Homework Assignment 1 (Chapters 3 & 4)
1. Visit www.publicagenda.org. Pick an issue that is relevant to one or more of the values discussed in this chapter and report on the data available to that value. (There are many issues you can choose from ranging from childcare and the family to race and social security. Each issue contains an overview along with current trends and editorials. It is important for you to look at these issues in a way that illustrates and explains the current values of society when relating each to the material in chapter 3). 
2. Go to www.ferrariworld.com. Fast wheels, hot car, fast lifestyle are all descriptions of this late Twentieth-Century icon. Using information from the Web site, design a strategy that would enable the company to sell its product to an upscale, luxury market that might see Ferrari’s reputation as a drawback (for example, only movie stars and drug dealers drive one). What problems must be overcome? How will your strategy deal with these problems?
Instructions for Homework Assignments
Please provide a well-elaborated, well-organized, and complete answer for each question of the assignment. There is no upper page limit for each answer. Most assignment questions require in-depth elaboration. This means that at least a couple of paragraphs per question are needed. Answer all of the questions asked.   Please use a double-space and 12-point font for your answers. 
Also, use proper citation/quotation and provide reference sources. You are welcome to use a writing style of your choice (APA, MLA, etc.). All answers should be numbered and be in the same Word file. Spell-check your assignment before submitting it. 


Chapter 3

LEARNING OBJECTIVES
1)      Understand that societies are evolving and multidimensional.
2)      Develop an understanding of the critical importance that assumptions about the nature of society play in marketing decisions.
3)      See the absolute necessity for accurately anticipating shifts in society in order to develop or adapt marketing strategies to changing conditions.
SUMMARY
American values have and will continue to evolve. In terms of those values that influence an individual’s relationship with others, Americans remain individualistic. We have substantially less of a masculine orientation now than in the past. We also place a greater value on older persons and diversity
Values that affect our relationship to our environment have become somewhat more performance-oriented and slightly less oriented toward change. There is a strong and growing value placed on protecting the natural environment, and we increasingly value risk taking.
Self-oriented values have also undergone change. We place somewhat less emphasis on hard work as an end in itself and on sensual gratification, although we tend to desire immediate gratification considerably more than has been traditionally true. While religion is important and is perhaps becoming more so, America remains a relatively secular culture.
Americans assign a high value on the environment. Marketers have responded to this concern with green marketing: (1) developing products whose production, use, or disposition is less harmful to the environment than the traditional versions of the product; (2) developing products that have a positive impact on the environment; or (3) tying the purchase of a product to an environmental organization or event.
Cause-related marketing is marketing that ties a company and its products to an issue or cause with the goal of improving sales and corporate image while providing benefits to the cause. Companies associate with causes to create long-term relationships with their customers, building corporate and brand equity that should eventually lead to increased sales.
The gay market is estimated at 11 to 16 million people over the age of 18 with a purchase power of $610 billion. Many companies view the gay market as highly attractive and have committed considerable resources to targeting this market with specific products and promotional efforts. Supportive internal policies toward gay employees as well as support for important gay causes are among the critical factors in approaching this market.
Gender roles have undergone radical changes in the past 30 years. A fundamental shift has been for the female role to become more like the traditional male role. Male roles are also evolving, with men taking on what have traditionally been considered female tasks. Virtually all aspects of our society, including marketing activities, have been affected by these shifts.

Chapter 4
LEARNING OBJECTIVES
1)      Understand the critical role that demographics play in influencing consumer behavior.
2)      Know the more important demographic changes that are taking place in the United States and be able to relate these changes to appropriate marketing practices.
3)      Understand the nature of generations and develop a basic understanding of the generations in America.
4)      Understand the concept of social stratification, know the basic characteristics of social classes, and the impact education, occupation, and income have on one’s social status.
5)      Understand how social classes are measured, how social class membership is determined, and the measurement problems that marketing managers must deal with.
6)      Realize the impact of social stratification on the consumption process, and understand how marketing managers can utilize their knowledge of social class in developing marketing strategies.
 
SUMMARY
American society is described in part by its demographics, which include a population’s size, distribution, and structure. The structure of a population refers to its age, income, education, and occupation makeup. Demographics are not static. At present, the rate of population growth is moderate, average age is increasing, southern and western regions are growing, and the workforce contains more women and white-collar workers than ever before. Marketers frequently segment markets based on a combination of two or more demographic descriptors.
In addition to actual measures of age and income, subjective measures can provide additional understanding of consumption. Cognitive age is how old a person feels. Many older consumers feel 10 to 15 years younger than their chronological age. Subjective discretionary income, which measures how much money consumers feel they have available for nonessentials, has been found to be a better predictor of some purchases than actual income.
An age cohort or generation is a group of persons who have experienced a common social, political, historical, and economic environment. Cohort analysis is the process of describing and explaining the attitudes, values, and behaviors of an age group as well as predicting its future attitudes, values, and behaviors. There are six major generations functioning in America today—pre-Depression, Depression, baby boom, Generation X, Generation Y, and Millennials.
A social class system is defined as the hierarchical division of a society into relatively permanent and homogeneous groups with respect to attitudes, values, and lifestyles. A tightly defined social class system does not exist in the United States. What does seem to exist is a series of status continua that reflect various dimensions or factors that the overall society values. Education, occupation, income, and, to a lesser extent, type of residence are important status dimensions in this country. Status crystallization refers to the consistency of individuals and families on all relevant status dimensions (e.g., high income, and high educational level).
While pure social classes do not exist in the United States, it is useful for marketing managers to know and understand the general characteristics of major social classes. Using Coleman and Rainwater’s system, we described American society in terms of seven major categories-- upper-upper, lower-upper, upper-middle, middle, working class, upper-lower, and lower-lower.
There are two basic approaches to the measurement of social classes: (1) use a combination of several dimensions, a multi-item index, or (2) use a single dimension, a single-item index. Multi-item indexes are designed to measure an individual’s overall rank or social position within the community.

