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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: 

 

How Retail Cheese Prices Weather Market 

Volatility 
 With food markets on a wild ride lately, cheese has seen more 

volatility than most. Yet in supermarkets, prices have remained 

relatively stable. Here’s why sharp changes in wholesale cheese 

prices are slow to make it to consumers.    

 6:09 min 

 Video Link 

 

 

Supply Shortages & Rising Demand 

 David Beckworth, former economist with the Treasury 

Department, discusses the Fed's next move amid ongoing 

inflation concerns. Plus, Anik Sen, Pinebridge's global head of 

equities, makes the bull case for India and other emerging 

markets.  

 8:58 min 

 Video Link 

 

 

 

 

https://www.wsj.com/video/series/wsj-explains/how-retail-cheese-prices-weather-market-volatility/A32C8378-41AD-4844-981A-F335BCFF688D
https://www.wsj.com/video/series/wsj-explains/how-retail-cheese-prices-weather-market-volatility/A32C8378-41AD-4844-981A-F335BCFF688D
https://www.barrons.com/video/series/market-brief/supply-shortages-rising-demand/551269F5-7FDA-40BA-9BBF-975EDCF61D01?adobe_mc=MCMID%3D92020651783892725233059776081853063646%7CMCORGID%3DCB68E4BA55144CAA0A4C98A5%2540AdobeOrg%7CTS%3D1635884735
https://www.barrons.com/video/series/market-brief/supply-shortages-rising-demand/551269F5-7FDA-40BA-9BBF-975EDCF61D01?adobe_mc=MCMID%3D92020651783892725233059776081853063646%7CMCORGID%3DCB68E4BA55144CAA0A4C98A5%2540AdobeOrg%7CTS%3D1635884735


 

What Does a Remote Workforce Really Mean for Workers and 

the Companies that Employ Them? 
Dror Poleg, “The Winners of Remote Work,” The New York Times, September 4, 2021; Eduardo Porter, “The Work-from-Home Economy and the 

Urban Job Outlook,” The New York Times, September 3, 2010; Daisuke Wakabayashi, “Google Delays its Return to Office until January,” The New 

York Times, September 6, 2021 

Use with Chapter 20, “Personal Selling and Sales Management” 

A work-from-home economy has cascading effects, some of 

which are only now being revealed, after more than a year of 

COVID-19–induced changes in how, when, and where people 

work. For marketers, the pandemic immediately created staffing 

challenges, whether because they had to shut down and thus 

could not continue to employ their existing staff members or 

because workers refused to take frontline jobs and put their own 

health at risk.  

But the persistence of the virus and the associated implications 

for the workforce go well beyond these immediate impacts. 

Economists predict that due to the widespread realization that 

many jobs could be done remotely, because COVID-19 forced 

that option, the character of work has irreversibly changed. One estimate indicated that about half of all employed people 

worked from home at the height of the coronavirus lockdowns, and about 20 percent of the overall workforce is 

continuing to do so, even after the lockdown mandates have eased. That level represents a quadrupling of the number of 

at-home workers that existed prior to the pandemic. 

This shift offers both benefits and risks. Notably, some companies prefer employees to commute to offices and incentivize 

them accordingly. For example, Google warned employees who wanted to keep working from home, especially in remote 

locations (i.e., which likely have lower costs of living than those near its Bay Area headquarters) that it would be 

adjusting (i.e., lowering) their pay accordingly. Yet in nearly the same breath, it noted that its planned office reopening 

was going to be delayed further, in response to the devastating spread of the Delta variant of COVID-19, pushing it at 

least until January 2022.   

But other firms encourage the dispersion of their corporate employees; REI dismantled its centralized headquarters and 

told the approximately 1,800 people who previously had desks there that they could work from home. If they wanted to 

interact with coworkers, they also could visit one of the multiple, smaller, satellite offices it would spread throughout its 

home region.  

If centralized offices disappear though, a variety of other businesses that have served the people working at them likely 

will disappear too. For example, coffee shops and lunch spots nearby urban centers would be hard pressed to survive if, 

say, 20 percent of the office workers they previously targeted as customers simply stopped coming to work. In Atlanta, as 

one example, whereas employment levels have rebounded pretty much to the same level they were before the pandemic, 

the leisure and hospitality sector has lost 13 percent of its jobs.  

To find both employees and customers, companies thus may need to rethink their strategies for reaching them. 

Recruitment drives will need to address how and when employees can work remotely; staff management will have to 

figure out how to coordinate and supervise employees without interacting with them personally. To market and sell to 

customers in their homes, companies also must reconsider the channels they use, which in turn will have more far-

reaching implications for delivery and other such supply chain considerations. 

Discussion Questions 

1. Do you expect your ideal future job to involve remote work? Offer a prediction of what that might entail. 

2. Should companies accept remote workforces, or should they develop incentives to keep people in one location? 
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So Are Retail Sales Back, or Are They Still Depressed by the 

Pandemic? Yes. 
Justin Lahart, “Weak Retail Sales Offer Preview of Coming Attractions as Delta Variant Spreads,” The Wall Street Journal, August 17, 2021; Omar 

Abdel-Baqui, “Target Sales Increase as Shoppers Return to Stores,” The Wall Street Journal, August 18, 2021; Jaewon Kang and Sharon Terlap, 

“Americans Are Stocking Up on Toilet Paper Again,” The Wall Street Journal, August 31, 2021 

Use with Chapter 17, “Retailing and Multichannel Marketing” 

As one of the industries most affected by the COVID-19 pandemic, 

retailing has been frantically searching for insights into what to 

expect next. Are shoppers going to come back to brick-and-mortar 

stores? Will sales increase once more people are vaccinated? How 

many delivery drivers do they need to hire? And seriously, do they 

need to start overstocking their toilet paper inventories again?   

Unfortunately for retailers, the answers and predictions are all over 

the place. There is no consistency in either the outlooks or 

consumers’ behaviors, which seemingly change from moment to 

moment. For example, June 2021 saw a big jump in consumer 

buying, maybe because people started to feel a little more 

comfortable as COVID-19 seemed to come under some level of 

control. Or maybe it resulted from Amazon’s decision to move up 

its Prime Day to that month, which prompted many other major 

retailers to offer sales then too. But by July and August, spending was back down, whether because the Delta variant had started 

to spread and spook consumers or because they’d spent too much on Prime Day.  

Even individual retailers cannot quite get a sense. Target happily announced a sizable bump in its second-quarter sales for 

2021—even as it also cautioned that it predicted even more volatility in its sales in coming months. But the retailer also noted 

that it had learned valuable lessons from the past year, such that it had more inventory on hand and in stores, just in case new 

COVID-19 developments resulted in supply chain bottlenecks, such as those that kept stores out of stock during the height of 

the pandemic.  

In particular, it wants toilet paper and other paper products on hand, because some trends indicate that consumers are back on 

their stockpiling habits. Whereas purchases had leveled out, compared with the remarkable jump in sales of paper towels, toilet 

paper, and wipes in the early lockdown phases, it appears that people’s personal inventories are running low. As the Delta 

variant surges, people also are reinvigorating their cleaning habits, such that the unusual buying behavior seems driven by both 

inventory levels at home and still-shifting preferences for achieving a sense of protection against the virus.  

For retailers, good predictions are hard to come by, but the best answer might be to keep trying to gather ever more precise data. 

For example, grocery retailers have a much different perspective than sellers of other types of products. Their performance is 

deeply dependent on good supply chain operations that keep daily necessities in stock. People are still going to buy groceries, 

no matter how the coronavirus develops or evolves, whereas retailers selling cars, appliances, and other items that people can 

delay need to address other marketing considerations and develop distinct strategies. But for grocery retailers, keeping inventory 

levels high seems to be the key—especially in the toilet paper aisle.  

Discussion Questions 

1. What sorts of additional data might [retailers/marketers] gather to improve their sales predictions? What are some key 

sources of these types of data? 

2. Noting existing trends, grocery retailers might be safer from sales dips than other retailers. Are there any markets that 

seem likely to be particularly at risk, as COVID-19 continues to exert its influence? Offer a list of likely targets. 
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Finding Just the Right Wedding Dress—But Right Now! 
Kaitlin Menza, “You Want that Wedding Dress When?” The New York Times, August 25, 2021 

Use with Chapter 5, “Consumer Behavior,” and Chapter 16, “Supply Chain Management” 

Planning a wedding takes, on average, about a year. And if they want the dress of their 

dreams, brides need to make shopping for their gown one of the first steps they take. If they 

want a designer gown, tailored just to their liking and with a perfect fit, the shop needs 

months to place the order; wait for their supplier to gather the high-end materials like fabric, 

lace, and beading; wait for the skilled sewing staff to stitch all the pieces together; receive 

the dress back; call the bride back for a fitting; and make any the necessary adjustments and 

alterations.  

Or at least, that’s what used to happen. But the wedding industry, devastated by COVID-

19–compelled cancellations and postponements, has upended, abbreviated, and altered the 

entire process. Many of the people who had postponed their ceremonies, in the hope that 

they could celebrate with all their friends and family after the pandemic, have given up on 

that idea and decided to go ahead with some version of a wedding, often with a short time 

horizon. Thus they need dressmakers to provide them them something lovely in which to 

get married, even if their plans are set for just about a week or two from now.  

The effort required to do so is both tremendous and welcome. Many dress retailers and manufacturers suffered dire losses 

during the pandemic. Being able to put their tailors and sewers back to work feels like a reward for surviving the down 

times, such that the suppliers are unwilling to turn down many requests, even if they would have seemed impossible in the 

past. As one designer put it, “If I have the fabric, if I have the lace, we don’t say no.”  

The question is whether they have the fabric and lace. Beads, largely sourced from India, which has suffered terribly from 

the COVID-19 pandemic, have not been widely available. In turn, wedding fashion has moved away from heavily beaded 

dresses out of necessity. Rather than ornate designs, which the suppliers likely could not achieve in time to meet demand 

in current supply chain contexts, brides are leaning toward simpler versions, especially if they can be tailored quickly. 

The need for tailoring is not just because they want their dress fast. Another trend, prompted by COVID-19 restrictions on 

big weddings, has been for couples to go ahead and get married in simple, civil ceremonies with very few people, then 

host more festive occasions more recently, among a somewhat larger group of vaccinated family members and friends. 

But as is common among newly married people, by the time of the second ceremony, many of the brides are pregnant or 

have recently given birth, such that they need their dresses to be tailored quickly, just days before the wedding, to match 

the current shape of their bodies.  

For dressmakers, the skills in high demand thus have shifted: Whereas once they might have needed to have scores of 

skilled bead workers on hand, today those artisans need to be able to let out seams and still keep the dress beautiful, under 

strict time constraints. The new requirements are tough to meet, but for the wedding industry, any business is great 

business these days. For now, quick and beautiful is the goal, and the assorted members of this supply chain are 

determined to achieve it. 

Discussion Questions: 

1. What other actors in the wedding industry supply chain have likely been affected by these shifts in 

consumer behavior? 

2. Are there any other ways that wedding dress providers could speed up delivery, while still maintaining 

consumers’ desired quality? 
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Does Installing Charging Stations Make Sense for Gas Stations 

Yet? Will It Ever? 

Jennifer Hiller, “Gas Stations Face Tough, Costly Choice on EV Chargers,” The Wall Street Journal, August 10, 2021 

Use with Chapter 5, “Analyzing the Marketing Environment” 

Electric vehicles (EVs) currently account for about 2 percent of 

the automotive market. Is that enough to justify the costs to 

retailers to install charging stations? Probably not. But at the 

same time, various car manufacturers have announced their 

plans to roll out more EVs in coming years, and the Biden 

administration has set a formal target, calling on the industry to 

reach 50 percent EVs by 2030. If half of all drivers had EVs, 

would that be enough? Probably so. For gas stations, truck 

stops, and convenience stores, the real question then becomes, 

What is the point at which the answer changes?  

According to the parent company of the RaceTrac chain of 

stores, there currently is not a “viable business case” for adding 

charging stations to its existing retail locations. In contrast, a 

small chain of 46 gas stations in Texas and Oklahoma has decided to add them, but the chief executive of the firm also 

admitted that the choice meant having to figure out the best designs and pricing on the fly.  

The decision also depends on what other relevant actors seem likely to do. For example, some industry experts predict that 

widespread adoption of EVs is still a long way off, such that investing in charging stations today is too early. They 

anticipate a slowing rising curve, meaning that the retailers can take some time before putting their money into charging 

stations that very few people are using. 

From a competitive perspective, gas stations and convenience stores worry about their capacity to sell electric charges 

profitably if instead utility companies start developing their presence in this market. According to one argument, charging 

stations should be incentivized and subsidizedb the government, to ensure they are available everywhere. In that case, 

existing utility companies might get contracts to install charging stations in non-retail locations, such as at rest stops along 

highways. If consumers can use those stations, they might be less likely or willing to make a separate visit to their local 

convenience store to get a charge, rather than just charging from the road and then waiting until they get home to 

complete the refueling.  

But despite these concerns, the promise of charging stations is hard to ignore. If predictions of expanded adoption are 

accurate, someday people are going to start demanding this service—perhaps especially the wealthy market of consumers 

who already can afford a Tesla, for example—or else take their business elsewhere if it isn’t available. In addition, even 

the most powerful chargers need about a half-hour to give a vehicle battery a good boost, which means that convenience 

stores would have a captive audience of shoppers for at least that long, who are likely to grab some snacks and drinks 

while they wait. 

Discussion Questions: 

1. Should convenience stores and gas stations invest in charging stations now or wait? Defend your 

answer.  

2. What factors should these firms take into consideration in making their choice? 
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At Your Mental Health Service: How Hospitality Providers Are 

Expanding Their Offerings with Wellness Retreats   
Debra Kamin, “For Those Stressed Out by COVID-19, Hotel Spas Say They Have the Answer,” The Wall Street Journal, August 26, 2021   

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

The health and wellness sevice sectors have been expanding for 

a while, and the coronavirus has hastened that growth, due to 

the challenges it has created for virtually everyone in the world. 

By throwing people’s mental health struggles in high relief, 

COVID-19 has prompted more people to seek out services that 

can help them deal with those challenges. For hospitality 

brands, the answer is clear: Make mental health and wellness 

services readily available to anyone staying with them. 

Many hotels already have spa facilities on site, offering 

massages or pedicures to weary travellers or vacationers who 

want a little pampering. By expanding the assortment of 

services they offer, they also seek to appeal to people who are 

finally getting to travel a little, often for the first time in years, 

but who are continuing to confront the stresses of the pandemic. 

For example, at Miraval Resort and Spa locations, a video series of soothing soundscapes and visual images, developed in 

collaboration with mental health professionals, helps patrons relax and achieve a meditative state. Different hotels in the 

Four Seasons chain provide sound healing as a restorative therapy, or else hypnosis sessions. An independent spa in 

Nashville combines sound healing, chakra balancing, and massages with herbal poultices in what it calls the Kundalini 

treatment. Rather than virtual depictions or sounds, the Carmel Valley Ranch relies on the horses it maintains on its 

property to provide visitors a form of therapy, in which they interact comfortably with the animals.  

Before introducing a package it calls Wellbeing Sanctuaries to potential guests, the Banyan Tree resorts in Singapore 

provided the elements to its staffers, whom it recognized as being stressed and fearful due to the pandemic as well. The 

package offer includes a 64-point wellness assessment, followed by meditative practice to manage stress and gain what it 

refers to as emotional resilience.  

The range of options suggests that people can find the treatment that will work best for them. Such pursuits are important 

in our current era: Whereas only 11 percent of people surveyed by the Census Bureau diagnosed themselves as depressed 

or anxious in 2019, that number rose to 42 percent by the end of 2020. A depressed and anxious society cannot thrive. But 

by helping people deal with their anxieties and stresses, hotels providing wellness service might thrive themselves. 

Discussion Questions: 

1. Are hotels appropriate providers for mental health and well-being services? What risks are involved in this service 

provision? 

2. What other wellness practices might hospitality industry service providers add to their offerings? 
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Experimenting with Store Designs: Which Among Them Seem 

Likely to Stick? 
Matthew Stern, “Can IKEA’s Store Layout Still Amaze without a Maze?” Retail Wire, August 30, 2021; Matthew Stern, “Best Buy Builds a Virtual 

Store to Assist Customers Remotely,” Retail Wire, August 31, 2021; Dave Sebastian, “Toys ‘R’ Us to Open Shops Inside More than 400 Macy’s 

Locations in 2022,” The Wall Street Journal, August 19, 2021 

Use with Chapter 2, “Developing Marketing Strategies” 

Retailers are constantly trying out new ideas for attracting 

shoppers. Even seemingly foundational designs might get 

questioned, if the retailer is serious about staying ahead of the 

game, being innovative, and ensuring it is sufficiently interesting to 

consumers. Consider some examples. 

Visitors to IKEA know what to expect, every single time: a 

massive space, with a maze-like layout, which they wend their way 

through over the course of a lengthy shopping trip, and then finish 

up with a snack of Swedish meatballs. But a new concept store in 

Shanghai, similar to an existing one in Poland, instead is built to 

allow shoppers to find lounge spaces where can hang out on the 

furniture. In workshop spaces, they encounter staffers who can 

offer a quick assembly tutorial or assistance with repairing a 

broken piece of furniture that the consumer already owns. The 

easy-to-find work and lounge spaces do not direct them along any particular path, and the restaurant highlight sustainable food 

choices.  

This leisurely design joins another IKEA concept, being tested in a few regions, that embraces small spaces. In cities like 

Vienna and London, as well as New York City’s Queens borough, locations that are about half the size of traditional IKEA 

stores specialize in décor and furniture for small homes. On the Upper East Side of New York, a pilot store instead offers a 

planning space, where nothing is actually for sale, but customers can walk through to get design ideas and assistance.  

Best Buy also is trying out some non-purchase spaces, leveraging its existing distribution centers to establish backdrops for 

staffers who interact with shoppers virtually. These expert staffers can walk around the distribution center to present various 

products to customers, who contact them for insights or advice. Thus the virtual link might enable shoppers to see insides of an 

appliance model, or the expert might detail all the steps and tools needed to install a new home security system. The retailer 

anticipates that customers would use this service both when they are at home, thinking about the purchases they need, and while 

in stores, where limited shelf space might not allow Best Buy to display every refrigerator model and dishwasher that customers 

might be considering buying.  

Another Best Buy store also is experiential, though it allows people to come to the location. It is dedicated solely to gaming and 

tech gear. Located in Houston, the pilot store is staffed mainly by Geek Squad members, and it aims to attract dedicated gamers 

who want to try out every piece of high-end equipment before adding it to their at-home arsenal. 

Experimenting with new store designs even might be a lifeline, as Toys ’R Us’s latest effort implies. The bankrupt toy store 

chain has been struggling to find a way back, and its new stores, installed within Macy’s locations, might offer a helpful bridge. 

Without any independent physical stores remaining in operation in the United States, the retailer has not been able to overcome 

its struggles. But by creating stores-within-stores, it can get its name and offerings back in front of shoppers. In turn, Macy’s 

anticipates sales increases for itself, because people who come to purchase gifts for their spouses or siblings also can find fun 

toys for the children in their lives.  

Unlike the Best Buy or IKEA examples, the Toys ’R Us locations are planned for hundres of Macy’s stores, suggesting greater 

confidence in the likelihood of success. By the same token, stores-within-stores are not really novel designs, to the same extent 

as the concept stores being piloted by those other retailers are. Novelty aside though, the question remains: Which of these 

concepts will actually appeal to and attract shoppers? 

Discussion Questions: 

1. Which of these concept stores do you believe is likely to succeed? 

2. Which ones would you be likely to try, as a customer?  

3. Do your answers to these questions differ? Why? 
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Marketing a Literary Sensation with Status Symbols: Bucket 

Hats, Tote Bags, and a Dash or Two of Irony 
Kate Dwyer, “Beautiful Merch, Where Are You?” The New York Times, September 2, 2021 

Use with Chapter 1, “Overview of Marketing” 

The author Sally Rooney has achieved great success and 

popularity with her first two novels—stories of smart, engaged, 

20-somethings who think about and discuss relevant and 

controversial topics, often reject conventional social norms, and 

seek meaningful connections with their friends and lovers. The 

announcement of the release of her third novel, Beautiful 

World, Where Are You?, in turn sparked great excitement 

among readers, anxious to get their hands on the latest story that 

Rooney had to tell. 

As is common in this industry, the book’s publisher decided to 

hype its release by sending out advance copies. Traditionally, such advance copies would go to bookstore owners or the 

buyers for national bookstore chains, as well as perhaps academics who might review the text for a national news source 

or even librarians. But in keeping with the primary audience of Rooney’s books—namely, young consumers who read 

books but also spend a lot of time on social media—the advance kits for Beautiful World, Where Are You? targeted 

influencers with a reputation for being more sophisticated, intellectual, or cultured. Sarah Jessica Parker was 

photographed reading the book on the set of her latest Sex in the City movie, with its obvious “advance copy, not meant 

for resale” banner prominently displayed on the cover, signaling her status as someone who could get an advance copy. 

The muscian Lucy Dacus posted a picture of her advance kit to Instagram, as did Lena Dunham.  

Moreover, the kits included more than just the book. Within the boxes sent to influencers, a yellow bucket hat was printed 

with the book’s title and author’s name. The print design on a tote bag copied the cover art. Accounts of this extra swag 

almost immediately prompted status comparisons, such that one publisher tweeted the concern that she seemingly was 

“cool enough for a tote bag but not a bucket hat.” But at least she received some advance; an executive at Hulu, the 

network that adapted and distributed the television version of Rooney’s second novel Normal People, could not even get a 

copy of the new book.   

In this sense, the marketing initiative was a clear success. Lots of people were talking about and anxious to purchase the 

new book. Because well-known influencers were presenting the title on their own pages, new audiences also were being 

exposed to Rooney’s name, potentially increasing her readership even further. 

But the irony of the effort also was not lost on many fans, who noted that Rooney is a self-professed Marxist and that 

many of her characters express heartfelt, compelling critiques of climate change and how consumer culture contributes to 

it. They also recognize the irony in a literary release being treated like the lastest line from a fashionable brand. Book 

nerds might not be the coolest cohort, but at least for now, they have the coolest hat to wear and the coolest book to read. 

Discussion Questions: 

1. Does this promotional effort align with the “brand” reputation of the author? Does it matter? 

2. Can other authors adopt similar tactics to market their books? Can you name some who might succeed with such a 

campaign? 
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Are Nielsen Panel Data Accurate or Relevant? Even the 

Company Itself Seems to Have Questions 
Alexandra Bruell, “Nielsen Asks to Take a Break from Key Media Industry Seal of Approval,” The Wall Street Journal, August 12, 2021 

Use with Chapter 10, “Marketing Research,” and Chapter 19, “Advertising, Public Relations, and Sales 

Promotions” 

For decades, Nielsen ratings data have provided the primary 

input for advertisers and broadcast television networks to gauge 

performance. The company gathered information from large 

panels of regular viewers, which it then extrapolated to estimate 

the market shares earned by different channels, programs, and 

time blocks. Using that information, the networks set their 

advertising rates, and their clients (i.e., advertisers) selected 

specific channels and shows during which they wanted their 

marketing communications to appear.  

But in recent years, Nielsen’s ratings data also have come in for 

criticism, for being inaccurate, biased, and not truly reflective of the viewing public. For example, a recent analysis by the 

Media Rating Council, a watchdog organization, alleged that the company undercounted television viewership by 6 

percent. Due to this undercount of how many people were actually watching the programming, networks lost an estimated 

$234 million in revenue that they should have been able to charge advertisers.  

Furthermore, whereas Nielsen has vast experience measuring viewership through broadcast or cable television, its 

capabilities to gauge streaming consumption appear far less developed than those of tech firms like Google. It continues to 

work to develop them, but thus far, advertisers have learned to rely more on the more accurate data available from those 

data aggregators, if they want a true picture of their streaming audiences. 

Thus the concerns have been building, and Nielsen’s recent request suggests they are beyond its ability to address. The 

Media Rating Council offers an accreditation option, such that Nielsen can submit evidence to receive confirmation that 

its efforts are fair, accurate, and appropriate. Rather than submit its package on time this year though, Nielsen requested a 

delay, so that it could recheck the validity of its panel data and update its measurement systems. In essence, the request is 

an admission that it has not been providing sufficiently accurate insights.  

Although it is not contractually obligated to earn the accreditation, failing to receive it—or even apply for it—would 

dramatically undermine its customers’ confidence and willingness to trust Nielsen. Confidence and trust are central 

elements of its value though, such that it cannot likely function without them. As one outsider noted, in requesting the 

hiatus, Nielsen in essence was saying, “You can’t fire me, I quit.” In either case though, the relationship gets terminated. 

It thus appears that advertisers will be needing a new source of data about what viewers are really watching. 

Discussion Questions: 

1. What sources might replace Nielsen, if it ultimately proves unable to offer reliable data? And in that case, how can 

advertisers make sure they receive really reliable data? 

2. What should Nielsen’s next steps be? Can it recover from this situation? 
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The Persistence of Gender Biases in Advertising and 

Marketing 
Mara Altman, “Yes, Marketing Is Still Sexist,” The New York Times, August 26, 2021; Valeriya Safronova, “Gender Stereotypes Banned in British 

Advertising,” The New York Times, June 14, 2019 

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

It is fortunate, in today’s day and age, that advertisers have learned 

that women are not just wives and mothers, interested only in 

diapers, cleaning products, and cosmetics. Right?  

Not so fast, say two advertising executives who have researched 

what actually happens in today’s marketing campaigns. Their 

research shows that, even if not every woman depicted in an 

advertisement is vacuuming, they appeared in leadership roles in 

work settings in only 4 percent of commercials. Men outnumber 

women in advertising, and they have twice as much speaking time.  

Beyond these statistics, these executives propose in their book, 

Brandsplaining: Why Marketing Is (Still) Sexist and How to Fix It, 

that the tone of advertising to women has not really changed much, 

even if the terminology has. Thus, they argue that whether a 

product promises to aid with “wellness,” rather than success in dieting, the message to the female consumer is the same: You 

need to lose weight. Citing the notion of “sneaky sexism,” they posit that marketing messages aimed at women mostly focus on 

how they should be changing themselves, usually to obtain some status that arguably is effective for appealing to men. In 

contrast, their analysis of advertising targeted at men reveals its emphasis on power and individualism, such that it endorses 

men’s existing status, rather than suggesting they need to change. 

But other commentators might point to various examples to assert that sexism in marketing has diminished. For example, 

advertising shows more men engaged in household chores today. These so-called improvements also come in for criticism, 

because of the ways they make the depicted situations seem unusual or humorous. Their description of such marketing tactics is 

straightforward: “If they decide to target the male audience instead of doling out the usual slice-of-life formula that women get 

in marketing, out comes John Legend and hilarious jokes and brilliant high production values as if with men you have to be 

properly creative. Whereas women don’t need that, you can give them any old rubbish and they will happily receive the 

message because they are so invested in laundry detergent or nappies.” 

Humor also is relevant in the discussion involving how women hired to be in advertising are scripted to act. In about 20 percent 

of all commercials, women are depicted throwing their heads back in laughter, even when the commercial is not expressly 

funny. Overall, the vast majority of women are portrayed smiling. And of course, they are young; only 10 percent of women in 

advertisements are older than 50 years.  

To complement their research, the executives note their own experiences in advertising, such as recounting interactions with 

male executives who protested that other consumers did not want to see older women, looking serious, at work, so these roles 

would not make for convincing marketing. The authors issue two counterpoints: First, older women have a lot of spending 

power, so even if advertising targeted them specifically, with characters who looked like them, it would likely be effective. And 

second, they’re wrong. Observing realistic images of diverse groups of people makes for more, not less, effective persuasive 

effects.  

Some countries have responded to such ongoing bias with regulatory efforts. For example, in the United Kingdom, since 2019, 

advertisers have been banned from depicting stereotypical gender roles, like women doing all the laundry. Spain bans any 

depictions of gender violence; Austria does not allow advertising that reduces any people to their sexuality; and Norway’s law 

against sexism in advertising has been in place since 1978. The United States has no such regulations or mandates. Is it time for 

U.S. female consumers to expect them though? 

Discussion Questions: 

1. Take a few minutes to review some set of advertisements readily available to you and do a similar analysis. How many 

feature women? Women older than 50 years? In non-domestic settings? Talking? 

2. Should the United States adopt regulations similar to those in other countries, to address the problem of gender-biased 

advertising? 
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Classic Movies, Updated: A Brand Refresh by TCM 
Dave Itzkoff, “Turner Classic Movies Is Changing. And Trying to Stay the Same,” The New York Times, September 1, 2021; Jon Lafayette, “Turner 

Classic Movies Refreshes Brand with New Logo, Tagline,” NextTV, September 1, 2021 

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

When your brand is defined as “classic,” so much so that the word is 

even in your name, is it possible to be modern too? For Turner Classic 

Movies (TCM), that question is ever-present and pressing, and its most 

recent brand refresh reflects its efforts to balance both goals 

simultaneously, in a way that resonates with and appeals to its 

audiences.  

The media source is known for its old, classic, comforting films. On 

its conventional television channel, it provided viewers with insightful 

introductions by familiar hosts, who put the movie into some context 

or offered behind-the-scenes insights into the true goings-on behind 

the camera. People interested in film noir knew precisely when they 

should tune in to be introduced to another old movie they might never 

have seen, because TCM hosted a show called Noir Alley at the same 

time every week to provide just such curated content. Many viewers 

used the The Essentials and its knowledgeable, familiar hosts like 

Robert Osborn or Ben Mankiewicz as a sort of textbook for learning about this history and evolution of Hollywood. 

As streaming grew more prevalent, TCM joined the HBO Max family of channels, due to the agreement between HBO and 

TCM’s parent company Warner Bros. This shift mainly just expanded the channels through which viewers could access their 

favorite old movies. Although they might not receive the same level of insight, they could still enjoy their favorites. In this 

sense, the change was unlikely to cause any real concern or consternation among target audiences. 

The same might not be said about a more recent branding update though, because it is so much more visible to viewers. In 

particular, the regular sets for the hosts of the various shows are getting updated, with a new design and brigher color scheme. 

In addition, TCM is updating its logo, with a new font and animated C.  

In support of these changes, TCM introduced a new sonic brand—a newly composed, short musical interlude that plays during 

most of its marketing and as the lead-in to scheduled shows. The first use of the sonic branding appeared in the campaign that 

TCM used to introduce the new logo, which also featured a new tagline for the brand, “Where Then Meets Now.” To present 

and enforce this notion, most of the marketing surrounding the brand refresh seeks to link older movies with new iterations, 

such as juxtaposing a shot of Judy Garland, who famously took the lead in the 1954 version of A Star Is Born, with another still 

of Bradely Cooper, who appeared in and directed the 2018 version of the same story.  

This linking of past and present also is evident in new programming that TCM has introduced recently, including the Reframed 

series that offers critical assessments and contextual framing for classic, influential films, such as Gone with the Wind or The 

Jazz Singer, that also feature troubling themes and offensive, frequently racist storylines. By instituting conversations about 

such films, TCM aims to acknowledge the past but also reflect on the present and understand how the “now” must inform 

viewing of the “then.”  

In this sense, the rebranding reflects TCM’s long-standing brand promise: It will provide insights and information about 

people’s favorite films, offering new knowledge and context. The curated content might appear under a different logo banner, 

but the offerings and the value they provide audiences are still the same. 

Discussion Questions: 

1. Can you think of any other marketing tactics TCM could use to reinforce its new tagline, “Where Then Meets Now”? 

2. Does the company need a brand refresh? Why or why not? 
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Another Type of Long-Haul Damage: The Lingering Supply 

Chain Challenges of COVID-19 
Sapna Maheshwari and Patricia Cohen, “Retailers’ Latest Headache: Shutdowns at their Vietnamese Suppliers,” The New York Times, September 

29, 2021; Peter S. Goodman, “Global Supply Shortages Reach All the Way to a Haitian Aid Group,” The New York Times, September 23, 2021 

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

The effects of the COVID-19 virus on supply chain operations 

were immediately and clearly evident to consumers who 

struggled to find fresh meat, disinfectant wipes, and toilet paper 

during 2020. Although many of those critical shortages have 

been resolved, the long-term implications for global supply 

chains continue to emerge, leaving lasting and detrimental 

impacts throughout global markets. 

Take shoes as an example. In Vietnam, which is the world’s 

second largest supplier of shoes, the initial pandemic wave was 

relatively well-contained. But the Delta variant wreaked terrible 

havoc, arguably because the relatively poor country lacked 

sufficient vaccines to inoculate its population. During the summer months of 2021, an estimated 766,000 Vietnamese 

people caught the coronavirus, and more than 19,000 of them died. To contain the spread, Vietnam’s government imposed 

strict lockdowns. The factories that supply global clothing and shoe companies thus have shut down for extended periods. 

The bottleneck means that many consumer brands, such as Nike, Everlane, and Old Navy, are preparing for four to six 

week delays in deliveries of their existing orders—a delay that threatens their ability to meet demand during the holiday 

season. Some firms that had moved their supply operations away from China and into Vietnam, whether as an ethical 

stance or in response to heightened tariffs placed on goods coming from China, now are considering moving back.  

But even considering the potential loss of revenue for companies and the inconvenience of Western consumers facing low 

stock levels, the real threat involves other, less privileged actors in global supply chains. Low-wage workers in Vietnam, 

after months of shuttered factories, lack the most basic necessities. They already earned a poverty wage; without even that 

income, they are at great risk.  

Furthermore, when it comes to products like shoes, some end-consumers express needs, not just wants. For example, the 

nonprofit group the Haitian American Caucus solicits donations of used shoes from U.S. consumers. It ships those shoes 

to the underdeveloped island nation and provides them to low income women, who then sell them to earn income for their 

families. But it has been receiving far fewer shoes than it needs to supply the people who depend on this resource, because 

U.S. consumers do not have options for replacing their existing footwear. In addition, suppliers that once might have 

donated overruns or previous seasons’ styles are now keeping those products to sell in their conventional channels.  

These sorts of challenges and struggles clearly are not limited to the global shoe supply chain. But this example reveals 

just how pervasive the implications of the COVID-19 have been, and will continue to be, for nearly every member of 

every supply chain, all the world over. 

Discussion Questions: 

1. What solutions or alternatives are available to global brands whose supply chains are disrupted for such extended 

periods? 
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Targeting Prescription Customers with Labeling that Accounts 

for Their Abilities 
Joshua Brockman, “Specialty Pharmacies Cater to the Blind and Those with Impaired Vision,” The New York Times, September 21, 2021 

Use with Chapter 9, “Segmentation, Targeting, and Positioning,” and Chapter 11, “Product Branding and 

Packaging Decisions” 

Advanced technologies that allow for remote and socially distanced 

interactions between consumers and service providers have been a boon 

during the COVID-19 pandemic for many people. But these technological 

solutions to the problems of the pandemic have created serious challenges 

for other people, particularly the 85 million U.S. consumers who live with a 

disability. For example, drive-through COVID-19 testing and vaccination 

drives have allowed millions of people to determine whether they are 

infected or receive protection against the virus. But for people who cannot 

drive, mandates that require the drive-through services, and do not offer an 

in-store option, limit their access to such critical care.  

One such group is those with limited vision. In addition to being unable to 

enter a drive-through to receive testing, they struggle with other forms of 

access to health care. Prescriptions offer a compelling example. Especially during the pandemic, when people actively sought to 

reduce their visits to stores or pharmacies, reliance on mail orders for prescription drugs increased. But that option represents a 

substantial hurdle for the approximately 12 million people in the United States with limited vision, who might have tended to 

rely on in-person interactions with a pharmacist to receive necessary instructions. The packaging and labeling of most drugs 

uses tiny print, both on the bottles and in instructions related to appropriate dosing, refills, and contraindications. Without ready 

access to personalized information, provided verbally, many vision-impaired consumers have struggled to ensure they are 

taking their medications safely and receiving refills promptly. 

Some technology-based solutions are available. If pharmacies add a tag to prescription bottles, an app called ScripTalk can scan 

that tag and provide an account of relevant information to users. But not all pharmacies provide this service; for example, 

Walmart offers it in only about 1,800 of its locations. Although CVS makes ScripTalk available through its website, it does not 

automatically add the tags to bottles.  

A potentially more appealing option thus moves away from an exclusive reliance on technology. Small, innovative, and 

neighborhood pharmacies are recognizing the vast potential market of people who need personalized assistance to achieve their 

own health goals. Headquartered in Pennsylvania, Accessible Pharmacy caters specifically and exclusively to people with 

vision impairments. It encourages phone calls from customers, during which its staffers discuss the customers’ needs, review 

the various prescriptions they have received, check for contraindications, offer suggestions for when and how to take the 

medication, and remind them of refills.  

Then they send out the medications, which feature large print, Braille, or a text-to-speech tag, depending on the customer’s 

preference. The employees also might recommend the option of pills with slightly different surfaces, such as if different 

versions need to be taken in the morning and at night, to help people confirm they are taking the right medication at the right 

time. If customers need more assistance once they receive the medications, they can contact the company through Be My Eyes, 

a video chat app that allows sighted service providers to review any questions the customers might have. Beyond medications, 

Accessible Pharmacy also offers medical devices and monitors that provide spoken reports, such as blood pressure cuffs, 

glucose meters, and thermometers. 

Notably, one of the founders of Accessible Pharmacy has a hospitality background and also works as a marketing professor. 

The foundation and driving motivation in starting the business was “to create a company where accessibility and reduction of 

barriers would be our primary focus with an incredibly welcoming sense of hospitality.” It provides the resources consumers 

need, in the way they need it, right when it is required. And that’s good marketing. 

Discussion Questions: 

1. What packaging options could pharmacies implement more widely to ensure wider access to necessary medications 

among people with disabilities, such as those with limited vision? Should such packaging be required by law, to ensure 

fair service provision?  

2. Is segmentation based on disability status an effective and ethical approach? When is it more or less appropriate? 
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A New Extension by Amazon, the Online Retailer Known for 

Basic Goods: Fashion Apparel in Physical Stores 
Sebastian Herrera and Khadeeja Safdar, “Inside Amazon’s Department Store Plans: High-Tech Dressing Rooms, Its Own Apparel Brands,” The Wall 

Street Journal, September 22, 2021; Sebastian Herrera, Esther Fung, and Suzanne Kapner, “Amazon Plans to Open Large Retail Locations Akin to 

Department Stores,” The Wall Street Journal, August 19, 2021 

Use with Chapter 17, “Retailing and Multichannel Marketing” 

It’s long been clear that Amazon wants to dominate pretty much 

every retail sector, segment, and assortment. Despite its start as 

an online marketplace and its success in utterly transforming the 

retail landscape, it also appears determined to go back and take 

over the space that previously had been held by companies that 

it has sought to outcompete and potentially drive out of 

business.  

The most recent example is its reported plans to become a 

department store that sells fashionable clothing. Many 

conventional, traditional department stores have struggled to 

keep afloat in competition with Amazon. One report notes that 

whereas they accounted for approximately 10 percent of all 

retail sales about 20 years ago, today department stores only 

make up 1 percent of that total. When traditional companies like Macy’s, JCPenney, or Lord & Taylor have vacated their 

large spaces, Amazon has identified opportunities. In some cases, it uses the large, vacant department stores as 

distribution centers, as we have noted previously in these abstracts. 

But now it appears (though these reports remain unconfirmed) to be planning to establish tech-enabled department stores 

that stock Amazon-branded fashion apparel. According to reports, shoppers will be able to select various garments that 

they would like to try on by using their phones, whether clicking on Amazon’s website or scanning a tag in the store. 

Store personnel then will fill a dressing room with those items; the smart fitting rooms will be equipped with touchscreens 

so customers can request other items or sizes, as well as receive recommendations for complementary accessories. In the 

future, Amazon reportedly will rely on robots to bring the chosen items to people in dressing rooms, though the current 

plans still involve human retail employees.  

The focus on apparel is intentional too. Clothing offers strong profit margins, so if Amazon can continue to establish its 

owned fashion brands, such as Lark & Ro and Goodthreads, as appealing options, it can solidify its competitive 

advantages. In 2021, it already had passed Walmart in clothing sales, making it the largest seller, likely to earn about $45 

billion in clothing and shoe sales alone this year. Just as in most of the sectors in which it competes, Amazon’s primary 

and initial focus is on building market share. Profits, it believes, will follow later. 

In addition to expanding its reach, the department store concept promises to help Amazon overcome two complaints that 

shoppers note with its main retail channels: They don’t want to have to pay for shipping or a Prime membership, and they 

want to try on clothing before purchasing it. Although Amazon’s Personal Shopper service has sought to address some of 

those concerns by offering personalized recommendations for those who sign up, it cannot provide the in-store experience 

that many consumers enjoy.  

Will a tech-enabled department store provide that enjoyment? Will shoppers be convinced that Amazon is a fashionable 

brand? Can Amazon be a fashion retailer, as well as a seller of books, groceries, and other more practical goods? It has 

suffered some stumbles before, such as when it tried to market an Amazon smartphone or introduce a restaurant delivery 

service. But is it likely to do so this time? 

Discussion Questions: 

1. Is this extension into areas that contrast with Amazon’s initial foundation (e.g., sales of books and other commodity-

like products online) appropriate and likely to succeed? Why or why not? 

2. Do smart fitting rooms and other technology-enabled tools align well with the image of a fashion brand? 
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Minimal Packaging and Sustainable Happy Meals: 

McDonald’s Uses a Rebranding as an Opportunity to Become 

More Environmentally Responsible 
Brooke DiPalma, “McDonald’s Gives Happy Meal Toys a Sustainable Makeover in Climate Push,” Yahoo Finance, September 21, 2021; Sara Spary, 

“Here’s the Story Behind McDonald’s ‘Aesthetically Minimal’ Global Packaging Redesign,” AdWeek, February 17, 2021; McDonald’s, “Packaging 

and Waste,” https://corporate.mcdonalds.com/corpmcd/our-purpose-and-impact/our-planet/packaging-and-waste.html 

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

A global brand, with locations everywhere in the world, needs to take any 

rebranding effort cautiously. It’s a lot of work, and there are a lot of 

potential missteps. So when McDonald’s decided to alter its packaging 

and visual marketing strategy, it started more than five years before the 

results were actually launched and available in stores. Along the way, it 

added and adapted the plan, to reflect newly arising goals and objectives. 

The emerging imaging is clean and minimalistic, reflecting the sense that 

the packaging for Big Macs and Egg McMuffins can prioritize the 

McDonald’s brand, rather than needing to describe the contents. 

Consumers know they are getting their familiar favorites, so the 

packaging offers the restaurant chain an opportunity to reinforce its 

overall brand image and consumers’ sense of connection with it. 

Furthermore, the straightforward labels on packages do not feature much 

text that would require translation into different languages, such that they 

can be adopted globally and easily.  

Along with the simplicity of the redesign, McDonald’s took a minimalistic-oriented perspective on the packaging itself. 

Having committed to achieving 100 percent recycled material by 2025, McDonald’s claims to have reached the 80 percent 

level. It also is testing straw-less lid options in various international markets, experimenting with wood-based utensils, and 

adopting more recycled fiber-sourced packaging overall. 

These efforts revealed another notable and perhaps unnecessary source of plastic waste, namely, the toys contained in 

Happy Meals. In efforts to mitigate this negative impact, experiments undertaken in some international sites, such as the 

United Kingdom, Ireland, and France, present children with toys that are made mostly of sustainable materials, leading to 

a 30 percent reduction in the amount of virgin plastic contained in the giveaways. In addition, the corporation has sought 

advice from toy engineers, parents, and suppliers to innovate new types of toys that do not require plastic, such as 

buildable crafts or construction kits. In creating these novel options, McDonald’s noted its goal to make the offerings 

appealing to adults as well, such as interactive games that would allow families to play together. For toys that still require 

plastic, McDonald’s is experimenting with recycling old versions or else worn-out trays, so that it can close the supply 

loop at least partially.  

The process thus might have taken more than five years, but by allowing it to continue and develop, McDonald’s has been 

able to integrate growing demands for environmentally responsible packaging into its brand redesign, resulting in an 

overall refresh that also signals a recommitment to sustainability. 

Discussion Questions: 

1. What benefits does a simplified brand logo and packaging offer McDonald’s? What risks might they entail? 

2. Can McDonald’s achieve true ecological and environmental responsibility, considering its product offerings, 

global footprint, and packaging needs? Defend your answer. 
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Creative Kids and TikTok: The Good, the Bad, and the 

Fidgety 
Giulia Heyward, “TikTok’s Latest Craze: Stealing Stuff from School,” The New York Times, September 17, 2021; Jessica Grose, “How the Pop It! 

Invaded Your Home,” The New York Times, September 22, 2021; Eduardo Medina, “TikTok Trend: Eating Frozen Honey and Risking Ill Effects,” 

The New York Times, August 8, 2021 

Use with Chapter 12, “Developing New Products” 

The appeal of TikTok derives largely from its quickness and dynamism. 

Users can enjoy short video clips in small doses, and creators have 

myriad tools at their disposal to make those videos creative, engaging, 

entertaining, and nearly addictive. Those same elements that have 

supported the popularity of TikTok as a new platform also underlie its 

ability to introduce and spread novel products, ideas, and trends 

through the content available on the platform. 

Many of these trends might seem incomprehensible on the surface. 

Why have schoolchildren embraced the #deviouslicks drive to steal 

supplies like paper towels, soap dispensers, and fire alarms from their 

schools, filming themselves while engaged in the criminal mischef? Is 

frozen honey really so delicious that watching one TikToker consume it 

drives millions of people to copy him? And how can a monkey lead to 

the success of an entirely new toy product line? 

Answering such questions offers notable insights for marketers who want to use TikTok for their own purposes. In each of these 

cases, the target markets are younger generations—namely, the cohort most likely to have their own TikTok accounts and to 

check the platform for new content regularly. This cohort of children, teens, and young adults in turn features some 

characteristics that marketers need to take into account.  

For example, high school students today, having struggled through the COVID-19 pandemic, chart increasing levels of anxiety, 

troubling feelings of powerlessness, and substantial frustration with the world as it is. Staging a video of themselves stealing a 

sign or desk from their school offers a way to establish their power and autonomy, even if in a way that disrupts their own 

schooling. It’s also a modern version of teenaged rebelliousness, taken to a new extreme due to the visibility that such pranks 

can bring them on TikTok. 

The notable anxiety expressed by younger generations also defines which toys are likely to appeal to them (remember fidget 

spinners?). Thus, when viewers came across a TikTok in which a capuchin monkey named Gaitlyn Rae played with a Pop It! 

silicone toy, the calming encounter prompted a new toy trend. The people who maintain the TikTok account for Gaitlyn Rae 

explained that they had received a Pop It! toy as a gift from one of the monkey’s fans. When they handed it to her, she started 

playing with and enjoying it, so they scored the cute video with spa sounds, hastagged it #asmr, and posted it as enjoyable 

content for people seeking a soothing interlude. The primary intent was not to sell more toys, but that certainly was the outcome 

for the makers of Pop It!. 

The toys have spread far and wide. During remote learning, kids used them as a silent plaything that they could fidget with, out 

of camera view, while still in class. After returning to in-person learning, children started using their collected Pop It! versions 

as trading currency, seeking out popular collectible designs, like the one shaped like a unicorn, and building engaging 

connections with their peers through trading circles. 

The benefits of being the subject of a TikTok trend are thus evident; honey suppliers were thrilled when an influencer who is 

now known as the “frozen honey king” taped himself consuming the chilled goo created by placing honey in the freezer. But 

there are risks as well, considering health experts’ warnings that consuming large quantities of honey can lead to both 

immediate and long-term health issues, such as stomach upset and an increased risk of diabetes.  

Nor is TikTok particularly easy to control or nudge. Young consumers are going to embrace trends for reasons all their own, 

and they are likely to reject overt marketing attempts to appeal to them. But by noting traits exhibited by this cohort, as well as 

the challenges they face, effective marketers might find a route to their feeds, as long as they can promote some offering that 

promises to calm, reassure, and empower them. 

Discussion Questions: 

1. Can you come up with any other examples of TikTok trends that seem to match or reflect young consumers’ currently 

high levels of anxiety and powerlessness?  

2. How might companies engaged in new product development use these insights to inform their innovation efforts? 
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How Politically Aware Consumers Self-Segment and Profile 

Themselves on Dating Apps 
Valeriya Safronova, “OkCupid Introduces Feature in Support of Abortion Rights,” The New York Times, September 20, 2021 

Use with Chapter 4, “Conscious Marketing, Corporate Social Responsibility, and Ethics,” and Chapter 9, 

“Segmentation, Targeting, and Positioning” 

For dating app users seeking the loves of their lives, 

demographic traits like age, geography, and income often are 

important. But what is becoming increasingly notable, 

especially in today’s divisive political climate, is people’s desire 

to have a sense of where potential partners stand on current 

issues, before they agree to meet for a date. To facilitate users’ 

efforts to adopt such segmentation criteria, many dating apps 

now offer explicit, clear ways for each person to signal her or 

his beliefs and positions. 

On OkCupid for example, users can add badges to their profiles 

that indicate their support for Black Lives Matter or abortion 

rights, whether they voted in a recent election, and if they have 

been vaccinated against COVID-19. Reflecting its own response 

to a recent Texas law that severely restricts abortion rights, OkCupid committed to donating $1 to Planned Parenthood 

every time someone posted the pro-choice badge to their profile. On Bumble, users can apply a filter that screens for 

political leanings, such that a person would only see conservatives or liberals as potential dates, if she so chose.  

Before these tools had been introduced, people already found ways to signal their beliefs. Some were straightforward; the 

short descriptions on profiles might include, for example, “pro-life” or “pro-choice” as personal descriptions. Other 

signifiers were more subtle though, such that conventional wisdom among online daters indicated that wearing a red hat 

was a symbol of support for Donald Trump.  

But the demand for tools available through the platform also was clear. According to an analysis by OkCupid, the number 

of profiles that contained “pro-choice” as a descriptor increased by 18 percent in 2021—and those people who clearly 

stated their beliefs were more likely to prompt responses. Furthermore, younger millennials and Gen X consumers tend to 

agree strongly that political beliefs are important considerations for their choice of partner. 

Discussion Questions: 

1. How might dating app providers use these self-segmentation indicators, ethically, to appeal to and attract new users? 

2. What risks does the explicit airing of political beliefs by users potentially raise for the dating platforms? 

Back to Top 

 

 

 

 

 

 

 

 



 

Taking Sides in the Expanded Privacy Paradox, Involving the 

Entire Internet 
Brian X. Chen, “The Battle for Digital Privacy Is Reshaping the Internet,” The New York Times, September 21, 2021 

Use with Chapter 3, “Social and Mobile Marketing” 

The priacy paradox refers to the phenomenon by which people claim 

they want to maintain their privacy strictly, but then act in ways that 

counteract that claim. They say they don’t want advertisers to track them, 

but then they agree to share their personal data with various companies 

they encounter online, for example. But as the dangers of privacy 

violations have become more evident and pressing, policy makers have 

passed various regulatory measures, seeking to protect consumers from 

themselves and their own behaviors. In turn, companies that rely on 

consumer data for their very survival offer a wide range of responses.  

For tech companies, imposing limits on cookies and data aggregation 

tools requires a complete overhaul of their business model. For Facebook 

to market itself to advertisers—such as by promising it can get their 

offerings in front of the consumers who are most likely to be 

interested—it needs to obtain vast amounts of data from each user. Google similarly pledges to its marketer clients that it can 

combine people’s search histories with other types of data and information to give them unsurpassed access to and predictions 

about people’s consumption behaviors.  

In response to stricter privacy laws though, these companies have been searching for an alternative that still allows them to 

leverage their data capabilities, but without identifying individual consumers. Google has announced plans to disable cookies on 

its Chrome web browser, though it also noted that the change would come only if it could find another option for its clients, 

which want all the consumer information they can get. Facebook also is investigating whether purchase patterns among groups 

of people can offer personalization similar to that achieved through personal data, without identifying any individuals 

separately. 

But perhaps the most stringent approach is that taken by Apple, which now requires app developers to ask users to opt in 

explicitly to data collection. It also developed new blocking technologies, as we discussed previously in these abstracts. In 

announcing these options, Apple acknowledged that marketing might become less precisely targeted as a result, but also 

expressed its sense that marketers ultimately would figure out another way. Furthermore, it cited its commitment to its 

customers and their need for privacy. 

This focus on customers might seem noble, but Google calls it exclusionary: People who can afford to purchase iPhones and 

other Apple devices have access to better privacy protection than people who cannot. Predicting a “tale of two internets,” one 

tech executive posited that people’s online experience would depend on what kind of device they used. Sites designed to work 

well with Google might not load correctly on Apple devices, for example. 

The paradox also involves those marketers who rely on targeted advertising to support their businesses. Many small companies 

embrace Facebook’s precise segmentation and advanced targeting tools, as affordable routes to reach millions of customers who 

otherwise would never find them. If the targeting becomes less precise, their advertising could become less efficient, and for 

small firms especially, that development can mean the difference between success and failure.  

Overall then, consumers who prioritize their privacy might get more of it, but the cost might be less engaging advertisements, as 

well as higher prices as digital firms seek to earn profits in other ways. Some trends indicate that many free sites will start 

charging fees, requiring users to register and pay for access to information about weather, stock prices, and so forth. Those users 

provide personal information in registering. Even if visitors to the site explicitly limit the acceptable uses of their data (and thus 

the accuracy and value of targeting efforts), the sites can make up for losses in revenue with the addition of subscription fees. 

Still, when Apple introduced its opt-in requirements, more than 80 percent of users expressed their explicit choice not to be 

tracked by apps. Thus the paradox persists, entangling all the actors who participate in online commerce. 

Discussion Questions: 

1. Describe and define the different approaches to privacy regulations taken by Google, Facebook, and Apple. Which one 

do you consider most appropriate? 

2. How, and how extensively, do you use privacy protection tools in your own online activities? That is, how do you 

resolve the privacy paradox for yourself? 

Back to Top 



 

Can Today’s Mets Pull Out a Marketing Miracle? 
Alexandra Bruell, “New York Mets Embark on Branding Effort to Build Cred and Win Young Fans,” The Wall Street Journal, September 27, 2021 

Use with Chapter 5, “Analyzing the Marketing Environment” 

The New York Mets are not what any baseball fan would 

consider to be a great team. In their 60 years of existence, the 

team has made the postseason only 9 times—while their cross-

town rival New York Yankees achieved that feat 30 times in the 

same period. Even still, many fans are loyal to the perennial 

second-tier team, especially those who remember the magical 

1969 team, affectionately dubbed the Miracle Mets for their 

ability to win despite all the odds. But those fans are getting old, 

and not enough younger sports fans are replacing them. 

Faced with this aging trend (one that affects all of professional 

baseball, which attracts the oldest audience among all major 

sports, on average), the new owners of the Mets have 

determined to meet the challenge head-on, with concerted 

marketing efforts. Together with updates to enhance the consumer experience at Citi Field, where the Mets play, the brand 

redesign will feature new logos, signage, and marketing communications and initiatives.  

At the ballpark, some of the offerings designed to appeal to fans include adding more gathering places for people to 

mingle during the game, rather than being stuck in their seats. The new screens throughout the stadium will help keep 

them updated on game developments, as will other tech-based enhancements delivered directly to people’s mobile 

devices. Before and after games, other forms of entertainment, such as live comedy acts, are planned to get more people 

out to the ball game.  

In support of these forms of experience marketing, the Mets also are looking to expand their social media presence. A 

newly introduced podcast is targeted primarily at Hispanic audiences. Furthermore, the team hopes to raise its visibility on 

the MLB.TV streaming platform.  

Beyond marketing to fans, the Mets also plan to enhance their appeal to sponsors, by altering the incentives it offers its 

employees when they sell a sponsorship. Rather than commissions based on the initial sale, it seeks longer-term contracts, 

to keep sponsors engaged with and committed to the success of the team over time.  

Perhaps the greatest need though is to find a way to appeal to the youngest consumers. Studies indicate that people 

establish their sports team loyalties around the time they are 10 to 12 years old, so the Mets want to make themselves 

known to and beloved among fifth graders. The NFL offers a good example of how they might do so: It has developed 

programming on Nickelodeon that airs special games, such as the Wild Card playoff, as well as regular installments of an 

NFL Slimedown show on the kid-oriented network. 

Discussion Questions: 

1. In baseball, or sports leagues in general, does a team need a winning season to provide an appealing “product” 

offer to consumers? Explain your answer. 

2. How can baseball, a sport that generally requires patience rather than providing fast-paced action, appeal to 

younger consumers who tend to exhibit relatively short attention spans when it comes to entertainment? 
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Tidbits  
A Challenge to a Long-Standing Pricing Tactic  
Al McClain, “Ending Prices that End in 99 Cents,” Retail Wire, September 1, 2021 

For marketers and pricing managers, the benefits of odd price endings have long seemed like a given. According to a frequently 

confirmed theory, because consumers (in Western markets) read prices from left to right, and they have limited cognitive capacity, 

they read a price of $19.99 as equivalent to $19, rather than as $20. The lower price should evoke more purchases, so a substantial 

number of businesses rely heavily on this pricing strategy. But new research challenges this foundational premise, as least in certain 

situations. The novel evidence indicates that odd prices might undermine marketers’ efforts to get people to move up to a more 

expensive version of the products for sale. For example, when experimenting with a small and large coffee, priced at either $.99 and 

$1.20 or else $1 and $1.25, the researchers found that more people upgraded to the larger, more expensive coffee in the latter 

situation—despite the larger price difference. The coffee experiment took place in the field, with real customers. But the researchers 

also replicated their findings with far more expensive product offerings, such as cars and apartments, in laboratory experiments. The 

researchers offer an explanation for their findings, by arguing that the gap between prices seems larger when they feature odd 

numbers. That is, the difference between $19.99 and $25 seems like it is greater than the one between $20 and $26, regardless of the 

objective value. Such insights offer more nuanced insights for pricing managers. They might still want to enjoy some of the long-

established benefits of odd number pricing if they are simply trying to make a sale. But if the overall strategic goal is to get consumers 

to trade up, they might need to reconsider. 

Protecting Tools: Home Depot’s High-Tech Solution to Retail Theft 
Matthew Stern, “Home Depot Turns Off Thieves’ Power to Use or Sell Stolen Tools,” Retail Wire, August 24, 2021 

Theft is an eternal, expensive, irritating problem for retailers. But beyond simple shoplifting, organized crime rings that target specific 

retailers and their products have wide-ranging and detrimental impacts on not just the retailers and their employees but society as a 

whole. In a novel, tech-savvy move to try to thwart them, Home Depot has added a notable step to its purchase process. When regular 

customers go to make legitimate purchases of various power tools, checkout clerks will use a Bluetooth-enabled device to activate a 

code for the power tool that allows it to function normally. Without this step, the electic drill, saw, or screwdriver simply will not 

operate, even if fully charged. Acknowledging that there might be ways around the new system (e.g., enterprising theives might hack 

the tools, criminals also might try to steal the Bluetooth devices to be able to activate the tools on their own), Home Depot considers 

this effort as a viable means to make the theft that much more difficult. Such hurdles should be effective in halting organized theft 

rings, which tend to hire vulnerable local people to engage in the actual theft, then bring the stolen items to the organizer, who then 

moves to sell it. By hindering these steps, the company hopes it can convince the crime rings to move on to other, easier activities. 

Introducing a Privacy Setting with a Sports Example: WhatsApp’s 

New View Once Option  
Brandy Shaul, “WhatsApp Teams Us with Sky Sports News Introducing Latest Privacy Feature, View Once,” Adweek, September 2, 2021 

For WhatsApp users, two key concerns are storage space on their devices and privacy. A new option, called View Once, tries to 

address both of them. When set, the feature deletes a message as soon as a recipient has seen it, such that the message recipient cannot 

go back to view that same message in the future. The image gets deleted from storage. Perhaps even more important, it prevents 

unwanted sharing or misuses of personal or sensitive information. For example, if someone wanted to give a visiting friend a gate 

code or wifi password, they could send the information with the View Once application, with the confidence that the information 

would no longer be available after that moment. WhatsApp also acknowledges the likely uses of such a facility in interpersonal 

relationships, such as following a painful breakup. But to make the applications really salient, WhatsApp launched an advertising 

campaign to introduce View Once, in which football (soccer) clubs relied heavily on the app and its features when negotiating critical 

trades on Transfer Deadline Day. The campaign is running mostly in countries such as the United Kingdom, Mexico, Germany, and 

Indonesia, in which WhatsApp already is quite popular—and where football is life. 
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Have Smartphones Peaked?  
Brian X. Chen, “Apple iPhone 13 Review: The Most Incremental Upgrade Ever,” The New York Times, September 21, 2021 

There’s a new iPhone. But unlike past years and iterations, when fanatical consumers would line up for days to 

get the latest version, the iPhone 13 has been met, largely, with a shrug. People are not as excited, and the 

reason seemingly is the lack of radical innovation exhibited by the updated release. According to one review, 

the lack of innovation in turn can be traced to a seemingly positive development: Phones are so good right now 

that there is little room for improvement. In introducing the iPhone 13, Apple promised a better camera, a faster 

screen refresh rate, and a 10 percent increase in processing speed. But a 10 percent jump is unlikely to be 

noticeable to consumers, unlike the 70 percent increase that Apple achieved between the iPhone 6 and its 

successor the 6S. The reviewer also tested the camera and found little difference in the quality of the real-life 

pictures he took of his dogs while hiking in the woods. While acknowledging that professional photographers 

might find the improved night vision function appealing, he questioned whether any regular users would regard 

that mild enhancement as sufficient to justify the cost of a new phone. If smartphones indeed have reached what 

is essentially the limit of their ability to enhance their existing features, it suggests a much different market. 

Until some radically new technology emerges, consumers might be satisfied holding on to their current, pretty 

good phones a little longer. 

Including All-Inclusive Resorts in Pandemic Vacation 

Planning  
Sarah Firshein, “All-Inclusive Resorts Make Staying Put More Appealing,” The New York Times, September 17, 2021 

As we have addressed previously in these abstracts, tourism providers have introduced a wealth of novel ideas 

to attract visitors, even during the COVID-19 pandemic. For all-inclusive resorts, this effort looks more like a 

pivot than a complete overhaul, because many of their features lend themselves well to a safe and secure 

vacation experience. Guests at all-inclusive resorts never need to leave the premises, so the resorts can offer 

assurances, such as by requiring everyone who visits or works at the resort to be tested or have received a 

vaccine. Many resorts also have stocked up on testing supplies, to reassure guests of their continued good 

health. By design, all-inclusive resorts already had diverse entertainment options, so families could come and 

enjoy sports, fine dining, and beaches in one spot. For people feeling exhausted by the challenges of modern 

life, the preset packages also make for easy, straightforward decision making. They do not have to worry about 

finding separate housing, dining, or transportation options, and for many people, making things easy is a 

priority. The resorts also note increased numbers of cruisers, who now find the crowded cruise ships less 

appealing or, in some cases, simply unavailable. The resorts offer many of the same amenities as cruise lines 

but with far more spacing and distance from strangers. Thus all-inclusive resorts such as Club Med and Sandals 

are reporting record sales, often to first-time resort customers, even as other types of tourism and destination 

providers struggle to stay in business. 
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