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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: 

 

Not a Tesla: The Startups Racing to Make Your 

Next Electric Car 
 Lucid, Fisker, Rivian and Canoo are among the well-funded 

startups racing to release new electric vehicles. WSJ asked CEOs 

and industry insiders how new auto companies plan to challenge 

Tesla’s market dominance and take on legacy car makers.    

 6:57 min 

 Use with Chapter 12, “Developing New Products”  

 Video Link 

 

 

How the media industry is reaching the U.S. 

Latino market 

 Latinos are the largest minority in the United States with 

increasing influence on commerce and culture. Here's what that 

means for the media industry.  

 3:00 min 

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

 Video Link 

 

 

 

 

https://www.wsj.com/video/not-a-tesla-the-startups-racing-to-make-your-next-electric-car/28CCBBDF-A847-46A7-811F-3D90CE679BDE.html
https://www.wsj.com/video/not-a-tesla-the-startups-racing-to-make-your-next-electric-car/28CCBBDF-A847-46A7-811F-3D90CE679BDE.html
https://www.marketwatch.com/video/sectorwatch/how-the-media-industry-is-reaching-the-us-latino-market/01BB2FE9-C33C-4EF9-B747-65608F097F6A.html
https://www.marketwatch.com/video/sectorwatch/how-the-media-industry-is-reaching-the-us-latino-market/01BB2FE9-C33C-4EF9-B747-65608F097F6A.html


Challenging the Norm: Unilever’s Pledges to Do Better 
Peter Adams, “Unilever Bans Use of ‘Normal’ in Beauty Packaging, Ads in Bid to Break Stereotypes,” Marketing Dive, March 9, 2021; Derrick 

Bryson Taylor, “Maker of Dove Soap Will Drop ‘Normal’ from Beauty Products,” The New York Times, March 9, 2021; Peter Adams, “Unilever’s 

Ambitious New Plan for Fighting Social Inequality Includes More Diverse Advertising,” Marketing Dive, January 21, 2021 

Use with Chapter 4, “Conscious Marketing, Corporate Social Responsibility, and Ethics,” Chapter 10, “Market 

Research,” and Chapter 11, “Product Branding and Packaging Decisions” 

As a global, massive consumer products goods conglomerate, 

Unilever exerts tremendous influence. Its products, advertising, 

packaging, and marketing are available in every country in the world, 

which means that its responsibilities and necessary considerations of 

consumers’ preferences and needs also are global. Those 

considerations signal some shifting demands that span a variety of 

societal issues, including the prevalence of narrow beauty standards, 

which traditionally have been reinforced by Unilever’s own 

packaging. 

Specifically, for many beauty and personal care products, Unilever 

differentiates those that support people’s unique needs. If someone tends to have dry hair, they might seek a moisturizing 

shampoo for example. But in that categorization, Unilever brands also have widely used the term “normal” to refer to a 

particular option. Such wording problematically establishes a normative category that ignores the true diversity among 

consumers, and marketing that fails to include diverse representations has reinforced that exclusionary approach. 

Acknowledging the ways in which such representations and language can impose and encourage ethnic and racial 

discrimination, Unilever has vowed to remove the “normal” terminology from all its packaging. It also committed to 

greater diversity in its marketing communications, in which models no longer will be subject to digital alterations to the 

shape or size of their bodies or the color of their skin.  

These responses did not originate solely within the firm. It commissioned a massive, multinational survey study of around 

10,000 consumers to find out what they thought. More than half of them explicitly noted that beauty brands left them 

feeling excluded from marketing efforts. Even more of them—something like 70 percent—disliked the term “normal.” 

What consumers across nine countries, such as Nigeria, the United States, Brazil, and Saudi Arabia, wanted instead was a 

company that sold products to help them look better while also enabling them to feel good about their purchases. 

Such research insights have been instrumental in defining Unilever’s plan for the future. In addition to committing to 

more inclusionary packaging and marketing, it has promised to increase the diversity of its management team, provide 

more benefits and opportunities to its own employees, and work with more minority-owned suppliers. The company’s 

CEO pronounced, in revealing these commitments, that “Without a healthy society, there cannot be a healthy business.”  

The company previously had taken some steps to addressing racial and ethnic biases, such as by renaming a product line 

“Glow and Lovely,” to replace the brand name “Fair and Lovely.” It also has revised its packaging before, when it 

removed promises that products could whiten or lighten skin. Such products remain popular, especially in countries in 

which discrimination based on skin tone leads people to seek products that might alter their skin’s natural appearance. But 

according to critics, even after these earlier changes, advertising continued to prioritize lighter skinned models, often with 

straight hair.  

Thus, to live up to the promises of its latest changes, Unilever will need to go further than revising the package labels. If it 

is to help people feel better, and to better society as a whole, it needs to follow through on ensuring inclusivity across all 

elements of its operations. 

Discussion Questions 

1. Do these packaging decisions align with current conscious marketing trends? 

2. Are such efforts sufficient for Unilever to address the issues surrounding the packaged goods and beauty markets? 

Why or why not?  

3. What other efforts should Unilever adopt to address such ethical issues? 

4. What kinds of research did Unilever conduct to develop its ethical plan? Were they sufficient? 

Back to Top 



Refreshing the Brand Needs a Better Reason than Just 

COVID-19 Boredom 
Shane Schick, “2020’s Bevy of Brand Refreshes Reflect New Marketing Mandates,” Marketing Dive, October 26, 2020; Christine Hauser, “Amazon 

Quietly Tweaks Logo Some Say Resembled Hitler’s Mustache,” The New York Times, March 3, 2021 

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

A wide range of brands have recently unveiled new looks, from 

condiments, to beers, to cookies, to retailers. The logic 

seemingly stems from the recognition that consumers have 

grown a bit bored, staring at the same four walls of their work-

from-home offices during the coronavirus lockdowns, as well as 

at the same products being delivered regularly to their homes. 

Without much variety, consumers were getting annoyed. To 

appeal to them and get them more excited about those boring-

seeming brands, various manufacturers have introduced new 

logos and packaging.  

But is that the best reason? That is, a rebranding effort demands 

a lot of resources, monetary and otherwise. The company must 

investigate what new logos will appeal to consumers, enable 

them to keep finding the brand on shelves or ecommerce pages, and reflect the brand’s identity. It also needs to avoid any 

new imagery that might evoke, even if unintentionally, offensive connotations. Finally, the rollout of a rebranding effort is 

expensive, requiring revisions to packaging, advertising, and websites so that the brand’s appearance and image is 

consistent across channels. 

Beyond these costs, refreshes create a substantial risk for brands, namely, the risk that consumers will hate the new look. 

If the brand does not conduct sufficient market research to determine whether buyers really want something new, it may 

wind up building a new brand look that drives people away, rather than attracting their attention. The pandemic might 

encourage revisions, but a brand refresh also needs to be justified by other changes, such as shifts in the target market, a 

newly introduced feature to the branded product or service, or a merger or acquisition of another brand entity.  

Other rebranding efforts might be evoked by other societal trends too. For example, removals of outdated and 

discriminatory depictions and mascots from the packaging of Land O’ Lakes butter or Aunt Jemima syrup reflect greater 

cultural sensitivity and ethical considerations related to historical patterns of racism. In such cases, some consumers still 

complain, but the long-term positioning of the brand is likely to be more appropriate and accepted. In this case, the 

macroenvironmental driver of the rebranding is something that has been building for years, rather than a crisis that came 

on quickly and, we hope, will dissipate over time.  

But a contradictory outcome is possible too, as Amazon learned recently. When it revised its brand logo, from a shopping 

cart to a representation of packaging tape, with a jagged edge, presented above its long-standing “smiling” arrow, the 

result appeared jarringly like Adolph Hitler’s mustache to many viewers. The negative responses were rapid and intense. 

What Amazon had planned as a simple logo refresh backfired terribly, requiring the firm to repeat its efforts and increase 

the related costs to revise the logo again.  

Discussion Questions 

1. What are good reasons for a rebranding effort? 

2. What are insufficient reasons? 

3. Consider a brand that you buy regularly that has undergone a rebranding (some examples include Keebler 

cookies, Smuckers jam, and Heinz condiments). Do you find the new logo and packaging appealing? Did it grab 

your attention when you first saw it? 
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Influencers, Live on Your Stream, Ready to Sell You the Products 

You Want 
Jackie Snow, “Livestreaming, Still Niche, Grows as a Tool for Retailers,” The New York Times, March 14, 2021 

Use with Chapter 3, “Social and Mobile Marketing” and Chapter 17, “Retailing and Multichannel Marketing” 

In ongoing attempts to be present in any channel that shoppers 

might use, retailers are embracing the potential of livestreams 

and their ability to provide a sort of in-person vibe that helps 

consumers engage with brands. These channel shifts and efforts 

also reflect the growing sales potential offered by influencers, 

whose live broadcasts already attract hundreds or thousands of 

viewers. Finally, the increasing uses of livestreaming retail 

reflect the expansion plans of various tech and social media 

firms to be all things to all users. 

On Amazon Live for example, individual influencers constantly 

post videos that review and introduce various products that 

viewers can purchase with a click. Multiple streams run 

simultaneously, so visitors can choose whether they want to 

learn about a single brand of hot sauce from someone sitting in his car, waiting in line to get a vaccine outside Dodger 

Stadium, or if they prefer to encounter a wide range of products, presented in a professional, journalistic-like style, by 

“The Deal Guy.”  

These influencers and salespeople generally earn some varying percentage of the price for any products sold through the 

link on their livestreams. For example, the Deal Guy earns a higher percentage for luxury products than for grocery items. 

Influencers who attract more views and clicks earn priority placements in video menus, as well as quicker technical 

support if something goes wrong with their feed.  

But whereas Amazon Live allows a few dozen livestreams at the same time, services in China host hundreds of them. 

China is a big market for livestreaming, such that it accounts for about $63 billion in sales, equivalent to 9 percent of the 

country’s online market. Many retailers host their own shows. A Chinese college even has added an ecommerce 

livestreaming degree to its curriculum. 

Taking lessons from China’s far more advanced livestreaming examples, one consultant suggests that U.S. retailers cannot 

simply assume that adding videos to ecommerce sites will appeal to fans of livestreaming. Rather, the channel requires 

novel, appealing, engaging content. To provide it, retailers might consider limited-time offers, as well as exclusive 

products that people cannot find elsewhere. 

Retailers also might take lessons from an older technology: home shopping channels. In these environments, popular and 

appealing hosts (similar to influencers) introduced a range of products to shoppers through their televisions (parallel to 

digital screens), often in virtually real time. Just as today’s users can comment during livestreams, shoppers could call in 

to chat with a host, establishing a strong connection and sense of engagement. As may come as no surprise, the parent 

company that owns famous home shopping services such as HSN and QVC already hosts livestreaming sessions on Roku, 

YouTube TV, and Facebook Live. 

Discussion Questions: 

1. What do retailers need to do to leverage livestreaming options?  

2. Which kinds of influencers might be the best options to hire to conduct livestreaming sessions? 
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Even Though Retailers Don’t Want to, Offering Buy Now, Pay 

Later Options Appears Unavoidable 

Suzanne Kapner, “Macy’s, Gap, Neiman Marcus Will Let You Buy Now, Pay Later,” The Wall Street Journal, February 28, 2021 

Use with Chapter 15, “Strategic Pricing Concepts” 

If given their choice, retailers would ask customers to pay with 

store-branded credit cards before any other option. Probably their 

least desired purchase method would be buy now, pay later options 

that allow consumers to leave with the products and only complete 

the payment for them later. So why are so many retailers giving up 

the former and embracing the latter? 

The short answer is, because customers demand it. Younger 

consumers do not use credit in the same way that previous 

generations have. Only about half of Generation Z consumers hold 

a credit card, usually a general purpose version. Far fewer sign up 

to receive credit lines at various retailers, as their parents or 

grandparents might have done. Faced with substantial student debt 

and concerns about cash flow, these consumers prefer to avoid 

racking up big credit card debt, so they simply don’t use them. 

For retailers, that means they have no choice but to provide other options, if they hope to get younger consumers to shop with 

them. The buy now, pay later option is similar to layaway, except that the product leaves with the customer. The short-term 

financing comes from dedicated banking firms, such as Klarna, Afterpay, or Affirm. These companies pay the retailer 

immediately, then collect the costs over time from customers. The payment plans vary widely in length, such that some take just 

a few weeks, whereas others might extend for years. 

Another key difference involves the types of purchases these payment options are being used to finance. Whereas layaway and 

staggered payments historically might have been reserved for expensive, big-ticket items, the buy now, pay later plans 

promoted in retail stores suggest using them for relatively smaller purchases too. A shopper might not have enough cash on 

hand to buy a nice perfume as a gift for Mother’s Day, but it will not take more than a month or two to pay off the charges, for 

example.  

The financiers can charge late fees or penalties for failure to repay them, but most of their revenue comes from the fees they 

charge the retailers. That is, for the convenience of offering buy now, pay later options, retailers compensate the banking firms, 

at rates far higher than conventionally have been charged by familiar credit cards.  

Thus on each buy now, pay later transaction, the retailer likely is losing more profit than it would have if the customer decided 

to pay with any other method. In addition to paying these fees, retailers that have maintained their own, store-branded credit 

cards are losing a source of revenue. Because they owned the credit company, they earned revenue on interest charges incurred 

by late payments by consumers. For some retailers, these sources of income contributed substantially to their bottom lines, and 

losing them has presented some serious problems. 

In a sense then, buy now, pay later is a lose–lose scenario for retailers. And yet more of them keep adding it, faced with an 

impossible choice. They might be losing revenue, but they cannot risk losing customers altogether. 

Discussion Questions: 

1. List the pros and cons of buy now, pay later options for retailers and for customers. 

2. What strategic pricing options might retailers leverage to address the challenges associated with increasing uses of buy 

now, pay later and the simultaneous decreased usage of store-branded credit cards? 

 

 

 

 

 

 

 

Back to Top  



Tell Me It Makes Life Easier, Without Saying It Makes Life 

Easier: Finding Ways to Market Tools that Help with Food Prep   
Katie Deighton, “Kitchen Gadget Inventors Navigate Backlash to ‘Lazy’ Products,” The Wall Street Journal, February 17, 2021   

Use with Chapter 12, “Developing New Products” 

Food is central not just to survival but to identity. People embrace 

comfort foods from their childhood, unique recipes from their 

native cultures, and local offerings as ways to feel connected to 

their roots, their identities, and their communities. By the same 

token, food preparation can be a time-consuming, challenging task, 

especially for those who would just as soon have someone else 

make up their favorite dishes. Such a setting seems ripe for new 

product introductions, such as those that promise people that 

anyone can make tasty, appetizing, healthy meals in no time, just 

by using the gadgets.  

It seems that way, but it isn’t always the case. Rather, when 

products designed explicitly to make people’s cooking lives easier 

get introduced with that very promise, they often face outright 

rejection and derision. Popular commentary often implies that 

using convenience tools is a sign of the denigration of society or the loss of meaningful traditions. Thus many tools that 

arguably could have made people’s lives easier have been relegated to the trash bin instead. 

Consider some examples. With the Roll’NPour, people could load one-gallon jugs of milk, water, or juice into a stand, then 

gently tip it to pour the beverages into their glasses, without having to hold and balance the relatively heavy container. The 

Negg provided a quick, easy way to peel hard-boiled eggs, whereas the electric Rollie Eggmaster automatically cooks and peels 

those eggs. The Stirr is another automatic device that maintains constant stirring of liquids in a pan. All of these products have 

been targets of jokes on late night talk shows, as well as criticisms that imply they are undermining traditional ways of cooking 

and doing things. They often appear featured in articles with clickbait titles like “10 Gadgets Every Lazy Person Needs.” 

As a result, most of the examples in the previous paragraph have struggled to gain traction and sales. The Roll’NPour simply 

went away, and the founder moved on to another job; the company behind the Rollie Eggmaster continues to try to convince 

people of the benefits of its innovative egg-cooking methods. But other products designed for convenience have succeeded, 

such as the OXO line of tools like can openers and peelers, which feature soft plastic handles and thus seek to make preparation 

easier.  

The difference in these outcomes seemingly stems from the primary purpose of the tools: If they simply involve prep work, like 

peeling carrots, making the task easier seems fine. But if they replace actual cooking skills, such as knowing just how long to 

stir a roux, reducing human effort appears less acceptable to users. Success or failure also might depend on the ways the brands 

introduce their novel ideas. For example, the rollout of OXO tools included in-store demonstration booths, such that people 

could conduct their own tests of how much easier the soft handles made tasks like peeling and chopping.  

The new product introduction outcomes are not just relevant for hurried, time-pressured cooks though. In many cases, the 

inspiration behind the innovation involved physical limitations or challenges. The failure of tools like the Roll’NPour meant 

that consumers with physical disabilities do not have access to an easy, functional tool that could have helped them overcome 

an unnecessary limitation on their behaviors and consumption. For older consumers and people with limited mobility, the task 

of pouring from a gallon jug is unnecessarily difficult, especially because it probably could have been solved, had the product’s 

introduction been met with less mockery. 

For marketers and inventors, the lessons these examples offer are instructive: A key determinant of success or failure is the way 

the products are marketed. Brands with novel, convenience products to introduce should avoid promoting them as tools for 

“lazy” people. Instead, they should offer active people options to try out their products, as well as explain how they can 

overcome prevalent physical issues such as arthritis. Their value is not in enabling people to be lazy. It is in enabling them to 

have the foods they love, easily and comfortably. 

Discussion Questions: 

1. Why are products for “lazy” cooks so frequently rejected? Would you expect similar responses to arise to new products 
for “lazy” people who clean their houses or perform other household tasks?  

2. What are some other introductory methods an inventor might use to help people who cook at home realize the value of 

convenience kitchen gadgets? 
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Crunching the Numbers on Diversity: An Analysis of the 

Fashion Industry   
Vanessa Friedman, Salamishah Tillet, Elizabeth Paton, Jessica Testa, and Evan Nicole Brown, “The Fashion World Promised More Diversity. Here’s 

What We Found,” The New York Times, March 4, 2021 

Use with Chapter 10, “Marketing Research” 

Peter Drucker once famously proclaimed that, “if you can’t 

measure it, you can’t improve it.” Embracing that notion, The New 

York Times recently conducted an in-depth, quantitative analysis 

of whether and to what extent various actors in the fashion 

industry—including designers, models, photographers, and other 

publications—had achieved the diversity goals they set.  

During the height of the Black Lives Matter movement, many of 

these actors committed to enhancing racial diversity in the fashion 

world. These commitments included pledging to hiring more 

people of color throughout their organizations, purchasing from 

more Black-owned suppliers, and ensuring greater representation in 

marketing materials and editorial content. The research effort 

undertaken by the newspaper might not be conventional marketing 

research with consumers, but it reveals some notable findings that 

can drive marketers’ ongoing choices and actions. 

Let’s consider the sample. The Times sought to interview or requested responses to surveys from 64 major fashion brands, 

located throughout the world. It also included 15 retailers that sell high-fashion items, whether in physical channels or online. 

Then the reporters requested comments from 5 fashion magazines that exert strong influences over emerging fashion trends. 

A first key finding was that most of these actors did not want to talk about diversity issues. The authors highlight that the 

majority of retailers and fashion magazines simply refused to answer. Among the designer brands, 9 cited European privacy 

laws that prevented them from categorizing employees by race, 16 answered at least some of the questions, and just 4 sought to 

answer each question included. All the rest refused to participate or sent only rote responses that they had published previously, 

such as vague statements indicating their dedication to diversity.  

Seeking further insights from another source, the journalists reviewed the covers of major fashion magazines, as well as 

advertising campaigns. The numbers there revealed greater representation, such that across international editions of Vogue for 

example, 9 out of 20 covers featured Black people. The Times also noted increased participation by Black photographers. But 

the authors also caution that such evidence requires continued monitoring, due to the risk that publications might have 

responded to the compelling impetus of Black Lives Matter in 2020, but then go back to their old habits in the future. 

Moreover, modeling and photography shoots involve short-term contracts, rather than permanent employment. The leadership 

of the companies surveyed remains overwhelmingly White and male, both in terms of the business leadership and the designers 

that helm the collections. Rihanna was hailed for her Fenty label, but when she stepped away, it meant that no luxury fashion 

brands are run by Black women.   

When people agreed to respond to the questions and sought to offer explanations for their diversity achievements, or lack 

thereof, many of them noted the pressures of COVID-19 that arose nearly in parallel with the societal demands raised by the 

Black Lives Matter movement. As sales and revenues plummeted due to the virus, many fashion houses, retail brands, and 

retailers sought to cut costs by reducing their workforce. But to increase diversity, by definition they would have needed to 

expand their employee rolls by hiring more people of color. 

Others protested that a singular focus on representation of Black participants in the fashion industry represents an overly narrow 

view of diversity. They highlight the presence of more women in positions of power and note their inclusion of people with 

disabilities and those who embrace gender nonconformity as evidence of their ethical stances.   

Such discussions clearly must go beyond simple numbers and accounting. But they also should include detailed and careful 

analyses, because otherwise, even actors that want to live up to their diversity commitments cannot know the way forward. 

Discussion Questions: 

1. What other sorts of measures would be helpful to enable the fashion industry to improve its diversity? 

2. Did any of the reported data surprise you? Which pieces of information, and why do you find it surprising? 
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Bright Lights, Big Sandwich: The Starring Role of Subway in 

South Korea’s Television Lineup  
Seth Berkman, “Korean TV’s Unlikely Star: Subway Sandwiches,” The New York Times, March 14, 2021 

Use with Chapter 8, “Global Marketing,” and Chapter 19, “Advertising, Public Relations, and Sales 

Promotions” 

In South Korea, television broadcast rules do not allow for 

commercial breaks, so companies trying to get viewers’ 

attention have to adopt other tactics. Enter product 

placements. Popular Korean shows are often filled with 

recognizable products, leveraged to resolve the conflict or 

signal the cool status of a new character.  

None of those products is perhaps as recognizable as 

Subway, which has taken this initiative and run with it. 

The sandwich chain’s bright, unmistakable logo pops up 

nearly everywhere, so much so that it has become 

something of a cultural joke. One quick review of a recent 

televised lineup counted its presence in 17 different shows, 

often in ways that are critical to the plot. For example, one web series is set nearly entirely at a Subway store, 

where the main character’s crush works, leading her to make daily visits to see him. 

Subway has expanded its presence in Korea in other ways too. With 430 restaurant locations in the country, it is 

easy for viewers to find a local source for the sandwiches. Yet even if the impetus for embracing product 

placement is specific to Korea and its laws, the outcomes in terms of brand awareness are international. Korean 

content and K-pop culture are global in their reach, and Netflix streams a wide variety of Korean shows. A 

newly released drama attracted 22 million viewers within a month of being released on Netflix, highlighting the 

ways that Subway can reach a global audience through these marketing efforts.  

Considering this vast audience, Subway also has leveraged its product placement to prompt viral marketing, 

such as by introducing new or limited time sandwich flavors by granting them to a television character first. In 

such settings, the showrunner can define a character as cool and in the know, able to order sandwiches no one 

else has heard of, even as viewers and consumers get excited at the prospect of sharing a flavor palate with a 

heartthrob or leading character.  

Considering this reach, at an average cost of less than $1 million per show, product placement also is an 

efficient marketing tactic for Subway. Even if some viewers might joke that they cannot get away from the 

chain, that means they are aware of it, and that’s an invaluable achievement.   

Discussion Questions: 

1. Are there any risks to Subway’s ubiquitous product placement strategy?  

2. Should other brands similarly seek to place their products in Korean entertainment content? For which 

types of brands is this strategy likely to be effective? 
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Something We Haven’t Seen in a While: Advertising that 

Depicts People in the Same Room, Getting Up Close and 

Personal  
Tiffany Hsu, “Spit Swapping, Hard Pants, and Hope: New Ads Envision Post-Pandemic Life,” The New York Times, March 7, 2021 

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

During the COVID-19 pandemic, KFC was so conscious of 

people’s concerns about social distancing and the risk of 

spreading of the virus that it halted all marketing that featured 

its perpetual slogan, “Finger-licking good.” Delta stopped all its 

ads too, worried that highlighting the appeal of flying to distant 

locations when people felt like they could not leave their houses 

would be alienating to potential passengers. 

But some of those advertising trends appear to be reversing, 

especially as more people get vaccinated and glimmers of hope 

about containment continue to grow brighter. For some 

advertisers, especially in the retail fashion world, this shift looks 

like permission to get a little crazy and show imagery and 

content that would have seemed unthinkable during the peak of 

the virus.  

The men’s fashions sold by Suitsupply are, according to the founder, not designed to be worn at home, but if people are 

going back to work and play, then the company wants to make sure customers remember the brand’s image. Its recent 

risqué, boundary-pushing advertising campaigns feature couples in extremely close proximity, to put it politely, with few 

pieces of clothing actually being displayed anywhere. The company made clear in press releases that all the models 

engaging with each other in flagrante in the daring advertisements were actual couples and that the production enforced 

pandemic protection protocols.  

It still can seem jarring to encounter ads featuring people ignoring any distance, much less six feet of social distancing in 

masks. Other brands are less salacious, but they similarly recognize that consumers are going to need to undergo another 

transition, back to a world in which they go to work and interact with others regularly. Thus Shapermint, which sells 

shapewear, is offering marketing that suggests how its products can help people transition away from sweatpants and 

comfy leggings, back into jeans or trousers that demand a closer fit and tailoring.  

Beyond rethinking what people might be wearing in the near future, marketing campaigns appear to be embracing a more 

hopeful perspective. Guinness beer put the original comeback kid Joe Montana in a campaign, calling on people to 

prepare to come back to enjoying themselves in social settings. And Delta has plans for a late-summer advertising 

campaigns, in which its employees will still be wearing masks, but they will be surrounded with passengers, ready and 

able (and hopefully vaccinated) to go on their next adventure. 

Discussion Questions: 

1. What kinds of advertising appeals appear in such campaigns that predict the end of the pandemic? 

2. When you watch popular media, does it feel strange to see people interacting closely? Will such advertising seem 

jarring in the future? 
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The Wealth Gap, Illustrated by Purchasing and Pricing 

Trends During the Pandemic  
Jacob Bernstein, “Here’s How Bored Rich People Are Spending Their Extra Cash,” The New York Times, March 20, 2021; Mitchell Clark, “NFTs, 

Explained,” The Verge, March 11, 2021 

Use with Chapter 14, “Pricing Concepts for Establishing Value” 

Even with all the resources in the world, there were some 

things that wealthy people could not access during the 

pandemic. High end restaurants closed; supply chains for 

luxury goods were just as disrupted as those for toilet paper 

and basic necessities. Those developments left the wealthiest 

consumers in the world with a lot more disposable income to 

spend, along with more time on their hands.  

In turn, the prices being earned by auction houses and 

bidding sites have skyrocketed to unprecedented levels. One 

online auction house that specializes in sports memorabilia 

noted that during its winter auction, its gross proceeds were 

$45 million. Thus with just one auction, it took in nearly ten 

times the $4.7 million it had earned over the entire previous year. Although rookie cards and game gear signed by 

the greatest players have always brought high prices, the peaks rose astronomically during the COVID-19 pandemic. 

For example, a Michael Jordan rookie card sold for $100,000 in May 2020, to a buyer who turned around and 

auctioned it for nearly $740,000 a few months later. And it isn’t just Jordan cards. A signed pair of 1985 Air Jordans 

sold for more than half a million dollars on another site. 

The price frenzy extends to a range of luxury items, beyond sports collectibles. Watches, furniture, and vintage cars 

have all sold for record prices, to wealthy people who freely admit that they see buying and selling such items as 

their hobby. Spending their time looking for and purchasing one-of-a-kind status symbols also has been a source of 

the growth in one sector of the NFT (nonfungible token) market. By purchasing access and ownership rights to 

digital files, wealthy collectors signal that they are willing to spend money on images and content that others can 

download for free. They also can reinforce their self-image as someone on the cutting edge when it comes to 

collecting and owning art. 

But not everyone can spend $6.6 million for a video by an artist named Beeple. So for wealthy but not ultra-wealthy 

collectors, the Rally auction app allows them to buy shares in items that the consumers bet will increase in value. 

Some users buy a few shares in a recently unearthed dinosaur skeleton; others put their money down on a vintage 

Rolex listed by the app. Another option is to buy into a first edition box of Pokémon cards. That may sound silly, but 

a mint condition box of cards recently sold for $408,000. On Rally, users can purchase shares, for $25 each, of this 

collectible, then reap the profits as the prices climb. For these buyers, the purchases are less for their collections or 

hobbies and instead are more like an investment, similar to the stock market.   

As the prices climb, auction houses and investors are enjoying rapid increases in their wealth, buying power, and 

profits. But is there a ceiling effect? If and when wealthy consumers can start traveling freely or staying in boutique 

hotels more readily, will they lose interest in the hobby of spending and earning back millions in a single 

transaction? Or is the thrill something built to last, rather like the heritage luxury items that people covet?  

Discussion Questions: 

1. What defines the value of these luxury items? What defines their prices? 

2. For sellers, such as auction sites, is it more effective to market such purchases as investments or as fun 

opportunities to collect unique items? Explain your answer. 
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Marketing Tidbits  

Un-gendering Watch Marketing  
Victoria Gomelsky, “Forget ‘Ladies’ Collections.’ Women Watch Buyers Want More Options,” The New York Times, March 8, 2021 

Old advertising images can be jarring, with their outdated depictions. For example, historical advertisements for women’s 

watches almost always highlighted the sexist assumption that husbands would be the ones buying for their wives. But 

even if today’s ad campaigns have been updated, it doesn’t mean sexism has disappeared from this sector. Most luxury 

watchmakers continue to rely in sexualized images in their advertising of women’s watches, whereas ads for men’s 

watches highlight functionality. Beyond the images in popular media, the assortments also reflect gender-based 

boundaries. Watches targeted at women tend to be more ornate and decorative, as well as smaller. There are fewer 

varieties available, especially from famous name brands such as Patek Philippe or Hublot. But female watch collectors 

reject these limitations, such that many seek out vintage styles and embrace massive formats. Both men and women also 

might prefer smaller watchfaces but would like a simpler, less ornate style. Blog and social media chatrooms dedicated to 

watch collectors increasingly focus on the gender-based discrimination, including a widely read online column entitled 

“All Watches Should be Unisex.” For the watch brands, a reconsideration of their segmentation strategy thus might be in 

line. For those that consider doing so, a relevant example from another industry already exists: Just as cars and trucks can 

be classified as sporty or classic or rugged, so could watches be, such that consumers of any gender who appreciate those 

offerings can seek out the watch that best meets their needs and self-image. 

Should Jeep Change the name of their Cherokee? 
Jenny Gross, “Chief of Cherokee Nation Asks Jeep to Stop Using Tribe’s Name,” The New York Times, February 25, 2021 

Noting that the tribe is the rightful owner of its own name, the current head of the Cherokee Nation formally requested 

that Jeep stop using it as the brand name for its popular SUVs. Jeep thus far has demurred, though it also explicitly noted 

its continued openness to “dialogue” on the topic. Recent societal pushes for more respectful acknowledgment of cultural 

and historical traditions also suggest that the carmaker ultimately will need to change the name. For example, despite 

decades of resistance, the owner of the NFL team from Washington DC finally agreed to remove the racist term used 

previously as a mascot. Another option, demonstrated by Florida State University, is to request and receive explicit 

permission to use the tribe’s name, as it did from the Seminole Tribe of Florida. In return, the university established a 

scholarship program to facilitate the educational goals of tribe members. For Jeep, the pattern implies it cannot simply 

continue to market Grand Cherokee vehicles as it has in the past; it either needs to convince the Cherokee Nation to 

provide permission, and likely reciprocate for that right in some way, or else rebrand. The SUV model first was 

introduced in the 1970s, removed from the market during the early 2000s, and reintroduced in 2014, after which it 

regained its great popularity. Thus changing the name may seem like a questionable move, but risking national 

approbation for exploiting native peoples might not be much more effective for the brand. 

Ad overload May be More Detrimental Than Inappropriate 

Content   
Peter Adams, “Study: Ad Overload Could Pose Steeper Risk to Brands than Messages Near Inappropriate Content,” Marketing Dive, March 16, 2021 

Advertisers work hard to avoid a situation in which their brand or marketing messages appear in close proximity with 

offensive, violent, or other forms of inappropriate content. But such proximity might not be the primary source of 

consumers’ alienation and attempts to avoid advertising. Rather, approximately 52 percent of respondents to a recent 

survey said that what disturbed them most about advertising was overexposure. Only 32 percent of them found the 

surrounding content to be similarly off-putting. Especially when they use various media channels, such as television, 

online sites, and social media, the glut of marketing messages is what led respondents to this survey to describe 

advertising (unprompted and in their own words) as excessive and intrusive. Some of this advertising bombardment 

results from their own behaviors, in that consumers check their smartphones constantly. Furthermore, they respond to 

advertising on social media, particularly personalized versions of the messages, which means the ads are working. When 

asked what could make the advertising more appealing, the survey respondents suggested more informative marketing, as 

well as more discount and deal offers. In this sense, what people want from advertising hasn’t changed much: information 

and value. And even as consumers increasingly complain that there are too many ads, spanning today’s various and 

multiple media channels, their behaviors encourage advertisers to keep making and broadcasting more. 
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