

the retail sector, Walmart has created Camp by Walmart, a virtual summer camp for children, through which they can play 

charades with Neil Patrick Harris, take singing lessons from Idina Menzel, and get physical fitness tips from LeBron 

James.  

Among consumer packaged goods firms, Quaker Chewy (owned by PepsiCo) offers a different virtual summer camp 

option, seeking to entertain kids whose actual camps were canceled due to the coronavirus. Hosted by Taye Diggs, the 

NoCampNoProblem.com site provides ideas for games and crafts, along with links to purchase the granola bars, as perfect 

snacks while engaged in camp-like activities.  

The restaurant industry is also getting in on the game, so to speak. Although Chipotle’s virtual community site differs, in 

that it does not adopt a camp theme or directly target children, it supports Zoom meetings in which participants can 

interact, as well as participate in workout sessions with “Gronk.” More broadly though, the Chipotle platform aims to 

bring people together, similar to their opportunities for doing so in the past when they visited a restaurant to have a meal 

in proximity with strangers. The desire for such connection is evident in the results: Chipotle reports 500 million 

impressions on average for its daily Zoom sessions.  

Discussion Questions: 

1. According to this abstract, brands from various industries can establish virtual communities. Are there any 

limitations, such as sectors that would struggle to build a virtual community? Why—that is, what traits and 

criteria are needed to support a successful brand community? 

2. Why are several of these communities focused on children as a target market? What benefits does such a target 

market offer? 
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The Latest Insights into Gen Z  
Robert Williams, “Gen Z Wants Brands to be ‘Fun,’ ‘Authentic’ and ‘Good,’ Study Says,” Marketing Dive, July 8, 2020; “Generation Influence: Gen 

Z Study Reveals a New Digital Paradigm,” BusinessWire, July 8, 2020; Mary Noel, “Your Brand’s Real Offering to Gen Z Is Community,” 

Marketing Dive, March 18, 2020 

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

Positioning” 

Born between 1996–2015, Gen Z has been characterized 

according to their study and interaction patterns. As the earliest 

members of this cohort grow into adulthood, their consumption 

habits are becoming clearer too, prompting more in-depth 

analyses of what sets them apart, as well as recommendations 

for how marketers should address them. 

Some key points are traits that span nearly everything that Gen 

Z consumers do. In particular, and as may come as no surprise, 

they embrace and require digital access. For most of them, being 

without some form of digital access for more than four hours 

would be extremely aversive and uncomfortable. In line with 

their extensive use patterns, they believe in the promise of 

technology, artificial intelligence, and the Internet, such that 

about two-thirds of them assert that using these tools can bring people closer together and exert other positive impacts. 

Such positive impacts include outcomes that other generational cohorts might regard with skepticism. For example, Gen Z 

predicts and expects websites to “interact,” such that their activities and behaviors on one site would be known to other 

sites they frequent, which in turn will enable the sites to know what they are seeking, as consumers, before they even type 

in a search term. 

But such uses and embraces of technology do not imply that members of Gen Z are impersonal in their approaches. 

Rather, they seek authentic connections and relationships with counterparts online, whether those other parties are brands, 

firms, or other consumers. In turn, they express more trust in brands that include real people in their advertising, and they 

rely heavily on recommendations and product reviews provided by those others.  

Beyond personal connections, Gen Z uses digital technology for nearly all its entertainment needs. Moreover, this 

entrepreneurial, ambitious generation recognizes the business opportunities available online, such that more than 60 

percent of them plan to start their own companies someday, and they assume they will do so online.  

In some sense, their reliance on digital channels parallels their lack of use of more conventional, in-person modes of 

interaction. For example, relatively few members of Gen Z belong to a specific religious organization, which historically 

offered people a central form of community. Faced with the simultaneous sense of isolation and connection offered by 

digital channels and social media, Gen Z consumers actively demand that brands and companies evoke a sense of 

community. They want to be inspired and excited by the brands they buy, whether because those brands allow customers 

to personalize and build their own versions of the product offerings, as Glossier does, or actively caters to their shifting 

preferences and silly whims, like Taco Bell aims do to.  

Another option for creating connection occurs through firms’ sincere commitment to social justice and responsibility 

causes; Gen Z consumers want a brand that stands for something meaningful. Accordingly, nearly three-quarters of them 

indicated they would be more likely to buy from a firm that commits or contributes to social causes. 

Discussion Questions: 

1. How can brands and firms connect with Gen Z consumers? 

2. What risks do brands and firms need to consider when devising marketing plans to connect with Gen Z 

consumers? 
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Brand Intimacy Ratings, Broadly and in the Fast Food Market 

in Particular 
Dianna Christie, “Starbucks Leads in Forging Emotional Connections Among Fast Food Brands, Study Says,” Marketing Dive, July 10, 2020; 

MBLM, “Fast Food Ranked Sixth Among 15 Industries Studied in MBLM’s Brand Intimacy 2020 Study,” PR Newswire, July 8, 2020 

Use with Chapter 5, “Analyzing the Marketing Environment,” and Chapter 6, “Consumer Behavior” 

The notion of brand intimacy refers to how consumers form 

affect-laden, emotional bonds with brands, even reaching the 

level of love. Measuring it can be informative for market 

analysts, marketers, and brands, so various service providers 

issue reports. A recent one offers specific insights into the fast-

food sector, highlighting the dominance of Starbucks on 

multiple relevant measures and thus identifying consumers’ love 

for it.  

Among 15 different industries studied, fast food ranks sixth, 

suggesting that its positioning on brand intimacy measures has 

not changed much in recent years. Furthermore, the study 

specifies that of all the fast-food brands available, Starbucks is 

consistently on top, whether the ranking reflects survey results 

or social media listening efforts. It is particularly beloved among men, millennials, and people older than 35 years.  

In addition to earning its top ranking, Starbucks is notable in that food is not its primary product offering. Rather than 

coffee, the other brands on the list serve more actual food, including Chik-fil-A in second place and McDonald’s in third. 

The other brands included in the intimacy ranking based on the direct survey of consumer impressions are Dunkin, 

Subway, Wendy’s, KFC, Taco Bell, Domino’s, and Pizza Hut, in order of diminishing intimacy.  

However, some shifts emerge when the researchers reviewed commentary in social media, rather than gathering direct 

measures. For example, chatter about McDonald’s often trends toward negative comments and allegations that it 

prioritizes money over employee well-being. Other insights arose from considering the respondents’ demographic 

characteristics. For example, whereas people who earned less than $100,000 annually embrace Chik-fil-A, those who 

earned more than this level felt greater intimacy with KFC.  

Finally, despite the meaningful insights that brands might glean from these rankings, they do not correlate perfectly with 

performance. For example, Domino’s enjoyed substantial increases in both its sales and its stock performance, seemingly 

due to increased orders by consumers during the COVID-19 lockdown. In response, it hired around 10,000 new 

employees. Then it initiated an advertising campaign directed toward people who had been forced to cancel their 

weddings due to the pandemic, empathizing and offering solutions for their party planning. With these developments, we 

might predict that it seems likely to move up in the brand intimacy rankings for next year. 

Discussion Questions: 

1. Why might Starbucks rank so high among fast food chains on brand intimacy measures?  

2. Do you feel a sense of intimacy with any fast food brands? Which ones? How would you explain this bond? 
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Playing the Tunes and the Ads Just for You: Personalized In-

Store Audio at Kroger Stores  
Jessica Dumont, “Kroger to Launch Targeted Audio Ads in Store,” Marketing Dive, July 9, 2020 

Use with Chapter 17, “Retailing and Omnichannel Marketing” 

Stores already design their audio environment to reflect their 

shoppers. High-end luxury stores tend to play classical, 

instrumental music at low volumes; Abercrombie & Fitch 

stores made pulsing, loud music integral to their appeal to 

young shoppers. In less specialized settings, whether elevators 

in public buildings or conventional grocery stores, the music 

instead tends to be relatively generic, familiar, and appealing 

to a broad range of consumers.  

Without necessarily altering that approach, Kroger stores are 

adopting a new way to communicate through audio with their 

customers, using advertising that is more personalized to their 

location. The private station will broadcast, in addition to 

entertaining content, advertising that reflects the situation in 

each location, such as weather patterns or local news. Thus for example, advertisements for sunscreen will be more 

common in its stores in Florida; when flu season hits, stores in areas that suffer high infection rates will feature more 

recommendations for cold remedy medications. If a local sports team is heading to the playoffs, another advertising 

design might promote chips and dip and chicken wings.  

Although this channel and the advertisements it features are not completely personalized, at the individual level, the effort 

reflects Kroger’s ongoing determination to connect with shoppers in novel ways. Many of those initiatives rely on digital 

innovations and cutting-edge technology. By moving the effort in stores, Kroger is making sure that it is not ignoring 

those customers who still prefer to meander through the aisles, singing along to some soft rock. 

Discussion Question: 

1. What other personalized advertising might Kroger undertake in its stores, using its proprietary broadcast station? 
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New Format for Luxury Shopping: Social Retail By Burberry 

in China  
Kong Wai Yeng, “Burberry Debuts First Social Media Store in Shenzhen Powered by Tencent Technology,” Options, August 14, 2020; “Open 

Spaces,” https://my.burberry.com/burberry-open-spaces-shenzhen/ 

Use with Chapter 17, “Retailing and Omnichannel Marketing” 

Visitors to Burberry’s social retail shop see representations of 

pure luxury: richly appointed interiors, tastefully stocked with 

traditional and modern versions of the brand’s storied styles and 

patterns. The music is tasteful and subtle too, and just seeing the 

café, with its gleaming surfaces, is likely to spark anyone’s 

hunger. Of course, all these effects are happening through 

digital channels, as most shoppers are visiting this store by 

taking a virtual tour through the brand’s social media–enabled 

site.  

The experimental operation relies on cutting-edge technological 

support from Tencent, the Chinese technology giant that 

maintains the popular WeChat social media site. The store 

formally is located in Shenzhen, though shoppers are 

everywhere in the world. Once they log in to the dedicated Burberry mini-platform on WeChat, the app hatches a cartoon 

avatar (really—the graphic shows a cute cartoon animal emerging from an egg) to represent each consumer. Then they 

can book shopping appointments and earn loyalty points. The more they shop and browse, the more points they earn, and 

the more personalized their avatar becomes. Soon it will be wearing preferred items and patterns, reflecting the shoppers’ 

favorite items.   

If they are in proximity to the store, they can open the app to scan QR codes associated with each clothing item, as well as 

place an order at Thomas’s Café for tea or a light snack. But the music interludes and designs are available to anyone. 

Whether they enter the Trench room in person or through the app, shoppers encounter the uniquely curated playlist for 

that room. 

Across all these sensory elements, the Burberry store thus aims to enhance the consumer experience and create a sense of 

luxury, no matter how they interact with the brand. 

Discussion Question: 

1. How is Burberry leveraging technology to make its luxury offerings more appealing? 
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