Marketing Jeopardy
One game that I sometimes play on the first day of a Principles of Marketing class is "Marketing Jeopardy!" I arrange ten products on the desk in front of the classroom and then hand out a "Jeopardy!" answer sheet. The students try to match the answers with the correct product. The "Jeopardy!" answers follow, with the correct brand name supplied in parentheses: 

1. Brand whose original orange and black colors were changed to its present colors in 1898, because the new colors were the same as those of a famous university. (Campbell's soup) 

2. Brand whose famous slogan was developed because of a chance remark overheard on a golf course. (Camel cigarettes) 

3. Brand whose slogan came about because of the effect of certain atmospheric conditions on the product. (Morton Salt) 

4. Brand whose slogan was coined by the President of the United States. (Maxwell House coffee) 

5. Brand that was recently sold through vending machines in Paris subway stations. (Levi's jeans) 

6. Brand whose packaging strategy is extremely risky because of possible negative consumer perceptions. (I use Players cigarettes, but other brands may be substituted.) 

7. Brand which, for many years, was sold primarily to women. (Marlboro cigarettes) 

8. Product whose image was so bad that the only way it could promote itself effectively prior to 1955, was on the basis of giving the consumer twice as much product for the price as its leading competitor. (Pepsi-Cola) 

9. Brand which failed when introduced in a foreign country because its marketers did not understand the cultural values of the country into which it was being introduced. (I use Gerber baby food here, but many other products would apply.) 

10. Brand that was used for the wrong purposes by many consumers. (I use Sunlight dishwashing liquid, though other products would work.)

