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Overview  
Bosonac Orthodontics faced a challenge as the technology-averse and highly 
conservative Orthodox Jewish community flocked into Lakewood, New Jersey, leaving 
their treatment chairs unoccupied. To maintain their position as the leading dento-facial 
provider in Ocean County, the practice needed to revamp its marketing strategies and 
make crucial decisions regarding target market selection. 

This case is ideal for undergraduate students in Principles of Marketing, Advertising, or 
Consumer Behavior courses. Sudents will apply their understanding of the 4Ps of 
marketing, target marketing, and segmentation to a real-world business scenario. 
Students will analyze demographic trends, explore the values and beliefs of a unique 
subculture, and develop innovative marketing strategies to effectively reach this 
secondary target market. They must also consider how to align marketing mediums and 
strategies with the chosen target audience. 

Learning Outcomes   

Teaching Note   

Teaching Time : Two instructional class sessions (ap
proximately three total hours) 
Preparation Requirements : Prior completion of as

signed textbook readings on the 4Ps of Marketing and mar
ket segmentation concepts 

Overview  

In response to rapid demographic shifts in Ocean 
County, New Jersey, Bosonac Orthodontics faced a critical 
strategic decision regarding its future target market and 
promotional strategy. As the Orthodox Jewish population 
in nearby Lakewood expanded rapidly, the practice expe
rienced a decline in its traditional American patient base, 
resulting in underutilized treatment capacity. Dr. Brian 
Bosonac, owner of Bosonac Orthodontics, was required to 
determine whether and how the practice should adapt its 
marketing approach to engage this technology-averse, in
sular community while still maintaining profitability 
among its primary market. The central dilemma concerned 
whether Bosonac Orthodontics should (1) pivot its market

ing efforts to focus primarily on the Orthodox Jewish com
munity, (2) develop a dual-target strategy serving both Or
thodox and traditional American families, or (3) continue 
its existing strategy and increase investment in digital mar
keting to offset population changes. This case required stu
dents to evaluate target market selection and promotional 
strategy in the context of cultural sensitivity, media con
straints, and population-driven market change. 
Bosonac Orthodontics, previously bustling with tradi

tional American patients, saw its treatment chairs becom
ing increasingly empty due to the influx of the Orthodox 
Jewish community, known for their conservative values, 
technology aversion, and preference for conducting busi
ness within their own religion. Dr. Brian Bosonac realized 
that failing to engage with the Orthodox community could 
jeopardize the practice’s profitability and long-term viabil
ity. Bosonac Orthodontics, which had relied heavily on dig
ital media, was compelled to reassess its marketing strat
egy, as these platforms are restricted within the Orthodox 
community. 
However, gaining awareness within this insular popula

tion, which avoids internet use, prohibits television, and 
maintains strict gender segregation, proved difficult. The 

1. Analyze population trends, evaluate best practices in target marketing, and 
provide recommendations for market selection. 

2. Assess the effectiveness of newspaper marketing and propose alternative 
strategies and improvements. 
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practice needed to adapt quickly, evaluate the best strategic 
move, and pivoting away from their reliance on social me
dia and online reviews. 
This situation required Dr. Bosonac to conduct a thor

ough analysis of population trends, identify a new target 
market, understand the unique values and beliefs of the 
Orthodox community, and develop innovative marketing 
strategies to ensure the future success of Bosonac Ortho
dontics. 

Introduction  

Bosonac Orthodontics is a private practice offering com
prehensive dento-facial treatments primarily for children, 
but also for adults, in Brick, Howell, Toms River, and Lake
wood. Dr. Bosonac has been recognized as a New Jersey Top 
Dentist for 15 consecutive years. To maintain its status as 
the premier dento-facial provider in Ocean County, New 
Jersey, Bosonac Orthodontics acknowledged the need for 
strategic changes to ensure inclusion and profitability. 
The practice faced three key options for refining their 

target marketing strategy: 

Each of the three alternatives required modifying the 
marketing and promotional strategy to align with the cho
sen target audience. These adjustments introduced addi
tional challenges for Dr. Bosonac, including: 

Information about Office Vicinity     

Lakewood, New Jersey, located just 5 miles from their 
office, is one of the fastest-growing areas in the state. It 
is home to the largest yeshiva in the U.S. and houses over 
100,000 Orthodox Jewish residents (Barchenger, 2018). 
Cramer (2021) projected that if the current growth rate of 
46% continues, Lakewood could become the third-largest 
town in New Jersey by the 2030 census. The median age in 
Ocean County fell from 24.6 years in 2010 to 18.5 years in 
2020, reflecting a high birth rate (Cervenka, 2022). While 
secondary data on income or purchasing power was not 
available, Deutch (2022) noted visible signs of wealth in 
Lakewood, such as luxury cars, mini-mansions, and de
signer clothing. It is important to recognize that while this 
community is significant, it comprises only about one-sixth 
of the total population of Ocean Township, New Jersey. 

About the Orthodox Jewish Population      

To better understand the Orthodox Jewish community 
and its unique principles, customs, and rituals, a secondary 
research study was conducted. Dr. Bosonac recognized the 
necessity of thorough marketing research before launching 
a targeted campaign. The literature review uncovered the 
following key insights about Orthodox Jews: 

Marketing Strategy   

Previously, Dr. Bosonac had invested heavily in digital 
marketing, using platforms like Facebook, Instagram, 
Google Ads, and online reviews to attract patients. Ana
lytics proved that these methods were effective with tra
ditional American families. Recognizing that Orthodox in
dividuals adhere to strict guidelines regarding technology 
use, Dr. Bosonac realized the need to shift to traditional 
marketing mediums and rely on word-of-mouth referrals if 
it sought to target or sub-target this group. 
The challenge was selecting the most effective tradi

tional marketing medium to reach the Orthodox popula
tion. Options under consideration included direct mail, 
magazines, radio, newspapers, and billboards. 
Since many in the Orthodox community rely on print 

media for news and information, Dr. Bosonac considered 
placing ads in The Voice, a reputable local Orthodox news
paper with a 20-year history. Key questions to address in
cluded: 

Dr. Bosonac considered proceeding with a newspaper 
marketing campaign to target the Orthodox community 
and debated whether designing the advertisement in-
house, with minimal graphic design expertise, was an ap
propriate use of limited resources. This uncertainty raised 
key questions for decision-makers: Was newspaper adver
tising the most effective medium for reaching this audi
ence, and could an in-house advertisement generate suffi
cient credibility and response? 
While newspaper advertising offered a culturally appro

priate channel to increase awareness within the Orthodox 
community, Dr. Bosonac recognized that awareness alone 

1. Abandon the current focus on traditional American 
families and exclusively target the growing Orthodox 
Jewish community. 

2. Create a secondary, targeted campaign for Orthodox 
Jews, while continuing to prioritize American fami
lies as the primary market. 

3. Maintain the existing strategy of targeting only tradi
tional American families but invest additional funds 
into marketing and advertising to enhance business 
growth. 

1. Identifying effective marketing channels to reach the 
Orthodox community. 

2. Creating new promotional materials tailored specifi
cally to the Orthodox audience. 

• Large families, averaging 4.1 children per household 
(Pew Research Center, 2015). 

• The community is cautious about internet use and 
does not permit television (Freeman, 2023). 

• Rooted in devotional religious practices and ancient 
customs, the community values its isolation (Free
man, 2023). 

• Men wear distinctive garments, while women dress 
modestly and cover their hair. 

1. Is print media the most effective way to reach this au
dience? 

2. Should funds be allocated for a professional graphic 
designer, or should the advertisement be designed in-
house to save money? 

3. What ad size and package length would be most ef
fective? 

4. Should the office invest in specialty positions or ad
vertorials? 
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would not necessarily translate into patient adoption. 
Given the community’s strong preference for conducting 
business within its own social and religious networks, trust-
building and word-of-mouth validation were essential con
siderations. As a result, the effectiveness of print adver
tising depended not only on media selection, but also on 
the practice’s ability to establish credibility and acceptance 
within the community. 
Furthermore, population data showed that while Lake

wood was changing, the surrounding towns of Howell, 
Toms River, and Brick remained predominantly conven
tional American communities. Therefore, Dr. Bosonac con
sidered creating separate marketing plans for American 
families and the Orthodox Jewish community. 

Conclusions  

The Orthodox Jewish community presented both an op
portunity and a challenge for Bosonac Orthodontics. A crit
ical decision remained regarding the most effective target 
marketing strategy. While newspaper advertising repre
sented one potential approach, uncertainty remained re
garding whether it was the optimal strategy. The practice 
needed to determine how to balance trust-building efforts 
within the community, potential word-of-mouth strategies, 
and the ongoing needs of its primary target market. 
Key Words : 4P’s, target market, promotional marketing, 

newspaper marketing, secondary target markets, segment
ing, subcultures, traditional advertising, population trends, 
demographics, positioning, Kotler. 
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Teaching Note   

Straightening Smiles and Strategies:     
Orthodontist Targets New Markets Amid      
Population Shifts   

Author: Ashley Elmore-Bosonac, Ph.D. 
Monmouth University 
Teaching Time:  Two instructional class sessions (ap

proximately three total hours) 
Preparation Requirements:  Prior completion of as

signed textbook readings on the 4Ps of Marketing and mar
ket segmentation concepts 

Overview  

In response to rapid demographic shifts in Ocean 
County, New Jersey, Bosonac Orthodontics faced a critical 
strategic decision regarding its future target market and 
promotional strategy. As the Orthodox Jewish population 
in nearby Lakewood expanded rapidly, the practice expe
rienced a decline in its traditional American patient base, 
resulting in underutilized treatment capacity. Dr. Brian 
Bosonac, owner of Bosonac Orthodontics, was required to 
determine whether and how the practice should adapt its 
marketing approach to engage this technology-averse, in
sular community while still maintaining profitability 
among its primary market. The central dilemma concerned 
whether Bosonac Orthodontics should (1) pivot its market
ing efforts to focus primarily on the Orthodox Jewish com
munity, (2) develop a dual-target strategy serving both Or
thodox and traditional American families, or (3) continue 
its existing strategy and increase investment in digital mar
keting to offset population changes. This case required stu
dents to evaluate target market selection and promotional 
strategy in the context of cultural sensitivity, media con
straints, and population-driven market change. 
From a theoretical perspective, this case was grounded 

in Kotler’s market segmentation framework, which catego
rizes consumers based on geographic, demographic, psy
chographic, and behavioral variables (Kotler & Keller). Stu
dents were required to evaluate how population shifts 
altered the geographic and demographic composition of 
Ocean County, while cultural norms, technology aversion, 
and trust-based decision-making within the Orthodox Jew
ish community reflected distinct psychographic and behav
ioral segmentation characteristics. This framework rein
forced the application of formal segmentation theory to a 
complex, real-world managerial decision. In addition, the 
case incorporated word-of-mouth and referral-based influ
ence as key consumer behavior mechanisms within tight-
knit communities, where trust, social networks, and in
terpersonal recommendations significantly shape 
decision-making. 
In addition to segmentation and target market selection, 

the case required students to evaluate positioning impli
cations associated with serving culturally distinct market 
segments. Specifically, students were asked to consider how 
Bosonac Orthodontics’ value proposition, messaging tone, 
and brand cues would need to differ when targeting the Or
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thodox Jewish community versus traditional American fam
ilies, and whether a single brand could effectively support 
multiple positioning strategies without brand dilution. 
Bosonac Orthodontics faced a challenge as the technol

ogy-averse and highly conservative Orthodox Jewish com
munity flocked into Lakewood, New Jersey, leaving their 
treatment chairs unoccupied. To maintain their position 
as the leading dento-facial provider in Ocean County, the 
practice needed to revamp its marketing strategies and 
make crucial decisions regarding target market selection. 
Although newspaper advertising provided a culturally 

appropriate channel for increasing awareness within the 
Orthodox community, adoption was constrained by strong 
in-group loyalty and trust norms. As discussed in the case, 
meaningful acceptance required endorsement from within 
the community. In this context, the association with an 
Orthodox dentist (Dr. Boim) functioned as a trust-transfer 
mechanism rather than a traditional promotional tactic, 
highlighting the limits of media-based persuasion in cul
turally insular markets. 
This case is ideal for undergraduate students in Prin

ciples of Marketing, Advertising, or Consumer Behavior 
courses. Students will apply their understanding of the 4Ps 
of marketing, target marketing, and segmentation to a real-
world business scenario. Students will analyze demographic 
trends, explore the values and beliefs of a unique subcul
ture, and develop innovative marketing strategies to effec
tively reach this secondary target market. They must also 
consider how to align marketing mediums and strategies 
with the chosen target audience. 

Learning Outcomes   

Research Methods   

Data was collected through primary research. Interviews 
were conducted with Dr. Brian Bosonac and office manager 
Clair Gallagher. (Bosonac, 2023) (Gallagher, 2023). This 
case was undisguised. 

Discussion Questions   

Various discussion questions were designed to help stu
dents apply their knowledge of marketing promotions and 
segmentation. These questions were aligned with the 
learning outcomes. Refer to Tables 1 and 2 for a breakdown 
of the learning objectives and corresponding student ques
tions. 

Answers to Discussion Questions     

1) Consider the Target Market Selection Model and evaluate the 
Orthodox Jewish target selection based upon the five required 
elements outlined in the model. (Hint: what information was found 
in the case that aligns with the 5 parts? Are there any areas where 
Bosanac Orthodontics should collect additional data?) 

Students should apply the concepts of the case to the 
Target Market Selection Model. This model is outlined in 
Other Pedagogical Materials #1. The model addresses five 
key areas that must be considered and researched to select 
an appropriate target market. See Table 3 for a sample stu
dent answer. 
This analysis encouraged students to move beyond sur

face-level demographic trends and critically assess whether 
the Orthodox Jewish community constituted a viable target 
market when evaluated against formal segmentation crite
ria. Importantly, the case highlighted gaps in data avail
ability, reinforcing the distinction between market size and 
market attractiveness. 
Consistent with Kotler’s criteria for effective market seg

mentation, students evaluated the Orthodox Jewish market 
using the dimensions of measurability, accessibility, sub
stantiality, differentiability, and actionability. 

2) Evaluate the decision to establish both a primary          
target market of traditional American patients and        
a secondary target market of Orthodox Jews. Should         
Bosonac Orthodontist decide to simply focus       
exclusively on traditional American patients,      
exclusively on Orthodox Jews, or continue       
developing two distinct target markets?      

Drawing on Kotler’s target market selection principles, 
students were encouraged to assess not only market 
growth, but also strategic fit, organizational capability, and 
long-term brand implications when evaluating exclusive 
versus dual-target strategies. The case was intentionally 
structured to avoid presenting a single “correct” target se
lection decision. Instead, students were required to weigh 
the strategic trade-offs associated with exclusive targeting, 
dual targeting, and market refocusing. This framing em
phasized the realities of limited resources, cultural sensi
tivity, and long-term brand positioning, all of which com
plicate real-world target selection decisions. 
The case revealed that the Orthodox community is 

rapidly growing. As such, it is a market that should not be 
ignored. Census data predicts that Lakewood is projected 
to become the third largest town in New Jersey by the next 
2030 census due to the influx of Orthodox Jews. 
However, the Orthodox population only encompasses 

approximately one-sixth of the total number of residents of 
Ocean County, New Jersey. As such, the primary target mar
ket of traditional American patients should not abandon. 
Focusing exclusively on Jews would not ensure enough pa
tients for the office to be profitable. 

1. Analyze population trends using segmentation crite
ria to assess target market attractiveness and strate
gic fit, evaluate the rationale for selecting primary 
versus secondary target markets, and assess position
ing and word-of-mouth implications associated with 
serving culturally distinct segments. 

2. Assess the effectiveness of newspaper marketing and 
propose alternative strategies and improvements. 

• See Other Pedagogical Materials #1 
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Table 1. Bosonac Orthodontists Case Discussion Questions: LO 1        

LO 1: Analyze population trends using segmentation criteria to assess target market attractiveness and strategic fit, evaluate the 
rationale for selecting primary versus secondary target markets, and assess positioning and word-of-mouth implications 
associated with serving culturally distinct segments. 

1) Consider the Target Market Selection Model and evaluate the Orthodox Jewish target selection based upon the five required 
elements outlined in the model. (Hint: what information was found in the case that aligns with the 5 parts? Are there any areas where 
Bosanac Orthodontics should collect additional data?) 

2) Evaluate the decision to establish both a primary target market of traditional American patients and a secondary target market of 
Orthodox Jews. Should Bosonac Orthodontist decide to simply focus exclusively on traditional American patients, exclusively on 
Orthodox Jews, or continue developing two distinct target markets? 

Table 2. Bosonac Orthodontists Case Discussion Questions: LO 2:        

LO 2: Assess the effectiveness of newspaper marketing and propose alternative strategies and improvements. 

3) Apply the Advertiser Communication Model to Bosonac Orthodontics Voice Newspaper Advertisement (Who is the source, 
what is the channel, what is being encoded, who is the receiver, what is potential internal and external noises, and how is 
feedback attained?) 

4) According to the Print Advertisement Key Elements Theory, which aspects of the Bosonac Orthodontics newspaper 
advertisement do you believe were present and effective? (Headline, Copy, Illustration, Signature) Also, formulate areas for 
improvement in the advertisement based upon the theory. 

5) Assess the decision to select The Voice as a primary marketing vehicle. What are the pros and cons of newspaper advertising 
and how do they relate to Bosonac Orthodontics The Voice newspaper campaign? 

6) The Voice, and most newspapers, offer a variety of options for advertiser customization when purchasing advertising space. 
What options are available and how does this provide flexibility for the marketer? 
7) Role-Play Marketing Strategy Exercise 

Table 3. Target Market Selection Model in Correlation to Bosonac Orthodontics          

Target 
Market 
Selection 
Model 

Correlation to Bosonac Orthodontics 

Measurable Measurable variables needed for targeting market size and purchasing power. The population of Orthodox Jews 
is 100,000. While the size is given, consumer profiles and purchasing power are lacking. Additional data should 
be collected. 

Accessible Accessibility refers to the ability to reach the target market at an affordable price. A positive attribute of a local 
newspaper with high readership is low cost per exposure. 

Substantial This is an area where Bosonac Orthodontists is lacking data. Demographic information regarding age, gender, 
job, socio-economic status, and purchasing power was unknown. 
Information regarding age was briefly discussed in the case. The median age in Ocean County dropped from 24.6 
years in 2010 to 18.5 in 2020 due to the substantial number of child births. This is a positive aspect for Bosonac 
Orthodontics given that they primarily treat children. 
Additionally, census data predicted the population to continue growing, indicated that a substantial market not 
only currently existed, but will be viable in the future. 

Differentiable Differentiability ensures that distinct target markets respond differently to marketing campaigns. This criterion 
was well outlined in the case as traditional American families engaged with digital media campaigns such as 
Instagram, Facebook, and online reviews and the Orthodox community responded well to traditional marketing 
such as newspapers. 

Actionable Actionability refers to quantifiable elements such as analytics and measurements. Analytics were not provided in 
the case but could spur a decision with the class regarding methods of measurement. 

Bosonac Orthodontics could consider continuing to al
locate resources to a primary target market of traditional 
American patients while selectively engaging the Orthodox 

market as a secondary segment. It was currently unknown 
how technology-averse the community was and how the 
marketing budget should be allocated for each target at that 

• See Other Pedagogical Materials #1 

• See Other Pedagogical Materials #2: Advertising Communications Model 

• See Other Pedagogical Materials #3: Bosonac Orthodontics Newspaper Advertisement 

• See Other Pedagogical Materials #3: Bosonac Orthodontics Newspaper Advertisement 

• See Other Pedagogical Materials #4: Print Ad Elements Theory 

• See Other Pedagogical Materials #3: Bosonac Orthodontics Newspaper Advertisement 

• See Other Pedagogical Materials #5: Pros and Cons of Newspaper Advertisements 
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Table 4. Bosonac Orthodontics and the Advertiser Communication Model        

Source Bosonac Orthodontics 

Message/
Encoding 

The price was clearly stated and easily understandable; however, Diamond top 1% could be misunderstood, as that is 
a technical term only comprehensible to those in the industry. The message needs to be re-worded. 

Channel Newspaper: The Voice 

Receiver/
Decoding 

The receiver is an individual in the Orthodox community. The consumer may not understand the association with Dr. 
Boim. This area could be further highlighted, and Jewish visuals could be integrated. 

Noise Newspapers are notorious for extensive clutter and competition from a variety of advertisers. This is an example of 
potential external noise. An example of internal noise could be a negative predisposed attitude or opinions regarding 
embarking upon business with those outside of the Orthodox community. 

Feedback Feedback from The Voice campaign could be gathered through analytic data on redemption rates. Additional 
feedback was acquired through direct customer interactions. 

time. The office must also seek additional ways to balance 
the needs of both targets. 
Promotional strategy analysis in this case aligned with 

Kotler’s promotion mix framework, which emphasizes 
matching communication channels to audience character
istics, message objectives, and environmental constraints. 
Students were required to evaluate whether traditional 
print media functioned as an effective promotional tool not 
merely in terms of reach or cost, but as a culturally ap
propriate trust-building mechanism within a technology-
averse market. Students were also encouraged to consider 
the role of word-of-mouth communication within the Or
thodox Jewish community, where tightly connected social 
networks amplify the impact of personal referrals. Unlike 
traditional advertising, referrals from trusted community 
members can significantly reduce perceived risk and accel
erate adoption of services. This prompted discussion re
garding whether Bosonac Orthodontics could formalize re
ferral-based strategies 

3) Apply the Advertiser Communication Model to        
Bosonac Orthodontics Voice Newspaper     
Advertisement (Who is the source, what is the         
channel, what is being encoded, who is the receiver,          
what is potential internal and external noises, and         
how is feedback attained?)     

Students should learn the components of the Advertiser 
Communication Model (seen in Pedagogical Materials #2) 
and apply them to the Bosonac Orthodontics newspaper 
advertisement (seen in Pedagogical Materials #3). See Table 
4 for sample student answer. 
Consumer behavior theory further informed student 

analysis, particularly concepts related to reference groups, 
trust formation, and social influence. Within the Orthodox 
Jewish community, purchasing decisions were heavily 
shaped by endorsements from trusted insiders and com
munity institutions, increasing the importance of culturally 
aligned messaging and media vehicles that reduced per
ceived risk. 

4) According to the Print Advertisement Key        
Elements Theory, which aspects of the Bosonac        
Orthodontics newspaper advertisement do you      
believe were present and effective? (Headline, Copy,        
Illustration, Signature). Also, formulate areas for       
improvement in the advertisement based upon the        
theory.  

Students should learn the components of the Print Ad 
Elements Theory (seen in Pedagogical Materials #4) and ap
ply them to the Bosonac Orthodontics newspaper adver
tisement (seen in Pedagogical Materials #3). 
While the advertisement has effective aspects, there are 

also areas for improvement. The Print Advertisement Key 
Elements theory explained that print ads should contain 
a headline, copy, illustration, and signature. Headlines 
should be creative and command attention. Commonly, a 
pun, twist, alliteration, rhyme, buzz word or some other 
unique element is integrated into a headline. 
Effective elements entail attention-getters, company 

longevity, and association with Orthodox Dentist Dr. Boim. 
The areas for improvement encompass formulating a more 
effective headline, utilizing visuals, and creating a stronger 
selling message. 

Effective 

• See Other Pedagogical Materials #2: Advertising 
Communications Model 

• See Other Pedagogical Materials #3: Bosonac Ortho
dontics Newspaper Advertisement 

• See Other Pedagogical Materials #3: Bosonac Ortho
dontics Newspaper Advertisement 

• See Other Pedagogical Materials #4: Print Ad Ele
ments Theory 

1. Copy stressed urgency: The advertisement has several 
buzz words/attention getters to promote action. Con
sumers often need to be motivated to act soon and 
feel a sense of urgency. 

2. Copy revealed company longevity: Gnanapragasam et 
al. (2018) identified that most consumers consistently 
emphasized the importance of longevity and reliabil
ity when purchasing new products. 

◦ “Limited Time Offer” 
◦ “Limited to first 20 patients” 
◦ “Exp Feb 28” 
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Ineffective 

5) Assess the decision to select The Voice as a           
primary marketing vehicle. What are the pros and         
cons of newspaper advertising and how do they         
relate to Bosonac Orthodontics The Voice       
newspaper campaign?   

Students should learn the pros and cons of newspaper 
advertisements (seen in Pedagogical Materials #5) and ap
ply them to the Bosonac Orthodontics newspaper adver
tisement (seen in Pedagogical Materials #3). 

It is important to understand the pros and cons of mar
keting mediums. A positive aspect of newspapers, as seen 
in Other Pedagogy Materials #5, is trust. Gaining trust in 
the Orthodox community can be difficult, but utilizing a 
credible source, such as The Voice, will assist in building 
goodwill. Next, the positive aspect of heritage applies as 
The Voice is a long-standing credible publication in the Or
thodox community. The Voice has a 20-year heritage. Fi
nally, the pro of targeting is applicable. The Voice was se
lected due to their niche Orthodox subscriber base. The pro 
of digital extensions is not applicable in this case, as the 
community was technology averse. 
While newspaper advertisements offer positive attrib

utes, various disadvantages exist. One of the most signifi
cant cons is the decrease in readership. In today’s digitally 
based world, consumers receive their news online in real 
time. However, this disadvantage was mitigated due to the 
lack of technology used in the Orthodox community. Poor 
image quality and short shelf life are disadvantages that ex
ist in this case and cannot be easily rectified. 

6) The Voice, and most newspapers, offer a variety          
of options for advertiser customization when       
purchasing advertising space. What options are       
available and how does this provide flexibility for         
the marketer?   

Students should view The Voice advertising rates and 
options (seen in Pedagogical Materials #6) to learn more 
about options for customization. This will provide students 
with the opportunity to consider the factors that a marketer 
would need to select when purchasing advertising space. 
Students should identify variables for customization 

such as package length, ad size, specialty positions, and ad
vertorials. 

Ad Size 

Students should consider the sizes of ads: full, half, 
quarter, and eighth. 

Specialty Positions 

The Voice offers various specialty positions entailing 
back cover, front cover, page one, and more. 

Advertorials 

A feature advertorial is $4500, and a spotlight is $2600. 
This may also be an opportunity for the educator to intro
duce new terms such as bleed rates, advertiser wear out, 
reach, and frequency. 

Package Length 

The educator could discuss the pros and cons of shorter 
verses longer package lengths and new vocabulary terms 
such as advertising wear-out and frequency. 

3. Copy included association with Dr. Boim: Trust is 
a critical element to success in the Orthodox com
munity. In this case, Dr. Boim’s presence in the ad
vertisement signaled in-group endorsement, reduc
ing perceived risk for Orthodox consumers who might 
otherwise avoid providers outside the community. 
The relationship that Dr. Bosonac forged with Dr. 
Boim was instrumental in gaining alliances with the 
community. Although Dr. Boim is now retired and 
Dr. Bosonac has completed their treatment plan, it is 
still important to inform prospective patients about 
their collaboration. However, this collaboration was 
not explained or clear. 

◦ “Servicing the Lakewood Community for over 
30 years!” 

◦ “Dr. Brian Bosonac and Formerly Dr. Boim’s Pa
tients” 

1. Lack of Headline: The top portion of a print ad typ
ically has a powerful selling message or a creative 
hook to grab a customer’s attention. A headline 
should be added for future campaigns. 

2. Lack of Illustration: Newspaper ads typically have 
poor production quality, which can deter a company 
from utilizing photos or graphics. However, this ad is 
totally void of any visual aid that could enhance the 
effectiveness. Dr. Bosonac should consider adding vi
sual aids, specifically illustrations that resonate with 
Jews such as Hebrew or Yiddish words or phrases, or 
traditional Jewish symbols, such as the star of David 
or a menorah. 

3. Unclear Copy: The selling message stated that 
Bosonac Orthodontics is a ^Diamond Top 1% 
Provider. This is a term that is only understood by 
those in the dental industry. While this is a feature 
of the practice, a clearer selling message should be 
added. It was listed in the case that Dr. Bosonac was 
named a NJ Monthly Magazine Top Dentist for the 
last 15 years. An example of a more effective message 
is “Awarded NJ Top Dentist in New Jersey for 15 con
secutive years.” 

4. Signature: The advertisements lack a logo/signature. 

• See Other Pedagogical Materials #3: Bosonac Ortho
dontics Newspaper Advertisement 

• See Other Pedagogical Materials #5: Pros and Cons of 
Newspaper Advertisements 

• See Other Pedagogical Materials #6 for Newspaper 
Pricing Packages 
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7) Role-Play Marketing Strategy Exercise      

Students are divided into small groups and assigned the 
role of a marketing consulting team hired by Bosonac Or
thodontics. Each group is responsible for proposing and 
defending a recommended marketing strategy addressing 
target market selection, positioning, and promotional exe
cution. 
Groups should justify their recommendations using: 

Suggested role assignments may include: 

Each group should prepare a brief presentation (3–5 
minutes) outlining their strategic rationale, followed by a 
class discussion comparing the trade-offs, risks, and long-
term implications of each approach. 

Conclusions  

As a result of this case, students gained hands-on expe
rience applying marketing concepts such as segmentation, 
target marketing, and advertising to a real-life situation. 
The case was grounded in theoretical frameworks, includ
ing the Advertiser Communication Model and the Print Ad
vertisement Key Elements Theory. Overall, the case enabled 
students to apply Kotler’s segmentation and target market 
selection frameworks. 

Other Pedagogical Materials #1: Target Market       
Selection Model   

Identifying the requirements for effective market seg
mentation allows companies to create marketing cam
paigns that are essential for their growth and development. 
(CommenceCRM , 2023). The five criteria for effective mar
ket segmentation are measurable, accessible, substantial, 
differentiable, and actionable. See table 5 for criteria and 
description. 

Other Pedagogical Materials #2: Advertising      
Communications Model   

Advertising is non audio-visual form of marketing that 
engages an open, non-personal message to promote a prod
uct or a service. (Intactone., 2020). Advertising communi
cation can be defined as a perception process of the source, 

a message, a communication channel, and a receiver (Intac
tone, 2020). See Figure 1 for the Advertising Communica
tion Model. (Intactone., 2020). 
Source: The source is the original source of the message 

or the advertiser. 
Message/Encoding: The encoder refers to the transmit

ter that converts the message into signals. Encoding the 
message turns it into a form which can be transmitted, 
written, oral, visual or a combination of two or more. En
coding is communicating the message in comprehensible 
terms for the customer. 
Questions to ask could entail: 

Channel: The channel is how the message is conveyed. 
Traditional marketing channels could include magazines, 
television, newspapers, direct mail, and more. Digital mar
keting channels could include social media platforms, SMS 
messaging, email marketing, and more. 
Receiver/Decoding: The receiver is the source who is 

exposed to the message. The source decodes the commu
nication. Decoding is the process of turning communica
tion into thoughts. Decoding refers to how consumers will 
understand marketing communication. Keep in mind that 
some ads do not include a lot of copy (text), so they often 
must draw conclusions or will use their existing percep
tions. 
Noise: Noise is anything which can alter or distort the 

message meant for the receiver. Internal noise includes 
personal attitudes or opinions or information processing 
whereas external noise could relate to clutter or other ad
vertisements that distract the receiver, public opinion, or 
competition. 
Feedback: Feedback in communication is the valuable 

information or response conveyed from the receiver back to 
the sender of a message. It helps in conveying how well the 
message was understood and received. Feedback is a crucial 
element in communication as it enables the sender to eval
uate and adjust their message accordingly. (Sone, 2022). 
Analytic data could be utilized to determine feedback For 
example, how many customers were generated from this 
communication. 

• Segmentation criteria (e.g., measurability, accessibil
ity, substantiality, differentiability, actionability), 

• Consumer behavior insights related to trust, refer
ence groups, and cultural norms, and 

• Promotional strategy and media selection frame
works discussed in the case. 

• Group A:  Advocates for exclusively targeting the Or
thodox Jewish community 

• Group B:  Advocates for a dual-target strategy serving 
both Orthodox Jewish and traditional American fam
ilies 

• Group C:  Advocates for refocusing on traditional 
American families with increased digital marketing 
investment 

• Does it need to be broken down or simplified for the 
receiver to understand it? 

• Do the sender and receiver use the same language, 
or will some form of translation or interpretation be 
needed? 
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Table 5. Target Market Selection Model Criteria and Description        

Target 
Market 
Selection 
Model 

Explanation 

Measurable The size and purchasing power profiles of your market should be measurable, meaning there is quantifiable data 
available about it. A consumer’s profile and data provide marketing strategists with the necessary information on 
how to carry out their campaigns. 
Always ask whether there is a market for the kind of product or service that your business wants to produce then 
define how many possible customers and consumers are in that market. 

Accessible Accessibility means that customers and consumers are easily reached at an affordable cost. This helps determine 
how certain ads can reach different target markets and how to make ads more profitable. 

Substantial The market a brand should want to penetrate should be a substantial number. You should clearly define a 
consumer’s profile by gathering data on their age, gender, job, socio-economic status, and purchasing power. Also 
determining if the population is growing or declining is valuable. 

Differentiable When segmenting the market, you should make sure that different target markets respond differently to 
different marketing strategies. If a business is only targeting one segment, then this might not be as much of an 
issue. 

Actionable Lastly, your market segments need to be actionable, meaning that they have practical value. A market segment 
should be able to respond to a certain marketing strategy or program and have outcomes that are easily 
quantifiable. 
As a business owner, it’s important to identify what kind of marketing strategies work for a certain segment. 
Once those strategies have been identified, ask yourself if the business can carry out that strategy. 

Source: CommenceCRM (2023). Five elements for effective segmentation. 
https://commence.com/blog/2021/02/18/requirements-for-segmentation 

Figure 1. Advertising Communication Model    
Source: Intactone. (2020). 

Other Pedagogical Materials #3: Bosonac      
Orthodontics Newspaper Advertisement    

Other Pedagogical Materials #4: Print      
Advertisement Key Elements Theory     

The Advertisement Key Elements Theory outlines four 
elements that should be present in effective prints ads. 
These components entail a headline, copy, illustration, and 
signature. See Table 6 for descriptions. 
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Table 6. Print Ad Key Elements Theory      

Part Description 

Headline Large font containing a creative element to serve as an attention getting such as a catchy phrase, pun, alliteration, 
rhyme. 

Copy Small print containing details such as why, where, when, etc. This will give prospective customers additional details, 
timelines, and expiration dates. 

Illustration Photographs or clipart that drawn attention to the advertisements or visually demonstration products or examples 
of work rendered, or services provided. 

Signature The logo of the company is typically present on print materials. Commonly, the logo is often placed on the bottom 
righthand side of the advertisement 

(McGraw-Hill Education, 2015, p. 228) 

Table 7. Pros of Newspaper Advertisements     

Pros Description 

Trust Elliott (2017) concluded that 56% of people believe that print marketing (i.e., newspapers and magazines) are the 
most trustworthy type of marketing. 

Heritage Long before digital and TV, and even before radio, newspapers have been a format for sharing news and advertising 
since 1704. This heritage has left an indelible imprint on the consumer psyche, and that means that even as digital is 
on the rise, some consumers will still turn to newspapers to do things like compare automotive prices, check out 
local fliers, and turn to the classified section. 

Digital 
Extensions 

Most newspapers now have websites, apps, and other technology-based platforms to work in conjunction with the 
physical paper. 

Multiple 
Options 

Newspapers also offer a variety of display options and ad sizes 

Targeting Easily able to target geographic and demographic variables 

Various cons exist with newspaper advertisements. See Table 8 for cons of newspaper advertisement. 

Table 8. Cons of Newspaper Advertisements     

Negatives Descriptions 

Decreased 
Readership 

The percentage of Americans who read newspapers has been declining in recent years, as more people turn to 
digital sources for news. Only 16% of U.S. adults reported that they read a print newspaper. (Pew Research Center, 
2021). 

Poor 
Image 
Quality 

Newspaper ads are typically in black and white and lack sophisticated photographs and imagery. 

Short Shelf 
Life 
Limited 
Audience 

A newspaper is a daily publication, which means that the advertisement will only be visible for a limited time. Once 
the next issue is printed; the ad is outdated. 
A newspaper ad only reaches people who subscribe to or buy the newspaper. This means that your ad will not be 
viewed by people who do not read newspapers and those who live outside of the paper’s circulation area. 

Clutter The term clutter describe the overwhelming number of ads in a particular media environment, making it difficult for 
any individual to stand out and be noticed. 

Other Pedagogical Materials #5: Pros and Cons of         
Newspaper Advertising   

Newspapers offer positive and negative aspects. It is im
portant for students to understand so they can weigh the 
pros and cons of this marketing medium. See Table 7 for the 
positive attributes of newspaper advertisements. 
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Other Pedagogical Materials #6: Newspaper      
Pricing Packages: Page 1     

Other Pedagogical Materials #6: Newspaper      
Pricing Packages: Page 2     
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