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Case: IndyCar
Auto racing is the fastest growing spectator sport in the United States.
Unfortunately, open-wheel racing has experienced a period of decline while other forms of auto racing—most notably NASCAR—have grown. After years of damaging competition, the Indy Racing League and Champ Car (CART) have finally reunified. New sponsors, new business opportunities, and a new television contract are positive signs for IndyCar, but the league remains a distant third to NASCAR in terms of popularity in the motorsports market. IndyCar must address several concerns in order to strengthen its standing in the American motorsports market, continue the task of reconnecting with former fans, and build connections with new fans and sponsors.
1. In some ways, the internal split that formed the IRL was a type of forced market segmentation. Given that, from a segmentation perspective, why was the split unsuccessful?
2. With respect to market segmentation, how does the typical IndyCar fan differ from other motorsports fans? Does this difference have any effect on IndyCar’s success?
Note: IndyCar has hired you as a strategic marketing analyst. The company seeks your answers to three important questions:
Be sure to explain your answers
3. What should be the mix of formats for future IndyCar races use (oval tracks, street/road courses)?
4. Where should future IndyCar Series races be located (U.S. or foreign markets)?
5. How can IndyCar prove to potential sponsors that its events are valuable entities?
How can IndyCar prove to potential sponsors that its events are valuable entities?
Case: Chevrolet
This case examines Chevrolet’s history of product innovation, branding strategy, and successful product mix in connection with its relationship to parent General Motors and its rivalry with Ford. Chevrolet has a long history of success in developing and marketing cars, trucks, and SUVs that are practical, sporty, and affordable. The brand’s relationship with General Motors is both a strength and a weakness, especially in the aftermath of the federal government’s bailout of General Motors.

6. Evaluate the diversity of vehicle models and sizes sold under the Chevrolet brand name. What strengths and weaknesses are evident in the company’s product mix? 
7. The models sold under the Chevy brand hold very different attributes and images when compared to each other. For example, the Chevy Corvette possesses a very different image than the Chevy Sonic. Do you see this variety as a plus or a minus for the Chevy brand? Explain
8. One of the most difficult strategic decisions that a company can make is to delete one or more products from its portfolio. However, Chevrolet has asked you to do just that: cut one or more models from the Chevy brand. Which model(s) do you suggest and why? Where would you reallocate the newly available resources and why?
Part Two
Instructions: Write a 100 word response to each post.
1.  “Market segmentation is the process of dividing the total market for a particular product or product category into relatively homogeneous segments or groups” (Ferrell & Hartline, 2014, p. 149).  From a marketing perspective, segmentation is vital because it leads to a comprehensive understanding of the customers’ needs which allows a marketing program to be created.  However, social media platforms such as Facebook profiles have been used for segmentation analysis to identify and profile market segments which may infringe an individual’s right to privacy.   One may question how can market segmentation be managed and where to draw the line, between privacy and good segmentation analysis, for marketers.    
Cambridge Analytica recently utilized millions of Facebook profiles for marketing segmentation analyses.  As a result, Cambridge Analytica was able to obtain superior segmentation results.  Cambridge Analytica was also recognized by the media for their involvement and assistance in helping Trump win the presidency.  Gonzalez reported (2017) that Cambridge Analytica offered free personality quizzes on social media platforms which provided data to use psychographic segmentation as one of their marketing strategies to influence and persuade individuals to vote for Trump.  “Psychographic segmentation is a customer’s inner feelings and predisposition to behave in certain ways”; thus, serving as a great marketing tool (McDonald & Dunbar, 2005. as cited in Barry & Weinstein, 2009, p. 317).  One may wonder how this happens.  Zuckerman reports that “Facebook’s business model is based on collecting demographic and psychographic information and selling the ability to target ads to people using this data” (2018, para. 8).  However, this may be viewed as an infringement of an individual’s privacy. 
On the other hand, individuals participate in social media such as Facebook and Twitter willingly and post personal information about themselves daily.  The Facebook app is created in such a way that it crosses over to other apps so personal information is likely to be accessible.  This brings the discussion back to where do we draw the line when addressing privacy.  I think transparency is the key.  The 2016 TRUSTe/National Cyber-Security Alliance: U.S. Consumer Privacy Index revealed that “surveys typically find that consumers wish to have more transparency regarding the collection and use of their personal data” (Karwatzki, Dytynko, Trenz, & Veit, 2017, p. 370). 


2.  Market segmentation has allowed business to grow bigger than they could ever think of and continue to grow (Ferrell & Hartline, 2014).  Target is a great example of growing substantially once they used segmentation.  Target is able to get the information from their customers through their purchases and can offer them coupons and other rewards that are targeted towards their normal purchases.
As a marketer having this information is key to getting better business and growing (Ferrell & Hartline, 2014).  You want to be able to offer consumers products that they would actually purchase.  If you think of Lowe’s, you may think of a male purchasing equipment.  If you look at the information on the customers and see that a female is purchasing lawn equipment, you may want to send her coupons for that specific area.  If you did not have that information you may not have thought to send her that, unless it was in a mass mail. 
In 2005 the U.S. spent over $17.8 Million dollars in telemarketing although 100 million people were considered a do not call (II-Horn, Kai-Lung, Lee, & Png, 2008).  Although marketers need information to fine tune the offers that they have for the customers, an individual’s right to privacy should not be disregarded in the process (Ferrell & Hartline, 2014).  In order to find a way to protect an individuals right to privacy and continue to market with the appropriate information, permission marketing would meet both needs.  Although there may be people that absolutely abhor marketing in general, it at least gives people their right to choose what information is being used. 
As a marketer I can understand why it is useful and has made a huge change in the marketing industry.  As an individual it feels like an invasion of privacy and that there should a way to stop it and only give out the information with permission.  Marketing information can still be obtained through shopping by inventory and other ways then obtaining personal information.  I would rather slow down on the targeting marketing and have more privacy.  Ultimately, the younger generation has completely moved to a complete online format which obtains so much information that right to privacy may be considered a foreign term in the near future (Jayaram, Manrai, & Manrai, 2015).

