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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: 

 

The Coronavirus May Forever Change 

Grocery Shopping 
 Will the coronavirus pandemic lead to long-term changes 

in how we shop for food? To better understand the 

challenges facing grocery stores, WSJ’s Alexander Hotz 

spoke with an industry insider, a store owner and a 

Walmart executive.   

 7:42 min 

 Use with Chapter 17, “Retailing and Multichannel Marketing” 

 Video Link 

 

 

The Future of Your Office Is in a VR Headset 

 With a virtual-reality headset and a virtual meeting 

platform like Spatial, you can meet up and collaborate with 

your colleagues as if you were in a real office space. WSJ’s 

Joanna Stern transformed into a holographic avatar and 

got in a virtual elevator to test it out.  

 7:09 min 

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

Chapter 7, “B2B Marketing,” and Chapter 12, “Developing 

New Products 

 Video Link 

 

 

 

 

 

https://www.wsj.com/video/the-coronavirus-may-forever-change-grocery-shopping/2913D928-D3A3-442A-960E-CC526446BDE3.html
https://www.wsj.com/video/the-coronavirus-may-forever-change-grocery-shopping/2913D928-D3A3-442A-960E-CC526446BDE3.html
https://www.wsj.com/video/series/joanna-stern-personal-technology/the-future-of-your-office-is-in-a-vr-headset/774E11D3-C8F3-43B3-9674-C6B145650EF7
https://www.wsj.com/video/series/joanna-stern-personal-technology/the-future-of-your-office-is-in-a-vr-headset/774E11D3-C8F3-43B3-9674-C6B145650EF7


A Cultural and Ethical Battle over a Live Action Heroine: 

Controversy in the Credits for Mulan 
Brooks Barnes and Any Qin, “Disney Wanted to Make a Splash in China with ‘Mulan.’ It Stumbled Instead,” The New York Times, September 12, 

2020; R.T. Watson, “Disney’s ‘Mulan’ Tops China Box Office Amid Controversy,” The Wall Street Journal, September 13, 2020 

Use with Chapter 4, “Conscious Marketing, Corporate Social Responsibility, and Ethics,” and Chapter 8, “Global 

Marketing” 

Excitement about Disney’s live-action remakes of some of 

its most popular movies has been intense, and the 

anticipation surrounding Mulan was no exception. The 

animated version of an ancient Chinese ballad about a 

female warrior, released in 1998, had represented a 

meaningful step forward for Disney at the time, presenting 

a heroine who was not a princess, fought for herself, and 

appealed directly to moviegoers with Chinese heritage by 

recounting a popular story that paid tribute to their cultural 

background.  

To bring this non-princess, woman of color to the screen in 

the live-action remake, Disney strongly sought to maintain its ethical and conscious positioning. It committed to 

hiring a female director and Asian cast, to avoid the controversies that have arisen around movies that cast 

White actors in roles representing people of color. It consulted with various experts to ensure its telling of the 

story resonated with cultural themes, cut a romantic kiss that Chinese audiences found problematic, and avoided 

citing any particular historical dynasty to avoid associations with potentially violent historical figures. Although 

most of the movie was filmed in New Zealand, the filmmakers also made sure to shoot a few scenes in China, to 

ensure authenticity and appeal to local audiences. 

That last bit is where the problem arose though. Some of the background scenes shot in China were taken in the 

Xinjiang region. That region is home to approximately 1 million ethnic Uighurs, a Muslim minority in China 

that has experienced significant oppression. Currently, the Chinese government has forced members of the 

group into detention camps—moves that have prompted vocal protests from advocates who regard the 

mandatory internment as a horrific abuse of human rights. The U.S. government has cited these abuses as a 

justification for condemning and sanctioning China.  

When Disney, in the ninth minute of its 10-minute end credit roll, thanked local authorities in Xinjiang for 

allowing it to film there, it thought it was effectively and appropriately acknowledging the contributions of 

Chinese partners and avoiding allegations of cultural exploitation. Yet at the same time, by doing so it was 

alerting protesters to its willingness to film in an area that is notorious for human rights abuses and thanking 

local groups that are complicit in holding member of an ethnic and religious minority group in detention 

centers. 

Stuck between this proverbial rock and hard place, Disney has offered little comment in response to protests. Its 

choices are clearly limited. If it repudiates China’s human rights violations, it risks angering Chinese authorities 

and audiences. In the past, the country’s central government has blocked or delayed releases of films that it 

regarded as problematic, including the animated version of Mulan. That history was part of the reason that 

Disney sought to be so careful and respectful of Chinese history and culture in the modern version. China 

represents a massive film market, likely to overtake the United States soon as the top source of box office 

revenues, so Disney (and virtually every film studio) relies on the strong performance of its films among 

Chinese audiences. Beyond appealing to film audiences, Disney also has opened a theme park and resort in 



Shanghai, and it is seeking to expand its Hong Kong Disneyland. As a global company, it needs to secure a 

strong brand positioning in China, to ensure its continued advantages and growth.  

If instead it chooses not to explain or justify its filming in, and thus implicit support for, Xinjiang, Disney risks 

angering and alienating human rights groups, as well as the U.S. government. Members of the U.S. Senate 

issued a formal letter, asking Disney to explain its decision to film in the controversial region. At the same time, 

a #BoycottMulan social media campaign gained some traction.  

Arguably, Disney receives such criticism because of its substantial brand awareness and global status. There are 

various companies with operations and factories in Xinjiang, none of which have been criticized to the same 

extent. Furthermore, to compete globally, it must take into consideration the perspectives and preferences of 

different cultural entities. In this particular case, doing so is especially challenging, because in the current 

political climate, China and the United States have entered into a contentious state in their international 

relations, marked by allegations of human rights and ethical abuses on both sides.  

Disney is a U.S.-based company, which means it competes according to a capitalist model that requires it to 

continue growing and strengthening its position in various markets. It also is a global corporation that needs to 

appeal to various target audiences, in ways that might seem contrary to U.S. values and ideals. It’s an ongoing, 

difficult battle. It may need a hero like Mulan to emerge victorious. 

Discussion Questions 

1. What are the responsibilities of large, international companies, such as Disney, in relation to human 

rights crises around the world? 

2. How should Disney respond to this controversy? 

3. Why is China such an important market for Disney, and Hollywood in general? 
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Hip Hop Fast Food: A Novel Collaboration Between Travis 

Scott and McDonald’s 
Jon Caramanica, “Travis Scott Meets McDonald’s (It’s Lit!),” The New York Times, September 11, 2020; Jonathan Maze, “Looking to Push an 

Advantage, McDonald’s Ramps Up Its Marketing,” Restaurant Business, September 15, 2020; “Travis Scott,” 

https://en.wikipedia.org/wiki/Travis_Scott  

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

Posters in McDonald’s windows, featuring phrases like “It’s 

Lit!” and “Straight Up!” along with suggestions that consumers 

approach the counter and state, “Cactus Jack sent me,” might 

seem confusing to a lot of people. But for followers of current 

music and pop culture, the marketing communications make 

perfect sense, offering a clear sense that their visit will get them 

a version of a Quarter Pounder with cheese, lettuce, and bacon, 

accompanied by fries with barbeque sauce and a Sprite.  

The phrases are references to the musician Travis Scott, an artist 

known for his auto-tuned music (which might be categorized as 

hip hop, though he rejects that label), unique fashion style, 

collaborations with other artists, and shared parenthood of a 

daughter with Kylie Jenner. In an unprecedented endorsement 

agreement, Scott’s presence is basically unavoidable in McDonald’s locations these days. In addition to the Travis Scott 

meal (ordering it with the in-the-know mention of Cactus Jack is a reference to his music label), the collaboration features 

clothing (e.g., t-shirts, socks, ties, jackets), an action figure, lunchboxes, and rugs—as well as a McNugget body pillow.  

Scott’s contributions to the collaboration are not particularly new for him. He runs, maintains, contributes to, or lends his 

name and images to various operations. In addition to his Cactus Jack record label, there is a music festival, Hot Wheels 

toys, a cereal, Nike products, and clothing lines that feature and leverage Scott’s personal brand image. He also appears in 

various media associated with the Kardashian/Jenner family, due to his personal and romantic links to Jenner.  

But for McDonald’s, the link is quite unusual. The only other celebrity to have a named menu item in the past was 

Michael Jordan. Furthermore, the extent of the collaboration goes well beyond most endorsement deals, implying that the 

company believes people will not only want to eat Scott’s preferred meal but also be ready, for example, to wear a old-

school brown McDonald’s work jacket emblazoned with its tagline, “Billions and Billions Served,” because Scott 

designed it.   

Both the endorsement and the related marketing communications suggest an attempt by McDonald’s to attain a cooler, hip 

image among younger audiences. Whether they actually will embrace the collaboration beyond buying a meal or 

collecting a little toy, such that they would spend $128 for a jacked that makes them a walking billboard for McDonald’s, 

remains to be seen. Is that really cool enough for them? Reports that the promotional posters have been stolen from stores 

and sold on eBay, along with register receipts showing an order of “The Travis Scott” hint that the tactic is working. A 

growing selection of TikTok videos depict what happens when young patrons blast samples of his songs in response to the 

request, “May I take your order?” from drive-through employees. 

But the deal creates some potential risks related to other stakeholders and target markets, which McDonald’s must 

consider as well. According to research that the company did prior to the launch, two-thirds of its franchisees opposed the 

promotion. Scott’s music includes some relatively risqué lyrics, and his videos feature some controversial content. For 

less hip, less cool consumers, such elements might be off-putting, as might the confusion prompted by the use of hip hop 

slang to support the campaign. Scott’s fans might giggle at the idea of a Boomer announcing “It’s Lit!” but McDonald’s 

would be ill-advised to seem as if it were trying to make some segments of consumers feel dumb.  

Discussion Questions 

1. What are the benefits of this partnership for Travis Scott? McDonald’s? 

2. Would you buy, consume, or wear any of the McDonald’s–Travis Scott merchandise? 

3. Do you think this partnership will be successful? Why or why not? 
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TikTok Provides Both a Candy Challenge and a Candy Solution for 

One Small Retailer 
Emily Bary, “TikTok Saved My Business: Candy Retailer Finds Internet Fame as COVID-19 Forces a Pivot,” Market Watch, September 11, 2020; 

Matthew Stern, “Retailer Saves Itself at the Buzzer with TikTok,” Retail Wire, September 15, 2020 

Use with Chapter 2, “Developing Marketing Strategies,” Chapter 3, “Social and Mobile Marketing,” and Chapter 

17, “Retailing and Multichannel Marketing” 

As the saying goes, necessity is the mother of invention. Faced 

with declining sales and the looming COVID-19 pandemic, one 

small candy retailer combined lessons gathered from expert 

advice, insights obtained through experience and research, and 

government assistance to pursue and adopt a completely 

different approach. And thus far, the results have been pretty 

sweet. 

Previously, Candy Me Up focused primarily on wholesale 

operations, selling bulk candy supplies to other retailers and 

special event organizers. It maintained one retail store in San 

Diego, and it hosted a popular booth at the annual San Diego 

County Fair, where it often earned the majority of its annual revenues within a few weeks. Although it had an Instagram 

page, its digital operations were a relatively minor factor within its overall strategy.  

Yet sales had started to decline, and the impacts of the pandemic were swift and dramatic. Worried that they would be 

forced to close down, the owners of the family-run store sought a $10,000 loan from the Paycheck Protection Program 

(PPP), which the U.S. Treasury established with the goal of helping small companies survive the pandemic. They also 

subscribed to an Instagram Live program that features a retail expert offering advice. He suggested finding a way to pivot 

and taking a new view on the market. 

So rather than continuing down the same path, the family members used the money to stay afloat. Then, noting the 

growing popularity of TikTok, they decided to develop new digital content that would be appropriate for the app. Their 

physical store provided a cheerful, appealing backdrop, filled with piñatas, brightly colored candy displays, and wide 

aisles of sugar-infused treats. Two siblings decided to film themselves, allowing their naturally silly personalities to drive 

the tone of the videos. 

In a remarkably popular version, they posed a Jelly Fruit challenge, in which they bit into edible wrappers around the 

candy. They also created new versions of popular treats, such as by pouring liquid sour candy on an existing lollipop and 

showing users how to do it themselves. Attracting millions of views and follows, the TikTok videos also converted into 

massive increases in online orders, such that Candy Me Up sold out of its pallet of 1,200 Jelly Fruits within days.  

The company is actively working to build its digital presence on other platforms too, though its existing Instagram page 

has a more business-to-business focus, showing retailers how it can support them with wholesale provisions of bulk 

candy. It is mainly through TikTok that the quirky, silly, sweet presentation of the offerings appeals to individual 

consumers—enough so that Candy Me Up already has been able to cover its PPP loan and return to earning profits. 

Discussion Questions: 

1. Why has a TikTok-oriented strategy been so successful for Candy Me Up? 

2. Could other retailers use a similar strategy successfully? What criteria might determine whether they can 

or not? 
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It’s a Cinch: By Aggregating Local Offerings, Cinch Market 

Aims to Make It Easy to Shop Local 

Anne Kadet, “Brooklyn Startup Puts Local Spin on Online Retail Market,” The Wall Street Journal, September 8, 2020; Tom Ryan, “Will Locals 

Choose Brooklyn over Bezos?” Retail Wire, September 14, 2020 

Use with Chapter 1, “Overview of Marketing,” and Chapter 4, “Conscious Marketing, Corporate Social 

Responsibility, and Ethics” 

There are a lot of well-meaning, ethical consumers who desperately 

want to shop local, support local businesses, and (possibly) protest 

some of the practices adopted by Amazon. But many of these 

consumers also are busy, time-pressed people, without the luxury 

of spending their entire afternoon trekking all over town to track 

down each item they need. The convenience of placing a single 

online order and having it delivered to their homes simply 

outweighs the moral desire to give their business to local stores. 

The solution then must be to help people access the local 

businesses they want to patronize, and that’s precisely what Cinch 

Market seeks to do for shoppers in Brooklyn. The online 

aggregator lists the stock in inventory at scores of local stores, 

enabling people to place a single order that gets them a candle from 

one small retailer, toys from another, and pastries from the nearby 

bakery. A Cinch Market employee visits each of the local stores, gathers the items, and then has them delivered to the shopper’s 

home.  

Beyond the specific offerings and services, Cinch Market promises shoppers that they can feel good about their purchases, by 

making its three guiding, ethical principles clear and part of all its marketing communications. We can paraphrase those 

principles as follows: 

• Community over Profit. People place orders, and businesses provide them, and that’s part of what makes a strong 

community. Cinch Market does not charge direct fees to either consumers or companies; it supports itself by taking a 

percentage share of each sale and charging delivery fees. 

• Take Good Care of Each Other. The wages for the delivery staff range $20–$25 per hour, and they also can earn tips, 

making it a viable employment option. 

• We Are Better Together. Claiming no “secret” mission, the company relies on building scale to reduce costs overall, 

noting “When we team up, we all succeed by keeping money in our community.” 

The appeal is thus notable, though a direct comparison with Amazon’s offerings also highlights how difficult it is to compete. 

That is, Cinch Market charges a $5.95 delivery fee (versus $0 for Amazon Prime members). It promises same-day delivery 

within a specific geographic region as long as people place their orders before 10:00 a.m. (similar timing but far less 

geographical reach than Amazon). It cannot guarantee availability, because it relies on the individual retail partners to update 

their inventory on the site (versus Amazon’s industry-leading, detailed in-stock information). The approximately 30 retailers 

currently participating in Cinch Market account for around 21,000 products (versus Amazon’s essentially unlimited offerings). 

More retailers are joining the platform though, such that Cinch Market expects to double the number of stores from which 

shoppers can order. It also plans to expand its geographic reach to the Upper West Side of Manhattan. Furthermore, it highlights 

a different comparison with Amazon: Whereas Amazon charges sellers a 15 percent fee on all sales through its site, Cinch 

Market requires a maximum of 9 percent.  

For local retailers, Cinch Market thus represents a much better deal, as long as the sales to patrons in their community are 

sufficient to keep them in business. For those patrons, the platform represents an appealing way to feel good about buying 

items. Whether those benefits are enough to allow Cinch Market to survive, even in the presence of Amazon, remains to be 

seen. 

Discussion Questions: 

1. What are some of the pros and cons of Cinch Market’s business model? 

2. How do Cinch Market’s three guiding beliefs align with a broader conscious marketing approach? 
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Supply, Demand, a Holiday Season, and a Pandemic: The 

Latest Moves in the Battle of the Gaming Consoles   
Kellen Browning, “Coming this Fall: The Return of the Video Game Console Wars,” The New York Times, September 15, 2020   

Use with Chapter 2, “Developing Marketing Strategies,” and Chapter 12, “Developing New Products” 

Every few years, an estimated 2.7 billion people wait excitedly 

for the newest generation of video game consoles to be released. 

Reflecting their competitive strategy, two of the biggest brands 

in this market, Sony’s PlayStation and Microsoft’s Xbox, release 

new console models in close proximity to each other, so 

dedicated gamers know they will have new options, regardless of 

which brand they tend to prefer. The moment for the 

introduction of the newest generations—the PlayStation 5 and 

Xbox Series X—is drawing nigh, but the stakes and the 

competitive environment are a little different this time around.  

Both releases are slated for early November, which reflects a 

traditional approach, in that it is early enough to allow holiday 

shoppers to get excited and make the purchases for themselves or 

loved ones. But even before those introductory dates arrive, both Sony and Microsoft have cautioned that they anticipate 

insufficient stock. Disruptions in their international supply chains, due to COVID-19, mean that they are unlikely to be 

able to meet consumer demand. They know it in advance but are moving forward with the releases, hoping at least to keep 

some gamers supplied and that the rest will remain excited enough to wait a bit to receive their consoles. At the same 

time, gamers still stuck largely at home due to the pandemic are already expressing impatience, such that supply gaps 

might be a particularly stressful problem this year.  

Other differences reflect some divergences in the strategies that each company appears to be adopting. Specifically, Sony 

is determined to leverage brand loyalty, earned through the popularity of previous PlayStation generations, and its strong 

brand awareness make the PlayStation 5 the most appealing console. In addition to highlighting the cool, futuristic design, 

it is strongly marketing the exclusivity of the games available only through its platform. 

Although Xbox has the popular Halo franchise, the release of the newest installment of that series has been delayed, such 

that it will not be available in time for the holidays. While noting disappointment with the delay, Microsoft also has 

adopted a different stance, emphasizing the availability of games across various devices. Therefore, it asserts that the 

timing of the new console introduction does not have to match that of a new Halo chapter. With the apparent belief that 

gaming is becoming an increasingly mobile market, it hopes to attract gamers to subscribe to its Xbox Game Pass service, 

which gives users access to a vast library of games, or else its new xCloud service, which allows them to play games on 

their Android devices. 

That is, even as it invests in developing a new console, Microsoft is acknowledging and supporting users’ potential 

preference to play games on old consoles, phones, and computers too. It has committed far more to building cloud-based 

access than Sony has. In turn, analysts predict that even if Sony might continue its dominance upon the release of the new 

generations of consoles, due to the popularity of its PlayStation and players’ loyalty to the brand, its old-school thinking 

may leave it at a disadvantage in the long term. 

Discussion Questions: 

1. How do Microsoft’s and Sony’s strategies for introducing their new consoles differ? 

2. Which would you purchase? Why? 
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Won’t You Visit Your Neighbor? Staycations and Travel 

Services in the Pandemic   
Tom Ryan, “How Big Is the Staycationer Opportunity?” Retail Wire, September 11, 2020; Samantha Davis-Friedman, “Four Seasons Orlando Invites 

Families to ‘Schoolcation’ at Disney World,” Attractions Magazine, September 3, 2020; Stacey Leasca, “Disney World and Universal Are Both 

Offering Huge Ticket Discounts for Florida Residents,” Travel + Leisure, August 17, 2020 

Use with Chapter 2, “Developing Marketing Strategies,” Chapter 10, “Marketing Research,” and Chapter 13, 

“Services: The Intangible Product” 

So imagine (it likely won’t be hard) that for some reason (say, a 

global pandemic), your thrilling, carefully detailed, highly 

anticipated summer vacation gets cancelled. What do you do? 

According to one recent survey, about three-quarters of U.S. 

consumers simply did not take any trips in summer 2020. But at 

some point, most families feel desperate for a break—a chance 

to opt out of their daily routine, visit somewhere new, recharge 

their batteries, and spend quality time together. If they are not 

willing to get on a plane or train to do so, a staycation might be a 

viable alternative, suggesting a substantial market opportunity 

for various tourism service providers. 

A staycation refers to short-distance travels, usually to a location 

easily accessible by car. Whether single-day or longer in 

duration, staycations encourage consumers to visit and 

experience local attractions rather that travel vast distances to reach less familiar attractions. As the summer of the coronavirus 

drew to a close, many people noted their increasing likelihood of embracing this option. They might have skipped their summer 

vacation, but as fall arrived, they grew more ready to take short trips. 

Not only do short, accessible trips appeal to people who are hesitant to get on planes, but the COVID-19–related impacts on 

children’s schooling meant that it was increasingly possible for families to travel, even during the traditional school year. 

Distance learning can take place anywhere with an Internet connection, so students can attend school just as easily at a hotel as 

at home. The Four Seasons Hotel in Orlando established a dedicated service for just this purpose, which it calls a 

“schoolcation.” It offers supervision of young guests in a dedicated learning room, equipped with socially distanced desks and 

high-speed Wi-Fi. While the students engage with their teachers through video calls, supervised by hotel employees, parents 

can visit the hotel’s golf course or spa. Then after school hours end, the family can convene at the pool, take tennis lessons from 

the hotel’s pro, or visit nearby amusement parks.   

Those amusement parks are recognizing the opportunity too. Florida’s theme parks have long offered discounts to residents of 

the state, but those price cuts have grown even more substantial in the current era, and the options are less subject to restrictions. 

For example, a four-day Flex ticket to Disney now allows in-state guests to visit multiple parks on nonconsecutive days, 

whereas previously they were restricted to certain parks and usually had to use the pass within a limited period. The cost is just 

$49 per day (cf. $109 for a regular one-day pass).    

Such appeals also reflect another outcome of the COVID-19 pandemic. That is, staycations historically have tended to grow 

more popular during economic downturns, when people seek to save money on their travels. The economic challenges created 

by COVID-19 imply that the close-to-home vacation may be a lasting trend, so service providers need to find ways to make 

their offerings affordable. 

These locational insights—along with survey studies indicating that people are seeking more outdoors adventures, in beach or 

mountain locations, rather than urban centers, during the COVID-19 era—offer compelling motivations for other service 

providers. They seemingly should adjust their targeting efforts, to focus their marketing on geographically proximal segments. 

Rather than international appeal, travel destinations should work to become great neighbors for local consumers, who are 

clearly ready for a break from school, work, and the virus. 

Discussion Questions: 

1. Is targeting locals is a good and sustainable strategy for tourism service providers, such as hotels and theme parks? 

2. How might local targeting, similar to staycations, represent a viable opportunity for other industries? 
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Nikola and Its Stakeholders Are Starting Up a Controversy, 

Along with a Company  
Ben Foldy, “Justice Department Probes Electric-Truck Startup Nikola over Claims it Misled Investors,” The Wall Street Journal, September 15, 

2020; Stephan Wilmot, “Nikola Is Only as Strong as Its Tech Partnerships,” The Wall Street Journal, September 15, 2020 

Use with Chapter 4 , “Conscious Marketing, Corporate Social Responsibility, and Ethics,” and Chapter 7, 

“Business-to-Business Marketing” 

Seeking to become the Tesla of the electric semi-trailer truck 

sector, the startup brand Nikola has made several claims about 

how far its developments have come. In a promotional video 

(see https://www.youtube.com/watch?v=IAToxJ9CGb8), the 

brand’s logo is prominently displayed on the front bumper of a 

semi moving along a road. Critics allege the video implied that 

Nikola had been able to build hydrogen-powered fuel cells with 

sufficient power to propel a massive truck; in truth, the truck 

was simply rolling. The company has not reached a point at 

which its technology can power a semi. A formal complaint 

initiated a federal investigation, but in addition to sparking interesting questions about advertising puffery, the situation 

reveals just how cutthroat business-to-business interactions and competition can become.  

According to Nikola, even as it acknowledged that the video might appear misleading, it was a basic advertising appeal, 

and the complaint was lodged because its source, a hedge fund called Hindenburg Research, had shorted on Nikola’s 

stock. (We cannot help but note the historical resonance, or perhaps irony, of a company called Hindenburg complaining 

about hydrogen-powered vehicles.) That is, if Nikola’s stock prices fall, Hindenburg makes more money. After 

Hindenburg publicized what Nikola called false allegations, the company’s stock price fell by approximately 20 percent. 

In contrast, in weeks prior to the hedge fund’s report, Nikola had announced a new partnership with General Motors, 

which had driven its stock valuation substantially higher. That agreement offered other benefits as well. In return for an 11 

percent stake in the startup firm, GM agreed to supply production facilities for future Nikola trucks, as well as sharing its 

knowledge and resources with regard to batteries and fuel cell technologies.  

These resources are critical for Nikola, whose business model entails leasing hydrogen-powered, massive trucks to 

corporate clients, such as Anheuser-Busch, Amazon, or Republic Services (a waste collection service company). Its value 

proposition issues the promise that though the costs of leasing the high-tech trucks might be higher, the users’ fuel costs 

will be minimal. It also plans to set up hydrogen refueling stations, to provide an ongoing service to these business clients.  

Several of these collaborators already have entered into agreements with Nikola. If it suffers substantial damage to its 

brand reputation due to the allegations of fraud though, those partners might grow less willing to wait for it to complete its 

development efforts. Of course, if the allegations are true, and Nikola ultimately cannot deliver on its promise of 

hydrogen-based delivery trucks, the point might be moot anyway.   

Discussion Questions: 

1. View the Nikola video at the center of the allegations. Do you regard it as marketing puffery, or is it misleading? 

2. What are Hindenburg Research’s motivations: bringing an unethical practice to light or benefiting its own hedge 

fund performance? Or both? 

3. Should Nikola’s partners and clients continue to work with it? What risks do they confront if they do so? 
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From All Access to +: Reimagining and Rebranding a 

Streaming Channel  
Benjamin Mullin, “ViacomCBS’s ‘Paramount+’ to Join Streaming Skirmish,” Marketing The Wall Street Journal, September 15, 2020 

Use with Chapter 12, “Developing New Products” 

The new kid on the streaming block actually has been around 

for a while. With the merger of Viacom and CBS, the existing 

CBS All Access channel will become something new, called 

Paramount+. Its offerings will include shows sourced from the 

CBS network but also leverage the content holdings of Viacom, 

which include movies produced by Paramount Studios, access 

to NFL games, and several new original series. Although 

competition for streaming customers is growing increasingly 

competitive, with options available from Disney, Amazon, 

HBO, Netflix, and so forth, ViacomCBS believes its content 

will be compelling enough to get consumers to subscribe. It 

already has enjoyed growth in the number of subscribers to 

CBS All Access, seemingly due to the high quality content, 

including The Good Fight and Star Trek: Picard, that is 

currently available there. 

Discussion Questions: 

1. Will Paramount+ be able to leverage its combined CBS and Viacom offerings to stand out in the streaming 

market? 

2. Would you subscribe to Paramount+? 
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Targeting Diversity: Target’s Commitment to Change  
George Anderson, “Target Touts Diversity Gains, Pledges to Hire More Black Employees,” Retail Wire, September 11, 2020; Tom Ryan, “Retailers 

Ensnared in Nationwide Protests,” Retail Wire, June 1, 2020; Target Corp., “Target Releases Workforce Diversity Report,” September 10, 2020, 

https://corporate.target.com/press/releases/2020/09/target-releases-workforce-diversity-report-plans 

Use with Chapter 5, “Analyzing the Marketing Environment,” and Chapter 17, “Retailing and Omnichannel 

Marketing” 

With its headquarters in Minneapolis, the site of the brutal 

killing of George Floyd by uniformed police officers, Target 

encountered protesters and advocates aligned with the Black 

Lives Matter movement in some of the earliest stages of the 

ongoing effort. Perhaps as a result of this proximity, it has 

responded with notably specific and measurable commitments 

to address diversity, representation, and responsibility issues 

throughout its corporation. 

Its detailed diversity and inclusion plan features five areas for 

improvement and attention. First, it commits to establishing 

clear routes for advancement for Black employees across its 

stores, supply chain operations, and corporate offices. Second, it 

is developing retention and hiring programs dedicated to 

attracting Black candidates to historically underrepresented careers, in areas such as data sciences, merchandising, 

marketing, and technology. Third, Target will expand its mentorship network to ensure Black employees feel supported in 

their advancement efforts. Fourth, its wellness programs will reflect a closer focus on the health needs of and benefits for 

people of color. Fifth, Target is creating antiracism training targeting leadership and managers, so that the ideals of 

inclusion spread throughout the corporation at all levels.  

In addition to making commitments for the future, Target released information about its performance in the present with 

regard to diversity initiatives. Its Workplace Diversity Report acknowledges that approximately half of the 350,000 

employees of the company are people of color, and more than half are women. One-third of the Board of Directors are 

women, and almost half are people of color. These statistics reverse at the store management level, where half of the 

stores include female managers, but only one-third are managed by people of color. With this evidence, and noting both 

its relative diversity success and the progress it still could make, Target has committed to increasing the representation of 

Black employees in the company by 20 percent, through not just hiring but also advancement and promotion strategies.  

Many other retailers responded to Black Lives Matter and related protests with statements of support or concern—as did 

Target. In an open letter, its CEO wrote, for example, “The murder of George Floyd has unleashed the pent-up pain of 

years, as have the killings of Ahmaud Arbery and Breonna Taylor. We say their names and hold a too-long list of others 

in our hearts.” The letter concluded with the assertion, “Since we opened our doors, Target has operated with love and 

opportunity for all. And in that spirit, we commit to contributing to a city and community that will turn the pain we’re all 

experiencing into better days for everyone.”  

But beyond expressions of concern, few other retailers made their promises to improve matters as explicit, quantifiable, or 

transparent as Target did. In this sense, it opens itself to potential criticism. If it fails to reach its specific and explicit 

commitments, it may come in for further protests. But if it succeeds, it promises to transform the marketing and retailing 

environment overall for the better.  

Discussion Questions: 

1. How is Target addressing contemporary issues surrounding race, diversity, and inclusion?  

2. Will these efforts influence how consumers view the brand? In what ways? 

3. Should other retailers make similar commitments? 
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Cooking Up Solutions for COVID-19 Pandemic At-Home 

Chefs  
Tom Ryan, “How Can Grocers Help Ease Home Cooking Fatigue?” Retail Wire, September 14, 2020; Kat Martin, “Fresh Direct Sees 46% Bump 

from Pandemic Back-to-School Sales,” Winsight Grocery Business, September 10, 2020; Acosta, “New Acosta Report Details How COVID-19 Is 

Reinventing How America Eats,” September 10, 2020, https://www.prnewswire.com/news-releases/new-acosta-report-details-how-covid-19-is-

reinventing-how-america-eats-301126801.html 

Use with Chapter 10, “Marketing Research,” and Chapter 13, “Services: The Intangible Product” 

A recently published marketing research report provides intricate details 

regarding what COVID-19 has done to people’s grocery and meal preparation 

habits. The changes are dramatic. In turn, it is up to retailers and service 

providers in the grocery industry to find new ways to meet the shifting needs 

and demands of consumers. 

Consider some notable statistics. According to the market research report, 55 

percent of people acknowledge eating as home much more often since the 

start of the pandemic, cooking an average of nine times per week. Similarly, 

55 percent of the respondents to the survey indicated they are sick and tired of 

cooking at home! That is, people are taking on new behaviors that leave them 

frustrated and fatigued.  

Such fatigue likely reflects their lack of experience, time, and creativity, all of 

which are valuable and necessary resources for supporting frequent home 

cooking. Many people feel as if they are making the same meal over and over, 

and they complain about the extensive effort associated with prepping the 

meal, planning future dishes, and cleaning up, even beyond the energy needed 

to cook the meals themselves.   

Yet despite these clear expressions of irritation and exhaustion, most of the respondents to the survey indicated their plans 

to keep cooking at home, though perhaps with a bit more frequent takeout options. For food service providers and grocers, 

these insights represent powerful directions and guidelines for developing their offerings. They need to help people find 

ways to come up with creative meal ideas; ensure they have the necessary ingredients on hand, as well as the skills to use 

them; and find some way to add enjoyment to the chore of cooking at home. 

FreshDirect appears to be achieving some of these contributions through its efforts. The delivery service’s sales already 

had increased due to the pandemic and people’s efforts to avoid visiting grocery stores in person. But it also is seeking to 

continue leveraging the new normal, by creating and promoting what it calls “meal hacks.” These options suggest easy 

ways to use familiar products in novel ways, such as listing four ways to use rotisserie chicken. People also can use the 

prepared meals like a planning guide too, because they provide ideas for seven days’ worth of breakfasts, lunches, and 

dinners that change each week. 

Discussion Questions: 

1. How have consumers’ needs and preferences regarding cooking at home changed during the COVID-19 

pandemic? 

2. How is Fresh Direct using data to improve its services? 

3. Given these findings, what do you think are ways other companies in the food industry can address 

consumers’ continuing meal-related needs? 

 

 

Back to Top 



Getting Up Close and Personal with Great Art, Through 

Virtual Museum Visits 
Daniel Grant, “Pandemic Pushes Museums Deeper into Digital Age,” The Wall Street Journal, July 31, 2020 

Use with Chapter 3, “Social and Mobile Marketing,” and Chapter 13, “Services: The Intangible Product” 

In a previous abstract (“Getting Up Close and Personal with Zoo Animals, By 

Visiting Them Virtually”), we detailed some of the ways that zoos, aquariums, and 

nature parks had responded to the lack of visitors, due to the COVID-19 crisis, by 

establishing virtual tours, interactions with the animals, and educational offerings. 

Such considerations affect other types of public gathering spaces too, leading to a 

growing trend among museums and art institutes to expand their social, virtual, and 

digital services. Even as these facilities start to reopen and allow limited visitation, 

the virtual tours hold great promise for expanding the museums’ reach, as well as the 

insights they can gain from in-depth analyses of the data that virtual visitors provide. 

The museums crafting virtual tours and services are determined to offer both 

education and entertainment. With their growing library of podcasts, YouTube 

videos, and social media posts, the cultural institutions are functioning “almost like 

media-production companies,”  building content that can engage visitors as well.  

Such engagement efforts take different forms. Many museums have options to allow 

users to add images of their favorite pieces to a curated, personalized album. The Metropolitan Museum of Art in New 

York also provides an augmented reality function that lets people place some of its most famous pieces virtually into their 

homes or yards, as well as into their Animal Crossing game play. In Houston, the Museum of Fine Arts streamed free 

yoga classes on its site, with instructors demonstrating poses in its galleries and grounds. 

But even relatively standard virtual offerings gained traction during the worst of the pandemic. Searchable art databases 

maintained by the Guggenheim, the Art Institute of Chicago, and Washington DC’s National Museum of Natural History 

existed prior to the COVID-19 crisis, but all their usage and visitation rates jumped by double digits when patrons could 

no longer visit the museums in person. 

All these sites have reopened, at least to limited crowds, but they also note their intentions to maintain the interactive, 

multichannel engagement they have achieved with virtual visitors. Notably, whereas in-person visits offer key benefits to 

these institutions (e.g., entrance fees, purchases in gift shops), so do virtual visits, in the form of in-depth data about who 

seeks out the digital content and how they behave once they obtain it. With insights into visitors’ demographics, search 

histories, and preferences, the museums can better curate their offerings, both online and off, to develop more 

personalized services and appealing content. 

Discussion Questions: 

1. Have you recently viewed any museums’ online content?  

2. As online content continues to expand, are people likely to continue to visit physical museums? As physical 

locations increasingly open up to visitors, are they likely to continue accessing the digital content? 

3. How might museums use or monetize their online content? 
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Cutting Coupons? Nope, Cutting Paper Coupons out of 

Promotional Strategies  
Annie Gasparro, “Coupon-Clipping Fades into History as COVID-19 Accelerates Digital Shift,” The Wall Street Journal, September 1, 2020 

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

Coupons have a long and varied history in marketing and 

retailing. Different sellers have found them either invaluable or 

unnecessary, depending on the consumers they were targeting 

and the type of offerings available through their stores. This 

story is far from over; the dynamic coupon context is being 

subjected to even more notable changes in the COVID-19 era. 

Today, the discussion has shifted in focus, such that rather than 

asking whether or not to issue coupons, marketers are deciding 

whether they should be digital or physical. 

The answer mainly seems to be digital. Scores of national 

retailers now provide digital coupons to consumers, whether 

sent directly to their phones, available through apps, or 

downloaded actively by the consumers themselves. Some of 

them already had sent a few digital offers prior to the pandemic; for example, Dunkin’ used to send out coupons to 

registered users about once per quarter. But in its effort to get people back to its cafes, Dunkin’ has been sending these 

offers about once a week in the past few months. 

Manufacturer brands similarly are embracing the appeal of digital nudges to get people to buy. Laughing Cow has 

increased its spending on digital coupons by 75 percent, offering free samples that people can pick up in stores, rather 

than continuing with its pre-coronavirus plan to spend that marketing budget on samples that representatives would hand 

out at marathons, concerts, and other now-cancelled public gatherings.  

Consumers appear to be happy with the shift in focus; whereas in 2019, more than one-third of coupon redemptions 

involved paper coupons, and less than one-quarter relied on digital versions, those numbers have swapped. Now, 31 

percent are redeemed digitally, whereas only 26 percent include paper versions. 

The popularity of digital coupons for consumers, retailers, and manufacturers seems reasonable: Consumers appreciate the 

convenience, in that they do not need to remember to bring along a folder of paper coupons to the store. They also likely 

receive personalized offers, because retailers can track what they buy, and then offer coupons for complementary items. 

That’s a key benefit for the retailers and manufacturers too, whose sales should increase due to their improved, 

personalized promotions.  

Furthermore, digital coupons can be posted, deleted, and updated in real-time and constantly, whereas designing, printing, 

and distributing paper coupons often took months of planning. Walgreens thus has halted printing its weekly circular, 

figuring that the costs are not worth the benefits. Even CVS, famous for its incredibly long ribbons of receipts with 

coupons included in the printout, has made those offerings simultaneously available through its app. 

Discussion Question: 

1. Should companies completely eliminate paper coupons, in favor of digital coupons? What are some of 

the risks of doing so? 

2. How might companies use the data they automatically gather when consumers redeem digital coupons? 
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Nearly Every Marketer Is Limiting its Product Lines, in an 

Attempt to Ensure It Can Provide at Least the Basics  
Annie Gasparro, Jacob Bunge, and Heather Haddon, “Why the American Consumers Has Fewer Choices—Maybe for Good,” The Wall Street 

Journal, June 27, 2020 

Use with Chapter 6, “Consumer Behavior,” and Chapter 16, “Supply Chain Management” 

Although the effects of COVID-19 have been diverse and 

varied, a consistent implication is appearing among 

companies’ product line decisions. Across a vast range of 

industries, markets, and contexts, product lines are 

narrower, shallower, and smaller. Consider some key and 

diverse examples in multiple industries: 

• Restaurants. Outback Steakhouses have removed about 

40 percent of the items that were on its menus before the 

pandemic. Olive Garden’s menus are substantially 

diminished. McDonald’s has pulled back on its menu 

expansions, telling franchisees that novel options like 

bagels and new salads are on hold for now. 

• Fast moving consumer goods. In response to the well-known toilet paper supply crises, Georgia-Pacific has 

focused virtually all its production on one type of Quilted Northern, produced in larger rolls. Other versions, 

styles, and sizes simply will not be produced, at least for the foreseeable future. 

• Food manufacturers. PepsiCo. halted production of an estimated 20 percent of its various products. Nestle 

removed various Lean Cuisine recipes from freezers and plans to maintain its reduced product line going forward. 

Various meat producers, including Tyson Foods and Cargill, had to shut down plants temporarily in response to 

coronavirus spreading events, and as they gear back up, those plants are focusing on only the most in-demand 

products. 

• Grocery stores. Across categories and chains, product variety has decreased by around one-third—slightly more 

in some categories, slightly less in others. At IGA, consumers now find 4 toilet paper stockkeeping units, whereas 

prior to the pandemic, they encountered about 40. 

• Vehicles. Harley-Davidson has cautioned its dealerships that approximately 70 percent of them will not receive 

any further shipments in 2020. Automobile dealerships also are noting the limits on options available, especially 

as the effects of earlier disruptions in manufacturing supply chains become evident. For example, fewer all-wheel 

drive vehicles are being produced, because the original equipment required for that option has not been accessible 

in automotive supply chains.  

These are just a select sampling of product line rationalization efforts, but the consistent effort across these diverse actors 

highlights the universality of this trend. It reflects companies’ attempts to deal with the supply chain constraints imposed 

by the coronavirus.  

But it also appears to be a response to consumer demands. Overwhelmed by the state of the world and suffering 

heightened stress overall, consumers generally are turning to familiar, known product options. Novelty and a glut of 

choices feel oppressive rather than compelling. When consumers already are burdened with decisions about whether to 

send their children to school or let them take virtual classes, which mask they should wear, and whether it is safe to go 

back to their local eatery, the last thing they want is to have to struggle with a choice among 40 different types of toilet 

paper. 

Discussion Question: 

1. How is offering fewer varieties meeting new customer needs? 

2. Do you think that companies should stick with this model after the Pandemic? Why or why not? 
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