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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,  

                        

     

 

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: 

 
The Tech Sector Is Taking a Beating. Here’s 
Why. 

× As markets react to inflation and high interest rates, technology 
stocks are having their worst start to a year on record. WSJ’s 
Hardika Singh explains why the sector — from tech giants to 
small startups — is getting hit so hard.    

× 6:42 min 
× Video Link 

 
 

 
How Margin Calls Can Transform Market 
Downturns Into Market Crashes 

× The selloff in crypto, stocks and bond markets so far this year 
has been exacerbated by billions of dollars in margin calls 

× 3:07 min 
× Video Link 

 
 
 

 

https://www.wsj.com/video/series/news-explainers/the-tech-sector-is-taking-a-beating-heres-why/9593C195-088E-449F-8961-BE5294C0F83A
https://www.wsj.com/video/series/news-explainers/the-tech-sector-is-taking-a-beating-heres-why/9593C195-088E-449F-8961-BE5294C0F83A
https://www.wsj.com/video/series/dion-rabouin/how-margin-calls-can-transform-market-downturns-into-market-crashes/D4936064-C30C-4BA6-801D-13EB6703A5B1
https://www.wsj.com/video/series/dion-rabouin/how-margin-calls-can-transform-market-downturns-into-market-crashes/D4936064-C30C-4BA6-801D-13EB6703A5B1


 

In a Time of Historically Low Union Membership, Workers at 
Can Ads Save Netflix? 
John Koblin and Nicole Sperling, "Netflix Tells Employees Ads May Come by the End of 2022," The New York Times, May 10, 2022; Brian Delp, "Do Netflix 
Subscriber Headwinds Hold Lessons For Retailers?" Retail Wire, May 11, 2022; Brooks Barnes, "Disney+ Will Introduce a Cheaper, Ad-Supported Version This 
Year," The New York Times, March 4, 2022; Steve Inskeep and Bobby Allyn, "Netflix Is Losing Subscribers for the First Time in a Decade," NPR, April 21, 2022; 
Nicole Sperling, "Netflix Loses Subscribers for First Time in 10 Years," The New York Times, April 19, 2022 

Use with Chapter 15, “Strategic Pricing Concepts,” and Chapter 19, “Advertising, Public Relations, and Sales 
Promotions” 

The end of the COVID-19 pandemic (or at least its transformation into 
something that we just sort of live with) is good news for almost 
everyone. Consumers are out shopping, traveling, going to movies, 
and doing whatever the heck they want, which means most sellers and 
retailers are enjoying renewed purchases. But when they are out and 
about, spending money on the diversity of entertainment options that 
have reopened for them, fewer people are at home watching Netflix. 

Thus, in April, the video streaming company announced that for the 
first time in a decade, it had lost subscribers—200,000 of them, in 
January, February, and March of 2022. It also acknowledged 
predictions that it would lose another 2 million subscribers in the 
second quarter of the year. 

In a letter to investors, Netflix chalked up the losses to the pandemic 
and other external factors, including (according to a summary of the report): “a slowdown in the adoption of broadband and smart 
TVs; password sharing among households; and increased competition from both traditional cable and broadcast TV and other 
emerging streaming services…. macroeconomic factors including increased inflation and Russia’s invasion of Ukraine, which 
prompted Netflix to shut down its service in Russia, reversing the modest subscriber growth in the European region by a loss of 
700,000 Russian accounts.”  

But laying the blame wholly on these external forces may be misleading. Netflix's poor quality content—peppered with occasional big 
hits like Stranger Things—also creates problems for the company. Because of the streaming service’s singular focus on subscribers, in 
contrast with a more multifaceted or flexible approach like Disney's, which offers streaming services but also provides consumers with 
in-theater releases, theme parks, and various consumer products, such quality considerations are central and extremely influential. 

The list of issues makes the situation seem nearly insurmountable or hopeless, though Netflix would not agree. Rather, the company 
cites the various ideas it has for regaining some lost business and reclaiming its top spot in the streaming landscape. In particular, it 
plans to experiment with advertising. In April, Netflix announced it would be offering consumers a lower-cost subscription model, 
supported by ads, within two years. By May that timeline had sped up, and the service is now expected to launch by the end of 2022. 
In acknowledging in an internal memo that the move is “fast and ambitious and it will require some trade-offs,” Netflix also reassured 
its staffers that “every major streaming company excluding Apple has or has announced an ad-supported service.… For good reason, 
people want lower-priced options.”  

Netflix also indicated that it will charge more to customers who share their passwords, and—moving beyond price considerations—
work on improving the quality of its programming Notably, Disney+ has announced its plans to offer a cheaper version of its 
streaming service with commercials. But for many consumers, subscribing to streaming services is appealing primarily because it 
allows them to avoid advertising.  

Thus, whether these initiatives will work to attract new, price-sensitive consumers, or instead will drive even more viewers away, 
remains the 2 million subscriber question. 

Discussion Questions 

1. Why is Netflix losing subscribers? 
2. Will a lower-cost, ad-supported subscription model appeal to customers who might otherwise not have or keep a Netflix 

subscription? 
3. How would you advise Netflix to get, and keep, more subscribers? 
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Flippy, CookRight, and the Other Robots Cooking Your 
Burgers and Making Your Coffee 
Amelia Lucas, "Panera Bread Is Testing Automated Coffee Brewing with Miso Robotics," CNBC, April 12, 2022; Mary Meisenzahl, "Robots Are Taking Jobs Flipping 
Burgers and Making Smoothies as Automation Invades Fast Food–See How They Work," Business Insider, April 21, 2022; Vanessa Bates Ramirez, "Flippy the Fast 
Food Robot Just Got Hired in 100 Restaurants," SingularityHub, February 17, 2022; Vanessa Bates Ramirez, "New Burger Robot Will Take Command of the Grill in 
50 Fast Food Restaurants," SingularityHub, March 8, 2017, "Miso Robotics Announces Collaboration with AWS to Test Robots at Scale," Cision PR Newswire, June 7, 
2022 

Use with Chapter 5, “Analyzing the Marketing Environment,” and Chapter 7, “Business-to-Business 
Marketing,” 
When a robot makes your burger or coffee, do you leave a tip? This 
question is no longer hypothetical. Restaurants, finding that human 
workers are hard to hire in sufficient numbers and expensive to keep 
on the payrolls, increasingly turn to robots to fill the gaps caused by 
labor shortages and rising wages. 

For example, Flippy the robot cooks French fries, chicken tenders, and 
tater tots at White Castle. The views of Flippy in action are remarkable 
(see https://www.businessinsider.com/Fast-food-robots-chipotle-
white-castle-panera-2022-4). Flippy consists of a long mechanical 
arm, covered with a sort of sleeve. It moves back and forth across the 
kitchen, attached to an overhead rail. Within this space, it performs 
especially risky kitchen jobs, such as deep frying, while human 
workers remain safely out of range of the potentially splattering hot 
oil.  

Flippy was first introduced by Miso Robotics in 2017, designed to flip burgers in a chain of California burger restaurants—hence its 
name. But its job quickly expanded beyond just turning a spatula. More advanced than traditional assembly-line robots, Flippy 
features a wide range of possible motions, as well as a distinctive ability to learn by using feedback loops to improve and attain higher 
levels of performance. 

Thus, continually improved, more advanced Flippy versions keep getting deployed to new restaurants. The reviews are glowing, 
describing how an in-house Flippy takes over all the work required for an entire fry station. Using an AI-enabled viewer, Flippy 
identifies the foods needed for an order, picks them, and then cooks them in designated fry baskets (e.g., fries in one, onion rings in 
the other). After the appropriate amount of time in oil, Flippy removes the perfectly cooked, crispy menu items to a holding area 
where they can be kept warm until consumers take them. 

Miso has another robot available too, called Flippy Wings, that—you guessed it—makes wings. Chipotle is testing a tortilla chip–
making robot, also manufactured by Miso. Miso's coffee robot, CookRight Coffee, is being tested at Panera; this one uses AI to 
regulate the coffee temperature and volume, along with predictive analysis to tell Panera what its customers are likely to want on a 
Tuesday versus a Sunday, or at 8:00 a.m. versus 8:00 p.m.  

Noting these astounding capabilities, Panera employees have expressed some apprehension about what CookRight Coffee will mean 
for their own jobs. They may be right to be worried, but in expressing such concerns, they highlight another difference provided by the 
technology. As Panera’s chief digital officer explained, the CookRight robots are not only efficient and inexpensive, but they also do 
not call in sick or show signs of anxiety or stress during busy times. At the same time, the executive sought to reassure workers that 
Panera did not think of adding the robots “as cost savings or a defense against the labor market at all." 

Still, there's no sign of a slowdown in the appetite for robot restaurant workers, among both the restaurant chains that purchase them 
and the investors who try to predict future performance. Miso is now valued at $500 million, has raised $50 million in investments, 
and has a brand new partnership with Amazon Web Services that will let it do more tests more quickly, to scale up its business. That 
means more robots in more restaurants, coming soon. 

So the next question you might be asking is: How can I get one of these coffee robots in my house already? The answer is not clear 
currently, but “We’ve seen an ever-increasing tidal wave of demand,” Miso Robotics CEO Mike Bell said. “And it’s not going away.” 

Discussion Questions 
1. Why would a restaurant want to use a robot instead of a human worker, for some tasks? 
2. How should Miso market its robots to restaurants that might want to adopt them? That is, what advantages should it 

highlight? 
3. How should frontline restaurant workers respond to the addition of robots into restaurant kitchens? 
4. In what other retail settings are robots likely to appear in coming years? What other tasks might the perform in restaurants? 

Back to Top  



 
 

I’d Like to Give the World a Customized Coke: Coca-Cola Is Ready 
to Save the Environment 
"Coca-Cola Announces European Trial of New Smart Drinks Dispenser," Packaging Europe, May 12, 2022; Michael Hemsworth, "The Coca-Cola New Compact 
Freestyle Machine Is Arriving in Europe," Trend Hunter, May 13, 2022; Carey Jones, "Soda: We Try All 127 Flavors from the Coke Freestyle Machine," Serious Eats, 
August 9, 2018; Eric Mandel, "Soon You Can Cue Up a Coke with an App," BizWomen, May 21, 2018; "Coca-Cola Announces Trial of New Compact Freestyle® 
Drinks Dispenser in Europe," www.coca-cola.co.uk, May 11, 2022; "Pepsico Bows to Shareholder Pressure and Agrees to Establish Single-Use Bottle Reduction 
Goals," Packaging Insights, March 17, 2022; "Unilever Debuts in Break Free from Plastic’s Top Three Plastic Polluters Despite Principal COP26 Role," Packaging 
Insights, October 25, 2021 

Use with Chapter 12, “Developing New Products” 

In its earlier iterations, Coca-Cola's Freestyle machine promised 
an essentially unlimited range of drink options that allowed 
consumers to customize their beverages any way they wanted. 
Press a couple of buttons—or, using a Bluetooth-connected 
model, fool around on an app—and you can create more than 
100 drink combinations. Who wants a ginger lemon–flavored, 
caffeine-free Diet Coke? Not you? Well, that's fine, because 
you've got so many other combinations at your literal fingertips, 
but someone else, who loves ginger lemon, watches calorie 
intake, and doesn’t want to be up all night, will be purchasing 
just that combination.  

Today, a new compact Freestyle machine, called the New Compact Freestyle, is expanding the assortment and access to it 
in a different way. Small enough to sit on a countertop, such as in an office or lobby of a building, the machines promise 
vastly increased choice for consumers in a wide range of settings. But beyond the assortment appeal that this version 
offers, Coca-Cola is touting the New Compact Freestyle as a viable, effective way to help protect the environment. Office 
workers who like a refreshing carbonated beverage in the afternoon can stop by the machines to get refills in their own 
reusable, non-disposable cups, rather than purchasing another plastic bottle from the corner convenience store. 

With this innovation, Coca-Cola thus believes it is progressing effectively in its efforts to reach a promise it has made, 
namely, zero waste and net zero greenhouse gas emissions by 2040. Furthermore, the company is seeking to increase its 
effective uses of reusable containers, to 25 percent of all packaging. Such claims appear viable. In some preliminary 
analyses of the new dispensers, Coke’s internal results indicate that, per liter of cold beverages, the New Compact 
Freestyle achieves a lower carbon footprint than conventional packaging of colas in cans and bottles. These moves are 
especially notable, considering that Coca-Cola ranked as the world's worst plastic polluter in 2021, according to the 
advocacy group Break Free from Plastic. 

Because the New Compact Freestyle integrates advanced digital options, such that users can design beverages on 
smartphones before pouring their drinks, Coca-Cola also gains rich consumer data, including their chosen behaviors and 
preference, which are likely to inform new product development efforts (in the form of both new drink recipes and further 
iterations of Freestyle models). The New Compact Freestyle's initial test launch is taking place in Europe, beginning in 
workplaces and "on-the-go outlets" in France and Belgium to start, followed by those in the United Kingdom. 

Discussion Questions: 
1. What are the advantages of Coca-Cola's New Compact Freestyle machine? 
2. Do you think Coca-Cola is making sincere efforts to use less plastic and pollute less? Do you think consumers 

will appreciate these efforts? 
3. Should more companies tout their sustainability goals, when launching new products? Why or why not?  
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Online Retailers Try Something Radical: Physical Stores 
Ellen Rosen, "Online Brands Try a Traditional Marketing Strategy: Physical Stores," The New York Times, March 23, 2022; "6 Reasons DTC Brands Are Opening 
Brick & Mortar Stores," King Retail Solutions, April 14, 2022; Saqib Shah, "Data Is Telling DTC Brands to Open Stores In Emerging Cities," Modern Retail, 
November 15, 2021 

Use with Chapter 17, “Retailing and Multichannel Marketing” 

As it gets harder and more expensive to attract new customers 
online, some online brands are taking a bold step into the real 
world—opening physical stores they hope will draw in new 
shoppers. In a recent profile of a handful of such businesses, 
Another Tomorrow—a women's clothing company that focuses 
on sustainability and uses "fashion as a pathway to activism"—
explains how, after its initial foray as a digital-only business, 
just before the pandemic, the founders quickly saw opportunity 
and developed a sense of responsibility when they encountered 
a glut of empty retail spaces in New York's Greenwich Village. 
“I felt a gravitational pull toward a more residential space,” 
founder Vanessa Barboni Hallik explained. “And it felt 
meaningful to make an investment in an area that needed a shot 
in the arm.”  

The brand strategy firm King Retail Solutions offers a half-dozen reasons direct-to-consumer (DTC) brands—which sell 
directly to consumers, not through third parties, usually over the internet—might want to consider expanding beyond 
online sales and open brick-and-mortar stores. The increased difficulty and costs associated with acquiring new online 
customers, who already have experience, savvy, and skepticism toward new online retailers, is one such reason. Others 
include the possibility of building a deeper emotional connection with consumers; achieving an omnichannel retailing 
offering to reflect growing trends and consumer preferences; and giving pandemic-weary customers an enjoyable place to 
go when they are ready to visit stores and get out of their houses. 

Landlords, faced with empty storefronts, also are offering some novel incentives to attract these types of businesses, 
including more flexible leases and alternatives to traditional rent payments, such as taking shares of store revenue. In 
another innovation, some creative companies saw a gap in existing markets and began renting out large retail spaces, 
which they then subdivide and sublease in parts to the DTC businesses, often with short-term leases, similar to pop-up 
stores. In turn, the DTC businesses can expand their footprint into the brick-and-mortar world with relatively lower risk. 

Of course, not everyone is jumping on this trend, especially as rents begin rising. Furthermore, skills that make for a good 
internet marketer do not necessarily translate into strong skills in physical retailing. They demand different insights, 
talents, and approaches. Finally, even with creative options for minimizing the risk, shifting from a digital-only to an 
omnichannel presence inevitably creates economic risks that may threaten the firm’s survival. 

But at least one business is finding the rewards are worth the risk. Coming to the end of her first 18-month lease for the 
Greenwich Village store, Another Tomorrow's Barboni Hallik is now negotiating a new lease, with plans to stay for a 
while. 

Discussion Questions: 

1. Why would an online business decide to open a brick-and-mortar retail space? 
2. Is opening a physical store is a good way to attract new customers? 
3. Must all digital retailers pursue an omnichannel strategy today? Why or why not? 
4. What are some risks a company assumes when opening a physical store? 
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Best Buy Touts the Environmental Benefits of Outlet Stores 
"Best Buy to Open 4 New Outlet Stores, Add New Product Categories," corporate.bestbuy.com, May 11, 2022; George Anderson, "Has Best Buy Found an Outlet for 
Future Growth?" Retail Wire, May 12, 2022; John General, "Here's What Really Happens to the Items You Return Online," CNN Business, January 30, 2021; Demitri 
Kalogeropoulos, "Can Best Buy Grow Sales in 2022?" The Motley Fool, May 20, 2022; Serenity Gibbons, "How Companies Are Addressing the E-Waste Problem," 
Forbes, October 21, 2021; Nathaniel Meyersohn, "Best Buy Has a New Strategy to Win Bargain Hunters," CNN, May 11, 2022 

Use with Chapter 17, “Retailing and Multichannel Marketing” 

Some analysts predict 2022 is going to be a rough year for 
Best Buy. The Motley Fool sees a "growth hangover" 
coming for the big box consumer electronics chain, with 
sales slowing compared with a year ago, when federal 
stimulus checks pumped up people's bank accounts and 
Americans faced pressing demands to set up home offices, as 
well as fill their at-home leisure time. Furthermore, Best Buy 
faces stiff competition from Amazon and other retailers. Nor 
can we ignore the ubiquitous, ongoing, and global supply 
chain difficulties. With all this, even company executives are 
trying to temper expectations, noting mainly that they expect 
the business to rebound by 2025. 

To get there, Best Buy recently announced that it would be opening four new retail outlet stores, in Chicago, Houston, 
Phoenix, and Manassas, Va. The company already has 16 outlet stores in operation, spread out around the country. 
Furthermore, Best Buy will add an outlet shopping section to its website. 

These outlet stores sell discounted, discontinued, and open-box products—mostly, other customers' returns. Each outlet 
store will also have a Geek Squad, where customers can access tech support. Shoppers will be able to browse and buy 
merchandise online, then get same-day delivery or pick up at the store, employing the omnichannel retail strategy that 
experts say customers really want.  

In a press release, Best Buy touted another advantage to consumers that is somewhat less personally relevant and instead 
appears more existential: creating less electronic waste. It claims that with outlet stores, it can benefit the environment, as 
well as enable customers to do their part in achieving this laudable goal, because when they shop at outlet stores, 
customers are limiting the amount of waste, linked to products that otherwise would have gone to the landfill. They allow 
for a longer lifespan for the used technology, in line with the concept of a circular economy. The goal, in Best Buy’s 
telling, is to keep products in use “for as long as possible through repair, trade-ins and recycling." 

The strategy is not solely altruistic of course. Best Buy anticipates that the outlet stores will draw in new customers while 
also reengaging existing ones. Notably, its own customer research indicates that at its current outlet stores, 16 percent of 
customers had never purchased from Best Buy previously, and another 37 percent had not shopped at a Best Buy store in 
the previous year. Thus, by providing customers with affordable, environmentally more responsible purchasing options, 
Best Buy is meeting their demands, more broadly and more effectively, in a way that expands its reach and appeal. 

Discussion Questions: 
1. Why is Best Buy expanding its number of outlet stores? 
2. Do you think outlet stores will help Best Buy's business prospects? 
3. Is it smart marketing for Best Buy to talk about the environmental benefits of its outlet stores? 
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To Catch up with the Times, Watch Companies Embrace Gender-
Neutral Marketing 
Nazanin Lankarani, "Taking Gender Out of Watches," The New York Times, January 27, 2022; Carol Besler, "Does The Watch Industry Ignore Women? Yes and No," 
ablogtowatch.com, May 9, 2021; "Target Stores Removing Gender Designations for Toy Sections," Garden Center, August 11, 2015; Kristina Monllos, "Brands Are 
Throwing out Gender Norms to Reflect a More Fluid World," Adweek, October 17, 2016; Elena Prokopets, "Gender-Neutral Marketing: It's More than a Trend," 
Lantana, May 3, 2022 

Use with Chapter 5, “Analyzing the Marketing Environment,” and Chapter 9, “Segmentation, Targeting, and 
Positioning” 

Watchmakers are finally getting the memo that some men are 
partial to smaller watches decorated with diamonds, just like 
some women like to wear big timepieces—or would, if anyone 
bothered marketing to them. In an effort to boost sales, and 
reduce any stigma attached to shopping across the gender line, 
some watch companies are removing gender designations 
altogether. Instead of offering a men's line of large watches, and 
a women's line of smaller, more glittery items, these companies 
are beginning to sort their watches into gender-neutral, size-
based categories instead.  

Zenith will soon be removing gender labels from its website. 
Watchfinder & Company, a pre-owned watch seller, has already 
done so. More and more companies also are asking for 
genderless designations in their design briefs, which they send to freelance watch designers. According to one of 
Watchfinder & Company’s cofounders, “We feel that categorizing a watch as either men’s or women’s is now both 
redundant, restrictive and outdated,” because “Everyone should be able to choose whatever style they want, without being 
dictated as to whether it is suitable for their gender.” 

Such shifts and reconsiderations of long-standing segmentation methods appear largely in response to younger consumers' 
preferences. According to a 2019 Pew Research Center report, 35 percent of Gen Z respondents prefer to communicate in 
gender-neutral language. They object to limiting the gender options available on forms to "male" and "female," and they 
find marketing that uses such categories insufficient and inapplicable to their lives. 

Companies in various sectors have taken similar steps, sometimes long ago. In 2015 for example, Target announced it 
would no longer sort toys into those for girls and those for boys. The brand marketing firm Lantana noted in a recent piece 
that fashion lines, makeup lines, and LEGO toys have all embraced gender-neutral marketing. And now, watches. For 
critics, the moves might seem like a signal of political correctness. But for savvy marketers, eliminating strict gender 
categories is an excellent way to signal to consumers that their brands are aligned with their values, beliefs, and 
preferences. 

Discussion Questions: 
1. Why are watch companies moving toward gender-neutral marketing? 
2. In what other product sectors could (or should) brands embrace gender-neutral marketing efforts?  
3. What else would you advise watch companies to do, to draw in younger customers? 
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The Real Superstar on the Field Might Be AI that Can Predict 
Sports Injuries 
Eric Niiler, "How AI Could Help Predict—and Avoid—Sports Injuries, Boost Performance," The Wall Street Journal, June 4, 2022; John McCormick, "How AI Helps 
Teams Prevent Sports Injuries," The Wall Street Journal, March 6, 2019; Alberto Rizzoli, "7 Game-Changing AI Applications in the Sports Industry," V7, May 26, 
2022 

Use with Chapter 10, “Marketing Research” 

Call it Dr. App. Artificial intelligence (AI) is getting new uses 
in, and on, the field, literally, such as predicting, and helping 
prevent, sports injuries. For professional athletes, whose bodies 
and physical capabilities are essential to their business, their 
performance, and their marketing, the promise of big data and 
analytics are nearly irresistible. If AI and data analytics can help 
them prevent injuries, extend their careers, and ensure their 
consistent performance, why wouldn’t they adopt the latest and 
greatest tech-enabled options?   

The implementation of this notion varies from app to app. 
Mustard, a baseball app, allows users (professional or 
otherwise) to upload videos, which the app compares against 
videos of professional players. The comparison then suggests 

ways for the users to adjust their swings or throws, to play more efficiently and safely. Another app, called 4D Motion, is 
for figure skaters. They strap a small device to their hip to track their movement, as well as test for signs of fatigue, which 
could lead to injury. The soccer app Zone7 uses sensors to collect data about players' body positions and movement, 
which in turn informs the training regimens it recommends, as well as its suggestions for when it is time to rest. The 
Liverpool Football Club in the United Kingdom has credited Zone7 with reducing its players' injuries by one-third. 

Another option is to rely on AI to scout new superstar athletes. For example, SkillCorner runs broadcasts of soccer 
matches, played throughout the world, through an algorithm that tracks each player’s location and speed. Thus, general 
managers looking to poach an underrecognized talent from another team can identify superstars in the making. 

Despite these remarkable contributions and benefits, each of the apps also has its own unique limitations. Few of them are 
able to maintain continuous tracking of individual athletes over the course of their entire careers. Furthermore, none of 
them have means to measure the psychological and emotional factors that affect athletes’ performance, at least not yet.  

In addition, there raise salient and sensitive privacy concerns, along with pressing questions about who owns individual 
athletes’ performance data. If a team collects such data from all its players, then aggregates them to design the starting 
lineup for the next game, should the athletes who provide the valuable input be compensated? Do players have the right to 
control how their performance data get used or shared?  

Currently, in the United States at least, no regulations exist regarding whether, when, and how teams and other companies 
can capture and use player training data. The White House has indicated intentions to develop recommendations for rules 
that would govern AI and the use of private data, but finding the right balance will be difficult. Any regulations would 
need to allow the advances technologies to help people, without ignoring their individual privacy rights. 

In that sense, even when they are applied internationally, these apps seem uniquely American. What's more all-American 
than a mashup of sports and regulations? Let’s play ball! 

Discussion Questions: 
1. How can AI prevent sports injuries? 
2. Are there downsides to these apps? 
3. How do you think AI will be used in the future, in sports? 
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Tesla's Autopilot Navigation System Sure Seems to Crash a Lot, 
Despite Safety Claims 
Cade Metz, "How Safe Are Systems Like Tesla’s Autopilot? No One Knows," The New York Times, June 8, 2022; Braden Carlson, "Are Self-Driving Cars Safe? Most 
Americans Don’t Think So," MotorBiscuit, March 18, 2022; "Newly Released Estimates Show Traffic Fatalities Reached a 16-Year High in 2021" www.nhtsa.gov, 
May 17, 2022; Neal E. Boudette, Cade Metz, and Jack Ewing, "Tesla Autopilot and Other Driver-Assist Systems Linked to Hundreds of Crashes," The New York 
Times, June 15, 2022; Faiz Siddiqui, Rachel Lerman, and Jeremy B. Merrill, "Teslas Running Autopilot Involved in 273 Crashes Reported Since Last Year," 
Washington Post, June 15, 2022; Faiz Siddiqui and Reed Albergotti, "‘Full Self-Driving’ Clips Show Owners of Teslas Fighting for Control, and Experts See Deep 
Flaws," Washington Post, February 10, 2022; Steven Loveday, "Tesla Model Y Catches Fire While Driving, Driver Struggled to Escape," InsideEVs, May 23, 2022 
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As if consumers were not already feeling anxious enough 
about the state of the world and their safety within it, a 
new concern has reached the starting line: In contrast with 
recent official safety reports, a recent news story calls into 
question the safety of Tesla's Autopilot software—the 
"advanced driver assistance system that enhances safety 
and convenience behind the wheel," in Tesla’s words. Do 
consumers now need to start worrying about robo-cars 
crashing into them every time they leave the house? 
According to the National Highway Traffic Safety 
Administration (NHTSA), Teslas and other cars with 
advanced driver-assistance technologies have been 
involved in nearly 400 crashes in the previous 10 months. Teslas accounted for 273 of these crashes, followed 
by Honda with 90 crashes, Subaru with 10, and other automakers that had 5 crashes or fewer. But in addition to 
crashes, Teslas using Autopilot systems have been spotted rolling through stop signs and spontaneously 
bursting into flames. The latter event is frequent enough that a search for "Tesla spontaneous combustion" 
brings up some 131,000 Google results. A recent nightmarish video showed a Tesla catching on fire, then 
locking itself down and trapping its hapless driver inside. The driver later recalled, “The doors wouldn’t open. 
The windows wouldn’t go down," forcing them to kick out the window. 
Driver assistance systems are supposed to make driving safer, with features meant to minimize human error. 
These features can include capabilities like an auto-braking function that deploys if the car is about to have a 
crash and a migration alert system that warns a driver if a car is drifting out of its lane.  
Although Tesla touts its vehicles’ "full self-driving" capability, that name is misleading. The car does not 
actually drive itself. Instead, it includes and relies on Tesla's full suite of supercharged driver assistance apps, 
including the Traffic Aware Cruise Control function, a driverless feature that allows the car to match the speed 
of the car in front of it—even starting and stopping without human assistance—and an Autopark function that, 
per Tesla's website, "helps parallel or perpendicular park your car, with a single touch."  
Even as car companies continue to promise that these technologies make driving safer, little data offers publicly 
available, reliable measures of their safety. In a way then, "American drivers—whether using these systems or 
sharing the road with them—are effectively guinea pigs in an experiment whose results have not yet been 
revealed."  
And in this experiment, clear results have not emerged yet. It is not entirely certain why the crashes are 
happening. Human error may be one reason; drivers are not supposed to cede complete control to the car itself, 
even using the most advanced features, but they might be perhaps lulled into a false sense of security or 
complacency by the prospect of so much automated stuff. The marketing of that stuff, arguably, might 
encourage drivers to adopt such laissez-faire attitudes. Some current marketing messages seem to imply that the 
cars will soon get to the point that drivers can relax and even take a nap while commuting to work.  
But human error might not account for all of the crashes, and the not knowing is central to the overall problem. 
Without well-established, comprehensive, objective data about how the automated systems perform, consumers 
naturally lack confidence in their adherence to safety standards, and they express skepticism in response to 



 
 
claims of enhanced safety benefits. Meanwhile, in May, the NHTSA provided more bad news: 2021 traffic 
fatalities reached a 16-year high. 
So what are companies, regulators, and drivers supposed to do with this information, or lack thereof? If only 
there were an easy answer. Companies and regulators—though not necessarily in cooperation—are trying to get 
more and better data that would provide more insights into how these technologies are affecting safety. But it's 
not likely those results will be available anytime soon.  
As for drivers? Whatever car you're driving, stay alert, and keep your hands on the wheel. At least until self-
driving cars are actually driving themselves. 

Discussion Questions: 
1. Why might driver assistance technologies cause crashes instead of preventing them? 
2. What should car companies do to make customers feel more assured that these vehicles are safe? 

What should they do to make the cars actually more safe? 
3. What data would you want to see about crashes, to help you understand why they are happening? 
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Marketing Tidbits 

How Companies are Using AR for Virtual Clothing Try-On 
George Anderson, "Will AR Try-On Sneaker Tech Put Amazon a Step Ahead of its Rivals?" Retail Wire, June 
10, 2022; Maghan McDowell, "Why AR Clothing Try-on Is Nearly Here," Vogue Business, July 26, 2021; 
Meghan Gunn, "Augmented Reality Shakes Up Retail with Digital Makeup and Fashion," Newsweek, March 16, 
2022  
Looking to buy a new set of kicks online, but wish you could see what they'd look like on your feet first? Well 
now you can, using Amazon's brand new, virtual try-on app. To use Amazon's Virtual Try-On for Shoes, users 
open the camera on their mobile phones, scan a QR code, and voila—thousands of sneaker styles are available 
to "try on," using the system's augmented reality (AR) technology. Right now, the app only works on Apple 
devices, but Amazon says an Android version is coming soon. Amazon, along with other innovative clothing, 
makeup, eyeglass, and accessories retailers, say that AR try-on applications, even if still in their infancy, 
already are sophisticated enough to help customers feel more confident about their purchases. These AR apps 
also can be combined with social media, which 37 percent of fashion executives consider to be an important 
connection for their markets. There's also the hope that giving consumers an opportunity to try before they buy 
will reduce the number of returns, which cut into companies' bottom lines and fill landfills. It all sounds good, 
right? The only issue is this: An augmented reality try-on cannot tell you if the shoes actually fit. 
 

Kroger Pushing Go Fresh and Go Local 
George Anderson, "Kroger Wants to Accelerate Its Go Fresh and Go Local Push," Retail Wire, May 6, 2022; 
"Kroger Announces Second Year of Go Fresh & Local Supplier Accelerator," ir.kroger.com, May 4, 2022; 
Catherine Douglas Moran, "Kroger Pilots a Digital Farmers Market in Atlanta," Grocery Dive, June 3, 2022; 
Melissa De Leon Chavez, "Kroger Announces Winning Brands of 2021 Go Fresh & Local Supplier 
Accelerator," Deli Market News, August 13, 2021; PYMNTS, "Whole Foods Launches Accelerator as Grocers 
Compete for Shoppers," PYMNTS.com, March 1, 2022  
For the second year in a row, the nation's oldest grocery chain invited local and regional growers and producers 
to apply to be part of a program to bring more, and more diverse, items to its shelves. Kroger's Go Fresh & 
Local Supplier Accelerator, which launched in 2021, reflects the grocery chain’s wider efforts to expand the 
fresh offerings shelved in departments across its stores. In a press release, Kroger anticipated that the 
accelerator program would help "catapult" the company toward its goal of investing $10 billion in diverse 
suppliers by 2030. In response, accelerator hopefuls had to submit their applications by May 23, and then 30 
finalists would be chosen to participate in a two-day bakeoff in August. Of these, five winners would see their 
products go up for sale in Kroger's nearly 2,800 stores. Last year's winners included Maazah, a woman-owned 
chutney brand; Simply Southern Sides, a Black- and woman-owned spice and seasoning kit business; and 
Soupergirl, a woman-owned business making heat-and-serve soups and chilis. Hungry for more? Well, a good 
idea is an idea worth borrowing, and in February, Whole Foods announced it was launching an accelerator 
program of its own. 
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