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Dear Professor, 

 

      We are delighted to inform you that Marketing 8e 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 e 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
https://www.mheducation.com/highered/ideas/i/1310845-f20-grewalmarketing8e-flipbook-11-20-20-lr/0?
https://shop.mheducation.com/store/paris/user/findltr.html
https://shop.mheducation.com/store/paris/user/findltr.html
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Videos: 

 

Food-Delivery Apps vs. Restaurants: The 

Dining Industry’s Covid Divide 
 Demand for food delivery has soared amid the pandemic, 

but restaurants are struggling to survive. In a fiercely 

competitive industry, delivery services are fighting to gain 

market share while facing increased pressure to lower 

commission fees and provide more protection to their 

workers.   

 7:28 min 

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

chapter 13, “Services the Intangible Product”  

 Video Link 

 

 

Desktops are making a comeback during 

the pandemic 

 he remote-work boom has amplified growth in the PC 

market. Here are 3 ways the pandemic is changing the 

future of PC design.  

 3:38 min 

 Use with Chapter 12, “New Product Development”  

 Video Link 

 

 

 

 

https://www.wsj.com/video/food-delivery-apps-vs-restaurants-the-dining-industrys-covid-divide/68C635D1-76B7-48A0-9A9D-047441332178.html
https://www.wsj.com/video/food-delivery-apps-vs-restaurants-the-dining-industrys-covid-divide/68C635D1-76B7-48A0-9A9D-047441332178.html
https://www.marketwatch.com/video/sectorwatch/desktops-are-making-a-comeback-during-the-pandemic/D67FB398-8550-4557-8E9B-07D8774FAE26.html?adobe_mc=MCMID%3D92020651783892725233059776081853063646%7CMCORGID%3DCB68E4BA55144CAA0A4C98A5%2540AdobeOrg%7CTS%3D1615056230
https://www.marketwatch.com/video/sectorwatch/desktops-are-making-a-comeback-during-the-pandemic/D67FB398-8550-4557-8E9B-07D8774FAE26.html?adobe_mc=MCMID%3D92020651783892725233059776081853063646%7CMCORGID%3DCB68E4BA55144CAA0A4C98A5%2540AdobeOrg%7CTS%3D1615056230


Scanning the Growing Uses of QR Codes 
Lora Kelley, “Actually, QR Codes Never Went Away,” The New York Times, January 28, 2021 

Use with Chapter 3, “Social and Mobile Marketing,” and Chapter 5, “Analyzing the Marketing Environment” 

Are they efficient or clunky and overengineered? Are they for 

purchases and commerce or for entertainment? Do they educate or 

confuse? Each of those descriptions has been used to refer to QR codes, 

the black, scannable squares of code that take smartphone users to some 

form of linked content. Regardless of people’s view of them though, 

their uses continue to expand, driven by several macroeconomic and 

social trends. 

The impact of COVID-19 is a pretty obvious driver. If and when 

consumers felt safe venturing out to a restaurant, having a QR code in 

the menu or printed onto their check enabled them to pay with virtually 

no physical contact with any servers. Public health services also post 

QR codes that vaccine-seekers can scan to get an appointment, check 

their status, and so forth. For many educators, the QR codes have proven invaluable in ensuring that students 

have access to the classroom materials that they need when they are learning at home. 

All of these developments were preceded by a necessary prior shift though, induced by an Apple update to its 

phones’ operating systems. That is, the iOS 11 update meant that every iPhone’s camera could scan the QR 

codes automatically, such that users did not have to download a separate app to make the link, as they 

previously did. This ease of use greatly expanded people’s willingness to scan the codes, which then set the 

stage for their expanded uses. 

Such uses were not the original purpose of QR codes. Rather, they were invented by an in-house engineer, 

seeking ways to streamline and facilitate supply chain operations for an automobile manufacturing firm. The 

idea was that the “quick response” codes could inform the company where each part was in the supply line, 

enabling faster adjustments and just-in-time manufacturing capability. 

Their uses clearly have expanded since then, though not without some stops and starts. As the codes spread, 

many firms used them in confusing or inapplicable ways, such as when they would be pasted onto outdoor 

billboards along highways, which drivers could not reasonably stop to scan. Some forward-thinkers hired tattoo 

artists to ink them with personalized codes that, when scanned, would take acquaintances to their personal 

social media pages or websites, though that was more for fun than functionality. But as more helpful and 

relevant applications have emerged, more consumers realize their convenience. In China, where mobile 

payments are extremely common, more than 90 percent of transactions rely on QR codes or similar links to 

digital wallets. China’s central government also used them to help trace COVID-19 patients’ movements and 

health status during the pandemic. 

In such settings, when people want the convenience of remote links to necessary information and functions, and 

companies grow better at supporting their use, the clear functionality and straightforward appeal of QR codes 

makes them unavoidable. You might not get one tattooed onto your arm, but you’re likely to be scanning quite a 

few of them on your phone. 

Discussion Questions 

1. Why has the spread of QR codes been so staggered, rather than linear? What factors have slowed the 

growth, and which ones have increased it?  

2. What other, creative uses can you imagine for QR codes that might support marketing efforts? 
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A Fashion Accessory for the Masked Era, and the Successful 

Supply Story of a Nimble Small Firm 
Valeriya Safronova, “Marks Aren’t Going Away, so Consider the Mask Chain,” The New York Times, January 21, 2021  

Use with Chapter 12, “Developing New Products” 

Now that consumers have had about a year of experience 

wearing masks, everyone knows some of the small annoyances 

associated with them. They can cause skin irritations and 

breakouts; they get sweaty sometimes; and it is too easy for 

them to blow off or get dropped on the ground if not fully 

secured. To deal with the emerging needs that result from these 

problems, innovative firms have come up with a range of 

offerings that they can market as solutions to an immediate 

problem—but also as valuable and appealing options for the 

long-term. Consider the stories of two fashion and style brands 

that moved from designing and selling conventional accessories 

prior to the pandemic, to developing masks, and then to 

inventing and promoting the relatively novel idea of mask 

chains. 

The coronavirus had disrupted these firms’ existing businesses; one founder noted that she was starting to eat through her 

savings. Noting the styling of a necklace on an old promotion, one of the designers decided to conduct a new fashion 

shoot, which featured necklaces and glasses chains attached to masks. Once the idea got into people’s heads, the orders 

came pouring in to the shop. 

Made of various fabrics and lightweight plastics, such as Lucite, the various mask chains can be coordinated with the 

high-design masks, but they also can be worn with even basic, disposable versions. Most people link them through the ear 

loops and run the chains along the front of their necks, so that they are visible and decorative, similar to a necklace. 

Fashion icons including Jennifer Lopez and Mindy Kahling have been photographed wearing them, creating an image of 

the chains as fashion forward. 

It’s a funny positioning for an accessory that previously has been associated with older or conservative consumers. 

Popular views of glasses chains usually involve grandmothers and librarians, who use them to keep their eyeglasses handy 

for peering at misbehaving children. But by innovating their uses, the mask chains became more than either glasses chains 

or necklaces, with appealing features of both foundational notions. That is, they keep masks from being accidently lost, 

but they also add a bit of flair and style to an otherwise completely functional accessory.  

Orders for the mask chains skyrocketed so quickly that both designers had trouble keeping up with demand. The question 

is whether that demand will disappear as a larger proportion of the population is vaccinated and masks are no longer 

mandated. According to policymakers and experts, even if masks become less prevalent than they have been at the height 

of the pandemic, they are likely to remain a visible part of society. In some cultures, people have been wearing masks 

regularly, any time they caught a cold or other virus, in an attempt to protect others around them. In addition, different 

variants of COVID-19 continue to pop up, implying that things might improve, but the threat still might remain. 

For the small businesses though, the key is to continue to remain nimble. They saw a new market opportunity and quickly 

shifted their operations to pursue it, with great implications for their business and their success. If they can keep that 

perspective, they should be well positioned to pivot again and meet whatever demands people might develop to keep 

themselves safe, masked, and fashionable, all at the same time.  

Discussion Questions 

1. Why are mask chains becoming so popular? 

2. Where in the product life cycle would you locate mask chains? What about masks themselves? 

3. What kind of innovation are mask chains, radical or incremental? Defend your answer. 
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The Shift to the Suburbs: A Consumer Trend in Housing, Working, 

and Buying 
Kristen Bayrakdarian and Kevin Armstrong, “Why Some Suburban Businesses Are Thriving During the Pandemic,” The New York Times, February 

1, 2021 

Use with Chapter 6, “Consumer Behavior” 

For some businesses that are enjoying increased sales from stay-at-

home workers and families, the immediate, if perhaps surprising, 

explanation is the effects of COVID-19. If workers are no longer 

commuting to jobs in an urban center, they are far more likely to 

shop with nearby, suburban retailers. Such trends are evident in the 

restaurant industry, where suburban eateries are attracting a lunch 

rush that previously would have been downtown in the middle of 

the day. They also include gift and apparel retailers though, 

because it is no longer easy or convenient for commuters to pop 

into a shop around the corner for a new suit or a gift for their child 

to bring to a birthday party the coming weekend.  

But attributing all of these changes just to the pandemic may be 

short-sighted overall. There is no question that non-urban retail locations, especially in commuter communities 

surrounding big cities like New York City, are benefitting from the change in people’s work lives. In Westchester County 

in New York for example, an estimated 40 percent of residents commuted into the city every day for work. Now that 90 

percent of the employees whose offices are in Manhattan are working from home, and those workers find it much easier to 

access their local shops and restaurants. 

They also have more disposable income in many cases. For example, if they cancelled vacations to avoid traveling during 

the height of the coronavirus, they might have a little more to spend on gifts to tell loved ones that they are thinking of 

them. The frustration of lockdowns led people to order more delivery meals as well, which again benefit the restaurants 

nearest their homes. Another retailer, specializing in picture framing, noted that people who had gotten tired of staring at 

the same walls in their houses were splurging more on artwork and presentations that add interest to their living spaces.  

But as the retail owners acknowledge, these shifts also required some traditional marketing trends to come to fruition. One 

small sushi chain, with three locations, noted that it closed its Manhattan spot even before the pandemic, because it found 

that its best advertising and growth came from parents at their children’s weekend soccer games, telling one another about 

a great meal they had the night before. That word-of-mouth effect has intensified during the pandemic, but the basic 

premise remains the same. As local online parenting groups share suggestions for where to find the best sushi, the local 

restaurant recognizes that this form of marketing still has the most impact on its sales.  

Similarly, after a New Jersey resident read about a gift shop on her town’s local website and visited there once, to find 

toys to keep her children busy during the lockdown, she returned dozens of times to get more gifts for friends, whose 

birthdays and anniversaries she wanted to celebrate. In this sense, having an appealing assortment remains the main driver 

of her shopping; the pandemic simply pushed her to find the store in the first place.  

The importance of both traditional marketing benefits and the impetus created by the coronavirus is likely to persist, 

considering another notable trend: more people moving out of the city and to the suburbs. One estimate indicates that 5 

percent of New York City residents have sought to leave—which may seem small until we think about how many people 

that percentage reflects. Home sales in commuter communities accordingly increased by 44 percent in 2020, compared 

with before the pandemic.  

Thus local retailers are gearing up to welcome new loyal customers. They know that their old (or perhaps “long-standing” 

is a preferable description) and loyal customers have kept them afloat during difficult times in the past, and they hope that 

their newly loyal fans will help them continue to do so for the future. 

Discussion Questions: 

1. How has the pandemic changed customer buying behavior?  

2. How has consumer buying behavior remained essentially the same, even during the pandemic? 

3. Are the shifts likely to persist across different stages and the abatement of the pandemic? 
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Trying to Give Consumers More Control by Making Privacy 

Clearer: Apple’s App Privacy Initiative 

Brian X. Chen, “What We Learned from Apple’s New Privacy Labels,” The New York Times, January 27, 2021 

Use with Chapter 3, “Social and Mobile Marketing,” and Chapter 4, “Conscious Marketing, Corporate Social 

Responsibility, and Ethics” 

Descriptions of Apple’s new privacy labels almost invariably make 

the comparison with nutrition labels on packaged food, and 

understandably. In both cases, the goal is to give consumers 

complicated information, in an easy-to-understand format, that 

enables them to make better choices and protect themselves against 

harm. Just like the nutrition label though, the effectiveness of 

Apple’s privacy labels raises some questions. 

These labels, which are available for each app downloaded from 

the App Store, detail the kinds of information that each app gathers 

from users. Rather than having to read lengthy privacy statements, 

consumers can check for three categories: data used to track you 

(e.g., the app follows you across platforms to see where you 

browsed and in what order), data linked to you (e.g., purchase 

histories), and data not linked to you (e.g., mapping technologies 

that briefly access the device so they can provide directions, without saving your location information afterwards).  

In some cases, the reports seem logical and appropriate. Spotify and Apple Music both keep track of data linked to users, such 

as the songs they download, so that they can recommend other music for people to consider. But others are rather more 

confusing; an app used primarily to open a smart garage door seemingly has little reason to gather personal data about the 

person.  

Of course, those forms of personal data collection likely exist to support extended advertising personalization and targeting. If 

consumers prefer to avoid such targeting, they can delete the offending apps from their phones to limit their exposure—

assuming they understand precisely what the different categories mean. For example, “contact info” is a type of data that gets 

classified under both the data used to track you and data linked to you categories in the App Store. Thus it remains rather 

confusing for consumers to determine what a particular app might be doing with their contact information, once it gains access. 

Furthermore, to access the labels themselves, users need to go back to the App Store and check the description of each app they 

are investigating. The information is not readily available in the app itself, once installed on their devices. Finally, there are no 

standards or monitoring authorities checking whether the app developers are telling the truth when they provide the information 

used to create the privacy label. Arguably, a company could claim to collect minimal data that might track consumers, all the 

while illicitly accessing all sorts of information from users’ phones. Such practices would be unethical and likely prompt 

sanctions, but only if they were identified and caught. 

But the extreme difficulty of identifying privacy practices and violations was the impetus for the privacy initiative in the first 

place. For regular customers, reading pages of jargon about privacy rules is an unreasonable burden. Reviewing simplified 

categories, once they find them, might be easier. But is it really sufficient to give consumers the tools they need to make the 

privacy choices that seem optimal to them? 

Discussion Questions: 

1. How effective are Apple’s new privacy labels? And what are they effective at doing, precisely? 

2. Go to the App Store and review a few of the apps that are on your phone (if you have an iPhone). What did you learn? 

Does the information leave you wanting to change how you use the apps or which apps you keep on your phone? 
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How Far Can, and Should, Amazon Go to Keep Prime 

Subscribers?   
Isabella Kwai, “Consumer Groups Target Amazon Prime’s Cancellation Process,” The New York Times, January 14, 2021   

Use with Chapter 4, “Conscious Marketing, Corporate Social Responsibility, and Ethics” and Chapter 15, 

“Strategic Pricing Concepts” 

It is easy to sign up for a subscription service. Should it be 

equally easy to terminate it? As anyone who has tried to halt a 

gym membership might attest, companies work hard to keep 

subscribers in place, using various negotiation tactics and 

arguments to prevent them from leaving. But online, those 

tactics might become even more nefarious, prompting some 

rights groups to express concerns, largely focused on Amazon 

and its popular Prime service. 

When a Prime member clicks to cancel the membership, the site 

brings up a host of warnings, cautioning the user that without a 

Prime membership, he or she will lose lots of benefits. It 

encourages them to keep the membership, and maybe switch to 

an annual payment plan, such that consumers have to take 

several steps to complete the process.  

According to consumer rights groups, this multistep process is not just inconvenient. It also is an example of the “dark 

patterns” that online retailers use to play on consumers’ unconscious motivations and nudge them to behave in ways that 

do not match their actual preferences. For example, by framing the cancellation in loss terms (e.g., loss of benefits with 

Prime), Amazon appears to be trying to invoke people’s sense of fear. Humans dislike losses, even more than they value 

gains, so a loss frame can impose powerful influences on how they behave.  

Although such dark patterns are troubling and questionable in their ethicality, they do not appear illegal per se. Amazon 

has the right to discourage people from leaving, and it also claims the cancellation process is appropriately simple, 

contesting allegations that the company makes it confusing and difficult to leave. Furthermore, it seems impossible, and 

even undesirable, to legislate a company’s right to do its best to keep customers.  

But convincing customers to stay, by ensuring they realize the value of the offering, is much different from manipulating 

them to remain, by playing on their fears. Then the question becomes: Which is Amazon doing? 

Discussion Questions: 

1. Which is Amazon doing? Trying to convince customers of the value of a Prime membership or playing 

on their fears of losing something by leaving?  

2. If you are a member of Prime or some other subscription service, start the process of cancelling (even if 

you ultimately do not complete it). How difficult is it? Is the company engaging in scare tactics to keep 

you? 
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Do Parents Need a Ferrari SUV to Get the Kids to School?   
Lawrence Ulrich, “An S.U.V.? Ferrari Sees the Writing on the Road,” The New York Times, January 14, 2021 

Use with Chapter 2, “Developing Marketing Strategies” 

For luxury carmakers, exclusivity is key. If just anyone or everyone 

can putter around town in one of their vehicles, then a primary 

element of their appeal disappears. And there is no carmaker more 

luxurious than Ferrari. Throughout its history, the company has 

held fast to its founder’s recommendation that each year’s 

production volume should be one fewer car than people want to 

buy. This intentional scarcity keeps Ferraris aspirational, idealized, 

expensive, and available only the wealthy few.  

So what is it doing introducing an SUV, that bastion of suburban 

life?  

The new Purosangue model will have four doors and a front-loaded 

engine, though outsiders know little else about it. Slated to be 

introduced in 2022, the SUV has been kept under tight wraps. But 

even the little information available has gotten car purists deeply upset, worried that Ferrari will lose its edge, its appeal, and its 

reputation for immaculate, incomparable cars. 

By the same token, the line expansion should not come as a complete surprise. In recent years, Ferrari has been steadily 

creeping toward more models, as well as rising production numbers. In 2019, it sold 9.5 percent more cars than it ever had in its 

history. That still meant only a little over 10,000 vehicles, but it reflected a notable increase. Whereas once people fought even 

to get on a waiting list for the potential to buy a Ferrari, the company now appears to be ramping up production to get more 

people behind the finely tuned wheels. 

Furthermore, it recently introduced the Roma model, with distinctly non-Ferrari features: an adjustable magnetic suspension 

that makes for a comfortable ride, space in the trunk for luggage, and a starting price tag of “just” $222,620. That number may 

seem like a joke, but it’s remarkably affordable, compared with the prices traditionally charged for popular Ferrari models. It 

also is nearly negligible when considered next to the $70 million someone paid for a 1963 GTO in a recent auction. 

Furthermore, Ferrari has shown its awareness of automotive trends by introducing a plug-in hybrid model called the Stradale. 

With the combination of a gasoline-powered V-8 engine and three parallel electric motors, the Stradale might limit emissions, 

but it also is the fastest road car available in Ferrari’s lineup. 

Still, reactions to the SUV are louder and more dismayed than to any other proposal Ferrari has issued before. An SUV might 

just seem less luxurious and fabulous, because of its association with soccer practices and baby seats. But for Ferrari, a limited 

growth strategy seems to be in its sights. It wants to appeal to wider markets, and sell more cars, without going so far as to 

undermine its own luxury appeal. The cars, regardless of their body type, are still fast, responsive, and perfectly engineered.  

But an SUV? Really? 

Discussion Questions: 

1. Why would a traditional luxury sport car brand like Ferrari enter the SUV market? 

2. Is the Purosangue likely to be successful? If so, what are some of the likely long-term implications for Ferrari? 
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Simulated Racing Already Offered Gaming Appeal, and then 

COVID-19 Pushed It Over the Finish Line  
Roy Furchgott, “Pandemic Paved the Way for Sim Racing, but Will It Last?” The New York Times, January 18, 2021 

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

Promotions” 

The thrill of speeding around a curve, testing the limits of what a big 

engine can do, is the heart of car racing as a sport. Fans might be able to 

experience this kind of excitement in limited scenarios, such as if they pay 

to visit a fantasy racing camp for a weekend, but for years, they mostly 

have enjoyed it vicariously by watching races, in person or on television, 

rooting for their favorite teams and drivers. So when COVID-19 put the 

brakes on in-person races, perhaps it should have come as no surprise that 

fans were willing to take the next step and enjoy simulated (sim) races. 

The sim races, as a form of gaming, had been on offer for a while; the 

technology did not have to be created for the offering to be available. 

Previously racing teams had used them to link up with fans through digital 

media. In various gamified settings, players race against one another, and 

multiple racing teams have joined those platforms to link up with those 

fans.  

Furthermore, the realism and accuracy of the sim races provides a 

supplemental training tool that many drivers leverage, to get a sense of a new track before they actually drive on it during a race. 

Accordingly, there have been stories of regular fans encountering a famous, professional driver in game, allowing them to race against 

them—at least virtually. Such close connections have made sim games a prime market for advertisers; Chevy, Mazda, and McLaren 

all grant licenses to various racing games, giving them the right to reproduce versions of some of their most popular racing models.  

Thus when racing shut down, some companies and teams already had sim versions ready to go. Building on that foundation, television 

networks that lacked the content traditionally provided by the slate of NASCAR, Formula 1, and other races agreed to test out 

broadcasts of sim races. An early test, marketed as the Virtual Bahrain Grand Prix, attracted 4 million viewers, across television and 

digital platforms—far less than a conventional race, but way more than sim races used to attract.  

The audience also consists of hard-core fans, so any advertising appearing during the game was reaching a deeply engaged target 

market. Their engagement was also evident in the wealth of social media comments, likes, and posts that accrued during the race, 

spreading the marketing reach even further. Such cross-platform effects implies access to a younger demographic as well, something 

that NASCAR has struggled to achieve in recent years. 

Beyond the promise of effective advertising, sim racing opens up opportunities for more sponsors and brands to participate. For 

example, a sponsorship package for an actual vehicle averaged around $35 million, far exceeding the budget of many brands. But in 

sim races, brands can pay less than $10,000 and appear on the hood of a virtual car.  

Thus even as lockdown restrictions ease, sim racing might remain, in parallel with real races, offering audiences a new way to interact 

with drivers and teams; giving drivers a way to connect with fans and improve their skills; offering the racing leagues greater reach 

and exposure; and providing brands a wider range of options for keeping their logos visible.   

Discussion Questions: 

1. Why is sim racing so appealing to marketers?  

2. How are brands using sim racing to build brand loyalty? 

3. Is sim racing likely to remain popular even after racetracks reopen? 
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The Risks and Rewards of Deregulating India’s Agricultural 

Markets  
Hartosh Singh Bal, “Why Are India’s Farmers Angry?” The New York Times, January 14, 2021; Niharika Sharma, “Why Indian Farmers Believe 

New Laws Are Rigged to Favour India’s Richest Man,” Quartz India, December 8, 2020; Lauren Frayer, “India’s Farmer Protests: Why Are They So 

Angry?” NPR, March 2, 2021.  

Use with Chapter 8, “Global Marketing,” and Chapter 16, “Supply Chain Management” 

Following its independence in 1947, one of the ways that India 
sought to ensure the welfare of its population was by 
establishing a price assurance system for farmers, guaranteeing 
them that if they cultivated critical crops like rice and wheat, 
they could rely on a set, minimum price paid for the produce. 
This national system enabled the country to overcome food 
deficits while also expanding earning opportunities for rural 
farmers, both of which have been part of its expanding 
development over the intervening decades. 

Having reached such a threshold, several forces in India are 
encouraging a more free, open, capitalist, market approach. 
Whereas foreign investments were once closely restricted, 
today more companies are entering Indian industrial sectors, even without local partnerships. Furthermore, the current 
prime minister has proposed eliminating the agricultural price assurance system, with the argument that the free 
market should set the prices for rice, wheat, and other staple crops. New proposed laws would allow private trading 
companies to negotiate directly with the approximately 800 million individual farmers in India, rather than requiring the 
participation of existing government-run boards that currently function to establish price minimums and purchase any 
surpluses.  

The response from staple crop farmers has been rapid, vociferous, and angry. They argue that eliminating the price 
assurances threatens to undermine their livelihoods and the ability of small farmers to survive and compete. Pointing to 
the example of a limited prior initiative, which dismantled the price assurance system in just the state of Bihar, 
protesters note that whereas the federal minimum price for 100 kilograms of rice was $25, farmers in Bihar were forced 
to sell the same amount for just $16. Whereas the free market experiment in Bihar, begun in the early 2000s, initially 
claimed that the outcome would be higher prices, those claims have not been borne out.  

Instead, according to the farmers protesting the new laws, the unethical goal of these changes is actually to benefit large 
agricultural firms. They allege that two of the largest farming corporations in India are helmed by two people who are 
close allies of the prime minister, such that accusations of collusion and exploitation are widespread. Notably, the new 
laws do not provide any means for individual farmers to bring suit if they believe they are being cheated by the trading 
companies. The new system thus appears designed to drive small farmers out of business, give all the power and control 
to corporate interests, and offer no legal recourse to people harmed by the consolidation in the industry.  

The protests have been extensive and long-lasting, and some of the government’s restrictive reactions to them, such as 
suspending the Twitter accounts of protesters, have raised further controversy. But negotiations continue, and 
observers note that the situation is more complex than the protests would imply. Farmers of non-staple crops, such as 
tomatoes and beans, have never enjoyed the same price support that staple crop farmers do, such that they allege 
neither the protesters nor the government is helping them overcome the challenges of modern agriculture, climate 
change, and technology developments. 

Discussion Questions: 

1. Why is India’s national government pursuing initiatives to transform agriculture into a free market? 

2. Does economic development require a more capitalistic approach, such that farmers need to compete better or else 

leave the market, or should governments continue to offer price assurances and support to small farmers? 
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A Pandemic Opportunity for Independent Chefs, Supported 

by Instagram  
Tejal Rao, “Cooks Turned Instagram into the World’s Greatest Takeout Menu,” The New York Times, January 26, 2021 

Use with Chapter 2, “Developing Marketing Strategies” 

The restaurant industry has always been a tough one, featuring 

thin margins and intense competition. In that context, 

independent actors often struggled to find a way to fulfill their 

dreams and share their food creations with the public. Opening a 

restaurant, hiring staff, marketing—those costs simply put the 

dream out of reach for many would-be chefs. But then came 

COVID-19, upsetting the very structure of the industry and 

creating a new, promising space for individual cooks to reach 

consumers, with the help of social media. 

For people on lockdown or who prefer to maintain very strict 

social distancing, takeout is the better option, so demands for an 

appealing restaurant environment, where servers would bring 

the food to their table, no longer drove their consumption. 

Instead, they sought a variety of options, along with fresh and diverse ingredients, to disrupt the monotony of eating at 

home, yet again. 

In this market context, independent chefs have a remarkably compelling value offering. These small operations, often just 

one person cooking in a tiny kitchen, promise that the same person can visit the farmer’s market for the freshest 

ingredients, come up with the recipes on their own, cook everything, and even deliver the takeout containers to the diner. 

Their operating costs are minimal, so they can function at a reasonable scale and still earn profits. In addition, they are 

dedicated to keeping their operations lean, so that they can adjust their activities and marketing efforts as needed, 

depending on future developments.  

To link up with customers, these chefs mainly rely on Instagram, where they announce daily specials and pop-up 

offerings. The burden is on consumers to find, follow, and respond promptly to the offers. Once a tiny operation sells out 

of its daily special, it is unlikely to restock with anything else, because it does not have the capacity.  

But for many consumers, the effort is worth it. The diversity of foods they can access is massive, including 

representations of various cultures and ethnicities, sold by dedicated cooks who want to share their food offerings. The 

different operations provide the meals using various routes, depending on the methods that work best for them and their 

local, dedicated customers; some offer delivery, whereas others establish central pickup locations. 

Their longevity remains a question though. Can somewhat unregulated kitchens safely continue, or will authorities 

ultimately crack down and require inspections of people’s homes and kitchens before allowing them to continue selling 

meals? Will consumers continue to work to find independent meal options, or will reopening trends lead them to embrace 

restaurant visits again? Are we on the cusp of a new structure for the restaurant industry, or are the pop-ups on Instagram 

just a temporary niche?  

Discussion Questions: 

1. What factors make it more or less likely for independent food purveyors to continue succeeding through 

Instagram? 

2. What regulations should be imposed on such businesses? 
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Luxury Watches in China: Even Traditional Markets Cannot 

Remain Static When Global Changes Hit  
Robin Swithinbank, “China Takes the Lead in Demand for Swiss Watches,” The New York Times, January 14, 2021 

Use with Chapter 9, “Segmentation, Targeting, and Positioning,” and Chapter 16, “Supply Chain Management” 

The luxury watch industry is not a particularly dynamic one. It sells 

expensive, high quality timepieces to wealthy consumers. Purchases 

are relatively infrequent, many buyers seek to amass substantial 

collections, and status signaling is a key benefit. All of these factors 

have remained unchanged for decades. 

But that does not mean the market is totally static, because other forces 

exert influences that even the oldest, most traditional luxury watch 

brands cannot ignore. In particular, globalization and shifting 

economic interactions demand that they reorient their targeting and 

positioning, to ensure they are available where their wealthy, 

demanding consumers want to find them.  

Historically, that targeting mainly involved Western economies, and 

especially the United States. But in the past couple of decades, 

shoppers from China have gained increasing dominance among the market. Relatively newly wealthy buyers travelled from China to 

international markets to snap up luxury items, seeking to benefit from the lower taxes charged in places like London, Hong Kong, or 

Dubai, compared with those imposed within China. According to some estimates, 70 percent of luxury spending by Chinese 

consumers took place in non-Chinese locations. 

But then of course, COVID-19 and the related travel restrictions made such global shopping trips impossible. Sales of luxury watches 

in Hong Kong or the United States almost immediately dropped, to a significant degree. As you might have guessed, these sales 

climbed nearly as precipitously within China though. 

That meant that luxury watch brands had to scramble to adjust their marketing efforts and supply chains to get more products to 

China, while limiting shipments to their conventional targets. A few of them experimented with pop-up shops, but the majority turned 

to digital sales. Alibaba, China’s dominant ecommerce platform, attracts an estimated 757 million regular visitors. It also hosts the 

Tmall Luxury Pavilion, a dedicated site for luxury sales, on which famous names such as Piaget and Montblanc now post a range of 

offerings. Chinese consumers also are heavy users of the WeChat social media app, such that in addition to using it to connect with 

friends, they make about 1 billion daily purchases through WeChat Pay. Thus brands such as Omega focused on that digital platform 

to provide wider access to consumers interested in its watches.  

Not all companies have been as nimble though. Various luxury brands note their dismal sales in an era in which international travel 

and physical shopping has been so drastically limited. These players hope and predict that Chinese consumers will return to their 

habits once travel restrictions are lifted, because they find their international shopping trips not just efficient for purchase but also 

enjoyable. Thus analysts offer the caution that luxury brands must continue to look out for the need to adjust; they cannot assume that 

a solid presence in China is going to be the solution for the future.  

A luxury watch might be a solid, substantial investment that people plan to hold onto for generations. But a luxury watch brand’s 

marketing strategy cannot be solid or unchanging. It must include efforts to remain flexible and open to change. 

Discussion Questions: 

1. How can luxury watch brands ensure that they remain nimble and ready to change as the markets change? 

2. What global marketing considerations, beyond the effects of COVID-19, are relevant for these brands? 
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Marketing Tidbits  

 

Canada Takes on Amazon to Promote Shopping Locally  
Geneva Abdul, “A Canadian ‘Buy Local’ Effort Fights Amazon on its Own Turf,” The New York Times, January 2, 2021 

With their vast shipping and distribution operations, big retailers like Amazon and Walmart enjoyed increased sales throughout the 

COVID-19 pandemic, while small local stores, which rely far more on walk-in and in-person sales, have suffered declines. According 

to one estimate, one in every seven businesses in Canada is likely to terminate its operations, unable to survive the challenges of the 

pandemic. In response, one savvy list-maker, with a Google spreadsheet and a good memory, created a compendium, off the top of her 

head, of 160 local companies that offered online orders and deliveries. Then in a nod to her overriding goal, the Toronto resident 

purchased the domain name “Not-Amazon.ca,” posted the link to her list to Instagram, and tagged a few shop owners she knew. Pretty 

soon, the site had half a million views, and hundreds of companies were asking to be added. Today, it features about 4000 retailers, in 

Toronto but also Halifax, Calgary, and Vancouver. Anecdotal evidence from the store owners frequently suggests that being on the list 

increases those firms’ sales by around 30 percent, due to the greater exposure they gain. Such success has prompted the founder to 

make plans to expand into other cities, with the hope and promise that consumers truly want to buy local, not from Amazon, to support 

and maintain the unique shops and retail offerings that make their town or city feel like home. 

Big Brands Steer Ads Away from Sites that Spread 

Misinformation  
Tiffany Hsu and Marc Tracy, “Investors Push Home Depot and Omnicon to Steer Ads from Misinformation,” The New York Times, January 18, 

2021 

In their advertising plans, companies actively seek to avoid being associated with offensive content, such that many firms refuse to 

include advertisements on porn sites, in proximity to violent videos on YouTube, and so forth. But these are not the only forms of 

offensive content in the contemporary marketplace, which features a wide range of platforms that actively and purposefully spread 

misleading, false, and inflammatory information. As digital advertising spending continues to grow at rapid paces, the brands largely 

outsource their strategies to on third-party vendors, which in turn run automated algorithms, without much human oversight, to decide 

where and when to place marketing communications. Accordingly, advertisements for such familiar names as Home Depot, AARP, 

and Omnicom have appeared on debunked websites, such as Newsmax, Infowars, and The Gateway Pundit. All of these sites have 

been condemned for publishing and pushing hate speech, false election claims, and inflammatory conspiracy theories. Although the 

sites have the freedom to publish such lies, national brands likely do not want to stake their reputations on being linked to such 

falsehoods and the societal risks that follow from them. Accordingly, shareholders in certain companies, including Home Depot, have 

explicitly demanded that the corporate managers take steps to prevent such advertising placements. In their view, appearing on a page 

that spreads lies about an election and arguably incites further violence is as damaging to the brand as appearing near a video of the 

violence itself. 

Walmart Expands its Advertising to Self-Checkout Scanners  
Alexandra Bruell, “Walmart Revamps Ad-Sales Business to Expand its Reach,” The Wall Street Journal, January 28, 2021 

Shoppers swiping their purchases along the self-checkout scanner at Walmart soon will encounter on-screen advertisements, alongside 

their tally. The goal, according to Walmart’s media division, is to achieve the capability to feature ads that are personalized and 

specific to each shopper. If it can identify a consumer as she or he starts scanning items (e.g., by prompting them to insert their credit 

card before starting the transaction), it can also pull up prior purchase data and display those ads that are most likely to appeal to that 

specific shopper. Such personalization already is evident to Walmart’s online shoppers, who receive marketing communications 

aligned with their shopping behaviors and prior purchases. This initiative represents the retailer’s attempt to attain similar levels of 

personalization for shoppers in stores, ensuring strong appeals that go beyond static in-aisle signage and displays. In touting the 

options to brands that want to advertise with it, Walmart also proposed that the ad spending could be spread across platforms. Thus a 

consumer products brand might buy a package of advertising with Walmart that ensures its products will appear prominently in in-

store displays, as well as on the checkout screen, and then pop up in ecommerce marketing communications a week or so later, when it 

is time to buy again. 
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