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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: 

 
Are Facebook and Google Losing Power in 
Advertising? 

× On the Barron’s Streetwise podcast, Jack Hough sits down with 
Trade Desk CEO, Jeff Green. They discuss Netflix’s decision to 
offer ad-supported streaming and whether new inventory might 
depress prices across the advertising market.    

× 4:23 min 
× Video Link 

 
 

 
EVs and U.S. manufacturing could be two big 
upcoming investing themes 

× 1:28 min 
× Video Link 

 
 
 

 

https://www.barrons.com/video/are-facebook-and-google-losing-power-in-advertising/3F10B97B-B769-490B-BCBA-4EE7B76A53F1.html?adobe_mc=MCMID%3D92020651783892725233059776081853063646%7CMCORGID%3DCB68E4BA55144CAA0A4C98A5%2540AdobeOrg%7CTS%3D1665677176
https://www.barrons.com/video/are-facebook-and-google-losing-power-in-advertising/3F10B97B-B769-490B-BCBA-4EE7B76A53F1.html?adobe_mc=MCMID%3D92020651783892725233059776081853063646%7CMCORGID%3DCB68E4BA55144CAA0A4C98A5%2540AdobeOrg%7CTS%3D1665677176
https://www.marketwatch.com/video/marketwatch-25-years/evs-and-us-manufacturing-could-be-two-big-upcoming-investing-themes/60D29986-215C-48D6-9FAC-A9DB49DA0F3B.html?adobe_mc=MCMID%3D92020651783892725233059776081853063646%7CMCORGID%3DCB68E4BA55144CAA0A4C98A5%2540AdobeOrg%7CTS%3D1665677359
https://www.marketwatch.com/video/marketwatch-25-years/evs-and-us-manufacturing-could-be-two-big-upcoming-investing-themes/60D29986-215C-48D6-9FAC-A9DB49DA0F3B.html?adobe_mc=MCMID%3D92020651783892725233059776081853063646%7CMCORGID%3DCB68E4BA55144CAA0A4C98A5%2540AdobeOrg%7CTS%3D1665677359


 

Jewelers Are Turning Electronic Waste Into Wearable 
Treasure 
Jessica Bumpus, "Your Next Necklace May Have Gold from an Old Phone," The New York Times, August 29, 2022; "Global E-waste Management Market Report 
2022: Decreasing Life Span of Electronic Devices Driving Growth," Business Wire, September 13, 2022; Emma Woollacott, "E-Waste Mining Could Be Big 
Business—and Good for the Planet," BBC News, July 6, 2018; Keith Veronese, "How to Mine for Gold in Your Television Set and Computer Keyboard," Gizmodo, 
March 21, 2012; Adam Minter, "The Burning Truth Behind an E-Waste Dump in Africa," Smithsonian, January 13, 2016; Damian Carrington, "$10bn of Precious 
Metals Dumped Each Year in Electronic Waste, Says UN," The Guardian, July 2, 2020; Emily Chan, "Meet the Brands Creating Jewellery from Our Old Smartphones 
and Laptops," Vogue UK, June 2, 2022; Rhea Khanna, "Copper Conducts Electricity Better, so Why Do We Use Gold in Electronics?" Science ABC, July 8, 2022 

Use with Chapter 6, “Consumer Behavior” 
If you’re like most middle-class, Western consumers, you have a 
couple of old iPhones sitting around in a drawer. A few laptops and 
maybe an early-generation tablet in a closet, collecting dust. Some 
televisions in the basement, not being watched. Are all these things 
just going to sit there … forever? Wouldn't it be better if you could—
hear us out—wear some of these crusty gadgets? 

There has yet to be a good answer to the question of how to dispose of 
the 50 million tons of electronic waste generated each year, or at least 
how to do it in a manner that does not induce major increases in 
pollution, with deeply detrimental consequences for both the 
environment and human health. Most discarded electronics eventually 
get burned or end up in a landfill, leeching chemicals into the air or 
ground.  

But some creative jewelry-makers are proposing novel ways to turn some of this e-trash into sparkly treasure. Computers, phones, and 
other modern electronics contain gold, silver, copper, and other metals. Each phone, for example, has about .034 grams of gold in it. 
According to a 2019 United Nations report, as much as 7 percent of the world's gold may be sitting in unused electronics. And while 
these valuable innards have long been basically squandered, an increasing number of jewelers are using gold acquired via "e-
mining"—meaning they are being taken from electronics instead of physically mined from the Earth, which represents yet another 
ecologically devastating enterprise.  

Eliza Walter, founder of the Lylie jewelry brand, is one of the jewelers making treasure from so much e-waste. Walter's pretty rings 
(including engagement rings made with lab-produced diamonds), bracelets, necklaces, earrings, and even hair pins feature gold that 
has been obtained from electronics, dental fillings, and other recovered sources. Walter says she has been inspired in this effort by a 
class trip she took as a high school student, where she learned about gold that came out of landfills. 

But it is not just Walter and other small designers making this shift. Pandora, the largest jewelry producer in the world, set a target to 
ensure that all the gold and silver melded into its popular bangles and charms would come from recycled sources by 2025. The reason 
is, of course, the appeal of such options for consumers. Jewelry made from recovered, recycled metals resonates strongly with 
consumers’ preferences for sustainable purchase options. Even if using e-mined metals “started off being a kind of a small consumer-
led sort of trend … it’s something that consumers are actually demanding.”  

As a further benefit, it allows people to keep up to date in their electronics, and dispose of old, unwanted items, without suffering any 
guilt about being wasteful or harming the environment. It promises a nearly closed loop, just like the ones that could be decorating 
consumers’ fingers, wrists, and earlobes. 

Discussion Questions 

1. Why would a jewelry company want to use metals recovered from old electronics instead of those newly 
mined from the earth? 

2. What other consumer industries might move toward using recycled materials, in response to consumer 
demand? Which recycled materials could you imagine them using? 

3. What are some other ways that jewelry companies could adapt their businesses to become more 
environmentally sustainable? 
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Walmart and Target Are Among the Retailers Slashing Prices 
Grace Dean, "Walmart Is Cutting Prices of Clothes and General Merchandise to Appeal to Inflation-Hit Shoppers," Insider, July 26, 2022; Connor Hart, "Don’t Expect 
Big Consumer Brands to Lower Prices Soon," The Wall Street Journal, July 26, 2022; Nathaniel Meyersohn, "These Stores Are Increasing Deals, Lowering Prices to 
Attract Inflation-Weary Shoppers," CBS News, August 1, 2022; Melina Delkic and Jason Karaian, "Target Will Take a Profit Hit to Clear Out Inventory that Shoppers 
Don’t Want," The New York Times, June 7, 2022 

Use with Chapter 15, “Strategic Pricing Concepts” 
Shoppers, get your credit cards ready. Some, but not all, of America's 
largest retailers have too much inventory just lingering around—and 
while this may portend badly for these companies' stock prices and 
earnings, consumers can expect some great deals coming their way. 

Walmart, for example, announced in July that it would be slashing 
prices, especially on clothes. The reason it offered, in a Fiscal Year 
2023 update, is that highly inflated food prices are "affecting 
customers’ ability to spend on general merchandise categories and 
requiring more markdowns to move through the inventory." (Yeah no 
kidding, Walmart! How about a sale in the grocery section?) 

Target, too, announced plans for "inventory optimization"—including 
markdowns, removing excess inventory, and canceling orders for new 
goods. These moves are designed to "right-size" its inventory for the 
remainder of the year, "and create additional flexibility to focus on 
serving guests in a rapidly changing environment." In other words, who knows what this crazy economy is going to do next, so Target 
wants to be ready to adapt and change. The company learned this lesson the hard way; just three weeks before announcing these 
changes, Target's shares fell by 25 percent, due to worse-than-expected earnings. 

But not all prices are going down. Brands like Coca-Cola, Dove beauty products, Cottonelle toilet paper, Huggies diapers, and Burger 
King, among others, have all raised prices, and they are not planning to lower them any time soon. McDonald's noted that some 
customers appear to be "trading down" by buying less expensive products and fewer combo meals. But others are "trading down" too, 
simply by visiting McDonald's. These are consumers folks who used to go to more expensive restaurants, but now if they want to 
avoid cooking, they seek out a comparatively less expensive Big Mac. 

According to Kimberly-Clark CEO Mike Hsu, the company needs to keep walking a fine line, offering lower-cost products to budget-
conscious consumers, while not "pushing" customers toward those cheaper alternatives. “We want to be very cognizant that we don’t 
move the whole market that way. There are plenty of consumers that, despite the impact of the economy … they are still looking to 
trade up," he said. 

Luxury shoppers, meanwhile, are continuing to spend with aplomb despite higher prices. LVMH Moët Hennessy Louis Vuitton SE 
said that it had not received any customer pushback to its higher prices. Nordstrom and Macy's also indicated that sales of luxury 
goods were strong. Let them eat cake, purchased at inflated prices. 

Discussion Questions 

1. Why are Target and Walmart lowering the prices of some of their goods? 
2. Why would consumers of luxury goods not push back against higher prices? 
3. Given what McDonald's is observing with its customers, what other brands and products would you 

expect to find some customers cutting back on, while other customers are buying more of the offerings? 
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Coca-Cola Lures Gen Z Consumers with Pixel and Dream-Flavored 
Beverages 
Danielle Wiener-Bronner, "Why Coca-Cola Doesn’t Want to Tell You What’s in Those Weird Flavors," CNN, September 7, 2022; Danielle Wiener-Bronner, "Coca-
Cola's Latest Bizarre Flavor Is Here," CNN, August 10, 2022; Elliot Lewis, "Coca-Cola's Newest Flavor 'Dreamworld' Supposedly Tastes Like Dreams," NBC News, 
August 11, 2022; "Coca-Cola Launches Global Innovation Platform Coca-Cola Creations," Beverage Industry, February 17, 2022; Jaya Saxena, "Coca-Cola Please 
Calm Down," Eater, August 10, 2022; Charlotte Beach, "Coca-Cola Releases First Flavor from Its ‘Creations Platform’ in a Desperate Bid to Appear Hip & Cool," 
Print, February 18, 2022; Uday Sampath Kumar, "Coca-Cola Raises Revenue Forecast as Soda Demand Defies Price Hikes," Reuters, July 26, 2022 

Use with Chapter 9, “Segmentation, Targeting, and Positioning,” and Chapter 18, “Integrated Marketing 
Communications” 

How can established, longstanding businesses attract younger 
shoppers? It is the question that company after company is 
attempting to tackle, often in ways that can seem a little strange 
and impenetrable to some members of older generations.  

This past February, for example, Coca-Cola launched its newest 
foray into marketing to Gen Z, with the Coca-Cola Creations 
campaign. Coca-Cola Creations is about "new expressions of 

collaboration, creativity and cultural connections," according to press materials. This expressionistic goal manifests as 
limited-edition beverages, supported by celebrity-tied digital marketing, special Instagram filters, and even a clothing line 
created in collaboration with companies like the streetwear brand Staple. Skeptical of whether Gen Z consumers, or 
anyone really, would want to buy an $84 sweatshirt or $78 sweatpants bearing the Coke logo? That attitude might reflect 
your age: The $120 Staple-collab bomber jacket and $120 Staple x Coca-Cola reflective jacket are both shown as sold out 
on the company’s website. 

Everyone needs a jacket, so maybe such sales are reasonable in a way. But Coca-Cola is primarily a beverage company, 
and its Coca-Cola Creations campaign is mostly about drinks. More specifically, it's about a series of flavors that are 
usually described more in terms of vibe than taste.  

The company released four Coca-Cola Creations flavors since its launch. The first was called Starlight. Coca-Cola 
described Starlight in a press release as a "reddish" beverage that provides a "subtle cooling sensation." Next came the 
"pixel-flavored" Byte, followed by Marshmello, a flavor created in collaboration with the Grammy-winning electronic 
dance music producer and DJ Marshmello. This one "captures the feeling of mixing chart-topping beats."  

The most recent release is called Dreamworld. It's a collaboration with DRESSX, a company that makes digital-only 
clothes. This flavor is advertised as one that "explores the realms of the surreal, the imaginary, and the otherworldly." As 
might be obvious then, of course it comes with a “Dreamworld-inspired digital fashion collection for the metaverse via a 
partnership with DRESSX and more.”  

So was it a successful campaign? If the drinks themselves got mixed reviews, the campaign certainly got people talking. 
There are countless articles and Reddit posts trying to puzzle out exactly what pixels and dreams taste like, and why. The 
company has not released any sales figures for Starlight, Byte, Marshmello, or Dreamworld. But in July, Coca-Cola raised 
its full-year revenue forecast in the face of better-than-expected company-wide sales. 

Discussion Questions: 
1. Do you think Coca-Cola Creations is a good way to market to younger consumers? 
2. How else could an established beverage company tailor its products and marketing to Gen Z shoppers? 
3. What are some ways that a company could go wrong with a marketing campaign like this one?  
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In a Hard Economy, Kroger Comes out on Top 
Tom Ryan, "Kroger Simplifies Its Budget Private Labels," RetailWire, September 12, 2022; Jaewon Kang and Will Feuer, "Kroger’s Sales, Profits Grow as U.S. 
Shoppers Prioritize Essentials," The Wall Street Journal, September 9, 2022; "Kroger Reports Second Quarter 2022 Results and Raises Full-Year Guidance," 
ir.kroger.com, September 9, 2022; "Kroger Q1 2022 Earnings Release," static.seekingalpha.com, June 16, 2022 

Use with Chapter 11: Product Branding and Packaging Decisions 

Hey, at least inflation is good for someone! That someone here 
is Kroger, the beloved Ohio-based grocery chain. More 
customers are buying their groceries at Kroger, and customers 
are spending more when they do their regular shopping, 
according to the company's second quarter earnings report.  

Identical sales are up 5.8 percent in the latest quarter. (These are 
sales to retail customers, from all departments at identical 
supermarket locations, excluding fuel. Kroger defines a 
supermarket as "identical" when it has "been in operation 
without expansion or relocation for five full quarters.") Digital 
sales have grown by 8 percent, and sales of Kroger's lower-
priced store brands are up by 10.2 percent. The company also 
said that coupon downloads are at a record high, and on a call 
with analysts, a representative promised that its app growth "is showing promising results." All these positive reports add 
up to $731 million in profits for the three months ending in August, up from $467 million the year before. 

Kroger attributes these successes to a mix of innovations, plus an economy that has left customers far more cost-
conscious. As an example of both these points, Kroger has pared down its dozens of private-label lines to just two—
Heritage Farm for fresh foods and dairy products, and Smart Way for nonperishables. Smart Way launched in September 
with about 150 products, with more expected to follow. 

Kroger also said it is focusing on becoming more efficient in the procurement and distribution of groceries, such as by 
maximizing its trucking capacity. In detail, "Our consistent performance underscores the resiliency and flexibility of our 
business model, which enables Kroger to thrive in many different operating environments," it assert, in what seems to be a 
bit of an understatement. The company also expressed commitments to affordable wages for employees, and investing in 
"zero hunger, zero waste communities because when we do those things well, we deliver attractive and sustainable 
shareholder returns." It all sounds pretty delicious. 

Discussion Questions: 

1. Do you think it's a smart move for Kroger to consolidate its in-house brands? Why or why not? 
2. Why would investing in employee wages and zero hunger, zero waste communities lead to better returns 

to shareholders? 
3. Can you think of other types of businesses that might thrive in a time of high inflation? 
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Nailed It! Target Debuts Robot Manicurist 
Matthew Stern, "Will Robots Nail in-Store Manicures at Target?" RetailWire, September 8, 2022; "Yahoo Finance Video Clockwork Partners with Target to Install 
Automated Manicure Machines in Stores," Yahoo Finance, September 2, 2022; Ritukar Vijay, "Robots in Retail: Delivering the Goods in 2022," Robotics & 
Automation News, July 27, 2022; Lisa Fickenscher, "Robots Will Restock Grocery Shelves in Hundreds of Stores Amid Labor Shortage," NY Post, August 9, 2022; 
Omenaa Boakye, "Wait, What's the Clockwork Manicure?" InStyle, April 25, 2022; Renee Rodriguez, "I Tried a Clockwork Manicure and Had My Nails Painted by a 
Robot," POPSUGAR, September 2, 2022; Alex Barreira, "Nail-Painting Robots? Startup Is Testing the Market," bizjournals.com, June 14, 2021 

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

Robots are increasingly helping out in retail environments. 
They can flip burgers, deliver packages, provide security, and 
restock grocery shelves. And now, in certain select Target 
locations in California, Minnesota, and Texas, they'll give you a 
$10 manicure—$8 for your first appointment. 

Target has partnered with the robot design company Clockwork 
to install robot manicure machines in six Target stores, to start. 
Looking somewhat like a large, table-top soft drink dispenser, 
the machine scans the user's hands, then leverages 3D modeling 
technology to apply the lacquer, one nail at a time. Each nail 
takes about 30 seconds; the whole process takes around 10 
minutes—about one-tenth of the time needed to get nails done 
in a salon. 

This is a "MiNiCURE," as promotional materials say, not a full manicure. The machines don't remove polish, file or buff 
nails, or push down cuticles. They don't even apply a top coat. All they promise is a simple, robot-applied paint job, full 
stop—a promise that beauty editors have more or less unanimously raved about, in the dozens of articles with variations 
of the headline "I got my nails painted by a robot."  

Clockwork was launched in 2018, by a couple of software engineers who met while working in Dropbox's machine 
learning division. The CEO and co-founder Renuka Apte said she came up with the idea because she felt like she was 
wasting so much time sitting in salon chairs and wanted an alternative. “I felt like a fresh coat of paint should be as easy 
as getting a coffee," she explained.  

The first prototype came out a year later. When COVID-19 arrived soon after that, touchless manicures started seeming 
like an even better idea. 

Target's six machines may be many people's first encounter with their new robot manicurist. But Apte recently told Yahoo 
Finance that Clockwork is booking orders for 2023, "because we're backed up that much with the demand that we've got." 

Discussion Questions: 
1. What is the advantage of a robot manicure over a traditional manicure? 
2. Do you imagine robot manicures taking the place of traditional nail salons? 
3. Are there other beauty and wellness treatments you can imagine being done by robots? 
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Procter & Gamble Learns that Its Business Isn't Quite 
as Inflation-Proof as It Thought 
Niamh Carroll, "P&G: Communicating Brand ‘Superiority’ Has Been Key to Weathering Price Increases," MarketingWeek, April 20, 2022; Parkev Tatevosian, 
"Procter & Gamble's Pricing Power Is Stronger Than Ever," The Motley Fool, May 21, 2022; Mitchell Hartman, "Higher-Income Consumers Sticking with Premium 
Brands, like P&G’s, Despite Price Increases," Marketplace, April 20, 2022; Sharon Terlep, "Procter & Gamble Says Prices Will Keep Going Up," The Wall Street 
Journal, January 19, 2022; Amelia Lucas, "Higher Prices Ahead for Tide Detergent and Other Procter & Gamble Products as Costs Climb Higher," CNBC, January 19, 
2022; Daniela Sirtori-Cortina, "P&G Falls after Warning as Inflation Hits It Worse Than Rivals," The Spokesman-Review, July 29, 2022; Uday Sampath Kumar and 
Jessica DiNapoli, "Tide Maker P&G Misses Earnings, Forecasts Lower Growth as Consumers 'Scrimp,'" Reuters, July 29, 2022; Sharon Terlep, "Inflation Tests Tide 
Maker’s Laundry-Detergent Dominance," The Wall Street Journal, September 4, 2022; "P&G Announces Fiscal Year 2022 Third Quarter Results," pginvestor.com, 
April 20, 2022 

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

Procter & Gamble sure sounded confident in the face of a tough 
economy for a while there. Back in January 2022, the 
company—which owns Crest, Tide, Pampers, Gillette, Ivory, 
Charmin, Bounty, Tampax, Pantene, Febreze, and dozens of 
other brands—said its prices would be going up throughout 
2022, and that consumers would react by simply paying more. 

“The consumer is very resilient and very focused on these 
categories of clean home and health and hygiene,” P&G finance 
chief Andre Schulten told The Wall Street Journal at the time. 

And for some months, it looked like this bullish prediction was 
on the nose. In its third quarter earnings reports, which came out 
in April 2022, P&G announced that its net sales were up 7 
percent, beating Wall Street's expectations. Even with higher 
prices, P&G's more expensive premium products were selling especially well, particularly in the categories of health care, 
grooming, laundry, and baby care. The company went so far as to raise its outlook for fiscal year 2022 from 3 or 4 
percent, to 4 or 5 percent, over the previous year. 

Well, no one needs to tell you it has been a long, hard year, financially speaking. And now Procter & Gamble knows that 
as well as anyone. In July 2022, P&G announced quarterly earnings that missed estimates. The company also forecast 
lower sales growth, and the reasons its cited might sound familiar: increased transportation and commodity costs, 
shoppers cutting back, and retailers' reluctance to raise prices.  

"Nobody is pleased about the continued inflationary trends that we're seeing," Schulten said on a call, while P&G Chief 
Executive Officer Jon Moeller admitted that the company is expecting to continue to face "headwinds," going into 2023. 
But Moeller still sounded surprised, perhaps even baffled, two months later, when discussing how, in the face of the 
highest inflation in 40 years, consumers continued to turn away from premium laundry detergents in favor of more 
affordable suds. “I won’t deny at all that certain consumers will make changes on the margins,” Moeller said. “It’s hard 
for me to understand how superiority in these categories becomes irrelevant.” 

Discussion Questions: 
1. Would you expect consumers to switch away from premium detergent brands during a 

recession? 
2. Is "superiority" in laundry detergent irrelevant, in today's economy, or is it one factor among 

many that guides purchasing decisions? 
3. How would you advise Proctor & Gamble to attract new customers and more spending, given 

consumers' current challenges? 
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Walmart Wants to See You in Your Undies, so You Can See 
Yourself in Its Clothes 
George Anderson, "Will Upgraded Virtual Try-on Tech Get More Walmart Shoppers to Say Yes to the Dress?" RetailWire, September 15, 2022; Sarah Perez, "Walmart Introduces 
Virtual Try-on Tech Which Uses Customers’ Own Photos to Model the Clothing," TechCrunch, September 15, 2022; Denise Incandela, "Walmart Launches Zeekit Virtual Fitting 
Room Technology," corporate.walmart.com, March 2, 2022; Jordan Hart, "Walmart Introduces Virtual Fitting Room Feature so Customers Can Try on Clothes from Home—but It 
Requires Stripping down to Your Underwear or Tight-Fitting Clothing to Use," Yahoo! Finance, September 17, 2022; Uday Sampath Kumar and Siddharth Cavale, "Walmart Sees 
Smaller Annual Profit Drop as Discounts Draw Inflation-Hit Shoppers," Reuters, August 16, 2022; Denise Incandela, "Walmart Levels up Virtual Try-on for Apparel with Be 
Your Own Model Experience," corporate.walmart.com, September 15, 2022 

Use with Chapter 5, “Analyzing the Marketing Environment” 
Walmart has too much apparel on its hands and in its warehouses. In 
the face of inflation, consumers have cut back on certain types of 
discretionary spending—and shopping for clothes at Walmart fits into 
that category. To clear some room and stimulate some spending, 
Walmart slashed prices on its clothes. But midway through the year, 
the company realized consumers still were not buying. 
So it launched a new tool that could get shoppers buying clothes 
again—if they are willing to snap a photo of themselves in their 
underwear. Walmart's new Be Your Own Model app lets shoppers 
undertake virtual try-ons of clothing. Available to iOS users in the 
Walmart app, Be Your Own Model has shoppers take a picture of 
themselves in their underwear or tight fitting clothes. Then, they can 
use themselves as the model for over 270,000 apparel items.  

In promotional materials, Walmart said customers will have access to an "ultra-realistic simulation with shadows, fabric draping and where 
clothing falls on their figure in seconds." They can try on different colors, sizes, and items in a flash, to see how the pieces would actually 
look their own body. To make this possible, Be Your Own Model employs technology that previously has been to create highly realistic 
topographical maps. (Cue: “Your Body Is A Wonderland.”) This advanced capability makes Be Your Own Model different from other try-on 
apps, which overlay a picture of clothes onto a picture of the user, without the extras that show a more realistic fit.  
Items from Walmart's private-label brands like Free Assembly, Scoop, No Boundaries, and Pioneer Woman are available to try on in the app, 
along with some items from outside brands like Champion and Levi's. More items and brands will become available over time, Walmart says. 
Denise Incandela, executive vice president of apparel and private brands for Walmart U.S., refers to Be Your Own Model as the "most 
realistic" virtual try-on app she has ever seen. She also acknowledges its appeal by noting that the app "creates a gamification of shopping 
that we believe will be very compelling to the customer." (Walmart did not offer an explanation as to how the app is gamified. This term 
generally means that customers can earn points or rewards in the app.) 
For anyone intrigued by the idea, but not quite ready for photos of themselves in their underwear to be part of an online experience, Walmart 
also offers a Choose My Model app, through which shoppers can pick one of 50 models who range in size from XS–XXXL. No actual 
stripping down required. 
 

Discussion Questions: 
1. Do you think Be Your Own Model will get more shoppers to buy clothes from Walmart? 
2. What else should Walmart try, to attract more clothes buyers? 
3. As virtual try-on apps improve, what effect will they have on the fashion retail market? 
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Dollar General Will Keep Selling (Some) Groceries and Other 
Goods for $1 
Matthew Stern, "Dollar General Plans to Expand Its Selection of $1 Items," RetailWire, September 16, 2022; Heather Lalley, "Dollar General’s $1 Groceries Are Here to Stay," 
CSP, September 14, 2022; Nathaniel Meyersohn, "Why Dollar Tree’s Price Hike to $1.25 Could Be ‘One of the Worst Decisions in Retail History’," CNN, December 8, 2021; 
Nathaniel Meyersohn, "Rising Prices Are Pushing Shoppers to Dollar Stores," CNN, June 8, 2022; Jon Springer, "Dollar General Plans to Self-Distribute Fresh, Frozen Foods," 
CSP, March 18, 2019; Sam Silverstein, "Dollar General Bulks up on Perishables in Q4 as Overall Comps Wilt," Grocery Dive, March 18, 2022; Marianne Wilson, "Dollar General 
Posts Strong Q2, Upbeat Guidance," Progressive Grocer, August 26, 2022 

Use with Chapter 15, “Strategic Pricing Concepts,” and Chapter 17, “Retailing and Multichannel Marketing” 
There aren't a lot of grocery bargains to be had these days—unless you're 
shopping at Dollar General. While competitor Dollar Tree has raised the 
price of many of its goods to $1.25, Dollar General is committed to 
keeping lots of items at just one buck, and even expanding its $1 offerings, 
while also expanding its grocery offerings. This decision and dedication 
reflect Dollar General’s recognition that its consistently low price 
offerings are counted on by "core customers" whose incomes are less than 
$40,000 per year, and who run out of cash in the last week of most 
months.  
These customers are visiting stores more often, though they make fewer 
purchases during each visit, likely signaling their budgetary constraints. 
The stores are also attracting new, newly budget-conscious customers who 
are seeking less expensive groceries, as inflation is otherwise driving food 
prices up, and up, and up. 
Currently, about 20 percent of Dollar General's merchandise is selling for 
$1. The retail chain is working toward offering even more products at this price. It also is bolstering the fresh, refrigerated, and frozen foods 
that make up its DG Fresh initiative. The company is now self-distributing refrigerated and frozen foods across its 18,000-plus stores, and it 
plans to have fresh produce in 3,000 stores by year's end, in an effort to compete with traditional supermarkets instead of convenience stores. 
In support of this initiative, Dollar General plans to install more than 65,000 refrigerator cooler doors this year.  
It's good for customers' bottom line, and Dollar General's, too. A second quarter report showed that sales had increased 9 percent to $9.4 
billion, and same-store sales rose 4.6 percent. An updated full-year sales prediction indicates that full-year sales will increase about 11 
percent, up from the previous estimate of 10 percent. 
 

Discussion Questions: 
1. Why would Dollar General not raise its prices, even while its competitors are doing so? 
2. Is it good or bad for business, for Dollar General not to raise prices? 
3. Could Dollar General compete with traditional supermarkets? How should it go about doing so? 
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Sephora Enters into $1.2 Million Settlement for Illegally Selling 
Consumer Data 
Matthew Stern, "Sephora Learns an Expensive Lesson about Customer Data Privacy in California," Retail Wire, August 31, 2022; David Ingram, "Cosmetics Retailer Sephora to 
Pay $1.2 Million under Sweeping California Privacy Law," NBC, August 24, 2022; "Attorney General Bonta Announces Settlement with Sephora as Part of Ongoing Enforcement 
of California Consumer Privacy Act." oag.ca.gov, August 24, 2022; "First California Consumer Privacy Act Enforcement Action and Settlement," National Law Review, 
September 8, 2022; "CCPA vs CPRA: What’s the Difference?" Bloomberg Pro, July 13, 2021; John Woolfolk, "California Fines Sephora $1.2 Million for Data Privacy Violation," 
siliconvalley.com, August 24, 2022 

Use with Chapter 4, “Conscious Marketing, Corporate Social Responsibility, and Ethics” 
Sephora scores high marks for selling customers high-end makeup. But it earns much lower marks for 
allegedly selling customers' data, in violation of California's first-in-the-nation consumer protection law. 
California Attorney General Rob Bonta has announced a settlement with the cosmetics giant, under which 
Sephora will pay $1.2 million and comply with certain other terms. These mandates demand that it clarify 
its online disclosures and privacy policy to include an affirmative representation that it sells data; provide 
mechanisms for consumers to opt out of the sale of personal information; and submit regular reports to the 
California Attorney General about its sale of personal information. 
This settlement is reportedly the beginning of real enforcement of California's Consumer Privacy Act, 
which was signed into law in 2018 and went into effect in 2020. The law provides California consumers 
more transparency and control over how their personal data are collected and shared.  
Bonta told NBC that his office found Sephora's violations while conducting a "sweep" of online retailers 
for potential violations. Sephora, which is owned by French luxury goods conglomerate LVMH, stands 
accused of telling customers their data would not be sold, even while it still was allowing third parties to 
track those data as customers shopped the Sephora website. These third parties built profiles of customers 
based on the type of computer they were using, the brands and items they selected for their shopping carts, 
and their physical location. In addition to the profits earned from selling these detailed data, Sephora 

benefited by being able to provide more targeted marketing on its own.  
In a statement, Sephora took issue with these behaviors being considered a "sale" under the California law. The California Consumer Privacy 
Act “does not define ‘sale’ in the traditional sense of the term,” Sephora said. “‘Sale’ includes common, industry-wide technology practices 
such as cookies, which allow us to provide consumers with more relevant Sephora product recommendations, personalized shopping 
experiences and ads.” 
According to the complaint filed by California's Office of the Attorney General, Sephora also illegally failed to process customers' requests to 
opt out of the sale of their personal information. But it was not the only one; Bonta noted that his office has sent out notices of violations to 
more than 100 other companies. They have 30 days to respond.  
“The kid gloves are coming off,” Bonta said in a news conference. “There are no more excuses. Follow the law. Do right by consumers.” 
 

Discussion Questions: 
1. Does this settlement sound fair to you? 
2. Do you think other states should enact privacy laws like California's? How about the U.S. federal government? 
3. What would an ideal consumer privacy law would look like? 
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Marketing Tidbits 

Coca-Cola to Continue to Raise Prices 
Elizabeth Crawford, "Coca-Cola Co. Considers Additional Price Increases Ahead of Potential Recession," 
foodnavigator-usa.com, April 26, 2022; Jeff Gelski, "Coca-Cola to Keep Passing through Costs," Food 
Business News, July 27, 2022; Kelsey Davis, "Will There Be an End to the Soda Price Increase? Not Likely. 
Here's Why," The Repository, September 9, 2022; Connor Hart, "Coca-Cola Posts Higher Quarterly Sales 
Despite Price Increases," The Wall Street Journal, July 26, 2022  
I'd like to buy the world a Coke … but it's gotten too expensive. In a bold move, Coca-Cola executives say they 
intend to keep raising their prices—even while inflation-shocked consumers are looking for places to save some 
bucks. The U.S. Bureau of Labor Statistics finds the average cost of a 12-ounce can of soda, in a 12-pack, has 
increased by 45 percent in less than four years. So how can Coke get away with it? In short, because despite the 
higher prices, customers keep buying the company's fizzy drinks. In July, after Coca-Cola posted higher than 
expected second quarter earnings, its chief financial officer noted, “We continue to see resilience and a lot of 
demand not just in the U.S. but across the world.” Then he offered some theories for why this resilience 
persists—including pent-up demand for going out to theme parks and movie theaters, where a Coke is part of 
the experience. Another hypothesis is that there just is not a satisfactory lower-cost alternative. Whatever the 
reasons, it seems lots of people are going to keep having a Coke and a smile, at any cost, and perhaps just cut 
back elsewhere. 
 

Is Tesla’s “Full Self-Driving” Program really Fully Self-
Driving? 
Kevin Armstrong, "Tesla FSD Cost and Price Increase History," not a tesla app, September 9 2022; Matt 
McFarland, "Tesla Raises Price of Feature It Calls ‘Full Self-Driving’ to $15,000," CNN Business, August 22, 
2022; Lora Kolodny, "Elon Musk Says Tesla Will Hike the Price of FSD Driver Assistance Software by 25% in 
September," CNBC, August 21, 2022; Andrei Nedelea, "Tesla Full Self-Driving Price Officially Increased to 
$15,000," InsideEVs, September 6, 2022; Rebecca Bellan, "Drivers Sue Tesla for Alleged False Advertising of 
Autopilot and FSD Software," TechCrunch, September 15, 2022; Fred Lambert, "Tesla Relaunches $6,000 
Enhanced Autopilot–Gutting Full Self-Driving Package in the Process," electrek, June 24, 2022 

If you wanted a bargain on a Tesla Full Self-Driving (FSD) premium driver assistance program—well, you're a 
few years behind. In 2019, it was possible to buy the FSD for a mere pittance: just $5,000. That price went up to 
$12,000 in 2022, and then, as of September of the same year, it has reached $15,000. What do drivers get for all 
that money? Not enough, according to one publication, which advised against purchasing "what is basically just 
access to unfinished, work-in-progress software." The FSD package is neither full nor self-driving. In turn, a 
class action lawsuit brought against Tesla accuses it of false advertising, to that very point. The features—like 
Navigate, which helps drivers get on and off the highway, and Smart Summon, which is supposed to let people 
perform some partial operations of their vehicles through their phones—are intriguing and promising but also, 
according to consumer complaints, flawed and accident-prone. Furthermore, drivers have another option 
available to them: Tesla's Enhanced Autopilot system does just slightly less—it even has the Smart Summon 
feature—at a cost of only $6,000. 
 
Back to Top 


