
     Fall  

2021 

 

 

www.grewallevymarketing.com 
 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

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: 

 

Black Entrepreneurs in Cannabis Industry Push 

for a Piece of the Profits 
 Black people comprise only a small percentage of those profiting 

from the burgeoning legalized pot market, according to state 

data. Public initiatives and private funds, like one started by Jay-

Z, aim to boost minority participation.    

 7:03 min 

 Video Link 

 

 

How Boeing and Airbus Could Counter China’s 

Homegrown Comac Jets 

 Boeing and Airbus dominate global aviation, but China’s Comac 

wants to challenge the duopoly with new planes. WSJ’s Jon 

Sindreu explains how supply chains, technology and geopolitics 

could help the Western aircraft makers to protect key markets.  

 5:44 min 

 Video Link 

 

 

 

 

https://www.wsj.com/video/series/in-depth-features/black-entrepreneurs-in-cannabis-industry-push-for-a-piece-of-the-profits/D36458C9-EF9B-43E7-8441-52175B2DE271
https://www.wsj.com/video/series/in-depth-features/black-entrepreneurs-in-cannabis-industry-push-for-a-piece-of-the-profits/D36458C9-EF9B-43E7-8441-52175B2DE271
https://www.wsj.com/video/series/wsj-explains/how-boeing-and-airbus-could-counter-chinas-homegrown-comac-jets/E8D63D85-F028-48BB-9ED1-2BFA53A2CFCA
https://www.wsj.com/video/series/wsj-explains/how-boeing-and-airbus-could-counter-chinas-homegrown-comac-jets/E8D63D85-F028-48BB-9ED1-2BFA53A2CFCA


No Snow? S'no Problem. Tourists Are Heading to Ski Towns 

in the Summer 
Cindy Hirschfeld, "It’s Summer in the Ski Towns, 2.0," The New York Times, June 22, 2021; Katie Barnes, "Winter Season Exceeds Early Season 

Projections to Finish Up in Occupancy; Summer Lodging Looking to Set New Records," Inntopia, May 13, 2021; Jim Robbins, "Pandemic Crowds 

Bring ‘Rivergeddon’ to Montana’s Rivers," The New York Times, November 23, 2020 

Use with Chapter 6 “Consumer Behavior,” Chapter 14, “Pricing Concepts for Establishing Value” 

Forget the beach. This summer, tourists are heading to ski 

towns. A mix of pent-up post-pandemic demand, good 

marketing, a rebounding economy, laws that allow for more 

development on federal lands, and new summer-specific 

amenities and attractions are combining to turn mountainous 

areas into warm weather boomtowns.  

The new summer attractions include zip lines, rope courses, bike 

trails, bike parks, and even educational programming to keep 

kids and adults fully entertained—and hotel rooms fully filled. 

In 2020, Western mountain towns were packed with so-called 

"COVID refugees," who received more ambivalent press than a 

brood of cicadas. But in 2021, even more people are heading for 

the hills. More formally, “We’re seeing earlier demand than we’ve ever seen before and at higher levels,” according to 

Anna Olson, president and chief executive of the Jackson Hole (Wyoming) Chamber of Commerce. 

DestiMetrics, a market analytics company that tracked hotel occupancy in 18 mountain destinations in eight Western 

states, finds that the data agree, showing surging predicted occupancy rates for July, August, and September, according to 

a report the firm issued in May. At the same time, daily price rates have risen by 32 percent compared with pre-pandemic 

prices. These increases have been so substantial that at “most mountain destinations in the West, and at many in the 

Northeast, the summer occupancy is as high or higher than during the winter months,” according to a senior vice president 

affiliated with DestiMetrics. This executive further noted travelers’ remarkable acceptance of higher rates, to the extent 

that they even seem price indifferent, as long as they can get a chance to get away.  

In a way, indifference is good in this scenario. It means the travelers don't mind hotel prices going up (and up and then 

even further up), like a chair lift. 

Discussion Questions 

1. Why are tourists going to ski towns in the summer? 

2. What else can ski towns do to attract visitors, outside of the winter months? 

3. Could anything happen to make tourists not want to visit ski towns in the summer months? 
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Dear Public: This Letter Is How Our Corporation Does 

Activism. Love, Chief Executive 
Corinne Purtill, "How Public Letters Became Companies’ Favorite Form of Activism," The New York Times, June 19, 2021; David Gelles and 

Andrew Ross Sorkin, "Hundreds of Companies Unite to Oppose Voting Limits, But Others Abstain," The New York Times, April 14, 2021; Rebecca 

Falconer, "Trump Calls for Boycott of More Companies over Georgia Voting Law," Axios, April 4, 2021; David Gelles, "Delta and Coca-Cola 

Reverse Course on Georgia Voting Law, Stating ‘Crystal Clear’ Opposition," The New York Times, March 31, 2021 

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

Neutrality is no longer a feasible or desirable strategic choice when it comes to 

corporations taking a stance—or not—on some of the most pressing social issues 

of the day. Customers and employees, especially those in Gen Z or younger, do 

not interpret silence as a signal of a company’s detachment or objectivity. Rather, 

keeping quiet and refusing to take a side makes a statement of its own, and 

usually not a positive or appealing one to target markets. 

But how can companies find a balance between speaking up about voting rights, 

LGBTQ protection, police violence, climate change, and other politically divisive 

topics without scaring off investors, who may tend to be more conservative in 

their business practices, if not their politics? One option appears to be to join 

forces, at least when it comes to communicating their stances. 

High-profile chief executives have written, signed, and posted seemingly 

thousands of letters, sharing their views and explanations of their company’s 

positions with interested members of the consumer public. Embracing the safety 

and power provided by the crowd, they even issue some joint statements. For 

example, a former chief executive of American Express and the CEO of Merck organized an initiative to take a broad stand 

against “any discriminatory legislation” that made it harder for U.S. citizens to vote. The statement was signed by hundreds of 

companies and CEOs, including Amazon, General Motors, Google, Netflix, Starbucks, and Warren Buffett. 

Despite the signers insisting that their statement was intended to be non-political, or at least non-partisan, that's not how it was 

taken by Republicans, some of whom accused corporations of siding with Democrats. Former president Donald Trump called 

for a boycott of companies that signed the letter, or otherwise came out against the voting restrictions. Senator Mitch 

McConnell (R-KY) said corporations should stay out of politics.  

Some of them are trying. Noting the politically fraught discussion, and an apparent inability to keep everyone happy, many 

familiar brand names explicitly did not appear at the bottom of the statement. Yet even abstaining from signing the statement 

was not sufficient for some parties, seeking to politicize the situation further. For example, Senator Marco Rubio (R-FL) 

"slammed" the Georgia-based companies Coca-Cola and Delta for coming out against that state's proposed voting restrictions, 

calling them “woke corporate hypocrites.” Neither company had signed the group statement. Instead, they issued their own 

denouncements of Georgia's voting restrictions, largely in response to pressure from voting rights activists. 

The result of all this talk? Some limited boycotts have arisen among consumers who disagree with a company's stated political 

stance (or, perhaps more accurately, the stance the companies are alleged or perceived to be taking). Such actions also have 

prompted some counter-boycotts, such that consumers who agree with a position the company has stated, or is believed to hold, 

make additional purchases to signal their support.  

The current reams of statements may not be how activism is done in the future. Continued research and consumer choices will 

reveal if the public letters are good or bad for business, and those outcomes are likely to be the ultimate determinants of 

companies' political behavior. At the same time, increasingly politically engaged consumers and employees may start seeking 

something more from companies than words on paper: real accountability.  

Discussion Questions 

1. Why has using open letters become so popular with companies as a form of activism? 

2. Are companies’ political stances important to you as a consumer? What about as an employee? 

3. Do you think that a company remaining silent on political and social issues means that it is neutral? 

4. How do you anticipate that corporate activism will change in the future? 
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No Baggage: Once Denigrated Motels Are Becoming the Travel 

Lodging of Choice 
Rachel Levin, "Who Wants a Hotel with a Hallway Anyway?" The New York Times, June 16, 2021; Danielle Braff, "Amid The Pandemic, Motels 

Stage a Major Comeback," Washington Post, August 20, 2020; Cynthia J. Drake, "The Great Roadside Motel Comeback," Texas Monthly, April 27, 

2021; Andrew Wood, "The Rise and Fall of the Great American Motel," Smithsonian Magazine, June 30, 2017; Kenneth Kiesnoski, "Hotel Rates on 

the Rise as Travel Demand Ticks Up," CNBC, April 28, 2021 

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

The humble motel is getting a rebrand. First developed in the 1920s, motels 

were established along highways and byways to give motorists an affordable, 

convenient place to stay. At their peak in the mid-1960s, some 61,000 such 

lodges were operating across the United States. That number has fallen 

sharply in the years since, as more attractive lodging options (including chain 

hotels) became readily available. The motels themselves suffered a 

reputational hit too. As the movie Psycho, released in 1960, both reflected and 

reinforced, motels became someplace that people would not choose to stay, 

given other options. 

But the impression is changing again. No longer relegated to lodging for 

seedy or desperate purposes, motels are being rebranded as desirable 

destinations, worthy of hangouts and aspirational Instagram posts. The trend 

might be traced back to the pre–social media period, when a former lawyer 

named Liz Lambert bought the San José Motel in Austin in 1995 and 

transformed it into a boutique hotel. Yet it has been broadened and embraced, 

again as exemplified by popular media, where the stunning popularity of the television series Schitt’s Creek made the 

Rosebud Motel a hip site for the dissemination of entertaining content.  

Thanks to good marketing, smart programming (e.g., Prince-themed pool parties, live music, yoga, macramé classes), and 

nostalgic appeal, real-world motor lodges also have been enjoying some resurgence. And then the pandemic hit, and 

people's desire for car travel (to avoid crowded airplanes), coupled with their desire for separate accommodations (to 

avoid sharing space with strangers in hotel lobbies), heightened and hastened the motel comeback. The manager of the 

Stonewall Motor Lodge in Texas acknowledged, “We’ve been getting a lot of people who say they’ve never stayed at a 

roadside motel before. There’s a stigma that motels are hole-in-the-walls, but we’re a high-end motel.” 

It may be too soon to say with certainty whether the interest in motels will continue once travel returns to pre-pandemic 

levels. But one factor suggests it might persist, at least for a while. With rising vaccination levels, people are on the move 

again, traveling for business, pleasure, and changes of scenery after a year or more locked down at home. And with that, 

regular hotels—the kind people used to stay in, when breathing the same air as hundreds of other people did not present a 

deadly threat—are once again filling up, leaving plenty of demand still remaining for trendy motels. 

Discussion Questions: 

1. Why would someone want to stay in a motel instead of a hotel? 

2. Why did interest in motels rise, during the pandemic? 

3. What can motels do to keep customers interested, even once it is safe to stay in a regular hotel again? 
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Discrimination Isn't Delicious: McDonald's Sued for Failing to 

Advertise on Black-Owned TV Networks 

Suzanne Vranica and Heather Haddon, "Lawsuit Accuses McDonald’s of Racially Discriminatory Ad Spending," The Wall Street Journal, May 20, 

2021; Brian Steinberg, "Black-Owned Media Outlets See Chance to Capture Ad Dollars Long Denied," Variety, May 13, 2021; Ann-Christine Diaz 

and Jessica Wohl, "McDonald’s Will More than Double Ad Spend with Diverse-Owned Companies," AdAge, May 20, 2021; McDonald's USA, 

"McDonald's Increasing Spend with Diverse-Owned Media, Content and Production Partners," PR Newswire, May 20, 2021 

Use with Chapter 4, “Conscious Marketing, Corporate Social Responsibility, and Ethics” and Chapter 19, 

“Advertising, Public Relations, and Sales Promotions” 

This story might take need more than sales through the dollar 

menu. McDonald's is being sued for $10 billion, over claims 

that the fast food behemoth has engaged in illegal advertising 

practices, with a “discriminatory contracting process and 

refusals to advertise on … networks on the basis of race.”  

The factual thrust of this lawsuit is that less than $5 million—of 

the some $1.6 billion that the plaintiffs estimate McDonald's 

spent on television ads in the United States in 2019—went to 

Black-owned media companies. The plaintiffs in this case are 

Entertainment Studios Networks Inc. and Weather Group LLC, 

two companies owned by the media mogul Byron Allen. 

According to The Wall Street Journal, the lawsuit is part of 

Allen's campaign to "pressure large U.S. corporations to spend 

more ad dollars on Black-owned media companies."  

Allen, whose media interests include over a dozen television stations, digital television networks, the Weather Channel, 

and movie production studios, specifically alleges in the lawsuit that McDonald's has not advertised on his networks, even 

as it was actively purchasing advertising on similarly situated networks with white ownership. 

On the very same day the lawsuit was filed, May 20, 2021, McDonald's committed publicly to more than double its 

advertising spending with "dollars to diverse-owned media companies, production houses and content creators," as the 

company put it in a press release. McDonald's said it would, among other things, increase the share of advertising dollars 

going to companies with Black, Hispanic, Asian Pacific American, women, and LGBTQ ownership, rising from 4 to 10 

percent by 2024.  

It would be a good start, if the company lives up to its promise. But in the meantime, Allen also has set his powerful sights 

on the broader market. He told Variety he's spent “12 hours a day on Zoom calls since March of last year” pressuring 

corporate America to increase marketing spending with non-white owned media companies. Target, Verizon, and Procter 

& Gamble are among the companies already taking steps in that direction. When General Motors declined though, Allen 

and allied others published an open letter to the company's CEO in The Detroit Free Press and The Wall Street Journal. A 

few days later, the automotive company promised that by 2022, 4 percent of its U.S. advertising budget would be devoted 

to Black-owned media companies, then doubling that commitment, to 8 percent, by 2025. 

Discussion Questions: 

1. Has McDonald’s advertising has been discriminatory? 

2. Is it important for companies to give thought to who owns the media outlets from which they buy 

advertising? Why or why not? 

3. How can lawsuits and open letters get companies to alter their discriminatory policies or practices? 
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Is Victoria Out of Secrets? A Sagging Underwear Brand Tries to 

Catch Up with the Times   
Sapna Maheshwari and Vanessa Friedman, "Victoria’s Secret Swaps Angels for ‘What Women Want.’ Will They Buy It?" The New York Times, 

June 16, 2021; Mary Hanbury, "The Rise, Fall, and Comeback of Victoria's Secret, America's Biggest Lingerie Retailer," Insider, June 17, 2021   

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

What is sexy? It isn’t a rhetorical question. The ultimate 

viability of Victoria's Secret's as a business depends on the 

company knowing the answer, even as it might shift and change 

among various consumer. Victoria's Secret was founded in 

1977. Its "Jessica Rabbit" aesthetic—almost cartoonishly 

curvaceous, sultry, and sexualized—formed in the early 1980s, 

and then never really changed.  

And for a while, it worked very well. Entering the 1990s, 

Victoria's Secret's both reflected and established the epitome of 

sensual beauty. It underpants, bras, and nightgowns were among 

the most popular brand in the United States, such that the 

lingerie company earned $1 billion in sales—even before it 

introduced its blockbuster padded Miracle bra. Then it expanded 

into other sectors, such as producing an internationally popular fashion show that attracted record-breaking Internet 

traffic. Its models, dubbed "Angels," became celebrities on their own, and Gisele Bündchen earned press for wearing a 

$15 million diamond- and ruby-encrusted bra.  

But jewel-encrusted bras are not particularly comfortable, and creating an appearance of substantial cleavage is not a 

primary consideration for many women. As consumers have expressed their own tastes and preferences more vocally, 

new styles like bralettes gained market share. Women also demanded more inclusive sizing, and then started to recognize 

the need for more inclusive marketing—two broad-based appeals that many other companies were profitably happy to 

provide. Victoria's Secret failed to adapt quickly enough, and sales sagged dramatically in the late 2010s.  

Determined to shift that trend, Victoria's Secret is embracing the present reality for its consumers, hoping to establish 

itself once again as the main source for undergarments, with new offerings and revised branding. It has added nursing and 

mastectomy bras to its product lines, two widely necessary styles that the company previously eschewed as "not sexy" 

enough.  

Beyond its product line extensions, it has teamed with a wider range of advisors, spokespeople, models, and endorsers 

who represent everyday heroes, rather than “angels.” The recently announced partnerships include U.S. soccer star Megan 

Rapinoe, the social justice advocate Paloma Elsesser (who describes herself as “a 29-year-old mixed Black fem in a size 

14 body”), and the Brazilian trans model Valentina Sampaio. Referring to the diverse group of women joining the 

campaign, Rapinoe noted, “I don’t know if Victoria has a secret anymore.”  

Will the rebranding work? Some commentators, both for and against notions of inclusivity, have complained. That is, 

while some people are complaining about missing out on getting to see sexy models in bras, others are suspicious that the 

move is only skin deep. When it comes to ensuring inclusivity and appealing to all types of women, the question then 

becomes not “What is sexy?” but rather “What is appealing and valuable?” 

Discussion Questions: 

1. Is the move away from the image of highly sexualized models and “Angels” likely to be a successful branding 

move for Victoria’s Secret? 

2. What else can Victoria's Secret to do regain customers' interest and trust? 

3. What do today’s women want from an underwear company? 
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Game (Not) Over: Videogame Makers Think You'll Still Want 

to Stay Home and Play Games, Post-Pandemic 
Dan Gallagher, "Pandemic Videogame Habits Might Be Hard to Break," The Wall Street Journal, May 20, 2021; Noah Smith, "The Giants of the 

Video Game Industry Have Thrived in the Pandemic. Can the Success Continue?" Washington Post, May 12, 2020; Mike Minotti, "What the Gaming 

Industry Should Expect in a Post-Pandemic World," VentureBeat, April 28, 2021; Wallace Witkowski, "Gamers Spent Billions More on Videogames 

During the Pandemic and Companies Are Looking for More," Marketwatch, May 3, 2021 

Use with Chapter 6, “Consumer Behavior” 

Its a great big world out there, and most of us missed a lot of it 

during the COVID-19 pandemic. But it turns out that there's 

also a great big world inside people’s computers, one that they 

entered avidly during the lockdown months, and it can be pretty 

irresistible too. Game manufacturers are determined to keep this 

virtual world well populated, even when gamers have more 

chances to visit the real world.  

In more quantifiable terms, when COVID-19 surged, so did 

interest in playing videogames at home, such that U.S. 

consumers spent an astonishing $59.6 billion on videogames 

and hardware between March 2020 and March 2021. This 

spending represented a 32 percent increase from the year before. 

Worldwide, sales rose by 25 percent during 2020. 

But will such levels of interest persist, if people can safely move about and are no longer constrained to shelter at home. 

Investors seem skeptical, but the manufacturers of videogames believe the new normal has plenty of lives left to keep the 

game going.  

According to the CEO of Take-Two Interactive Software, because the pandemic introduced new gamers to the medium, 

the videogame industry now has access to a larger, already primed target group of consumers to which it can market its 

offerings. A larger market is nearly always beneficial for an industry, even if it includes consumers who come into it 

through diverse ways. Once a consumer has invested several hundreds of dollars to obtain a Playstation 5 console or 

Nintendo Switch, they are likely to keep playing, as well as purchasing new games to add to their collection, rather than 

risking the pain of feeling like their expenditure was wasted, were they to stop playing. 

To take advantage of this benefit, imposed by circumstances outside their control, most major game manufacturers have 

announced plans to release some particularly hot titles this year. They already had innovated advanced hardware and 

consoles, offering better graphics and game play than ever has been available in the past. These high-performance gadgets 

make gaming a deeply engrossing, engaging pastime. Even if people can go back out into the big wide world, they might 

find that, with the right tools and toys, the virtual world available at home is just as appealing. 

Discussion Questions: 

1. Are consumers likely to keep playing videogames, even when they can undertake other leisure pastimes in the 

post-pandemic era? Or is the market more likely to suffer some contraction? 

2. What makes gaming so engaging and appealing for consumers? 
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Marketing Tidbits  
The Next Generation of Chinese Food  
Cathy Erway, "More than ‘Just Takeout,’" The New York Times, June 21, 2021; Tom Sietsema, "At Lucky Danger, Two Talented Chefs Just Want 

to Have Fun with Their American Chinese Food," Washington Post, March 19, 2021 

Takeout, as the format of Chinese food most familiar to U.S. eaters, came to the United States about 150 years ago, and it’s been 

evolving ever since. Familiar dishes such as lo mein and cashew chicken actually were created by Chinese immigrants to the United 

States who found limited employment opportunities (due to discriminatory employment practices, among other reasons) and therefore 

decided to open their own restaurants. These entrepreneurial restaurateurs developed new dishes based on ingredients that they had 

access to, as well as what they learned local consumers would enjoy (and buy). Although the American Chinese food tradition is well 

loved, it generally has not been very well respected. But the view is changing somewhat, due to a new generation of chefs who are 

starting to open restaurants that celebrate foods that previously have been denigrated, just as much as they've been gulped down. In 

many cases, the chefs’ styles and traditions started young, in that their parents owned and ran traditional-style Chinese restaurants, and 

now the offspring are paying tribute to those entrepreneurs and their efforts. Tim Ma, one such restaurateur—his parents owned a 

Chinese restaurant in Arkansas when he was growing up—opened the takeout-only restaurant Lucky Danger in Washington, DC, in 

November 2020, to critical acclaim, with the promise to offer "American Chinese by a Chinese American." According to Ma, the 

whole endeavor “is a kind of respect for our elders…. That’s a little bit of the mission here.” 

The Resurgence of E-Cards 
Anna Schaverien. "E-Cards Are Back, Thanks to the Pandemic," The New York Times, June 19, 2021; Rebecca J. Rosen, "The Early Days of E-

Cards," The Atlantic, December 25, 2011; Lenise Ligon, "The Reinvented Greeting Card," Fox 10 News, June 28, 2021 

Remember when your email inbox was full of e-cards, back in the mid-1990s? (Remember what an email inbox is?) In case your 

memory doesn't go back that far, here’s a bit of history: The first e-card was created in 1994, and by the spring of 1996, some 1.7 

million had been dispatched, often from someone like your Aunt Judy. If it has been a while since you received one of these missives, 

the pandemic may have changed that. In addition to the physical distancing and social isolation that COVID-19 required, the U.S. 

Postal Service suffered draconian cuts that hindered its service provision. Meanwhile, brick-and-mortar card stores had been closing at 

rapid rates for years. Thus, e-cards grew popular again, though the extent of this popularity is a bit of an open question. American 

Greetings, the card industry behemoth, declined to give exact figures but noted that its digital division experienced record growth 

during the pandemic. According to a report by the market research company IBISWorld, revenue from e-card sales and online sales of 

paper cards increased by 23.9 percent from 2019 to 2020. But one of the company’s analysts also predicted that this boom in bad 

times would not last. Seemingly in agreement with that prediction, Hallmark, another industry behemoth, pulled the plug on its e-card 

division but also launched a new service, called Sign & Send. It attempts to bridge the old and the new, by allowing customers to take 

pictures of their own handwritten messages, then upload them to the Hallmark website. The company prints the design onto a paper 

card, chosen by the consumer, and then takes care of sending it to the intended recipient through the mail. 

Renting Luxury Watches  
Robin Swithinbank, "To Enjoy a Luxury Watch, You Don’t Really Need to Own It," The New York Times, June 18, 2021; Claudia D'Arpizio, Diana 

Verde Nieto, Jenny Davis-Peccoud, and Matteo Capellini, "LuxCo 2030: A Vision of Sustainable Luxury," Bain.com, March 10, 2021; Jorg 

Weppelink, "Renting Luxury Watches: A Great Idea or Total No-Go?" Chrono24, March 9, 2021 

Watch this: Consumers now can rent luxury timepieces, instead of buying them. In response to lagging sales, and Gen Z's 

disinclination to buy luxury goods but desire to use them, some high-end watch brands are dipping their toes into the rental market. It 

started with Breitling, which in March began offering a subscription program called Breitling Select. For $129 a month, plus a $450 

one-time fee, customers can rent three watches per year instead of shelling out thousands to own them (literally, that is: $4,500 is the 

average retail price of a Breitling Select). The company’s CEO Georges Kern said the new program was already accounting for 15 

percent of Breitling’s e-commerce business in the United States, even if it had not achieved strong profitability quite yet. Other watch 

rental companies offer multiple brands for subscribers to sample. Furthermore, observers expect this market to grow. According to 

Bain’s “LuxCo 2030: A Vision of Sustainable Luxury” market report, rentals might constitute as much as 10 percent of luxury brand 

revenues within the coming decade, due to rising generations’ acceptance and interest in rental and secondhand options. As one of the 

authors of the report noted, "The shift from owning to having an experience is super strong.” 
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Movie Theatres are becoming the Newest Concert Venues  
Anne Steele, "The Hottest New Concert Venue: Your Local Movie Theater," The Wall Street Journal, June 20, 2021 

We will rock you—and give you a chance to head back out to the lobby for some popcorn. As streaming 

options undermine movie theaters’ traditional offerings, those locations are shifting their focus to host more 

screenings of live concert events, in real time. For example, Bon Jovi and Florida Georgia Line are among the 

musicians who have agreed to play one-time live shows, simulcast into some 400 cinemas across the United 

States and thousands of theaters worldwide. The shows, produced by Encore Live LLC and Trafalgar Releasing, 

capitalize on several current trends in combination: empty movie theaters, fans' lingering reluctance to pack 

themselves into crowded clubs or huge concert venues, and musicians' need to earn a living. The movie theater 

concerts allow musicians to play and fans to enjoy the shows, often for far less money than they would have 

spent to see the concert the old-fashioned way. Yet even if the ticket prices are lower, the revenues add up. 

According to Encore, Bon Jovi's May show sold more than 200,000 tickets. The company also expects sales 

figures to increase to around 600,000 tickets per show, including international screenings. Thus, the potential 

payout could be as much as $15 million. 

Ferrari’s Expansion into Fashion  
Laura Rysman, "Ferrari Is Racing into Fashion," The New York Times, June 16, 2021; Luke Leitch, "Ferrari Spring 2022 Ready-To-Wear," Vogue, 

June 13, 2021 

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

Vroom vroom! Moving from sports cars to sportswear, the legendary automotive brand Ferrari has introduced 

itself anew as a fashion company. Under the guidance of its creative director Rocco Iannone, formerly 

employed by the Armani fashion label, Ferrari debuted its first collection in June with 52 high-fashion "looks," 

nearly all of them unisex. The fashion show took place at Ferrari headquarters in Maranello, Italy. It featured 

lots of fashionable jackets, along with other pieces made of silks, reflective tape, and seatbelt webbing, in colors 

associated with the fancy cars—bright yellow, red, blue. The company is also opening a retail concept and a 

restaurant. For some observers, it's not entirely clear why a car company would pitch a fashion line (or an 

eatery). But Vogue posited that the aim was to draw in consumers who traditionally had not been interested in, 

engaged by, or able to afford a $200,000 car. In the company’s effort to “build a bridge to a wider audience,” 

Ferrari recognizes that not everyone can drive a fast car. But virtually everyone can wear some flashy clothes. 

Have Tech Companies Forgotten About the 99%?  
Shira Ovide, "Tech Forgets About the Needs of the 99%," The New York Times, June 10, 2021 

Use with Chapter 3, "Social and Mobile Marketing," and Chapter 12, "New Product Development" 

Oh 5G, art thou for thee, but not for me? In a recent editorial, The New York Times argues that modern tech 

already has become too rarefied. The industry keeps innovating and introducing fancy gadgets, marketed with 

buzzy (and often confusing) jargon. But those features are neither appealing nor comprehensible to ordinary 

users, many of whom are not sure what 5G really means for their daily lives and uses. Ordinary people, the 

editorial argues, want cheaper phones with longer battery lives that can be dropped in the toilet without getting 

wrecked. They want their tech tools to work consistently and with little hassle. As the author assures readers, 

"Most people don’t have the time and brain space to care about anything other than the basics of using their 

phone, computer, television set or other bare necessities and apps. And that’s perfectly OK and normal. What’s 

not OK is that the biggest and richest companies on the planet often don’t cater to those needs." 
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McDonald’s New Loyalty Program  
Dave Sebastian, "McDonald’s Loyalty Program Goes National," The Wall Street Journal, June 22, 2021; Alexis Morillo, "McDonald’s New Loyalty 

Program Is Launching Today—Here's How It Works," Delish, July 8, 2021; Larry Dignan, "Starbucks Leverages Loyalty Program, Digital To 

Navigate Customers' New Normal," ZDNet, April 28, 2021  

Use with Chapter 18, “Integrated Marketing Communications” 

Come for cheap food, stay for free food? McDonald's is hoping consumers will do just that, induced by the new 

loyalty program it rolled out in July. The MyMcDonald’s Rewards program, available through the company's 

app, marks McDonald's first venture into reward programs in the United States. (It previously has established 

similar programs in France and a few other countries.) Customers received 1,500 points at the moment they sign 

up, then earn 100 points for each $1 spent. The points can be traded for treats like hash browns (1,500 points), a 

large iced coffee (3,000 points), or a Happy Meal (6,000 points). The benefits for McDonald's have been well 

established by research into loyalty programs, which shows that they tend to lead to a more engaged customer 

base and provide unparalleled access to valuable digital data. But what about the customers? Why would 

someone spend $600 at McDonald's, in return for the prospect of receiving a $2.79 Happy Meal for free? It may 

seem unlikely, but the proof of concept is in the pudding—and the burritos and the coffee. That is, similar 

programs have worked well for other companies, including Chipotle and Starbucks. At Starbucks for example, 

the loyalty program grew by 18 percent from March 2020 to 2021, enabling the company to not just survive but 

even thrive during the pandemic. 

How TV Companies are Working Together to Improve the Ad 

Market   
Alexandra Bruell, "TV Operators Team Up to Simplify Fragmented Ad Market," The Wall Street Journal, June 17, 2021  

Use with Chapter 18, "Integrated Marketing Communications" 

When you sit down at the end of the day to catch a little mindless entertainment, do you ever find yourself 

confused and overwhelmed by the cacophony of different television channels, digital stations, streaming 

platforms, and other options for accessing content? If so, you are not alone—but we’re not talking about your 

peers. For advertisers, the diversity and fragmentation of broadcast options has created a vast challenge, 

hindering their efforts to communicate effectively and optimally with their target audiences. In response, a new 

consortium called Go Addressable aims to cut through the confusion and help advertisers reach relevant 

viewers, regardless of the channel or platform they have chosen to access entertaining content for themselves. 

The innovative new venture includes eight media companies, including Comcast, Charter Communications Inc., 

Altice USA Inc., Dish Media, and the smart TV manufacturer Vizio Inc. Their goal is to address the problems 

that arise with media fragmentation, such as the needs for advertising buyers to develop marketing plans for 

each platform individually, making integrated efforts more difficult, or to pay professional aggregators to design 

their strategies, which is expensive. Whether Go Addressable can really overcome those challenges is uncertain 

though. Its announced aims mostly suggest a sort of advocacy effort, such as discussing how to update existing 

systems or defining the terms that advertisers should use to describe their processes, during monthly meetings. 

Over the long term, such efforts might be beneficial for the industry overall. But can they really help advertisers 

design their campaigns today—or help us decide what to watch tonight? 
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