Sorting, Classifying, and Labeling Experiences
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or find market relevance again. While
spending on company controlled space

(advertising, store buildout, food quality,
etc.) is expected, trying to generate
buzz by manipulating the personal
space (as McDonalds did by eliciting
known rappers to drop references

to McDonald's in their lyrics) is a
dangerous move that can backfire.
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Krispy Kreme has a great product that
speaks for itself. As a result, customers
(crazy about the donuts) have been the
- best marketers, telling each other about
the donuts and spreading word. As a
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result, Krispy Kreme has spent almost
nothing on traditional advertising,
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