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Branding and Marketing
1. Your favorite brand of shoes –ACME Shoes Inc. –launches a new advertising campaign featuring scenes reminiscent of your junior high school experiences to sell a new line of unisex athletic shoes. In terms of our discussions of memory and decision making, explain how the brand attempting to sway you to purchase the shoes. (5 points) 
As discussed in the course, decision-making is the cornerstone of marketing. While it is difficult to understand due to different factors including the irrationality of the consumers and the prolific options in the marketplace, consumer decision-making can be controlled or influenced by the organization because people often do not know what they want, especially given the different brands in the market. ACME shoes Inc. can engage consumers through their new advertising campaign through narratives and storytelling that engages the consumers’ subconsciousness. This can help consumers create an emotional connection with the brand and the story. The best way to achieve this is to ensure that the featuring scenes are resonating with the junior high school experiences. Storytelling has been found to influence the brain through different strategies including neural coupling, mirroring, and cortex activity. In this case, the mirroring strategy would work better because it helps the consumer experience the same brain activity that resonates with the activities advertised.
As a customer, I would feel emotionally connected with the brand when it reminds me of my junior high school experiences. The reason why the shoe company may find it easy to influence customers with this type of marketing strategy is that it gives them the opportunity to relive the experiences of junior high school through reminiscence. Relieving this experience through storytelling or narrative makes it easy for the consumer to emotionally connect to the brand. The common factor here is the story that brings about the experiences relieved in the mind. Even though the client is older than his junior high school version, he is able to mirror himself through the narrative, which connects him with the brand. If such a customer was not decided on what to buy in the market, ACME could easily sway such a customer.
2. Consider the ways in which consumers evaluate alternatives. What “set” of alternatives would a brand never want to find itself in? Explain your answer fully with an example. (5 points) 
Consumers evaluate their alternatives in the market through different strategies and based on different factors. These factors may include situational, personal, psychological, and social factors. All these factors influence the consumer decision-making process. The consumer decision-making process involves needing recognition, information searching, and processing, identification, and evaluation of alternatives purchase decisions, and finally, the post-purchase behavior factors. Each of these processes may be influenced by various factors (identified above). In terms of situation factors, consumer decision-making can be influenced by buying tasks and market offerings. Personal factors that influence consumer decision-making include demographics, life stage, lifestyle, and personality. As discussed in class, consumers consider a small number of alternatives. Therefore, the marketing implications are that it is not enough for the organization to make its product available in the market, but it is important to consider the set of alternatives before deciding on the alternative that presents the greatest chance to focus on (PPT1). All the available sets of alternatives of marketing strategies are important for the business, but one aspect is that a brand should never find itself in the political set. While political goodwill is important for the business to survive, it should not appear that the brand recognizes one particular political side.  
3. As a newly hired market analyst forACME Shoes Inc., you are presented with some sales data that includes quarterly sales for the brand’s recently launched unisex athletic shoe line, as well as estimates for quarterly sales for the brand’s four closest competitors. Why is this data insufficient for you to create a perceptual map? Explain what data you would need to gather to be able to compile a relevant perceptual map of the ACME Shoes Inc. product and the relevant competitive offerings. (5 points) 
A perceptual map is a chart that helps marketing researchers and businesses understand how the target customers view and feel about a certain product or brand. Perceptual mapping is an integral part of marketing because they enable the organization to understand its product or brand’s competitive positioning. From the case, the information given may not be adequate or sufficient to create a perceptual map for the ACME Shoes because it mainly contains quantitative data. While a perceptual map looks like a two-dimensional graph with the X and Y axis, the information used to create this map is mainly qualitative (Gower et al., 2010).
Therefore, creating an effective perceptual map for ACME would require qualitative data. The attributes measured are qualitative in nature because they describe how the customers feel about the brand or product. It is impossible to determine how consumers actually consider the brand or product through the quantitative data given. Perceptual mapping is about understanding how consumers really perceive the business or brand. The answer to this can only be achieved through perceptual mapping, which involves presenting the competitive landscape either through customer input or marketing data. A perceptual map, therefore, is focused on qualitative data. Qualitative data helps the organization to identify the subjective feelings and opinions that customers have towards the brand or product. These attitudes and opinions cannot be determined or measured quantitatively because they can only be obtained through direct communication with the clients.
4. Suppose you have been hired by a Tampa-based technology company to help design a marketing campaign for a new product: a technology-enabled pair of eyeglasses. This revolutionary product provides the user with augmented reality, enabling more immersive experiences and interactions between the user and their environment. Given the innovative nature of the product, what approach to learning would you suggest is most appropriate for the campaign to implement if the end goal is the growing consumer adoption of the glasses and why? (5 points) Note: For background on augmented reality and its potential, check out this article (includes videos): https://hbr.org/2017/11/why-every-organization-needs-an-augmented-reality-strategy. 
Given the innovative nature of the product (technology-enabled pair of eyeglasses), it is important to consider a marketing campaign that will help achieve the goal, which is to ensure that the products’ consumer adoption grows exponentially. The best marketing campaign I would suggest is a promotion mix. The objective of a promotion mix strategy is to inform the market, increase the demand, and differentiate the product from its competitors in the market (Hyde et al., 2014). As a new product, getting in the market will be difficult and challenging. However, with the promotion mix approach, the organization will undertake activities that ensure that the product becomes identifiable and recognized in the market. As an element of the marketing mix, promotion mix involves advertising and other marketing campaign initiatives such as sales promotion, public relations, and personal sales activities aimed at promoting the product or brand recognition in the new market.
Given the goal of the marketing campaign, which is to grow the consumer adoption of the augmented reality eyeglasses, a promotional mix approach will be the best approach to increase its demand. According to Hyde et al. (2014), promotional mix strategies are used to increase sales. Increasing consumer adoption means that more customers are able to identify with the product, which increases sales. However, for consumers to identify with the product, they must differentiate it from the other existing products in the market. One of the elements of this strategy is to differentiate the product from the multiple competitors in the market. Therefore, customers need to understand how this product will address their problems in a manner that the existing eyeglass manufacturers have not been able to address.
5. We know from prior research that memories can be “shaped” by various factors that are sometimes called the “7 Sins of Memory”. How can the use of a “jingle” –a short slogan, verse, or musical tune–in a piece of advertising help brands to overcome these memory issues in consumers? Explain your answer with reference to as many “sins” as possible. (10 points) 
The sins of the mind influence the way people perceive things, which consequently affect the way they make decisions. In marketing, these sins can affect the way consumers make critical decisions about the products they purchase or the brand they identify within the market. However, a small or short slogan or phrase in a piece of advertising can help brands overcome some of these memory issues in their consumers. In regards to the sin of transience, which refers to the loss of memory over time, brands can help the consumers’ memory by using the phrases that connect the brand with the familiar experiences that consumers can identify with. Regarding the sin of absent-mindedness, which refers to the failure at the point at which the memory and attention converge, brands can use short slogans or a musical tone that remind customers of the experiences associated with the product (Murray, 2003). The sin of blocking occurs when the mind prevents an individual from recalling something that they are desperately trying to remember (Murray, 2003). The brand can overcome this sin by using the alphabet in the advertisement that customers can easily recall. The other sin, misattribution is when the consumer assigns the memory to a wrong source, which results in mistaken fantasy for reality (Murray, 2003). Overcoming this sin involves using simple phrases or words in the advertisement that consumers can easily recall. Also, make the advertisement short to remember.
6. The ideas of “buying local” and “supporting local business” have become strong influences on consumer’s buying habits. Using concepts from our discussions on decision-making, perception, and memory, explain AT LEAST 3 different ways in which these ideas contribute to the shaping of consumption choices. Make sure to use examples for each to back up your ideas. (10 points)
Consumer decision-making follows different rules that support the concept of supporting the local businesses or buying the local products. First, using the Heuristic decision-making rules, brands can influence the decisions of customers towards their product. As mentioned in the discussion, the heuristic rule involves speedy decisions. As such, the mind will try to find a shortcut to what the individual wants. For example, using the basis market beliefs that the more expensive the product is, the better it is in terms of quality or that product made from a certain country are better than the other. Another way is through a non-compensatory strategy. This rule, as discussed in the course involves the belief that a product with low standing on one attribute cannot compensate for its flaws by doing better on another attribute. In terms of promoting the local businesses, consumers may choose the first brand that meets all cutoffs. The third way is to use the compensatory rule, which involves giving a product a chance to make for its shortcomings and flaws (PPT 3). Brands can use the simple additive rule where the consumer chooses the alternative that has the greatest positive attributes of the product. Locally made products are cheaper than imported, which adds to the advantage list which can be used by brands to promote the concept of buy locally made products.
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