North American Case
Research Association
55th Annual Conference
Austin, Texas
October 23-25, 2014

Conference Proceedings

NACRA 2014 Program Committee
Randall Harris, Chair
John Gamble, Co-Chair
John Gamble and Susan Sieloff, RIP Workshop Co-Chairs
Kay Guess and Lynn Southard, Registration
Carol Cumber, Program Design
Christian Ratterman, NACRA Web Site

Thank you to our 2014 Premium Sponsor.

Thank you as well to our Conference Exhibitors.
Emerald Group Publishing Limited
Howard House
Wagon Lane
Bingley
BD16 1WA
United Kingdom
www.emeraldinsight.com

The Case Centre
Cranfield University, Wharley End
Beds MK43 0JR, UK
t +44 (0)1234 750903
e info@thecasecentre.org
http://www.thecasecentre.org/educators/

2

NACRA 2014 Proceedings

Table of Contents

4

Plenary Session – Art Thompson, University of Alabama

5

Research-in-Progress Workshop

8

New Views (Friday Afternoon Presentations and Panels)

9

Case Roundtable Track Chairs and Co-Chairs

10

Accounting, Finance and Economics Track

19

Cases in French Track

30

Cases in Spanish Track

35

Corporate Governance & Ethics Track

45

Entrepreneurship/Small Business/Family Business Track

52

Marketing and International Business Track

63

Organizational Behavior/Human Resources Track

81

Processes, Projects and Technologies Track

86

Social Entrepreneurship and Sustainability Track

92

Strategy and Policy Track

103

NACRA 2015 Call for Cases

3

Plenary Session
Migrating from Hardcopy Classroom Materials to Digitally-Delivered Materials:
How It Might Play Out

Arthur A. Thompson
John R. Miller Professor Emeritus of Business Administration
The University of Alabama

Thursday 5:00 to 6:00 p.m. Capitol Ballroom D

Arthur A. Thompson, Jr., earned his B.S. and Ph.D. degrees in economics from The University of
Tennessee, spent three years on the economics faculty at Virginia Tech, and served on the faculty of The
University of Alabama’s College of Commerce and Business Administration for 25 years. In 1974 and
again in 1982, Dr. Thompson spent semester-long sabbaticals as a visiting scholar at the Harvard
Business School. His areas of specialization are business strategy, competition and market analysis, and
the economics of business enterprises. In addition to publishing over 30 articles in some 25 different
professional and trade publications, he has authored or co-authored five textbooks and six computer-based
simulation exercises that are used in colleges and universities worldwide. He is a member of the
American Economic Association, the Academy of Management, and the Southern Management
Association. He has also served on the editorial boards of a number of journals, including the Journal of
Economics and Finance, the Journal of Management, the Journal of Management Case Studies, and the
Journal of Management Issues.
Professor Thompson’s latest textbook is titled:
Crafting & Executing Strategy: The Quest for Competitive Advantage:
Concepts and Cases, 19th Edition
Arthur A. Thompson, Jr., University of Alabama
Margaret A. Peteraf, Dartmouth College
John E. Gamble, Texas A&M University – Corpus Christi
A. J. Strickland III, University of Alabama
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NACRA 2014
Research in Progress (RIP) Workshop
Thursday October 23, Noon to 4:00 p.m.
Creekside I
(Lower Level, Second Floor)
Track Chairs
John Gamble, Texas A&M University – Corpus Christi
Susan Sieloff, Northeastern University
This session is designed to give new and aspiring case writers a deeper understanding of case research
and writing. Topics focus on the process of case research, including managing your site location,
background interviews and research in the field, and preparing to submit your work to conferences,
textbooks and journals.

Mentors
Mentors are experienced case writers who advise authors of RIP case-lets regarding how to move
forward from an interesting case idea and initial thoughts about the case learning objectives and an
applicable theoretical foundation, to a publishable case and useful instructor’s manual.
We gratefully acknowledge the insights and assistance provided by this year’s RIP mentors:
Bambi Douma, University of Montana
bambi.douma@business.umt.edu
Gina Grandy, University of Regina
gina.grandy@uregina.ca
Ray Kinnunen, Northeastern University
r.kinnunen@neu.edu
Ann Lawrence, San Jose State University
anne.lawrence@sjsu.edu
John Lawrence, University of Idaho
jjl@uidaho.edu
Bill Naumes, University of New Hampshire
Bill.Naumes@unh.edu
Peggy Naumes, University of New Hampshire
margaret.naumes@unh.edu
Ashok Rao, Rochester Institute of Technology
arao@saunders.rit.edu
Marie Rock, Bentley University
mrock@bentley.edu
Kathy Savage, Northern Arizona University
Kathryn.Savage@nau.edu
John Seeger, Bentley University
mrock@bentley.edu
Jeff Shay, Washington and Lee University
shayj@wlu.edu
Linda Swayne, University of North Carolina Charlotte leswayne@uncc.edu
Marilyn Taylor, University of Missouri- Kansas City
taylorm@umkc.edu
Rebecca Treadway, Maryville College, Rebecca.Treadway@maryvillecollege.edu
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NACRA 2014
Research in Progress (RIP) Workshop
Thursday October 23, Noon to 4 p.m.
Creekside I, (Lower Level, Second Floor)

Author/s

Case Title

Vitally I. Cherenkov

Bacchus, Plutus, and Ruslan: (St. Petersburg, Russia)

Alisa DeRoo
Lukas Thompson
Lisa Eshbach

Looking in the Rearview Mirror

Lisa Facey-Shaw
Paul Golding

CG Ltd. (Name Disguised): Creating an IT Governance Strategy

Janice Foley
Daphne Rixon

Take Two – The Emergence of the Canadian Chartered Professional
Accountant Designation

Benjamin D. Goss
Michelle DeMoss

The Cross-Promoting Coach

Chandra Hodgson

Braingasm

Adnan Hussain

Planning a Product Launch

Suresh Kalagnanam

Graamsudhaar: Implications of Companies Act 2013 – Section 135 for NGOs

Ronald Kamin, ISC, Paris

History of the Paris Saint-Germain Football Club (1970 - July 2012)

Kirti Khanzode
Krishnadas Nanath

Business Strategy Scrambled or Poached: Raju Omelet

Charles Krusekopf

Juan de Fuca Marine Trail Resort Proposal: Valuing the Environmental,
Economic and Social Impacts of Zoning Decisions

Atherine Lee
Paul Golding

From Telemarketing to Cyber Scamming

Derek Lehmberg

McDonald’s Japan in 2014

Yanxia Li
Xiujuan Jiang

Where lies the future -Luyu Group’s Strategic Transition

Elizabeth Libert
Danille Stewart
Paul Golding

CCCU and GSB Cooperative Credit Union Merger

Belaud Lydie
François Domergue

The influence of IT technologies on bank loyalty: The case of the young
workers
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James M. Modlin

A Question of Integrity

Kyleen Myrah

Lunapads International: Marketing for a Social Business

Grace O’Farrell

Losing my Mind and Values in Health Canada

Kerry Rempel

Change in Leadership: Crisis in the Organization

Scott D. Roberts
Nataly Gutiérrez

“Tú Eres Chingón – Prueba La Ch!#gona”: Examining Pizza Patrón’s InYour-Face Advertising As It Seeks to Widen Its Appeal Among Hispanic
Consumers
Power Plants, Pipelines and Peril

Sammie L. Robinson
Crissie M. Frye
Marie Rock

Student Complaints of Teacher Attitude: What to do About a Hostile
Environment for Women?

Rosalee Sawyers
Paul Golding

Case Working Title: Juici’s Dilemma

Josep M. Sayeras

Carmina y Olé

Jitendra Sharma

Sales and Operations Planning at A-CAT Corp.

Barb Stuart
Aimee Hamilton
Sean Conboy
Nicky DeFord

Trails and Glades at Vail Resorts. A Business Case for Paid Volunteerism

Saroja Subrahmanyan
Tomas Gomez-Arias

Core Foods: Product Withdrawal

Alfred G. Warner

yogaErie

Rebecca Wilson-Mah

Westin – HR and Brand Strategy
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NACRA 2014 New Views Presentations and Panels
Friday Afternoon, Oct 24
1:30 – 2:25pm How to Teach a Case (and how not to…)
Sally Baack, San Francisco State University
Armand Gilinsky, Sonoma State University
Jeff Shay, Washington & Lee University

Capitol Ballroom A

An award winning panel of case teachers will discuss teaching with the case method and present strategies for
handling common classroom situations. Attendees in this session will participate in an interactive case discussion
and debrief what happened.
1:30 – 2:25pm

The 7 Deadly Sins: Ethical Gaffes in Case Research
and Writing
Rebecca Morris, University of Nebraska Omaha
Gina Vega, Salem State University

Capitol Ballroom C

In this session, the panelists compare and contrast research and writing guidance provided by discipline-based
professional associations with typical case research and writing conventions. From this context, the panel will
identify and discuss seven deadly sins for case research and writing.
2:30 – 3:25pm

Case Teaching in Context: Adapting to Different
Student Populations and Other Variations in Course Context
James Clawson, University of Virginia
Deborah Ettington, Penn State University

Capitol Ballroom A

The session leaders will facilitate sharing among the workshop participants regarding approaches to adapting their
case teaching style to different context. Two specific contexts that will be addressed in this session include teaching
in international locations, and variations in student achievement level and class size.
2:30 – 3:25pm Editor Session – Journal of Finance Case Research
Timothy Michael, University of Houston – Clear Lake

Capitol Ballroom B

The editor, Timothy Michael, discusses publishing cases in the Journal of Finance Case Research.
2:30 – 3:25pm

Rubrics for Case Analysis:
Tools for Grading, Assessment…and Academic Rigor?
Randall Harris, Texas A&M – Corpus Christi
Cynthia Ingols, Simmons College
Susan Sieloff, Northeastern University

Capitol Ballroom C

The panelists in this workshop enter the fray regarding rubrics and their usage in the context of higher education.
Specifically, the team will discuss using rubrics for grading student case analyses. In addition, the panel will discuss
rubrics as a means for assessing student learning as part of their college’s assurance of learning (AOL) processes.
3:30 – 4:25pm Cultural Challenges for the Case Method
Jeff Shay, Washington & Lee University

Capitol Ballroom A

In this interactive session Jeff Shay will discuss how extant cross-cultural research may be applied to the case
method to achieve desired results in a diverse set of cultural contexts.
3:30 – 4:25pm Writing Publishable Teaching Cases
Bill and Peggy Naumes, University of New Hampshire

Capitol Ballroom C

Two of our most experienced case writers discuss writing and publishing case research.
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NACRA 2014
Case Roundtable Track Chairs and Co-Chairs
Accounting, Finance and Economics
Jeff Michelman, University of North Florida
Bobby Waldrup, Loyola University
Organizational Behavior/Human Resources
Katherine Breward, University of Winnipeg
Grace O’Farrell, University of Winnipeg
Cases Written in French
Ronald Kamin, ISC Paris
Sabine Ruaud, EDHEC

Cases Written in Spanish
Javier Busquets, ESADE
Jorge Gonzalez, ITESM
Corporate Governance and Ethics
Marlene Reed, Baylor University
Sally Baack, San Francisco State University
Entrepreneurship/Small Business/Family Business
Chris Cassidy, Sam Houston State University
Francine Schlosser, University of Windsor
Marketing/International Business
Javier Silva, IAE Business School
Josep Franch, ESADE
Processes, Projects and Technologies
Joan Ramon Mallart, ESADE
Social Entrepreneurship and Sustainability
Vijaya Narapareddy, University of Denver
Timothy Edlund, Morgan State University
Strategy and Policy
Gina Grandy, University of Regina
Rebecca Treadway, Maryville College
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Accounting, Finance and Economics
Track Chair and Co-Chair:
Jeff Michelman, University of North Florida
Bobby Waldrup, Loyola University

Yee-Ching Lilian Chan
Yao-Tien Lee

STARBUCKS CORPORATION: SELL OR HOLD?

Aundrea Kay Guess
Lowell Broom
James Reburn

AN EXPERT TAKES THE STAND

Francisco J. López Lubián

MANUFACTURAS LIZARD, S.A.

Jeffrey P. Shay
Scott Hoover

BITTER END YACHT CLUB

Louise Single
Steve Rosner

TAX CONFUSION AND FORM 1040 TURMOIL

Melissa Strom
Suresh Kalagnanam

VERDANT CLOTHING

Vishwanath S R
Kulbir Singh
Durga Prasad

KINGFISHER AIRLINES: A PIE IN THE SKY?

Susan White
Karen Hallows

greeNEWit: FINANCING THE NEXT LEVEL
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STARBUCKS CORPORATION: SELL OR HOLD?
Yee-Ching Lilian Chan, McMaster University
Yao-Tien Lee, McMaster University

Case Objectives and Use
The primary objective of the case is to evaluate Starbucks’ financial performance and its commitment to
investing in sustainable business practices, more specifically, the company’s ethical coffee sourcing
strategies, and then decide if Moses should continue to hold or sell his investment in Starbucks. The
assessment and decision should be framed in the context that U.S. was undergoing its tenth economic
recession since 1948.

Synopsis
Given the downward trend in the company’s stock price from October 2006 to November 2008, the case
looks at Starbucks’ performance and commitment to ethical coffee sourcing to determine if Moses
Anderson should sell or hold its investment in the company.
With the RESEARCH NOTES prepared by Moses, information about Starbucks’ history, commitment to
being a responsible corporate citizen, ethical coffee sourcing strategies, financial and operating
performance is presented in the case. The case also includes a brief description on the coffee industry and
the economic recession in the U.S. in 2008.
Starbucks is considered as one of the most socially responsible companies, as evidenced by the numerous
awards and recognitions that the company has received over the years. The company began working with
Conservation International in developing sound coffee growing practices in 1998. It has also established a
Corporate Social Responsibility Department in 1999. This further demonstrates Starbucks’ commitment
to growing coffee as a sustainable crop and investing in sustainable business practices. The company’s
reputation and image, however, was tarnished when Global Exchange threatened the company with a
national boycott at its Annual General Meeting (AGM) in March 2000 for not selling fair trade coffee in
the stores. Since then, Starbucks has focused on implementing strategies towards achieving the goal of
100% ethical coffee sourcing by 2015. In 2002, the company published its first Corporate Social
Responsibility Annual Report 2001, which is subsequently changed to the Global Responsibility Report
for Fiscal 2008 and thereafter. These CSR reports provide the public, investors, and shareholders with
more information about Starbucks’ ethical coffee sourcing strategies and sustainable business practices,
as well as other investments and involvement in social and community activities.
After reviewing the RESEARCH NOTES, Moses was ready to make a decision regarding his investments
in Starbucks, taking into account the company’s performance during the tenth economic recession in U.S.
history since 1948, and its commitment to being a socially responsible corporate citizen.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors. Contact: Yee-Ching Lilian Chan, ylchan@mcmaster.ca
DeGroote School of Busines, McMaster University, 1280 Main Street West, Hamilton, ON L8S 4M4, CANADA, Tel: 905-5259140 ext. 23974, Fax: 905-521-8995.

11

AN EXPERT TAKES THE STAND
Aundrea Kay Guess
Samford University

Lowell Broom
Samford University

James Reburn
Samford University

Case Objectives and Use
The issues that students would address in the case relate to the application of appropriate GASB standards to various
issues an expert witness faced in preparing for his court testimony. Students will evaluate the testimony of two
experts on GASB 34 and GASB 58 just as the Court judge had to do. The Governmental Not for Profit course is the
ideal place for the case to be used or in Advanced Accounting if that is where GASB is studied. The case would be
appropriate as an exam case or a capstone case. It also relates to topics students would have studied in upper
division accounting courses such as Intermediate Accounting. GASB standards and GAAP topics covered in the
questions would be familiar to students since they are covered in all courses related to reporting for governmental
and not-for-profit entities.
The case is appropriate for an upper division undergraduate or graduate course where the related topics are covered.

Synopsis
Dr. Jonathan Strauss, Accounting Professor was contacted by a group of attorneys and asked to be an expert witness
in the Jefferson County Bankruptcy Filing case. The situation had been in the news for over two years. Corruption
of every kind had led to several Commissioners, contractors and others being fined and/or sent to jail for their part in
the corruption. JPMorgan was sanctioned by the SEC and fined for their involvement in the case. Strauss read many
hundreds of pages of court documents including indenture contracts and term sheets related to the sewer system and
its Receiver, Young. Strauss discovered there would be different interpretations of GASB 34 and GASB 58 being
presented by himself and the opposing expert witness that related to how certain expenditures should be classified.
Classification of expenditures was critical because the amount of money bondholders would receive depended on
how expenditures were classified on the County’s financial statements. How would the bankruptcy court judge
rule? Which expert’s testimony would be accepted by the court?

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note were anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
Texas, October 23-25 2014. (c) 2014 by Aundrea Kay Guess, Lowell Broom, James Reburn. Contact person: Kay Guess:
aguess@samford.edu
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MANUFACTURAS LIZARD, S.A.
Francisco J. López Lubián, IE Business School
Case Objectives and Use
The case study illustrates the various issues that need to be taken into account during an acquisition process
envisaging the merger between two companies. It refers in particular to the formal aspects of the due
diligence and the agreements between the parties, and encourages a broad discussion of the main factors
that need to be negotiated in order to set a price and form of payment, bearing in mind the possible
accounting adjustments and possible tax contingencies.
The case study is aimed mainly at masters and post-graduate students, and fits in perfectly within a course
in Advanced Finance or an optional unit on Mergers and Acquisitions. It could also be used in executive
education seminars on corporate finance, mergers and acquisitions and company valuations.
Synopsis
In early June 2011, Julio Hernández, general manager of the company Plásticos Reales S.A. (PERESA),
was preparing for a meeting scheduled for the 15th at which PERESA was due to offer a revised price for
the purchase of Manufacturas Lizard S.A. As the leader of PERESA's negotiating team, Mr Hernández was
aware that the acquisition of Lizard could be a unique opportunity for the company's growth strategy. And
the upcoming meeting could be decisive for the conclusion of the operation.
This case describes in detail the process of negotiating the possible purchase of Manufacturas Lizard by
PERESA, with particular emphasis on the points concerning the agreement on the price and form of
payment, including possible accounting adjustments and tax contingencies.
One of the vendor company’s negotiating team had made a comment that summed up the state of the
negotiations at that point:
“The negotiations we began four months ago are at a critical point right now. Everything went as smooth
as silk, until we broached the minor detail of the price.”

The author developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case, instructor’s manual, and synopsis were anonymously peer reviewed and accepted by the North American Case Research
Association (NACRA) for its annual meeting, October 23-25, 2014, Austin, Texas. All rights are reserved to the author and
NACRA. © 2014 by Francisco J. López Lubián. Contact person: Francisco J. López Lubián, IE Business School, C/ Maria de
Molina, 12, 4th floor 28006 Madrid. Spain. fco.lubian@ie.edu.
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BITTER END YACHT CLUB
Jeffrey P. Shay, Washington & Lee University
Scott Hoover, Washington & Lee University
Case Objectives and Use
This case can be used in a graduate or undergraduate real estate investment course or as an undergraduate
or early graduate case for a strategic management course.
There are four main objectives of the case.
1) To expose students to the difficulties associated with valuing properties in regions where there is little
data on few comparable properties.

2) To help students consider and identify the various sources of risk for a potential development.
3) To provide students with a basic exercise in property valuation.
4) To immerse students in a situation where a final recommendation may be one in which qualitative issues
outweigh the implications of numerical calculations.

5) To help students understand the integration of financial and strategic decisions.
Synopsis
Shay and Hoover, two university professors, were hired as consultants to assist the Hokin family with
development decisions for their family-owned resort, Bitter End Yacht Club, in the British Virgin Islands.
The region around BEYC has experienced significant growth and the family seeks the consultants’ help in
assessing how to best maximize the value of the resort. Primary discussion topics include valuation,
sources of risk (e.g., market risk, execution risk, modeling risk, agency problems), the value of reducing
risk, and sensitivity analysis. BEYC operated a resort property that included 82 rooms, two bars, a
marina, a restaurant, and a watersports rental shop, but has approximately 68 acres available for
development. The resort is the center of activity for a region known as Billionaire’s Alley. As such, the
resort caters to high-end clientele. At the time of the case write-up, the Hokin family is considering
whether to develop the land by creating lots for the purpose of building high-end villas. The family might
sell lots or build villas on those lots prior to sale. Regardless, the family is interested in creating a rental
program in which BEYC would rent out the villas whenever they were not being used by their owners.
The family has no real development experience, so it has sought the advice from a business consultant
with significant experience in that part of the world. The case is written from the perspective of the
consultant and describes the difficulties associated with valuing the development and arriving at a
recommendation for the Hokin family.

The authors developed this disguised case, based on actual events, for class discussion rather than to illustrate either effective or
ineffective handling of the situation. The case, instructor’s manual, and synopsis were anonymously peer reviewed for
presentation at the NACRA 2014 Conference, Austin, TX, October 23-25, 2014. All rights are reserved to the authors and
NACRA. © 2014 by Jeffrey P. Shay. Contact person: Jeffrey P Shay, Washington & Lee University. shayj@wlu.edu.
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TAX CONFUSION AND FORM 1040 TURMOIL
Louise Single, St. Edward’s University
Steve Rosner, St. Edward’s University

Case Objectives and Use
The case presents the dilemma of a young couple trying to decide which of two tax returns to file. The
returns are based on the same information but report the information differently resulting in very different
refund amounts. Students are asked to review the two tax returns and relevant supporting documents, and
to evaluate the information in order to determine which tax return, if either, is correct. The students must
try to come up with hypotheses about why the returns differ in order to generate a set of questions that
they would ask if they were consulted by the couple. The case is suitable for use as a comprehensive endof-course exercise in an undergraduate or graduate level course in Individual Federal Taxation, and
includes material for classroom discussion as well as for outside of class research and professional
communication of tax advice. Form 1040 Schedules A and C are the main focus of the discussion.
The learning objectives are to:
1. Review client-provided tax information and apply the tax law learned during the semester to
identify the correct presentation of the items in the tax return. Identify potential controversial
issues that might come up in an audit.
2. Recognize where additional information is needed in order to prepare an accurate return.
3. Review tax law and professional literature to evaluate the legitimacy and advisability of the
office-in-the-home deduction claimed by the taxpayers.
4. Evaluate source documents and professional tax research sources to identify tax planning
opportunities for retirement savings.
Synopsis
This case in the area of Individual Federal Taxation describes the dilemma faced by a real young couple,
Stella and Louis Markham, who were trying to file an accurate 1040 for the 2012 tax year. The couple
visited the office of a national chain of walk-in tax return preparation services, Taxes-Don’t-Faze-Us, but
lost confidence in the preparer who helped them and were disappointed in the amount of their tax refund
which was much lower than they had anticipated.
They decided to try preparing the tax return themselves using a popular tax return preparation software
package, Itzezy Tax. Their self-prepared 1040, which includes Schedule A itemized deductions and a
Schedule C, appeared to be more accurate and their refund much higher than on the 1040 that was
completed by the walk-in service, but they were still confused about why the results were so different. In
a final attempt to produce an accurate tax return they turned to a CPA for advice regarding which return
they should file. The case materials include actual tax return data and source documents although all
names have been fictionalized.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
TX, October 23-25, 2014. © 2014 by Louise E. Single and Steven Rosner. Contact person: Louise Single, St. Edward’s
University, 3001 S. Congress Ave., Austin, Texas 78704, (512)492-3114, louises@stedwards.edu.
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VERDANT CLOTHING
Melissa Strom, University of Saskatchewan
Suresh Kalagnanam, University of Saskatchewan

Case Objectives and Use
The case is suitable for use in introductory and senior undergraduate courses, as well as graduate courses,
in management accounting. The case may also be used in a course dealing with environmental
management. It provides the opportunity for instructors to emphasize different topics to suit their course
content (a focus on fundamentals in an introductory management accounting course or a focus on
environmental value in a more senior or a graduate level course).
More specifically the five learning objectives of the case are as follows: (1) Defining environmental
objectives and measuring progress towards reducing impact on the environment, (2) Integrating
environment into decision making, (3) Analyzing investment options, (4) Understanding and
implementing Environmental Management Accounting and (5) Measuring environmental value.
Keywords: environmental responsibility, management accounting, decision making, performance
reporting
Synopsis
This case, using the context of a fictitious clothing manufacturer, introduces the idea of integrating
environment into decision making. Broadly speaking it covers a topic of societal importance and
addresses the challenges facing a business when attempting to integrate multiple priorities, and the
potential trade-offs that may be necessary to consider as part of management’s decision making
processes. The conversational style of the case provides a sense of realism of the issues identified in the
case and forces students to identify the issues from the conversations presented in the case.
The teaching notes also include references to efforts made by PUMA to integrate environment into its
decision making as well as its developments on the reporting side, particularly its recently published
environmental profit and loss report.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors.
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KINGFISHER AIRLINES: A PIE IN THE SKY?
Vishwanath S R, BML Munjal University, India
Kulbir Singh, Institute of Management Technology, Nagpur, India
Durga Prasad, T A Pai Management Institute, India

Case Objectives and Use
The case has the following pedagogic objectives:
1. Analyze a corporate restructuring program undertaken by a large Indian company. Assess the
impediments to restructuring in countries like India.
2. To highlight the interaction between financing policy and corporate strategy
3. To introduce students to issues surrounding a typical restructuring
4. To introduce a four part framework to analyze companies
The case can be used in courses such as Mergers, Acquisitions and Corporate Restructuring, Business
Analysis & Valuation and Advanced Corporate Finance. The case is suitable for MBA and Executive
MBA programs.

Synopsis
A large Indian airline company experiences severe financial difficulty brought on by poor management
practices, an ill-conceived capital expenditure plan, and an industry recession. The company is in the
process of restructuring its assets, liabilities and manpower. Students are required to assess the debt
restructuring plan, determine if the company is viable and decide whether they would invest in the
company. The case teaches how to restructure a troubled firm in an emerging market like India where
significant constraints on companies' ability to restructure debt (or lay off employees) exist.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
TX, October 23-25, 2014. © 2014 by Vishwanath S R, Kulbir Singh and Durga Prasad. Contact person: Vishwanath S R, BML
Munjal University, 67th KM Stone, NH-8, Dist. Gurgaon, 123413 Haryana, e-mail: srvishy@gmail.com , and phone: 918295200166
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greeNEWit: FINANCING THE NEXT LEVEL
Susan White, University of Maryland
Karen Hallows, University of Maryland
Case Objectives and Use
This case is intended for an advanced undergraduate finance elective or for an MBA elective. It has been
used in an undergraduate Advanced Financial Management course, where students prepared
recommendations for greeNEWit’s founder. greeNEWit has dreams of becoming a nationwide smart grid
integration firm and its sales have grown exponentially in recent years.
Learning Objectives
Specifically, the case provides students with an opportunity to:
- Perform a financial statement and ratio analysis
- Evaluate sources of debt financing including bank loans, and Small Business Administration
loans.
- Evaluate debt/equity/hybrid sources of financing such as venture capital, angel investors, or an
equity partner.
- Calculate a value for a young, growing firm using discounted cash flow and comparable multiples
analysis.
- Determine an appropriate cost of capital for this young, growing firm.
- Create pro form income statement and balance sheet for greeNEWit, to help determine the
amount of future financing needed by the firm.

Synopsis
greeNEWit is an energy audit company located in Columbia, Maryland. The firm’s three founders
financed their start-up through loans from friends and family and an aggressive use of credit cards. Now
the business is established, showing an exponential growth in revenues in a short time. Founder Josh
Notes believes there is a billion dollar market available for the taking in the area of smart grid integration,
citing Google mega million acquisition of Nest, a smart thermometer manufacturer. greeNEWit has been
able to obtain limited bank financing but needs more to move into nationwide smart grid integration.
Possibilities include additional bank loans, angel investors or venture capital, or an equity partner.
greeNEWit needs to get an idea of firm value in order to correctly price a share of the firm and investigate
all sources of financing before choosing a direction for their next step.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors.

18

Cases Written in French
Track Chair and Co-Chair:
Ronald Kamin, ISC Paris
Sabine Ruaud, EDHEC

Claire C. Auplat
Daniel Bernard

EAM : LES DEFIS DE L’ECO-CONCEPTION
POUR LES INDUSTRIES DE POINTE

Lydie Belaud
François Domergue

L’IMPACT DES TIC SUR LA FIDELISATION
BANCAIRE AUPRES DU MARCHE DES
JENUES ACTIFS
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EAM : LES DEFIS DE L’ECO-CONCEPTION POUR LES INDUSTRIES DE POINTE
Claire C. Auplat, Novancia Business School and Paris Dauphine University
Daniel Bernard, NanoKEM Consuting and CEA

Case Objectives and Use
Le cas peut être utilisé dans des formations multidisciplinaires, en formation continue ou en Master. Pour
les étudiants d’écoles d’ingénieurs ou de programmes universitaires scientifiques, il offre une mise en
situation concrète de problématiques liées à la commercialisation de l’innovation de pointe. Pour les
étudiants en formation de type management ou business, il permet une ouverture sur un secteur souvent
mal connu bien qu’ayant un poids extrêmement important dans l’économie : celui de la chimie de pointe.
Le cas a l’avantage de ne pas nécessiter de prérequis scientifique particulier. Ses objectifs pédagogiques
sont :




Maîtriser les dynamiques de la chaîne de valeur dans une situation d’innovation radicale
Acquérir les connaissances fondamentales des marchés des nanomatériaux
Aider les (futurs) managers à prendre des décisions stratégiques de business development

Synopsis
Ce cas utilise une société fictive, le groupe chimique EAM, leader Européen dans le développement et la
production de matériaux de performance répondant aux besoins des nouvelles technologies. Il s’agit pour
EAM de produire des composants permettant d’obtenir des nouveaux matériaux multifonctionnels plus
résistants mécaniquement, et présentant des propriétés optiques, thermiques et électriques originales. Un
objectif d’EAM est d’apporter à ses clients des solutions concrètes pour relever les défis du changement
climatique, de l’accès à l’eau potable, de la préservation des ressources fossiles et de l’accès à des
énergies alternatives. Le groupe EAM est implanté en France depuis ses origines, mais doit décider s’il
poursuit le développement de l’une de ses activités en France, ou à l’étranger.
Le cas permet d’aborder les problématiques de l’écoconception, du business développement, ainsi que du
management stratégique de l’innovation au niveau industriel. L’apprenant est dans la position d’un des
membres du conseil d’administration d’EAM, et le groupe doit décider s’il renforce son développement
en France ou s’il délocalise la production, en adoptant ou non une démarche intégrée d’écoconception.
Les questions de la règlementation et de l’acceptation sociétale des industries de pointe ainsi que le
management stratégique de l’innovation sont au cœur des débats qui sous-tendent l’analyse du cas. Il
s’agit donc d’apporter des éléments clés pour traiter des questions pratiques liées au développement
durable et à la compétitivité de l’industrie chimique française.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors.
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L’IMPACT DES TIC SUR LA FIDELISATION BANCAIRE AUPRES DU MARCHE DES
JENUES ACTIFS
Lydie Belaud, INSEEC
François Domergue, INSEEC

Case Objectives and Use
Les objectifs du cas sont d’appréhender le concept de fidélisation dans le secteur bancassurance et d’en
exploiter les dimensions de façon à créer une stratégie de marketing web et mobile performante. Ce cas
permet d’appréhender le concept de marketing des services et de fidélisation bancaire. Cela permettra de
les sensibiliser à une nouvelle politique client avec l’aide conjointe d’outils usuels et de nouveaux outils
de marketing web et mobile. Par ailleurs, ce cas s’inscrira dans une double démarche de marketing et de
macroéconomie bancaire avec l’élaboration de scénarios visant à construire un tableau de bord bancaire et
financier standardisé.
Ce cas permettra notamment d’approfondir le modèle expérientiel d’Holbroock et Hirschman vers une
perspective d’expérience de consommation de service et le modèle de Porter insistant sur la notion de chaîne
de valeur qui est le développement d’un avantage compétitif sur le marché.

Synopsis
La fidélisation permet aux banques et assurances de conserver leurs clients sur le long terme et diminuer le
risque de départ pour un concurrent. Les jeunes constituent l’une des cibles privilégiées des banques. En
France (Insee, 2013) ce segment représente plus de 20 millions de personnes. Depuis peu, les jeunes actifs
s’équipent de plus en plus en produits bancaires. C’est la raison pour laquelle, la Société Générale livre
avec ses concurrents une lutte sans merci pour capter les clients au plus tôt, à moindre coût, les fidéliser et
faire évoluer leur image auprès de cette population. L’enjeu réside dans l’acquisition et surtout dans la
fidélisation de ces clients à fort potentiel, mais au demeurant très inconstants. Le consommateur est
exigeant. Il connait son pouvoir de négociation et ne manque pas d’y avoir recours ce qui entraîne les
institutions bancaires et d’assurances à repenser leur approche traditionnelle pour préserver, voire même
acquérir de nouvelles parts de marché. La Société Générale décide de privilégier plus spécifiquement la
cible des étudiants en fin de cycle, car c’est une étape particulière pour conquérir et fidéliser un client et
l’accompagner dans l’ensemble de ses projets. C’est aussi une catégorie socio-professionnelle dont les
revenus peuvent progresser rapidement favorisant des projets immobiliers ou personnels, important vecteur
de fidélisation sur le marché bancaire. Les étudiants auront accès à un dossier exhaustif des principales
banques françaises dans une perspective de fidélisation du segment des jeunes diplômés dans l’objectif de
construire un programme de fidélisation le plus efficient possible. Les étudiants seront conduits à critiquer
le site web « Filigrane » de la Société Générale. Puis, ils devront réfléchir à la dynamisation d’une page
Facebook voire d’autres réseaux sociaux (Twitter, Pinterest, Chaine TV, YouTube…). Ils pourront explorer
d’autres canaux tels que les applications mobiles et proposer ultimement une stratégie de développement
en produisant une maquette papier pour une application mobile et une interface en couleur argumentée et
détaillée.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors.
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AGRIFRUITS : STRATEGIE D’UNE PME DE FAMILLE DANS LE MONDE DES
AGRUMES AU MAROC
Jeanine Billet, Groupe ESC Pau

Case Objectives and Use
Le challenge est le suivant :
Vous êtes engagé(e) en tant que consultant junior, au sein de la PME familiale AGRIFRUITS.
Vous êtes mandaté(e) par les codirigeants, Abdel et Ahmed, pour conduire un audit de leur entreprise.
Vous devrez analyser les évolutions et attentes des marchés nationaux et étrangers et faire des
propositions sur la stratégie à mener, tout en prenant en compte que cette entreprise sera transmise dans
les 5 ans à venir à la nouvelle génération.

Synopsis
La PME AGRIFRUITS est une entreprise, de la région de Souss Massa Drâa au Maroc, qui intervient
dans le secteur du conditionnement des agrumes. A l’origine, cette entreprise, de 20 salariés, est
spécialisée dans le conditionnement des agrumes. Elle est, implantée à Ait Melloul, au cœur du site
industriel.
Aujourd’hui : il y a 155 personnes qui travaillent dans cette PME agroalimentaire. Les dirigeants
cherchent à assoir à long terme leur entreprise, afin de la développer, toujours plus, pour rechercher une
valorisation de cette dernière. Leur devise : « Apporter toujours plus, en qualité et en Services ».
Leur objectif est de partir à la conquête de nouveaux marchés, tout en augmentant la production de base.
Leur objectif est de viser à être indépendant des producteurs externes pour développer une production
propre. Ainsi, pour rester dans la course, les dirigeants D’AGRIFRUITS doivent en permanence
développer de nouvelles stratégies pour soutenir leur croissance et asseoir leur pérennité.
Les 2 frères, Abdel et Ahmed, envisagent de transmettre dans les 5 ans à venir leur entreprise à leurs
enfants.
Vous êtes mandaté(e) par les codirigeants, Abdel et Ahmed, pour conduire un audit de leur entreprise,
AGRIFRUITS, en tant que consultant junior.
Vous devrez analyser les évolutions et attentes des marchés nationaux et étrangers et faire des
propositions sur la stratégie à mener, tout en prenant en compte que cette entreprise sera transmise dans
les 5 ans à venir à la nouvelle génération. Ceci vous permettra de présenter le carnet de route de cette
PME familiale aux dirigeants, pour les 5 ans à venir, au niveau de : la Vision, de la Vocation, des
Missions attendues, des Objectifs prioritaires à mettre en place et des choix stratégiques et d’exportation à
réaliser.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors.
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SEGMENTATION DU PORTEFEUILLE « PROFESSIONNELS »
APPLICATION AU DOMAINE BANCAIRE
François Cazals, ISC PARIS
Thierry Delecolle, ISC PARIS
Case Objectives and Use
Tester les compétences en gestion de la relation client de l’étudiant.
3 compétences sont particulièrement attendues
- Analyse
- Segmentation et ciblage
- Positionnement de l’offre actuelle (et éventuellement proposition d’un programme relationnel
complémentaire)
Le cas « segmentation du portefeuille professionnels » a été conçu pour illustrer des cours de marketing
relationnel / gestion de la relation client. Il place l’étudiant dans la position d’un candidat à un poste de
consultant junior au sein du cabinet de conseil en marketing et stratégie Distriforce qui souhaite tester ses
compétences analytiques et marketing. Il vise plus particulièrement à tester les compétences en gestion de
la relation client de l’étudiant (Analyse, Segmentation et ciblage, Positionnement de l’offre actuelle et
éventuellement proposition d’un programme relationnel complémentaire).

Synopsis
Vous souhaitez intégrer le cabinet de conseil Distriforce, qui a décidé de tester vos compétences
analytiques et créatives en vous faisant travailler sur les données d’une mission quelques mois
auparavant.
Vous devez accompagner l’équipe marketing chargée d’optimiser les actions auprès des professionnels
déjà clients de la banque « Méditerranée ». A partir des données mises à votre disposition par votre
direction marketing et votre direction des études informatiques et de votre expérience personnelle (de
consommateur/trice et de collaborateur/trice en entreprise), il vous est demandé :
1/ De réaliser un diagnostic interne et externe de la banque Méditerranée, au travers d’un SWOT de
synthèse.
2/ D’élaborer votre stratégie Produits/marchés sur le marché professionnels
3/ Pour les cibles que vous jugerez absolument prioritaires, construire l’ébauche de votre stratégie
relationnelle (la banque Méditerranée n’a pas encore formalisé de programme relationnel. Elle ne propose
qu’un programme de parrainage aux professionnels qui se voient remettre 70 euros de chèques cadeaux
lorsque l’un de leur contact ouvre un compte professionnel). Le budget économisé devrait lui permettre de
formaliser des actions relationnelles pour certaines cibles.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors.
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VERNON-SPRINGS:
MARKETING ACHAT / MUTUALISATION DANS L’INDUSTRIE DU PARFUM
Jean Chassaigne, INSEEC
Case Objectives and Use
Ce cas s’inscrit dans les stratégies classiques de fusion-acquisition, appliqué au domaine de la supply-chain,
avec un focus particulier sur les achats.
Le scénario s’appuie d’une part sur un des secteurs clé de l’industrie française du luxe (exportateur
excédentaire), la parfumerie, et d’autre part sur le devenir d’une PME historique, à une période charnière
de son histoire : en effet, le fondateur et dirigeant cède sa place à sa fille, et ou des choix stratégiques
s’imposent à elle.
La méthode pédagogique utilisée et la scénarisation du cas permettront à l’apprenant, de part cette approche
par étapes, de construire une stratégie Achat par degré croissant de difficulté, dans un environnement de
complexité organisationnelle lui aussi croissant. Il s'adresse à des étudiants de 2ème ou 3ème année en
grandes écoles de commerce et de gestion, aux étudiants des universités en Bachelor ou Master, ainsi qu’aux
responsables d'entreprise dans le cadre de programmes de formation continue.
Synopsis
Dans le cadre de l’industrie du parfum de luxe, Aurélie VERNON-DECAZES, petite-fille et héritière du
fondateur historique Louis VERNON, vient d’arriver à la tête de cette vieille et noble maison de hauteparfumerie française.
VERNON est une des dernières PME indépendante dans le secteur des parfums de luxe qui conçoit, produit
et distribue ces propres parfums, en face des monstres du secteur (L’OREAL, LVMH, Hermès…).
VERNON table sur la bonne santé de du secteur du parfum pour le rester (suite à une analyse du secteur
qu’Aurélie devra opérer). Mais pour rester indépendante, Aurélie VERNON-DECAZES se doit de faire un
effort de compétitivité.
A cette fin, elle décide alors de recruter un nouvel acheteur à qui elle propose d’utiliser la méthode de
segmentation pour rationaliser les achats.
Mais Aurélie doit très vite se confronter à un nouvel enjeu. D’une part, surfant sur le maintien de la
consommation dans l’industrie du luxe, elle souhaite se développer par acquisition, sachant que VERNON
est en dessous de la taille critique permettant à ce type de PME de survivre. Elle réalise alors ce projet en
rachetant la branche « Parfums » la société SPRINGS.
Dans le cadre de l’intégration de la branche parfums SPRINGS à la structure VERNON, Aurélie souhaite
utiliser la même méthode de segmentation pour SPRINGS.
Mais l’offre de rachat de VERNON faite à Aurélie par une grande maison de luxe modifie la vision
stratégique de sa société : si ce rachat était effectif, elle intégrerait ce nouveau groupe, dont elle serait
nommée directrice des Achats : elle devra ainsi analyser à quelles conditions elle pourra y entreprendre une
démarche de mutualisation des achats.
The author developed this case, based on actual events, for class discussion rather than to illustrate either effective or ineffective
handling of the situation. Names of people and institutions have been disguised. The case, instructor’s manual, and synopsis were
anonymously peer reviewed and accepted by the North American Case Research Association (NACRA) for its annual meeting,
October 23-25, 2014, Austin, Texas. All rights are reserved to the authors and NACRA. © 2014 by Jean Chassaigne Contact person:
Jean Chassaigne, INSEEC, 19, quai de Bacalan, 33000 Bordeaux Cedex, France, 33-5-56007373, mchassaignejean@orange.fr
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RESPONSABILITE SOCIETALE DES ENTREPRISES (RSE) :
UN NOUVEAU DEFI POUR AIRBUS GROUP ?
Nabyla Daidj, Institut Mines-Telecom &Telecom Ecole de Management
Marie-Catherine Idiart, Optipeda
Franck Verdun, Verdun Verniole Avocats
Case Objectives and Use
L’objectif général du cas est de développer une capacité d’analyse et de synthèse d’une situation
complexe d’une grande entreprise internationale confrontée à des problématiques récentes liées à la
responsabilité sociétale des entreprises (RSE) et à la mise en conformité (compliance). Aujourd’hui, les
entreprises doivent prendre en considération dans leur stratégie les valeurs communes, la culture
d’entreprise et le sentiment d’appartenance des salariés à leur entreprise. AIRBUS Group n’échappe pas à
la règle. AIRBUS bénéficie certes d’une forte notoriété dans ses marchés domestiques, mais qu’en est-il
de l’identité d’entreprise au niveau mondial et de sa prise de conscience en termes de RSE ? Ce cas est
destiné à un large public d’étudiants (Universités, Ecoles de commerce et d’ingénieurs) de niveau master
(M1 et M2).
Synopsis
AIRBUS est le leader européen de l'aéronautique, de l'espace et de la défense. Le groupe a été fondé en
2000 à la suite de la fusion de trois compagnies d'origine allemande, française et espagnole. Il est
désormais présent dans le monde entier et se positionne, aux côtés de l'Américain Boeing, comme l'un des
deux leaders de l'aviation AIRBUS est également le leader mondial de la production d'hélicoptères, via
Eurocopter, et le 3ème fabricant mondial de systèmes spatiaux via Astrium.
Le 2 janvier 2014, le président exécutif d'EADS Tom Enders a levé le voile sur Airbus Group, la nouvelle
identité du groupe européen d'aéronautique et de défense (ex- EADS). Quelques mois après avoir remanié
en profondeur sa gouvernance, le groupe européen d'aérospatiale et de défense se réorganise autour de
trois divisions déclinées sous l'appellation Airbus, sa marque phare : Airbus (avions civils), Airbus
Defense & Space (Cassidian, Airbus Military et Astrium) et Airbus Helicopters (Eurocopter).
Les enjeux actuels pour Airbus Group sont multiples : poursuite de son internationalisation, renforcement
de son positionnement dans une filière aérospatiale en mutation et dans un contexte mondial de plus en
plus concurrentiel. Comme d’autres groupes présents à l’international, Airbus est confronté à de
nombreux risques de toute nature (connus et inconnus) susceptibles d’affecter sa stratégie et plus
précisément ses performances commerciales, industrielles, technologiques et financières. Cette analyse
des facteurs de risques vise à une meilleure anticipation par Airbus des conditions externes dans
lesquelles le groupe opère. Cette démarche est étroitement liée aux pratiques récentes qu’Airbus cherche à
développer en matière de RSE.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
TX, October 23-25, 2014. © 2014 by Nabyla Daidj, Marie-Catherine Idiart and Franck Verdun. Contact person: Nabyla Daidj,
Institut Mines Telecom, Telecom Ecole de Management, 9 rue Charles Fourier, Evry, 91011, France, 33-1-60764141,
nabyla.daidj@elecom-em.eu
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AETLIGHTING :
RE-BOOSTER LE CA PAR LE BIAIS D’UN PLAN DE COMMUNICATION
Dr. Frédéric Dosquet, ESCPAU
Isabelle Jodas, AET
Ouahiba Badroune, AET
Case Objectives and Use
Ce cas est un cas réel d’entreprise confronté à plusieurs changements de son environnement. Ceux-ci
mettent en péril l’activité « vitrine » de l’entreprise, à savoir le « lighting » de bâtiments et monuments au
premier chef celui de la Tour Eiffel de Paris. Ce cas est utilisable pédagogiquement en cours auprès d’un
public de 3eme et 4eme années de Business School. Les objectifs sont:


Réaliser un diagnostic externe d’une entreprise,



Décider du choix des cibles à séduire,



Réaliser un plan de communication chiffré.
Synopsis

L’entreprise AET souhaite re-booster son activité lighting (illumination de monuments et de bâtiments
publics). Cette PME s’est en effet fait connaître du monde entier en décrochant en 2003, le contrat de
l’illumination de la Tour Eiffel. Mais depuis, son activité lighting a bien du mal à se développer. Les
raisons sont nombreuses, émanant tant de la demande que des offres concurrentielles.
La crise économique cumulée à une recherche de diminution de la consommation électrique de la part des
donneurs d’ordre (municipalités, gestionnaires de bâtiments et monuments) met à mal ce secteur
d’activité. D’autre part, des sociétés concurrentes ayant la particularité d’être pour certaines d’entre elles,
des fournisseurs de AET ont ces dernières années pris des parts de marché et ont ainsi pu asseoir leur
légitimité à proposer l’activité du lighting.
AET se retrouve donc confrontée à, d’une part, son peu de moyens d’investissement afin de développer sa
notoriété. D’autre part à la puissance de grands groupes qui sont devenus des acteurs majeurs du lighting.
Le cas propose donc de faire une analyse classique du marché du lighting en France à l’aide des outils
classiques (Pestel, Porter, Fcs). Puis de proposer un plan de communication afin de contacter les cibles
prescriptrices. L’ensemble des tarifs publicitaires actuels est proposé afin que les étudiants puissent
construire un plan de communication chiffré.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors.
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SHISEIDO :
VERS UNE STRATEGIE DE REBOND !
Philippe Rebiere, ICN Business School
Case Objectives and Use
Le cas est centré sur les questions clés qu’un groupe est amené à se poser face à de fortes difficultés.
Les objectifs du cas sont :
1. Entraîner les étudiants à la compréhension et à l’analyse des problèmes stratégiques.
2. Inciter les étudiants à l’utilisation d’un cadre conceptuel d’analyse pour leur permettre d’identifier
des problèmes complexes et suggérer des options alternatives.
3. Identifier les événements qui agissent en tant que stimuli pour le changement stratégique.
4. Apprécier les aspects de l’environnement internes et externes de la firme qui peuvent influencer
les décisions stratégiques dans le long terme.
5. Développer des aptitudes à la prise de décision pour traiter des questions managériales
complexes.
Le cas est adapté pour illustrer un cours de management stratégique.
Le cas Shiseido offre à l'étudiant la possibilité d'appliquer des concepts, des compétences et des
techniques face à une problématique ancrée dans la réalité de la vie des affaires.
Synopsis
Shiseido, une des plus grandes sociétés mondiale de cosmétiques, a reçu un choc en 2013, lorsque son
cours de bourse a chuté alors que la direction avait mis en garde les investisseurs que le bénéfice serait
plus faible que prévu. Ses ventes se sont affaiblies quand les rivaux ont commencé à attaquer sa position
retranchée sur ses marchés émergents. L'entreprise, qui est en concurrence avec L'Oréal en France et
Estée Lauder aux Etats Unis sur la vente de produits cosmétiques haut de gamme, a observé la baisse de
sa part de marché sur les marchés asiatiques au cours des dernières années. La concurrence des rivaux
orientés vers des produits à plus bas prix s’est accrue. Une révision en profondeur des marques Shiseido a
révélé que les marques n’atteignaient pas les résultats aussi encourageants que les marques de ses rivaux.
La Direction de Shiseido a réalisé qu'elle n'avait pas d’autre choix que d’entreprendre de profondes
réformes structurelles. Shiseido cherche à mettre en place une stratégie globale basée sur « la sélection et
la focalisation ».
L’objectif du groupe est de ne conserver que ses activités les plus rentables, et de mettre davantage le cap
sur l'Asie. L’entreprise se positionne dans la catégorie des soins professionnels sur sa marque phare
Shiseido, « en forte croissance, notamment au Japon et en Chine », et sur les produits Joico, « en pleine
expansion aux Etats-Unis ainsi qu’en Europe ». Le groupe cherche à s’appuyer sur ses forces pour
reconquérir la confiance des consommateurs.
L’effort est porté sur son marché domestique, sur la Chine et sur l’activité acquise Bare Escentuals en
spécifiant clairement les marques et les lignes de produits. Le groupe a mis en place des réformes
concernant la structure du groupe lui permettant de franchir les obstacles à la croissance. Après ces
changements, la société sera-t-elle mieux préparée pour affronter la concurrence ?
L’auteur a développé ce cas pour une libre discussion en classe. Le cas et la note pédagogique ont été revus de façon anonyme
pour la présentation lors de la conférence annuelle NACRA 2014, du 24-25 octobre 2014 à Austin TX.
2014 par Philippe REBIERE-ICN Business School Nancy Metz. Contact: philippe.rebiee@icn-groupe.fr
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DOMYOS OU LA REVOLUTION DU FITNESS
CREER DE NOUVELLES EXPERIENCES UTILISATEURS PAR MOTIVATIONS ET
OBJECTIFS : FOCUS SUR LE BODY ENERGY
Sabine Ruaud
Edhec Business School, Lille, France

Véronique Boulocher
Brighton Business School, UK

Case Objectives and Use
Ce cas pose la problématique de l’innovation et des choix stratégiques et opérationnels à mener. Il trouvera
sa place dans un cours de lancement de nouveaux concepts. Il illustre toute la difficulté à faire émerger une
idée d’innovation, à la transformer en concept marketing après en avoir évalué la pertinence, et à en faire
un « produit » destiné à être commercialisé (nom, prix, actions de communication, etc.). Il s'adresse à des
étudiants de 2ème ou 3ème année en grandes écoles de commerce et de gestion, aux étudiants des universités
en Bachelor ou Master, ainsi qu’aux responsables d'entreprise dans le cadre de programmes de formation
continue.

Synopsis
Créée en 1998, Domyos est l’une des 21 marques Passion du Réseau Oxylane. Elle est dédiée au fitness, à
la danse, à la musculation et aux sports de combat. Le rêve de Domyos est de devenir le leader mondial sur
le marché du fitness et d’être la marque préférée des pratiquants de ce sport dans le monde entier. Pour
remporter ce challenge, l’entreprise doit innover en tenant compte des évolutions économiques,
géopolitiques, sociétales mais aussi des besoins latents et/ou conscients de ses futurs clients. Elle a débuté
une réflexion qui vise à faire évoluer ses panoplies produits/services, actuellement conçues pour la pratique
(du fitness, de la musculation, etc.) vers une nouvelle catégorie d’offre complète de produits/services
développés par… expériences. Une étude interne a permis d’identifier cinq expériences sportives
utilisateurs uniques basées sur des objectifs clairement définis :
- Feel Beautiful – Feel Confident : des pratiques pour être bien dans son corps, bien dans sa tête ;
- Feel Strong : des pratiques pour se dessiner et développer sa puissance ;
- Express Yourself : des pratiques pour créer et expérimenter le côté artistique du sport ;
- Relax & Balance : des pratiques pour trouver son équilibre, sa concentration ;
- Body Energy : des pratiques pour un plaisir et des sensations maximales.
L’entreprise souhaite donner la priorité à l’expérience Body Energy, qui correspond aux pratiques visant
à relâcher son énergie, à charger et décharger ses « batteries », à dépasser ses limites… tout en s’amusant !
Charlotte Poumaere, Responsable internationale du secteur fitness, vous demande donc d’élaborer une offre
visionnaire, déclinable à l’international, qui permette d’étendre le marché existant mais aussi de créer de
nouvelles opportunités de business pour la marque.

The authors developed this case, based on actual events, for class discussion rather than to illustrate either effective or ineffective
handling of the situation. Names of people and institutions have been disguised. The case, instructor’s manual, and synopsis were
anonymously peer reviewed and accepted by the North American Case Research Association (NACRA) for its annual meeting,
October 23-25, 2014, Austin, Texas. All rights are reserved to the authors and NACRA. © 2004 by Sabine Ruaud and Véronique
Boulocher. Contact person: Sabine Ruaud, Edhec Business School, 24 avenue Gustave Delory, 59057 Roubaix Cedex, France,
33-3-20154539, sabine.ruaud@edhec.edu
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CORRUPTION & COMPAGNIE
Bertrand Venard, Nantes School of Management

Case Objectives and Use
- Amener les étudiants à analyser le phénomène de la fraude.
- Leur faire adopter différents points de vue sur la fraude dans les organisations.
- Découvrir un environnement particulier dans lequel la corruption est un mal endémique : les pays
émergents (en particulier le Vietnam).
- Inciter les étudiants à proposer des solutions pour développer la lutte contre la fraude.
The case provides a complete description of the context and the events. It could be used with Business
Ethics students (graduates and undergraduates) studying frauds / corruption. It could also be used with
students at the same level in a Strategy course on alliance and cooperation or international strategy.

Synopsis
The case concerns an alliance in Vietnam between a French private chemical company and a public
Vietnamese company.
Important investments to upgrade factories in North and South Vietnam were made from 2012 to 2014.
However, the two French expatriates managing the alliance realized that some frauds were being committed
by the Purchasing Director, a well-connected Vietnamese. Asking for frequent help from their headquarters
in Paris, the expatriates received no instructions from their hierarchy. After firing the Purchasing Director,
the alliance started to encounter difficulties with the local authorities. C&C then decided on an internal
investigation which resulted in the dismissal of the two French executives who, despite being honest, put
the alliance at risk.
Based on true events, the name of the company and people involved have been changed to keep the case
anonymous.

The author developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the author.
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Cases Written in Spanish
Track Chair and Co-Chair:
Javier Busquets, ESADE
Jorge Gonzalez, ITESM

Ernesto Barrera
Alejandro Moreno-Salamanca
Felipe Cortés-Ortiz

FUNDACIÓN JUANFE: ESCALANDO UN
MODELO DE INNOVACIÓN SOCIAL

Francisco J. López Lubián
Pablo García Estévez

APALANCAMIENTO FINANCIERO Y VALOR
EN PEQUOD, S.A.

Karen Nájera
Samuel Vieyra
Javier Solís

INNOVATIC – IMPULSANDO LA
INNOVACIÓN TECNOLÓGICA EN MÉXICO

Sergio Carrera Riva Palacio
Jaime Martínez Díaz

ENFRENTANDO EL CAMBIO EN UNA
ORGANZACION DE
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FUNDACIÓN JUANFE: ESCALANDO UN MODELO DE INNOVACIÓN SOCIAL
Ernesto Barrera – Universidad de La Sabana
Alejandro Moreno-Salamanca – Universidad de La Sabana
Felipe Cortés-Ortiz – Universidad de La Sabana

Case Objectives and Use
El caso se puede utilizar en clases de pregrado y maestría relacionadas con innovación social,
responsabilidad social y/o emprendimiento social. Los objetivos son:
modelo diseñado para condiciones de pobreza
extrema.

empleados.

Synopsis
El caso presenta a la Fundación Juan Felipe Gómez Escobar (Fundación Juanfe), organización que opera
en la ciudad de Cartagena, Colombia, y que lucha contra la mortalidad infantil y el embarazo adolescente
en condiciones de pobreza extrema a través de su modelo de intervención 360 grados. Administrando la
fundación como una empresa, midiendo todo el posible impacto en sus beneficiarios, desarrollando
excelentes habilidades de consecución de recursos y reportando los resultados a sus inversionistas
sociales (donantes); la fundación presenta un modelo efectivo para combatir la pobreza extrema en el
contexto de Cartagena.
La protagonista del caso, Catalina Escobar, presidenta de la fundación y ganadora de importantes premios
incluyendo CNN Heroes, se enfrenta con la decisión de replicar o escalar su fundación para continuar
con su creación de valor social en otros contextos. La primera opción involucra vender el modelo a
inversionistas interesados y proveer asistencia en la aplicación del mismo, mientras que la segunda opción
implica aumentar el tamaño de la fundación Juanfe y llevarla a otros contextos bajo la dirección de
Catalina. Diferentes factores cruciales en el funcionamiento de la fundación deben ser analizados para
determinar cuál es la decisión que debe tomar Catalina con el fin de expandir la creación de valor social
hacia otros contextos de pobreza extrema.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
TX, October 23-25, 2014. © 2014 by Ernesto Barrera, Alejandro Moreno-Salamanca, and Felipe Cortés-Ortiz. Contact person:
Felipe Cortés-Ortiz; INALDE Business School – Universidad de La Sabana; Autopista Norte Km.7 Costado Occidental, Bogotá,
Colombia; (57) 311-5927435; andres.cortes@inalde.edu.co
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APALANCAMIENTO FINANCIERO Y VALOR EN PEQUOD, S.A.
Francisco J. López Lubián, IE Business School
Pablo García Estévez, IE Business School
Case Objectives and Use
Este caso ilustra los diversos aspectos que se deben considerar para estimar el valor de una empresa en
función de su apalancamiento financiero, y para deducir una estructura de capital óptima.
El caso va dirigido principalmente a estudiantes de másters y post-grado, y encaja perfectamente dentro de
un curso de Finanzas Avanzadas o de un electivo en Fusiones y Adquisiciones. Se puede usar también en
seminarios de executive education sobre Finanzas Corporativas, Fusiones y Adquisiciones, o Valoración
de Empresas.

Synopsis
A principios de abril de 2015, Juan Andújar, analista del Banco de Inversión Renta Plus, se encontraba
preparando un análisis del posible valor de la empresa Pequod en función de su endeudamiento. Este
análisis se presentaría ante el comité de inversiones del banco, ya que Renta Plus quería vender a la
dirección de Pequod un servicio de asesoramiento para mejorar su estructura financiera y su financiación.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case, instructor’s manual, and synopsis were anonymously peer reviewed and accepted by the North American Case Research
Association (NACRA) for its annual meeting, October 23-25, 2014, Austin, Texas. All rights are reserved to the authors and
NACRA. © 2014 by Francisco J. López Lubián. Contact person: Francisco J. López Lubián, IE Business School, C/ Maria de
Molina, 12, 4th floor 28006 Madrid. Spain. fco.lubian@ie.edu.
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INNOVATIC – IMPULSANDO LA INNOVACIÓN TECNOLÓGICA EN MÉXICO
Karen Nájera - INFOTEC
Samuel Vieyra - INFOTEC
Javier Solís - INFOTEC

Case Objectives and Use
El objetivo del caso es diseñar una estrategia para el desarrollo de soluciones tecnológicas innovadoras de
manera rápida y eficiente que ayuden a incrementar la competitividad de las empresas. El caso conjunta
los temas de investigación aplicada, desarrollo tecnológico e innovación y puede utilizarse en cursos de
licenciatura o de posgrado relacionados con el desarrollo de software, innovación y gestión de
tecnologías, por ejemplo: innovación y desarrollo, ingeniería de software y tecnologías de la información.
El caso presentado ayudará a los estudiantes a identificar los componentes involucrados en la innovación
tecnológica, así como los posibles mecanismos a aplicar para el desarrollo de soluciones innovadoras de
manera rápida y eficiente.

Synopsis
En el año 2008, InnovaTIC, una empresa comprometida con la competitividad de las empresas y el sector
gubernamental del país, tenía como fin ser el referente a nivel nacional e internacional, como empresa
pionera en tecnologías de información y comunicaciones (TICs), a través del desarrollo de soluciones
tecnológicas innovadoras propias. Sin embargo, dados algunos cambios estructurales y de administración
que la empresa había sufrido en los últimos años, InnovaTIC se encontraba enfocada en proveer servicios
tecnológicos y desarrollos de sistemas de software a la medida para clientes específicos, alejándose de
ofrecer productos y servicios innovadores a las empresas mexicanas en general.
Ante esta situación, Andrés Ramos, líder de proyectos de desarrollo de software innovador de InnovaTIC,
se reunió con el director de la empresa, Santiago Morales en busca de una solución para hacer frente al
reto de definir un mecanismo de desarrollo ágil de soluciones tecnológicas innovadoras.
Como resultado de esta reunión Andrés Ramos y Santiago Morales se dispusieron a definir una nueva
estrategia, buscando que esta estrategia le permitiera a InnovaTIC despuntar nuevamente como agente
innovador de México, contribuyendo a la economía nacional, aportando a la investigación, e impactando
a la industria mediante la comercialización de los resultados de las investigaciones.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors.
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ENFRENTANDO EL CAMBIO EN UNA ORGANZACION DE
Sergio Carrera Riva Palacio - INFOTEC
Jaime Martínez Díaz - INFOTEC

Case Objectives and Use
Este caso ha sido escrito para servir como apoyo al aprendizaje en cursos relacionados con cambio
organizacional, cultura organizacional y desarrollo organizacional, de últimos semestres de las carreras
profesionales relacionadas con Administración y Negocios. El tema esencial del caso es la resistencia al
cambio ante una iniciativa propuesta por el director general de una empresa de tecnologías de
información. El reto para los alumnos será el proponer estrategias viables que permitan revertir la
situación descrita en el caso.

Synopsis
A finales de 2010, el nuevo director general de un centro especializado en la investigación y desarrollo de
soluciones de tecnologías de la información, localizado en la Ciudad de México, tomó la decisión de dar
un nuevo enfoque de negocios a la institución, dónde la innovación ocuparía un lugar preponderante.
Como parte de sus primeras iniciativas, decidió impulsar un nuevo enfoque de planeación estratégica,
cuyo eje rector sería el Balanced Score Card (BSC). El proyecto implicó el involucramiento de todas las
áreas de la empresa, incluyendo a sus principales directivos y mandos medios. Tres años después, ciertas
áreas de la organización aún no se habían alineado al nuevo enfoque de negocios, principalmente debido a
problemas de factor humano. Al director le restaban menos de dos años para concluir su gestión al mando
de la institución y debía dejar funcionando exitosamente el modelo de BSC.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
TX, October 23-25, 2014. © 2014 by Sergio Carrera Riva Palacio and Jaime Martínez Díaz. Contact person: Sergio Carrera,
Infotec, San Fernando 37, Toriello Guerra, Tlalpan, México, D.F., +52 55 56242810
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NICAD LOSES ITS CHARGE
Michael C. Breward, University of Winnipeg

Case Objectives and Use
The case can be used in an ethics course at either the undergraduate or graduate level with the objective
being to demonstrate the application of the Giving Voice to Values (GVV) Curriculum

Synopsis
This case is based upon actual events. The company name and those of the characters have been disguised.
Jim Newman, the Director of Finance of Durasonic Canada is faced with the dilemma of how to approach
his boss in order to convince him to overturn his decision to sell surplus NiCad batteries to a company that
may “dump” them on the unsuspecting and vulnerable inhabitants of a country completely ill-equipped to
deal with their disposal. This could lead to significant health problems for the local population due to the
high toxicity and life threatening effects of cadmium, which could also contaminate the surrounding farm
land thereby also rendering the population unable to support themselves.

The author developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the author.
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THE PALACE RESORT:
RECOVERY EFFORTS IN THE AFTERMATH OF FRAUD
Abby Engle - Baylor University
Robin Flenniken - Baylor University
Sarah Hammerle - Baylor University
Beena Shah - Baylor University

Case Objectives and Use
This case was developed for use in courses that deal with business ethics or fraud such as an Ethics class
or a Strategic Management course. It could be used as supplementary material in a business law or real
estate case since related issues are presented in the case. The Palace case should be used in an
undergraduate course.

Synopsis
The Palace Resort case deals with a reconstruction project of high rise condominiums in Grand Cayman
Island. After a series of fraudulent actions by the builder, the condominium owners (the Strata) had to
decide how best to finish the building project. The builder took out a loan with the building as collateral
without the Strata’s knowledge and ended up having to default on the loan. The group of owners
subsequently had to decide how to best settle the debt. Students analyzing this case may discuss the
options available to the Strata and determine how to best respond to the situation.
The case examines several key topics. The major aspect of the case is fraud and the events and
opportunities that led to the fraudulent activity by the owner. The builder’s motives for his unscrupulous
actions are questioned in the case, and the Fraud Triangle is referenced and explained for students to
better evaluate the motives and actions behind the fraud. In addition to fraud, this case deals with
business ethics. One of the primary focuses is the relationship between an agent and principal. The case
also affords the students an opportunity to learn about conducting business, specifically real estate
transactions, internationally.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case, instructor’s manual, and synopsis were anonymously peer reviewed and accepted by the North America Case
Research Association (NACRA) for its annual meeting October 23-25, 2014, in Austin, Texas. All rights are reserved by the
authors and NACRA. Contact person: Marlene M. Reed, Faculty Advisor, Baylor University. Phone: (254) 710-4868.
Marlene_Reed@baylor.edu
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THROUGH THE EYES OF A WHISTLE-BLOWER:
HOW SHERRY HUNT SPOKE UP ABOUT CITIBANK’S MORTGAGE FRAUD
Vasilia Kilibarda, Kellogg School of Management
Adam Waytz, Kellogg School of Management
Case Objectives and Use
This case is used in an MBA Values-Based Leadership course, part of which is a one-week module on
whistle-blowing and speaking truth to power. It can also be used in any course that covers the topics of
leadership, ethics, culture, incentive systems, or the intersection between business and public policy. Given
that the case’s content does not assume prerequisite knowledge, it can be suitable for use with
upperclassman business undergraduates as well as executives. The teaching note also incorporates
academic research on the antecedents and consequences of whistleblowing, ethical behavior, and unethical
behavior—topics that the case’s faculty co-author has been studying for over a decade.
After reading and discussing the case, students will be able to 1) Draft an action plan for how they might
voice their values in a challenging situation; 2) Analyze various stakeholders (and their motivations and
value propositions) to consider how to proceed, to whom to voice their values, and to prepare thoughtful
counter-arguments for the resistance they anticipate encountering; 3) Discuss the role various incentive
structures play in promoting or hindering ethical behavior in organizations; 4) Examine the role of an
organization’s management and culture in shaping ethical behavior in the organization; 5) Identify practices
and behaviors that helped a successful whistle-blower be effective in voicing her values; 6) Gain experience
resolving ethical dilemmas in which two strong values conflict, such as the tension between professional
duty and personal ethics and the conflict between loyalty to one’s organization and making sure one’s
organization is behaving in a fair and just manner.
Synopsis
In 2011, Sherry Hunt was a Vice President and Chief Underwriter at CitiMortgage headquarters in
O’Fallon, Missouri. For years she had been witnessing fraud within Citigroup, as the company bought from
external lenders and sold to government sponsored enterprises (GSEs) billions of dollars in mortgage loans
that did not meet Citi’s Credit Policy. This resulted in Citi selling pools of loans to GSEs (such as Fannie
Mae and Freddie Mac) in which an estimated 60-80% of the loans were defective and thus likely to default.
It also resulted in Citi approving hundreds of millions of dollars’ worth of defective mortgage files for
government insurance from the Federal Housing Administration (FHA).
After flagging mortgage defects and suspected fraud for years in regular reports, notifying and working
closely with her direct supervisor (who was subsequently asked to leave Citi after alerting the Chairman of
the Board to these issues) to stop the purchase of defective loans, leaving anonymous tips on the websites
of the FBI and the Department of Housing and Urban Development (HUD), and receiving threats from two
of her superiors who demanded that she change the results of her Quality Control unit’s reports, Hunt knew
she had to take a more significant stand. The case ends with “the straw that broke the camel’s back”—
Hunt’s heated conference room encounter with a Citi executive who tells her to fudge reports or risk losing
her job. The typically shy and conflict-avoidant Hunt went home that night, feeling resolute and pondering
who she should tell and how. Students are tasked with this challenge.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note were anonymously peer reviewed for presentation at the NACRA 2014 Conference,
Austin, TX, October 23-25, 2014. © 2014 by Adam Waytz and Vasilia Kilibarda. Contact Person: Vasilia Kilibarda, Kellogg
School of Management, 2001 Sheridan Road, Evanston IL, 60208-0814, (847) 467-6034, v-kilibarda@kellogg.northwestern.edu
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THE COUNTERFEIT SAFETY LABEL
Anne T. Lawrence, San José State University

Case Objectives and Use
This decision-focused case is appropriate for use in an upper-division undergraduate or graduate class in
business ethics or corporate social responsibility, or for a module on ethics or corporate social
responsibility in a course in supply chain management, finance, or strategy. It enables students to develop
and evaluate alternative courses of action in a complex situation in which managers had to consider
simultaneously the ethical, legal, reputational, and financial implications of various options under
conditions of urgency and uncertainty. The case may also be used to analyze the causes of an operational
failure that may have jeopardized customers’ safety and to recommend how to avoid such failures.
After studying the case, students will have greater ability to:





Identify an ethical issue in a business setting and explain why it is an ethical issue;
Assess reputational and legal risk under conditions of informational uncertainty;
Develop options for action and evaluate them using criteria of ethical responsibility, legal and
reputational risk, and financial impact;
Analyze causes of a failure to meet product safety expectations and recommend changes to
prevent such a failure in the future.

The primary objective of the case is to help students understand and manage complex interactions of
ethical, legal, and financial responsibilities in real decision-making situations.

Synopsis
In 2012, Jeff Spaulding, president and CEO of Specialty Products, Inc. (SPI), learned that one of the
company’s Chinese suppliers had placed counterfeit Underwriters Laboratories (UL) safety certification
labels on a popular line of decorative table lamps manufactured for the company. SPI designed and
imported a wide range of seasonal, gift, and home décor products which it sold to retailers. Although not
mandated by U.S. law, UL labels were required by most of SPI’s retail chain customers, and many
consumers relied on them to assure the safety of electrical appliances they purchased. Further
investigation revealed that many lamps bearing counterfeit UL labels had already been shipped to retail
stores and sold to consumers. Some were still in inventory in SPI’s warehouse, and another batch was in
production at the Chinese factory. Spaulding assembled his top management team—the heads of product
development, sales, compliance, and finance—to determine the appropriate course of action. Among the
factors the team needed to consider were possible safety risks to consumers, legal and reputational risks to
the company, the financial costs of recalling or destroying improperly labeled lamps, the company’s
relationship with its suppliers, and the interests of the private investors who owned SPI.

The author developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case, instructor’s manual, and synopsis were anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. All rights reserved to the author and NACRA. Copyright © 2014 by Anne T.
Lawrence. Contact person: Anne T. Lawrence, San José State University, College of Business, San Jose CA 95192-0070, (408)
924-3586, anne.lawrence@sjsu.edu
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THE MAN IN THE MIRROR
Erin McCormick, INSEAD
Ian Foxley
N. Craig Smith, INSEAD

Case Objectives and Use
This is an exciting case about a whistle-blower who blows the whistle on bribery and corruption in defence
contracting in the Middle East. The case describes real events, but with some elements disguised for
confidentiality and teaching purposes. Using the Giving Voice to Values pedagogy, it enables students to
think strategically about how to implement their values in the face of strong pressure to go along with the
status quo in an organization.

Synopsis
Sebastian is an experienced Program Director recently recruited to work for MidCo, a defence contractor
in the Middle East Kingdom of Sumeria, and a subsidiary of EuroCorp, a large European defence company.
He is there to oversee a $3.25 billion military telecommunications modernisation programme being
managed for Sumeria by the British government. Taking up the role, he notices a number of anomalies,
from the behavior of his fellow directors, through to company processes and relationships with
subcontractors. He finally comes to the realization that MidCo has been paying bribes to Sumerian public
officials. He believes that he is expected to turn a ‘blind eye’ or at least not ask awkward questions when
he signs off project authorisations. Without his sign-off, his projects cannot progress and his whole
programme appears to be doomed to fail.
Sebastian’s value position is clear: the bribery is wrong and his company and its European parent are
complicit, along with the corrupt officials, and possibly the U.K. government as well. Although unstated,
the bribery as described in the case is illegal under U.K. law (and the law today in all OECD countries and
the Foreign Corrupt Practices Act in the U.S.).
In the (A) case, Sebastian becomes convinced that a project he is being asked to approve is padded with
millions of dollars in corrupt payments. His challenge is to determine an action plan that allows him to
address these issues without compromising his values. Sebastian searches for a way to deal with the ethical
conflict by talking with the British Army Brigadier overseeing the project who is also a long-time
acquaintance. He is told he needs hard evidence. He then meets Martin, the former CFO—now demoted—
and Sebastian learns that he has tried to report the problem without success. Martin tells Sebastian the
corruption is even more far-reaching than Sebastian has imagined and that he has hard evidence of bribes
in an emailed file. But he will not share the evidence with Sebastian because he is negotiating a deal with
the company. Sebastian feels something should be done. He has the option to quietly leave the country or
take some action. But what should he do?

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors.
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A CRUISE OF OLYMPIC PROPORTIONS
Roselyn E. Morris, Texas State University

Case Objectives and Use
This can be used in an upper division or graduate International Business, Strategy, Capstone, or Ethics
class. The case would be used to assess communication, ethical reasoning and critical thinking skills. The
objectives are:




Identify bribes and corruption in an international tourism industry, which has an internal culture
of bribery.
Using Giving Voice to Values approach to identify Kendra’s values and ways that she can
articulate those values to her boos.
Explore support systems to voice values, whether within or without the workplace.

Synopsis
This disguised case describes a sensitive situation facing Kendra. Kendra was the PR and Cruise Director
for the Rising Star, a ship with the Waldorf Cruise Line. Kendra arrived in Rio de Janeiro, Brazil, to
complete paperwork and final arrangements for the ship to dock in the harbor during the FIFA World Cup
and staying until after the 2016 Olympics. The ship provided luxurious lodging for the high end traveler.
Kendra arrived in Rio and found several problems to answer prior to the docking of the ship and arrival of
guests. Those problems included




Stench of raw sewage in the harbor;
Crew vacancies of wait staff and cabin cleaner positions due offering low wages; and
Additional paperwork, fees and forced sale of electricity and potable water, which may in fact be
bribes in order to dock in the harbor.

Kendra worked with the local representatives and agents as well as her boss and HR to resolve the
solvable problems. She used a supportive friend to reinforce her values and know the direction to lead the
discussions of the problems.

The author developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the author.
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AOL-TIMEWARNER: THE BIG DEAL THAT WENT BAD
Nikolaus Olsen, Colorado State University - Global Campus
James Ondracek, Colorado State University - Global Campus

Case Objectives and Use
This case study is an appropriate addition to curriculum for classes in business, management, and
journalism in undergraduate and graduate classes. It examines the potential for missteps in major decision
making with a focus on biases and heuristics that can cloud facts. The case examines how unintended
consequences and lack of diligence in weighing all facts can snowball to create disastrous results for
stakeholders. Students will be able to better understand the complexities of business mergers by
examining a merger that failed. Also, students will be able to better apply decision making tools and
avoid missteps in the decision making process.

Synopsis
Good leadership is supported by good decision making. Mergers and acquisitions in the business world
are common and usually unremarkable. However, significant lessons about decision making can be
extracted from a large merger that spiraled into a disaster and cost shareholders billions of dollars. The
merger of AOL and Time Warner in January 2000 was heralded as the creation of new type of media
company, one that melded traditional media content with a glitzy Internet company. Money was assumed
to start to pour in. When the merger was announced, there was a lot of talk about synergies between the
two companies and how it could come to dominate the world of media and content delivery. Then there
were problems. Organizational cultures didn’t mesh, red flags were ignored, assumed synergies did not
materialize, and then AOL’s stock prices succumbed to the dot-com bubble and the company’s
questionable accounting practices were exposed. This case study examines factors leading up to the
merger and principles at play, examines why bad decisions were made, and ultimately how one of the
worst corporate mergers came to be.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
TX, October 23-25, 2014. © 2014. Contact person: Nikolaus Olsen, Colorado State Univeristy-Global Campus, (970-227-5133,
nik.olsen@colostate.edu.
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AAM AADMI PARTY:
SOCIOPRENEUR WALKING THE TIGHTROPE OF CORRUPTION-FREE INDIA INC.
Dr. Radha R. Sharma, HHL Leipzig Graduate School of Management
Nakul Gupta, Indian Institute of Management, Kashipur
Rahul Singh, Indian Institute of Management, Kashipur
Satya Prakash, Indian Institute of Management, Kashipur

Case Objectives and Use
The academic and business centric concepts and theories deliberated in this case will facilitate students to
in gaining new skills and understanding in the following areas:




Sustainable and social entrepreneurship: The rationale and highlights of socially responsible and
inclusive entrepreneurship, or sociopreneurship, can be acknowledged and understood through this
case.
Emotional Agility and impact of psychological adroitness on new ventures.
Talent management: The rationality of choices related to the management of entrepreneurial and
millennial talent can be taught and understood through use of this case.

Synopsis
Delhi Chief Minister Arvind Kejriwal, who hails from newly born Aam Aadmi Party (AAP), has come in
for an immense criticism after the flop show of his first Janata Darbar on Saturday - January 11, 2014,
which saw uncontrollable crowd. The AAP had tried to pitch CM Arvind Kejriwal’s Janta Darbar as mega
& unique event. Accepting that there were management flaws at Janta Darbar, AAP leader Praveen Singh
admitted, “We accept that our strategy and planning has gone wrong & Janta Darbar was a fiasco. The scale
of problem was unexpected. It left thousands of people disappointed who had thronged outside Delhi
Secretariat.”
Following the chaos on Saturday’s Darbar, there had been strong criticism that the Aam Aadmi Party had
to face. The party has, therefore, decided to hold AAP board meeting on Friday January 17, 2014 to discuss
the dilemma they are facing now. The big question was: Whether to go for Janta Darbar which sanctions
power to people who are directly involved in the governance or to use technology by setting up call centers
to take the complaints online as well as by post? The concern in Mr. Kejriwal’s mind was not about the
present but about its future. He wanted to see New Delhi become strategically and operationally agile so
that the citizens of India could be served even better. He was struggling with a clear answer on how to go
about doing that. Through his diverse experience he knew that time was of the essence and there were just
two possible approaches that could be leveraged to make the country transparent and agile.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors.
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BANKRUPTCY OVER, “NOW WHAT?”
(SAVE THE TWINKIE?)
Hayley Tilton (student author) Tulane University
James Biteman (supervisor), Tulane University
Michael Wilson (supervisor), Tulane University
Case Objectives and Use
This case is appropriate, at either advanced undergraduate or graduate level, for two types of courses:
introductory law or strategic management. Its decision focus and information included makes it
appropriate for a strategic management class. It would also be suitable for business law or introductory
bankruptcy law courses. The interactions within the Interstate leadership team and the new personalities,
strong emotions, and ongoing frustrations that the bankruptcy adds to the mix bring a personal and moral
element to the case and help to illustrate the real-life dynamics that occur inside a large corporation
during a time of extreme stress.
Concepts illustrated include: Strategic Management (Crisis management, Stakeholder analysis, Corporate
governance, Competitive positioning and value of “iconic” brands) and Law (Chapter 11 reorganization
petition filing and reorganization plan, Debtor in possession, Creditor priorities and claims)
Synopsis
This case focuses on Interstate Bakeries’ (later Hostess Brands, Inc.) first Chapter 11 reorganization. The
company filed for Chapter 11 protection in September 2004 and would languish in bankruptcy for nearly
four-and-a-half years. Through the eyes of case protagonist, Randy Vance, company treasurer and interim
CFO, the case sheds light on the dynamics of the executive board and reveals some of the personal
difficulties and hard-won victories that such a long and difficult bankruptcy can involve.
The case describes several different phases that make up Interstate’s story and explores Vance’s role in it.
It first presents Randy Vance’s personal background and the company’s background to help set the stage
for the rest of the case. It then describes the company’s tumultuous history that led to the bankruptcy
declaration and highlights the point at which Vance entered the picture. Next, the case details the
reorganization process and attempts to capture the emotions that Vance and other involved parties felt
throughout. The final phase describes how the company eventually exited bankruptcy and presents a
dilemma that Vance faced in the wake of all of the changes that resulted from the reorganization and the
company’s new CEO’s decisions.
This is a very rich case, with potential for development of more than one teaching objective. It contains
business information (bankruptcy proceedings, financial) as well as management (strategy under distress,
stakeholder analysis with a strong union) and personal insight into the experience of an executive in a
company distress situation. The case protagonist’s eventual struggle to decide whether to stay with the
company or leave presents a situation that many executives will face in their lifetimes and affords
students an opportunity to consider personal implications of executive work. It results in a moral dilemma
for the case’s protagonist on where his loyalties must lie – with the company and its new executive team
or his hometown – while faced with uncertainty about the future viability of the company.

The authors developed this case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and Instructor’s Manual were anonymously peer reviewed for presentation at the NACRA 2014 Conference,
Austin, TX, October 23-25, 2014 © 2014 by Hayley Tilton and Tulane University. Contact person: James Biteman, 1556
Tantara lane, McKinleyville, CA 95519, 707-616-1955, james@biteman.com
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BOOSTER JUICE:
BIG SHOES TO FILL
Tony Bell, Thompson Rivers University
Andrew Fergus, Thompson Rivers University

Case Objectives and Use
This case was developed for use in a leadership course or a management course where leadership is a
specific module. The objective of the case is to illustrate two different leadership styles, and the
challenges that resulted from a change in leadership.
After completing the case, students will be able to:
 Compare and contrast two different styles of leadership.
 Appreciate various types of leadership styles and philosophy, and distinguish key leadership
traits.
 Comprehend the challenges found with a change in leadership.
 Apply leadership styles to a real world situation.
 Start to recognize and develop a personal leadership style.

Synopsis
Ian Henson was about to take the biggest financial risk of his life. He had just agreed to purchase three
Booster Juice franchise stores in Kamloops, British Columbia, Canada. Henson knew that transitioning
leadership at companies was a difficult task, and he was acutely aware that he was replacing a popular
leader: Natalie Peace. Compounding the challenge ahead of Henson were two major hurdles, the first was
demographic in nature: Booster Juice’s employee group was young (on average below 20 years old) and
many adored Peace, he was certain that whoever replaced her would have a difficult transition. The
second challenge was financial in nature: Henson needed to cut costs. Peace had several generous policies
that Henson needed to consider altering or removing, a potentially unpopular task.
Initially this case puts students in Henson’s shoes: How should he handle specific aspects of this
leadership transition? It also allows professors to examine the broader issues of leadership style,
leadership change, and new organizational realities.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note were anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
Texas, October 23-25 2014. © 2014 by [Tony Bell and Andrew Fergus]. Contact Person: [Tony Bell, Thompson Rivers
University, 900 McGill Rd, Kamloops, BC, Canada. V2C 0C8. 250 377 6092, tbell@tru.ca].
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OULA:
DANCEMANIA FOR THE SOUL
Bambi Douma, University of Montana

Case Objectives and Use
This case is intended for undergraduate courses in Entrepreneurship. The case could be utilized in several areas
within the course, including early on as an example of an entrepreneur who follows her passion and builds a
business based on something she loves, or later in the course to demonstrate growing pains and control issues when
the business outgrows the entrepreneur. If the course has a separate module on gender in Entrepreneurship, this case
could be utilized to emphasize issues for women entrepreneurs, specifically pregnancy. In addition, in more
developed Entrepreneurship programs, this case could be included in the strategic module, specifically focusing on
strategy and business model development.
Students are asked to discuss reasons for building the business, to evaluate the advantages and disadvantages of the
current strategy and business model, and to provide recommendations for Lindner as she moves OULA forward.

Synopsis
In June 2014, Kali Lindner, the founder and owner of OULA Studio in Missoula, Montana, found herself dealing
with the question of how to grow her business without sacrificing quality and control. She had loyal followers and
had grown her dance fitness program from only her teaching up to three classes a day to approximately 100
instructors teaching around 175 classes per week. OULA made money by certifying instructors for a one-time fee of
$300 and an annual certification fee. Lindner herself was in charge of all reviews and trainings, as well as weekly
updates for instructors. Lindner was about to have her first child and knew that she would have to give up some
control in the future, but was not willing to sacrifice quality either in training or instruction materials.

The author developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin, TX,
October 23-25, 2014. © 2014 by Bambi Douma. Contact person: Bambi Douma, University of Montana, GBB 322, 32 Campus
Drive, Missoula, MT 59812, (406) 243-6148, bambi.douma@business.umt.edu.
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STACKDRIVER
Raymond M. Kinnunen, Northeastern University
Joseph Chevarley, Northeastern University
John Friar,Northeastern University

Case Objectives and Use
Stackdriver was a Cloud management services company that was created to optimize the operations of other
Software-as-a-Service (SaaS) companies on Amazon Web Services’ (AWS) and Rackspace’s public Clouds.
Company founders Dan Belcher and Izzy Azeri started the company in 2012 with a vision of enabling SaaS
companies to innovate more by alleviating the burden of managing their Cloud infrastructure and applications –
activities that consumed a significant amount of resources. Stackdriver’s software provided the ability to Discover,
Monitor, Diagnose and Automate Cloud infrastructure and applications. The software was devised to focus on
providing visibility (monitoring and alerting), insights (analytics, root cause analysis), and optimization for SaaS
companies’ Cloud operations. Monitoring provided detection of anomalies alerts when to increase/decrease storage
on the IaaS and the identification of trends – allowing for predictions. (Infrastructure-as-a-Service [IaaS] companies
sold their products on a pay-per-usage basis.) Diagnosing determined the best practice and identified causes and
effects. Lastly, Stackdriver planned to Automate best practices and policies.
Belcher and Azeri were confident in their business model. However, there were still questions that needed to be
answered. They needed to decide how to best differentiate their products from competitors, protect them from being
cloned as well as how to grow the company. In September of 2013 Stackdriver had been successful at raising a
Series B round of financing of $10 million.

Synopsis
The case is based on interviews with Dan Belcher and related secondary research. It is appropriate for courses in
Small Business, Entrepreneurship and Strategic Management at the undergraduate, graduate and executive levels. It
will challenge students’ ability to determine market makeup, to create a strategy for a startup to succeed and to value
a startup company. The case has been classroom tested and used in a case competition.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
TX, October 23-25 2014, copyright Raymond Kinnunen, Joseph Chevarley, and John Friar. Contact person: Raymond Kinnunen,
Northeastern University, 617-373-4736, r.kinnunen@neu.edu
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WHO’S NEXT?
SUCCESSION PLANNING AT ROYAL BEGINNINGS BRIDAL SHOP
Nancy M. Levenburg, Grand Valley State University
Lisa Eshbach, Ferris State University
Case Objectives and Use
The case is designed to be used in a course in which students focus on succession planning in small – and
family owned – businesses. The case would be useful in graduate-level or upper-level undergraduate
courses relating to Family Business Management, Retailing or Retail Management, or Small Business
Management.
The case design is structured so that students first gain a general overview of retail operations within a
small apparel (bridal wear) retail shop, as well as insights into its owners, market, customers’ behavior,
and its performance over time. This enables students to assess the viability of the business over the
longer term. Then, based on the information provided about succession alternatives, including the family
of the business owner and her employees, students develop recommendations concerning continuance of
the business, marketing to potential successors and succession planning, and the transfer of power.
Specific case objectives include:
1.
2.

3.

Assess the long-term viability of a small family owned business that competes in a niche market.
Understand the issues involved in strategic succession planning, including:
a. Organizational capabilities and resources (financial and physical).
b. The life cycle of the firm and the family.
c. Recruitment of potential successors.
d. Successor development.
e. The exit style of the business owners.
Develop recommendations concerning the future of the business. Where will it be in five years?
Synopsis

Set in a small community in Michigan’s Upper Peninsula, the 67-year-old owner of a bridal and formal
wear shop is eyeing retirement, so is beginning to contemplate alternatives for the continuance of her
nearly 25-year-old business. All of the owner’s children (now married, and with families of their own)
reside hundreds of miles from the store, and the oldest grandchild (a granddaughter) is 14 years old – not
a likely successor if the owner would like to retire within the next year or two. Consequently, the owner
is considering non-family alternatives, including selling the business to an employee or to an external
party.
The shop caters to the growing population of Millennial brides (those turning 27 years before 2030); its
customers were brand- and quality-conscious, sought unique products, and increasingly turned to online
retailers to research gowns and make buying decisions.

The authors developed the case for class discussion rather than to illustrate either effective of ineffective handling of the
situation. Names of people and institutions have been disguised. The case, instructor’s manual, and synopsis were anonymously
peer reviewed and accepted by the North American Case Research Association (NACRA) for its annual meeting, October 23-25,
2014, Austin, TX. All rights are reserved to the authors and NACRA. © 2014 by Nancy M. Levenburg and Lisa Eshbach.
Contact person: Nancy Levenburg, Grand Valley State University, Grand Rapids, MI. levenbun@gvsu.edu
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AN ENTREPRENEURS DILEMMA:
THE CASE OF OPTIC SIGNS
Kyleen Myrah, Okanagan College
Kerry Rempel, Okanagan College
Dana Penney (student author)

Case Objectives and Use
This case shows a realistic process of what it takes to operate a micro business (owner assumes the
majority of roles in the company). This case can be used in an introductory entrepreneurship course in a
diploma or degree program. It is best used near the end of the course. This case is also appropriate for an
entrepreneurship program (as they prepare to enter self-employment). The objectives are:


Identify and analyse the characteristics and traits that are associated with successful
entrepreneurs.



Evaluate two options of entering self-employment through a comparison of buying a business
versus venture start-up.



Assess the current and future entrepreneurial strategy of Optic Signs.



Determine and consider plans of actions and recommend a final decision for C.J. Wilkins.

Synopsis
This case spans 4 years in the life of entrepreneur C.J. Wilkins and his girlfriend Julie. In 2010 the couple
purchased a sign company in West Kelowna, BC. They had little to no experience in the sign industry.
Upon transfer of the business, several serious operational and financial issues were revealed.
It was too late to turn back. To make the business sustainable, C.J. worked full time in the business taking
on all the strategic and operational roles. Julie provided a few hours per month on bookkeeping and found
work outside the business to sustain them in the short term. Over the course of four years, they purchased
new eco-friendly technology and the company grew substantially with a diversified focus strategy.
In the fourth year, as the business’s profits soared, the pressures of years of struggle came to a head. The
owners’ relationship failed and the resulting stress put pressure on the business. Employees were affected
and while revenues remained strong, C.J. needed to make an unexpected decision… where would the
business go from here?

The authors developed this case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
TX, October 23-25. © 2014 by Kyleen Myrah, Kerry Rempel and Dana Penney. Contact person: Kyleen Myrah, Okanagan
College, 1000 KLO Road, Kelowna, BC, Canada, V1Y 4X8, 250-762-5445 local 4678, kmyrah@okanagan.bc.ca.
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MICHEL KRIPALANI AND OCEANHOUSE MEDIA:
JOURNEY OF A SERIAL ENTREPRENEUR
Nikhil P. Varaiya - San Diego State University

Case Objectives and Use
This case describes Michel Kripalani’s entrepreneurial journey culminating in his third start-up,
Oceanhouse Media, started in 2009. The company offers a diverse portfolio of digital applications. The
case allows the student to explore: (i) Kripalani’s evolution as a serial entrepreneur, (ii) the operating
strategy of Oceanhouse Media, (iii) the economics and structure of the digital applications market and the
children’s segment within that market, and (iv) key decisions – structural, organizational, financial, and
personal – as Kripalani evaluates Oceanhouse Media’s future growth options.

Synopsis
Oceanhouse Media develops and offers a diverse portfolio of digital apps (for iOS and Android
platforms) in the Books, Games, Music, Photography, Health & Fitness, Reference, and Finance
categories. The company, founded in 2009 by Michel Kripalani was ranked 114 in the 2013 Inc. 5000 list
of the fastest growing companies. It has grown from a revenue base of $120,000 to revenues of $3.8
million in 2012. Kripalani earlier gained prominence as the founder and CEO of Presto Studios, a creator
of graphic adventure video games that are still on the market today. Oceanhouse Media is Kripalani’s
third startup.
A significant portion of Oceanhouse Media products result from licensing agreements in place with
renowned organizations or publishers such as Dr. Seuss Enterprises, Hay House Publishers, Zondervan (a
division of HarperCollins), Houghton Mifflin Harcourt Publishing Company, HarperCollins, Mercer
Mayer, Soundprints, Andersen Press, Kidwick Books, Child Matters Media, Character Arts and Chronicle
Books.
The digital apps market in general and the children’s digital apps segment in particular are both rapidly
growing and evolving with new entrants and new apps. This can make the economics of the apps market
daunting for incumbents and new entrants. While the company has been self-funded to date and has
attracted the attention of venture capitalists, Kripalani has been evaluating the company’s future growth
prospects. How can Oceanhouse Media continue its growth trajectory in this increasingly competitive
market? What are the operational, organizational, and financial challenges to maintaining growth? What
funding and structural options should the company pursue as it grows? How will the pursuit of growth
affect Kripalani’s perspective as an entrepreneur?

The author developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the author.
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HeyJute: THE COST OF DOING GOOD
Sudeshna Banerjee, Thompson Rivers University
Tony Bell, Thompson Rivers University
Andrew Fergus, Thompson Rivers University

Case Objectives and Use
This case study is designed to help students understand cause-related marketing and how to promote
ethical brands and products in a cost-sensitive market. This case study could be used in the marketing
and ethics section of an introductory marketing course. The objectives of this case are to:
1) Apply the concept of cause-related marketing and corporate social responsibility to a real world
situation.
2) Generate alternative methods of promoting ethical products in a business-to-business firm.

Synopsis
When VJ Bala founded HeyJute, he had visions of making money and doing good. After 3 years of
consecutive losses, VJ knew his company had done a lot of good, but was beginning to worry about
money. The company was only able to stay afloat through the profits of other related companies run
under the banner of its parent company Megalith Management Inc. HeyJute imported jute products from
India, employing women’s self-help groups in the manufacture of the products and donating a portion of
top-line revenues to a charity devoted to bettering the lives of Indian children. Despite its social mission,
the company had suffered three years of unprofitability. HeyJute’s best seller was a re-usable grocery bag
that catered to high-end supermarkets, the bags were high quality, but the margins were thin. The
company also sold Jute accessories which had higher margins, but sold in much lower volumes. Bala was
at a crossroads. He wondered if his company should remain as is – a philanthropic subsidiary of Megalith
Management, or if the company needed change. He also needed to consider if the company should be
shelved altogether.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note were anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
Texas, October 23-25 2014. © 2014 by [Sudeshna Banerjee, Tony Bell and Andrew Fergus]. Contact Person: [Tony Bell,
Thompson Rivers University, 900 McGill Rd, Kamloops, BC, Canada. V2C 0C8. 250 377 6092, tbell@tru.ca].
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NASCAR MEXICO: REVITALIZING MEXICAN MOTORSPORTS
Silvia Cacho-Elizondo
IPADE Business School

Daniel Galindo
CAUDA Marketing

Case Objectives and Use
This case is suitable for courses such as Integrated Communication, Branding, and Marketing Strategy at
the MBA level. It could also be useful for an Executive Marketing course. Because it covers some classic
marketing lessons, it could easily be used at the beginning or at the end of these courses.
Upon completion of the case, students should be able to:
1. Diagnose the key problems facing NASCAR Mexico in 2014.
2. Formulate a Marketing Strategy determining appropriate target markets (e.g., geographic and
lifestyle), positioning, and key drivers of the brand story.
3. Describe the process of developing an Integrated Communication Plan using the 6 Ms framework.

Synopsis
Hector D. Galindo, director of ESTO Racing1 since 2009, began to review the Marketing Strategy of
NASCAR2 in Mexico. Seven years had passed since NASCAR officially entered the Mexican market at
the hands of OCESA3, the leading Show and Entertainment Company in the country. In spite of early
successes, there were a number of problems that were stifling the growth of the series: low attendance at
the racetracks, decrease in the number of competitive racing teams due to lack of sponsorships, and
diminishing number of championship sponsors among other issues.
It was November 10, 2013, Hector was worried about the future of the championship that his company,
the OEM4, was sponsoring and that he had contributed to position when he worked at NASCAR. The
situation was dire, and he needed to find a way to turn around the discouraging numbers they were seeing.
Martín González, Marketing Director of NASCAR Mexico, officially asked for Hector’s help in
rethinking the Marketing Strategy and creating a Communication Plan for the 2015 season. In previous
meetings, Hector and Martin had analyzed the possible causes of their predicament, and questioned
whether their problems were the result of lack of positioning in the Mexican market, or if their marketing
strategy (which was previously successful) had become obsolete. With the 2014 season about to start,
Hector had only a week to find the answers to these questions, and design a proposal that reflected the
changes that had to be made in the marketing strategy and, based on this new strategy, formulate an
Integrated Communication Plan for the 2015 campaign.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note were anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
Texas, October 23-25 2014. c 2014 by Silvia Cacho-Elizondo and Daniel Galindo. Contact person: Dr. Silvia Cacho-Elizondo,
IPADE Business School, Floresta # 20, Col. Clavería; Del. Azcapotzalco, phone:+52-(55)-5354-1800 ext. 1852,
mail:s.cacho@ipade.mx.
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CAMBERTECH: A COMMUNITY’S VISION, A LEADER’S CHALLENGE, AND A GRAD
STUDENT’S MARKET RESEARCH PROJECT
Maureen Casile, Troy University
Kristine F. Hoover, Gonzaga University
Efstathios G. Kefallonitis, SUNY Oswego

Case Objectives and Use
This case challenges marketing research students to analyze a market research project, including
interpreting the data. The case deals with enrollment challenges at Cambertech, a Midwestern U.S.
vocational high school. The Cambertech case study can be used for an undergraduate marketing research
course (Marketing Research Principles or equivalent).

Synopsis
Enrollment at Cambertech, a vocational high school, was at 25% of its 2,000 student capacity despite
recent major capital investments. Data on local high school students and demographics of the county
indicated that many students did not need a college preparatory high school experience. Dr. Mueller,
School Board President and Associate Professor needed to find out why more students weren’t enrolling
in Cambertech. His graduate student, Kelly Harris, had agreed to complete a market research study for
Cambertech. The project also provided Kelly with an opportunity to fulfil a practicum requirement for her
doctoral studies while giving back to the local community. Kelly reviewed the literature, coordinated with
the appropriate leadership, participated in a site visit, designed the study, collected survey data, and had
results. Now, what did the data mean and would it be useful in improving Cambertech’s enrollment
levels?
An optional supplemental reading is provided at the end of the IM. In the supplemental reading, Kelly
brainstormed with her colleague Antoinette Claire to provide an alternative theory for the study. Kelly
was now considering the possibility that Cambertech may need to find some way to help these students
cross the divide between their present as teenagers and their future as a members of the workforce.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case, instructor’s manual, and synopsis were anonymously peer reviewed and accepted by the North American
Case Research Association (NACRA) for its annual meeting in Austin TX, October 23-25, 2014. All rights are reserved to the
authors and NACRA. © 2014 by Maureen Casile, Efstathios G. Kefallonitis and Kristine F. Hoover. Contact person: Kristine F.
Hoover, Leadership Studies, Gonzaga University, 502 E. Boone Ave., Spokane, WA 99258, 509-313-3138,
hoover@gonzaga.edu
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A VOYAGE TO BROBDINGNAG: A SMALL COMPANY’S FIGHT FOR ITS ROLE AS A
CHINESE GIANT’S DISTRIBUTOR ON THE INTERNATIONAL B2B MARKET
Vitaly Cherenkov, St. Petersburg State University
Elina Ibrayeva, University of Nebraska Lincoln, USA

Case Objectives and Use
The overall aim of this case is to aid students in developing skills necessary for making managerial
decisions in the field of international marketing management of international business operations for
intermediary companies. The case will enable students to do the following:
1. Evaluate a situation involving a organizational communications break-down and identify the main
issues that need to be resolved
2. Think critically in order to explain the probable cause of the communications break-down
3. Think critically in order to recommend solutions
4. Develop a SWOT analysis for a small firm active in the international B2B market
5. Understand the cultural and organizational complexities which permeate the international B2B market
between Russia and China
6. Understand the important role of traditional Chinese culture in building strong, effective, and longterm business relationships with Chinese companies.

Synopsis
The case deals with the story of Alliance Ltd., a small intermediary trading company on the B2B market
which has been providing supply services to shipbuilding companies in the North-West of Russia (mainly
Saint-Petersburg and surrounding region). Faced with increasing competition, Alliance chose to develop
a niche by developing a distribution relationship with AT&M, a Chinese firm a thousand times larger in
size. As a result, Alliance became an exclusive distributor of AT&M’s powder welding wire in the
Northwestern region of Russia. A breakdown in communication ultimately caused Alliance to question
of the viability of a long-term partnership with AT&M. Alliance’s owner, Leonid, was left uncertain as to
how to fix the rift which widened between the two companies. Ultimately, with help of consultants,
Leonid understood the rift to originate in the differences between Russian and traditional Chinese
business cultures and was able to make adjustments. This case is an excellent illustration of the cultural
and organizational complexities which permeate the international B2B market between Russia and China.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors.
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401 GAMES
Eric Dolansky, Brock University

Case Objectives and Use
The case can be used in a general marketing course or a more specific course in retailing, pricing, or
marketing communications. The case can be used at the undergraduate or MBA level. The objectives
are:


Examine a business’s marketing strategy, position, segmentation and targeting, and tactical
decisions and evaluate whether they were successful;



Devise a plan for the future for the business in terms of marketing and strategic changes;



Make a set of decisions involving pricing, distribution, and marketing communications and apply
theoretical concepts involved in those decisions;



Examine the structure of alternatives within a decision and how those alternatives must be
managed when there are multiple levels of decisions to be made.

Synopsis
John Park, the owner of 401 Games in Toronto, was wondering where to take his store in the future. He
had just moved his store location across the street to a larger space and business was booming. One of his
product lines, board games, was in the midst of a massive expansion and he was at the forefront in the
Toronto market. This provided many opportunities for him to explore. His preference throughout the 22year history of his store had been cautious growth, using a try-and-see approach to new categories. At the
time of the case, however, he had several growth options available to him. He could expand into online
sales, as had most of his competitors; in 2013 he had a website with lots of product information as well as
active social media accounts, but no capacity for Internet sales. As for his bricks-and-mortar store, he
would have the opportunity in the next year to rent out additional space as the second and third floors of
his current building would become available. Were he to rent out that space, he thought he would open a
board-game café, where patrons could have coffee or light snacks while playing games that he would
make available. Another option open to him was to open more stores in other parts of Toronto, or other
cities entirely. In addition to overall strategic options, he also had decisions to make about product (how
extensive a selection to stock), promotion (whether further marketing communication efforts would be
helpful) and price (whether matching the lowest price in the market, offered by an online competitor,
makes sense).

The author developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin, TX,
October 23-25, 2014. © 2014 by Eric Dolansky. Contact person: Eric Dolansky, Brock University 500 Glenridge Avenue, St.
Catharines, Ontario, L2S 3A1, 905-688-5550, edolansky@brocku.ca
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THE WANG LAO JI TRADEMARK DISPUTE
Josep Franch
ESADE Business School

Cecilia Yu Chung Chang
ESADE Business School

Case Objective and Use
The Wang Lao Ji Trademark Dispute case study has been designed to be used in courses on Strategic
Marketing or on Branding. Another alternative use of the case could be on a course on Doing Business in
China.
This case could be used for various target audiences: MSc students (for example, those taking an MSc in
International Management or in International Business, MSc in Marketing Management), MBA students
from various backgrounds and with greater or lesser experience (Full-Time, Part-Time or Executive MBA
formats), Executive Master Programs in Marketing and participants of various kinds of Executive
Education programs.
This case is helpful for discussing issues of: brand switching; how to transfer customers from one brand
to another; customer retention and loyalty. It also provides deep insights into the complexity of the
Chinese market, the emergence of local champions and the importance of trademark protection. The main
learning objectives of this case study are: to assess how weak a company’s competitive position can
become if the trademark ownership or trademark rights for its main brand is lost; to identify strategic
alternatives to protect business when a main brand is lost; to discuss how to retain present customers and
the feasibility of transferring them to a new brand; and to anticipate eventual problems in implementing
the solutions proposed.
Synopsis
On May 9th 2012, the China International Economic and Trade Arbitration Commission (CIETAC) ruled
that the rights to produce and sell the Wang Lao Ji brand should remain in the hands of Guangzhou Wang
Lao Ji Pharmaceutical Co. Ltd. instead of with Jia Duo Bao Beverage and Food Co. Ltd. (JDB). JDB had
been producing and selling Wang Lao Ji in China since 1997, under a licensing agreement. After
repositioning the product and a large-scale promotional and marketing campaign, JDB was able to
introduce successfully Wang Lao Ji in the FMCG channel, creating the herbal tea category.
As a result, the sales turnover of Wang Lao Ji boomed from under RMB 180 million ($21.7 million) in
2002 to RMB 18 billion ($2.8 billion) in 2011, even surpassing the sales revenues of Coca-Cola in China
since 2007. Thus Wang Lao Ji, formerly unknown, became not only the market leader but also one of the
top Chinese leading brands, which AC Nielsen estimated at RMB 108 billion ($16 billion).
Disputes between the two companies led Guangzhou Wang Lao Ji Pharmaceutical Co. Ltd. to sue JDB at
the CIETAC and claim back its trademark licensing rights. After an extraordinary marketing success story
that managed to build a leading brand, JDB now faced losing the rights towards produce and sell Wang
Lao Ji — a product that was its main source of revenue.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note were anonymously peer reviewed for presentation at the NACRA 2014 Annual Conference,
Austin (Texas), October 23-25, 2014. ©2014 by Josep Franch and Cecilia Yu Chung Chang. Contact person: Josep Franch,
ESADE Business School, Av. Torre Blanca 59, 08172 Sant Cugat del Vallès (Barcelona), Spain, Tel. +34 932 806 162, e-mail:
josep.franch@esade.edu
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STARBUCKS JAPAN:
DEFENDING THE PREMIUM COFFEE CATEGORY
Greg Merkley - Northwestern University
Bimpe Abimbola - Northwestern University
Kate Bagby - Northwestern University
Lioudmila Legkodimova - Northwestern University
Tiffany Lung - Northwestern University
Jason Sandler - Northwestern University

Case Objectives and Use
The case is designed to help students think through a complex decision involving a global brand, local
consumer behavior, a competitive marketplace, and an encroaching low-price competitor.
After reading and analyzing the case, students will be able to:


Recommend strategies and tactics to defend against a lower-priced competitor



Identify the impact of local culture on core assets and activities
Synopsis

Tai Sato, country director of Starbucks Japan, had to select and execute a strategy to grow (or at least
maintain) his company’s position in the increasingly competitive Japanese market in March 2014.
Japan was the first country outside of North America to host a Starbucks store. Since opening its first
location in the Ginza neighborhood in Tokyo in 1996, Starbucks Japan had been a spectacular success and
had grown to over 1,000 locations. It created a new concept for Japanese coffee shops: large-format, nosmoking stores with an extensive menu of time-limited coffee beverages prepared by friendly baristas
who interacted with customers in a cheery, informal manner.
Although there were other modern coffee store competitors in Japan in 2014, the most troublesome
competition came from convenience stores. Coffee at convenience stores was improving in quality and its
price was far below Starbucks, which threatened to diminish consumer willingness to pay for the
premium experience of Starbuck’s famed “third place.”
Sato had three options to defend and grow his company’s premium brand: (1) Create a new low-price
offering to compete directly with convenience store coffee; (2) Start offering food or alcohol on a large
scale; or (3) Add a rewards program to the existing Starbucks Card.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note were anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
Texas, October 23-25 2014. c 2014 by Greg Merkley, Bimpe Abimbola, Kate Bagby, Lioudmila Legkodimova, Tiffany Lung,
and Jason Sandler. Contact person: Greg Merkley, Kellogg School of Management, 2001 Sheridan Road, Evanston IL 602080814 USA, +1 847.491.5466, g-merkley@kellogg.northwestern.edu
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BeautiControl
Susan Peters, Francis Marion University

Case Objectives and Use
The case could be used in a principles of marketing class, or a consumer behavior class. Currently the
instructor’s manual has a handout on Hispanic consumer behavior with additional data on the makeup/skincare market. This would be supplemental to the data typically provided about Hispanic consumer
behavior in most consumer behavior textbooks and is a “preview” for the principles class.
In a lower level class, some of the nuances in the data may need to be drawn out by the instructor and the
answers to the questions assume that. In a higher level class, students may be expected to extract these
themselves, particularly if they are routinely expected to seek additional information.
While the current IM does not have specific questions, the case could also be used in an entrepreneurship
or small business class as it illustrates problems that arise in small businesses.

Synopsis
Patti Tomlin, BeautiControl consultant, surprises her spa client, Denise Daniels, with a request to help her
move her business from Florence, South Carolina to Yuma, Arizona. Though Daniels manages a local
small business center, this is not a typical request. Tomlin has been extremely successful with selling
BeautiControl and at recruiting in South Carolina, and has put her own twist on multi-level marketing by
opening a salon instead of the more typical party and catalog sales. She done some homework and thinks
that things might be good for BeautiControl in this new area. Daniels is able to answer some of her
questions and gives her some homework. Daniels also collects some general demographic data to start
the discussion.
The case explores Hispanic consumer behavior and trends and marketing preferences as well as
challenges students to look at and draw conclusions from two regions. The case is based on a consulting
project by the author and is lightly disguised.

The author developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the author.
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PREAPPS:
CROWD-SOURCED MARKET SUCCESS
Susan F. Sieloff, Northeastern University
Felicia Lassk, Northeastern University

Case Objectives and Use
The case is appropriate for undergraduate or graduate electives in Marketing Research or the marketing
research section of a Marketing Management course. It allows students to:





Evaluate the fast growing app development start-up firm PreApps’ ability to satisfy its
two distinct customer groups: app developers and app users who provide feedback to the
developers.
Analyze the Klass survey research report (Exhibit 4) to make recommendations based on
the findings.
Use the available information from the case and Klass’ survey research report to make
managerial recommendations to address Casto’s strategic next steps.
Demonstrate the importance of market research in balancing strategic and tactical
recommendations.
Synopsis

In the spring of 2014, Sean Castro faces a problem with his successful startup PreApps. Barely a year
old, PreApps is an innovative service co-creating new mobile apps in development by matching app
developers with a pool of app users who are eager to provide feedback. At PreApps, co-creation occurs
when its crowd-sourced user community members engage in the testing and validation stage of the new
product development process to help app developers create successful new apps. The PreApps crowdsourcing process also generates pre-release publicity and orders pre-launch if the app is well received.
PreApps has been successful in attracting app developers and is developing partnerships that should
attract more. At this point, PreApps knows its value to developers, but it now needs to recruit more
PreApps community members, e.g., “new eyeballs” to join its user community and stay engaged in the
process. Castro has the results of a recent survey of app users that he hopes will help him identify
potential new users and suggest ways to increase engagement.

The authors developed this case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note were anonymously peer reviewed for presentation at the NACRA 2014 Conference,
Austin, TX, October 23-25, 2014. ©2014 by Susan F. Sieloff and Felicia Lassk. Contact person: Susan F. Sieloff, Northeastern
University, 202 Hayden Hall, 360 Huntington Avenue, Boston, MA 02115. 617-373-4638. S.sieloff@neu.edu
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NATURA TRIPLE BOTTOM LINE AND BRAND DEVELOPMENT
Javier J. O. Silva – IAE Business School
Ignacio Osuna Soto – INALDE Business School
Teresa Casenave – IAE Business School
Case Objectives and Use
Primary learning objectives:





Assessing how important it is to develop a corporate brand that embodies the company’s values.
Learning how to balance brand portfolio development and corporate branding.
Understanding the meaning and significance of a corporate reputation based on TBL management,
striking a balance between financial, social and environmental impact.
Identifying the marketing strategy components that must be streamlined and those that can be
customized for every specific market in an internationalization process involving global branding.

Ancillary objectives:





Finding alternatives to boost sales while building a strong brand that follows a company’s corporate
philosophy.
Analyzing product categories to establish the impact of their individual development on branding
efforts, and understanding the meaning of differences among countries.
Learning about the challenges involved in the Direct Sales model –organization types and consultant
management.
Using market research to gain insights into consumers’ decision hierarchies.

This case was elaborated for MBA and executive education programs, with a primary focus on Marketing
courses dealing with corporate branding and brand portfolio management in TBL-based schemes.
Synopsis
Natura was a Brazilian cosmetics company that had been operating in Colombia for a few years. Axel
Moricz, Natura Colombia’s general manager and an expatriate, was challenged to formulate a marketing
strategy and plan to build a branding portfolio that enabled his company to meet its growth targets. At the
same time, his plan also had to strengthen the brand’s corporate citizenship reputation to advance Natura’s
organizational values and sustainability philosophy. To this end, Axel needed to ensure that both Natura’s
principles and its commitment to TBL (triple bottom line) were factored into his team’s choices.
Relying on the market research study and figures provided in the case, as well as taking into account
Natura’s “Well Being Well” essence, class participants are expected to recommend a number of strategic
guidelines to build a brand and to meet Natura Colombia’s goals, justifying their alignment to the parent
company’s corporate strategy.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin, TX, October
23-25, 2014. © 2014 by Javier J. O. Silva, Ignacio Osuna Soto and Teresa Casenave. Contact person: Javier Silva, IAE Business
School, Mariano Acha y RN8, Pilar, Buenos Aires, Argentina – Phone +54230441080 – jsilva@iae.edu.ar
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THE AIRBLUE FLIGHT 202 CASE SYNOPSIS
Ghufran Ahmad - Lahore University of Management Sciences, Pakistan

Case Objectives and Use
The case illustrates a number of important considerations and challenges while leading and managing
under critical situations. The reading of the case and subsequent class discussion can be structured to meet
following learning objectives:
Identifying the human and structural factors that might cause a crisis
Understanding the roles and responsibilities of leaders and followers as the team faces
extreme circumstances
Understanding how individuals make sense of the events leading to the crisis and how
their prior experience and knowledge influences their sense making capabilities
Recognizing the limitations of human beings as they make decisions under extreme
time pressure and stress
Identifying the ways in which errors of judgment, communication, and decision
making may be minimized
Examining the role of supporting team members “sitting on the fence” watching as
their team makes decisions in real time.

Synopsis
The case study on Airblue chronicles the events that led to the biggest plane crash in the aviation history
of Pakistan. Airblue flight 202 destined from Karachi to Islamabad crashed while attempting to land
under adverse weather conditions. The flight carried 146 passengers and 6 crew members; all died in the
crash. Later investigations identified gross errors in judgment and decision making by the cockpit crew
and unprofessional attitude as the sole cause of crash.
The case study documents the events that unfolded prior to the crash and identifies a number of major
factors that are important while communicating and making decisions under critical situations. It touches
upon the themes of superior-subordinate communication and relationships, empowerment, sense of
responsibility under life threatening situations, making sense of crisis situations, role of initiative, selfconfidence, and reliance on others. The case is suitable to be taught on topics dealing with
communication, decision making, teamwork, leadership, and crisis management.

The author developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the author.
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NAMAL COLLEGE:
SHAPING THOSE WHO SHAPE THE FUTURE
Arif Nazir Butt - Lahore University of Management Sciences
Shezeen Hemani - Lahore University of Management Sciences
Sana Kamran - Lahore University of Management Sciences

Case Objectives and Use
The case can provide students an opportunity to learn about the evolution of an academic organization,
which started from a vocational training institution, grew into a degree awarding college and now
envisioned to become a center of knowledge and excellence. One of the key learning objectives would
be to have students place themselves in the situation of the Board/ Vision Committee of Namal and
reflect upon the process of “Building a Vision” for the organization. Discussion questions like “what
defines a vision?” “How do organizations develop vision?” “What role does vision play in making
organizations successful?” can lead to discussion in the light of assigned readings to develop students
learning about articulating vision and its role in shaping an organization’s future.

Synopsis
The case documents the evolution of Namal College, the brainchild and dream project of Imran Khan world-renowned cricketer, a philanthropist, and an emerging politician of Pakistan. The case narrates the
journey of Namal College from conception until 2014 where the Board cum Visionary committee meets to
discuss the vision and challenges that face the institution.
From its humble beginnings as a technical training and diploma-awarding institute in 2008, Namal had
already achieved many milestones in a short span of time. By 2012, Namal College had received the status
of an affiliate college of University of Bradford; offering a Bachelor’s degree in Electrical and Electronic
Engineering and Computer Science, and was celebrating the graduation of its first graduating batch of 55
students. Namal College, located in the beautiful country side at the edge of Namal Lake – a short distance
away from Khan’s home town Mianwali, stood as a beacon of hope for many - especially those coming
from the rural areas of Pakistan. The Board envisioned it to become a center of excellence in the region –
“a knowledge city”, contributing towards rural development and upliftment of organizations and
communities by providing opportunities for education and development in the disadvantaged areas of
Pakistan.
The case opens in April 2014 when the Vision Committee for Namal meet to discuss the 10-year vision for
the college. They also discuss the impending challenges and how they can be addressed to meet the longterm goals and envisioned future. Namal had recently been allotted 1,000 acres of land and the Board knew
that to turn their dream of creating a knowledge city would take more than their own life time. However,
what they firmly believed in was the role of a well-articulated vision that would guide the present and future
custodians of this emerging institution. There are a few important decisions that must be taken by the Board
before they move forward.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note were anonymously peer reviewed for presentation at the NACRA 2014 Conference,.Austin,
Texas, Oct 23-25, 2014 by [Arif Nazir Butt, Shezeen Hemani and Sana Kamran] Contact person: [Shezeen Hemani, LUMS,
Opposite Sector U, DHA, Lahore, Pakistan, +9242-35608000, Shezeen@lums.edu.pk]
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BROKEN TRUST:
AN EXPENSIVE AFFAIR
Loretta F. Cochran, Arkansas Tech University
Tracy S. Manly, University of Tulsa
Constance A. McKnight, University of Central Arkansas
Kim Troboy, Arkansas Tech University

Case Objectives and Use
This case has implication for both undergraduate human resources and governmental accounting courses.
It would be appropriate for an upper division course that had a mix of majors that included both
management and accounting. The case highlights the need for financial and human resources controls
and policies to ensure that individuals do not misappropriate those funds for other purposes, including
their own personal gain. It provides a real example of how the lack of oversight creates an environment
for the fraud triangle of duress, rationalization, and opportunity to occur. These events illustrate ways in
which the principles of proper internal controls, good human resources practices, and effective ethical
reasoning were all lacking.
This case provides students with an opportunity to use critical thinking and ethical reasoning skills in
their responses. An opening discussion on what conditions provide an inviting setting for fraud to occur
is desirable. For human resources courses, knowledge of best practices in hiring and staffing as well as
procedural controls are explored. For accounting students, fraud, internal controls, and characteristics of
a governmental setting are presented.

Synopsis
Jonathan Reese is a city comptroller who rose from humble beginnings to earn the trust of his co-workers
and community. He used his position to embezzle funds to finance an affair with a vendor to the city.
The existing internal controls did not catch him, and none of his thievery was discovered until he left
employment with the city. When confronted with this evidence, he pled guilty. This once-trusted official
threw away years of hard work and a valuable reputation when he pled guilty and was sentenced to a
hefty fine and prison time. Rebecca, the assistant comptroller, and Melinda, Human Resources Manager,
are both left wondering how the city could have prevented the crime from occurring and what to do next.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. Names of people and institutions have been disguised. The case and teaching note was anonymously peer reviewed for
presentation at the NACRA 2014 Conference, Austin, TX, October 23-25, 2014. © 2014 by Loretta F. Cochran, Tracy S. Manly,
Constance A. McKnight, and L. Kim Troboy, and. Contact person: Loretta F. Cochran, Arkansas Tech University, 106 W. O
Street, Russellville, AR 72801, 479-964-3250, lcochran@atu.edu
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READING, WRITING & EMBEZZLEMENT:
A SCHOOL DISTRICT IN CRISIS
Carolyn Conn, Ph.D., St. Edward’s University
Aundrea Kay Guess, Samford University

Case Objectives and Use
The objectives of this case include providing students with material to:


Evaluate and identify an ethical course of action for the protagonist (Executive Director of the
Texas Education Agency) in order to stop corruption and restore community confidence, fiscal
responsibility, and academic integrity in a public school district (Beaumont, Texas). This will be
done within the context of “Giving Voice to Values.”



Compare legal authority to moral imperative and discuss whether they are the same. The TEA
Director may choose among several courses of action, all of which are legal; but, must decide
which is the “most” ethical.



Understand how corruption and financial mismanagement can impact future operations (such as
bond financing) and the quality of education.



Empathize with and understand how culture (including a person’s race) can impact individual and
group decisions.

Synopsis
The commissioner of the Texas Education Agency (TEA) faced a tough decision of whether to remove
the superintendent and board of trustees of the Beaumont Independent School District (BISD) and appoint
a new superintendent and independent Board of Managers. He had the legal authority to take that action;
but, he could choose to retain the superintendent and some of the trustees. The locally-elected board was
plagued by charges of cronyism, corruption, fiscal mismanagement, racism, and a lack of academic
integrity. Additionally, there were public allegations of cheating on state assessment exams and two
financial services employees pled guilty to embezzling $4.5 million of school district funds. Community
members no longer had confidence in the BISD administration to provide a quality education for their
children. During his first eighteen months at TEA, the commissioner had forced the financially troubled
North Forest ISD to consolidate with Houston ISD. He also appointed a new superintendent and Board of
Managers at scandal-ridden El Paso ISD. He must decide whether that same course is the right one for
BISD, the community, and most of all for the school children.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors.
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DISCRIMINATION OR NON-PERFORMANCE?
Carol J. Cumber, South Dakota State University
Jamie O’Brien, South Dakota State University

Case Objectives and Use
This case is designed for undergraduate level courses in Labor and Employment Law, Business Law, and
Human Resource Management, and is relevant during class coverage of discrimination and Title VII of
the Civil Rights Act of 1964. The learning objectives are:
1. To demonstrate some of the legal issues that can result when an employee is terminated.
2. To illustrate the complexities relating to cases involving Title VII of the Civil Rights Act of 1964.
3. To emphasize the necessity for documentation of credible evidence with regard to
employment/personnel decisions.
4. To stress the importance of proactive measures – “best practices” designed to reduce the likelihood of
Title VII violations.
5.
Synopsis
This disguised case, based on actual events, focusses on issues related to Dr. George Annan, who was
hired as an assistant professor at Northern Plains University (NPU) in August of 2003. He was born in
Kenya, Africa, and was of African descent. NPU was a predominantly white institution, and he joined a
small department with faculty consisting of three additional men and one woman – all white, and with
varying ranks from instructor to associate professor. Although initially evaluated as having achieved the
level of performance “reasonably expected in an Assistant Professor,” subsequent evaluations were
increasingly negative, and he was informed that his performance did not meet the expectations required of
faculty at NPU. His contract was terminated at the end of his second year. Department Head Mary Reed
believed that she had provided adequate feedback and support so that this outcome could have been
avoided – if he had listened to her. Annan contended that he was treated unfairly by being assigned an
introductory level class that wasted his talents as a Ph.D., and because he was an African man surrounded
by a predominantly white faculty and student body. He was threatening to sue NPU for discrimination.
Although Department Head Reed felt that Annan had largely ignored her advice on how to improve his
performance, she knows that she needs to prepare evidence to defend NPU in case Annan decides to
pursue legal action. Her primary concern is that Annan will allege discrimination under Title VII of the
Civil Rights Act of 1964, claiming he was discriminated against on the basis of race.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
TX, October 23-25, 2014. © 2014 by Carol J. Cumber and Jamie O’Brien. Contact person: Carol J. Cumber, South Dakota State
University, Brookings, SD. carol.cumber@sdstate.edu.
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ABB INDIA: LEVERAGING ON DIVERSITY AND INCLUSION FOR SUCCESS
Koustob Ghosh, Calcutta Business School, India

Case Objectives and Use
The objectives are:
 To understand the initial level difficulties and roadblocks for adopting and implementing a DI
programme in a large scale engineering organization
 To explore how such resistances can be tackled and support can be obtained from people across the
organization in order to successfully implement the DI programme.
 To appreciate the role complementarity between the Business Heads and HR Partners of a global
organization for designing and executing the DI programme.
 To anticipate the future challenges and issues to be confronted on the DI programme, and therefore
how to develop proactive action plan in view of emerging opportunities and threats.

Synopsis
This case starts with the challenges, issues, and anticipation faced by Ms. Radhika Muthukumaran (the
main protagonist), who is presently working as the Head Diversity and Inclusiveness (DI) for ABB India,
Middle East, and Africa. She is concerned with the visit of the company’s Chairman in India as he has
indicated for a detailed review of DI initiatives started by ABB India sometime in 2010. With the induction
of Ms. Radhika, the expectation of the parent group from ABB India has gone up in terms of successful
realignment of DI with business perspective that ABB boasts of as a global organization.
The case then offers a brief background, origin, and operations of ABB India unit. In the same line it also
explained the rationale and the orientation behind the adoption of formal DI initiatives by the top
management team of ABB India that started with hiring Ms. Radhika in her present position. The case
illustrated and presented a vivid account of initial difficulties and resistances that Ms. Radhika and her team
faced in bringing about changes in the mind set of business heads while attempting to convince them for
hiring female employees at workplace including the shop floor. Simultaneously, the company also built up
female employee support facilities and a strong code of conduct to deal with sexual harassment cases.
Although ABB India is yet to address on the inclusion of the physically disabled section in its workforce in
a more systematic and matured manner, the company has a minor presence of this particular section in some
of its roles and positions. The case ends with a number of unresolved issues like the future direction and
focus of DI, measuring its success in terms of direct and indirect business impacts, support from
shareholders and stakeholders, and recent changes in the company’s business environment. The case hints
that Ms. Radhika needs to work out a concrete action plan for addressing these issues and making a
presentation of the same before the Chairman of the group during his ensuing visit in India.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors.
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OVERCOMING THE EXPERIENTIAL GAP: A CASE STUDY ON IMPROVING TACIT
KNOWLEDGE TRANSFER IN THE CELE OFFICER OCCUPATION
Pascal Godbout, Canadian Forces College
Dr. Mark Julien, Brock University
Case Objectives and Use
This case is intended for graduate students pursuing an executive MBA or MPA, and taking a course in
organizational theory or human resources management. The case is best suited for students with
professional experience. This case study highlights knowledge management challenges within a military
or public service context, focusing on how to bridge the experiential gap in a specific military occupation
of the Canadian Armed Forces (CAF) through better tacit knowledge transfer. Areas examined include
the organizational structure and culture of the Royal Canadian Air Force (RCAF) and the
Communications and Electronics (C&E) Branch; the organizational factors impacting knowledge transfer;
the stakeholders associated with the RCAF C&E community; the use of communities of practice; the
knowledge management (KM) processes that can facilitate tacit knowledge transfer; and the role played
by technology in KM. To summarize their findings, students are asked to apply a modified version of
Girard’s Inukshuk KM model.
The main objectives are to:







understand the complexity of knowledge management in an organization with a high turnover;
understand the influence of stakeholders on knowledge management issues;
understand the barriers to effective knowledge management;
broaden student’s understanding of corporate culture and its impacts on knowledge management;
explore the use of communities of practice as a means to facilitate knowledge management; and
employ a knowledge management model for developing KM recommendations.

Synopsis
Lieutenant-Colonel Humphrey was a Communications and Electronics Engineering (CELE) officer in the
CAF. In June 2013, he was transferred to the Directorate of Air Domain Development, and worked
directly for the occupation advisor, Colonel Lemay. He felt frustrated by the ongoing KM challenges in
his occupation. Wing Telecommunication and Information Services Officers (WTISOs) who managed IT
services at RCAF Wings faced recurring problems, without having easy access to the experience of their
peers or predecessors. Since WTISOs changed every 2-3 years, this was not acceptable. There were also
serious challenges in promoting knowledge exchange between CELE officers employed across the CAF.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
TX, October 23-25, 2014. © 2014 by Pascal Godbout and Mark Julien. Contact person: Pascal Godbout, Canadian Forces.
College, pascal.godbout@forces.gc.ca
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LEADERSHIP POTENTIAL ASSESSMENT AT PTCL
Anwar Khurshid - Lahore University of Management Sciences
Quratulain Haider - Lahore University of Management Sciences
Case Objectives and Use
This case can be taught effectively to MBA students or executives at any level in courses on topics such
as organizational behavior, human resource management, talent management, succession planning,
leadership potential assessment, and managing public sector organizations. One of the learning objectives
is to help students and executives understand the need and importance of potential assessment for an
organization. Another objective is to illustrate the process, tools and techniques of leadership potential
assessment. The case allows students and executives to explore the questions about validity and reliability
of the potential assessment methods. The key questions include whether the assessors were assessing the
right competencies, and also whether they were doing it the right way, i.e., using the right techniques for
assessment. The case intends to help students and executives understand the issues and challenges faced
by a large company in assessing leadership potential, and understand the need for such an assessment in
identifying and developing future leaders in an organization.
Synopsis
Pakistan Telecommunication Company Limited (PTCL) had launched a program to assess leadership
potential of their senior executives. The idea of leadership potential assessment emanated from the desire
of the CEO to identify and groom individuals who had the potential to lead PTCL to become a
competitive, progressive, and modern organization. The assessment results were reported for each
executive individually as well as for the overall organization collectively.
The program was headed by the Executive Vice President of Talent Management and Learning, Mr.
Shahzad Safdar Khan. After reviewing the results of the assessment, Mr. Khan had several concerns. One
of his concerns was that some executives had received low ratings with respect to their potential although
their performance at PTCL had been very good. Mr. Khan was not sure how to deal with this discrepancy
between good past performance and relatively low future potential. He was also grappling with the
question whether the assessors’ rating was a good predictor of an executive’s performance on the job.
Some executives were already questioning the reliability and validity of the potential assessment exercise.
The decision focus was how to proceed further after the results of the assessment had been received. What
options existed for the follow up? What would be the implications of various options on the overall
motivation of the executives as well as on the effectiveness and acceptability of the leadership potential
assessment process?
The case describes the process as well as the tools and techniques designed for assessing leadership
potential. What’s more, the case captures the assessment process through the eyes of three different
participants who shared their experiences and feelings during the assessment process as well as thereafter.
The case also identifies the issues and challenges faced by PTCL in interpreting the results for individuals
as well as for the company, and in deciding future course of action.
The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note were anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
Texas, USA, October 23-25, 2014. c 2014 by Anwar Khurshid and Quratulain Haider. Contact person: Anwar Khurshid, Lahore
University of Management Sciences, Lahore, Pakistan, 924235608284, anwar@lums.edu.pk
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RECRUITMENT AND SELECTION IN THE EDUCATION DEPARTMENT, FATA
Anwar Khurshid, Lahore University of Management Sciences, Pakistan
Abdul Karim Khan, Lahore University of Management Sciences, Pakistan

Case Objectives and Use
The primary purpose of this case is to sensitize the students about the many problems faced by recruiters in
the ad-hoc recruitment in the public sector of Pakistan. This is a comprehensive case with multiple learning
objectives:




To identify the key objectives underpinning the development of a recruitment and selection system in
a particularly challenging geographical area, i.e. FATA.
To identify the issues faced in recruitment and selection of officers and address them in the recruitment
and selection procedures
To develop recruitment and selection strategies that reduce employee dissatisfaction, improve
workplace environment and reduce employee turnover

To come up with efficient recruitment and selection procedures that ward off political and social
pressures and encourage hiring of individuals on merit organization. Given his new position and the
current interest by senior leadership in improving KM, Humphrey decided to submit some
recommendations to the occupation advisor to tackle the issue.

Synopsis
The case describes the challenging situation faced by Mr. Syed Manzar Jan Sajid, Additional Director
Establishment & Finance at the Directorate of Education, FATA, who had been given the charge to
undertake the first ever ad-hoc recruitment of teachers in FATA. It was decided by the Education
Department, FATA that around 300 teachers need to be replaced on an immediate basis. The recruitment
procedure of Khyber Pakhtunkhwa Public Service Commission (KPPSC) took years to reach completion
and did not take into account the ground realities, because of which the teachers who were commissioned
through it, often asked for No Objection Certificate (NOC) to be positioned out of FATA soon after. So,
Mr. Manzar had to come up with a recruitment and selection procedure that was not only efficient, but also
provided a sustainable solution to the problems of high employee turnover as well as employee
demotivation that resulted from the presence of disgruntled teachers.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors.
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VARIABLE INCENTIVE PLAN IN PUBLIC SECTOR SERVICE ORGANIZATION:
CASE OF RING ROAD POLICE, LAHORE
Muhammad Abdur Rahman Malik - Lahore University of Management Sciences, Pakistan

Case Objectives and Use
This case can be used for the final year of undergraduate or for the first year of MBA course in Human
Resource Management, in the module of ‘Appraisal and Reward Systems’. This case can also be used for
executive trainings for the public sector organizations. Key Learning Objectives: Performance
management systems based on key performance indicators and variable incentive plans are new for public
sector in Pakistan. The purpose of this case is to highlight the issues that one has to encounter during
implementation of these systems in public sector. Most of the existing literature about variable incentive
plans highlights the benefits associated with these plans. Moving a step further, the current case also tries
to highlights the issues that these plans may produce. Further, by using some of the most famous
motivational theories (such as Maslow’s needs theory, equity theory, and expectance theory etc.),
the case shows how these theories can be connected to managerial practices.

Synopsis
Lahore Ring Road Authority (LRRA) is a public sector organization under the provincial government of
the Punjab. It is responsible for the construction, maintenance and operation of Lahore Ring Road. The
chairperson of LRRA, Khalid Mahmood, is a graduate in Public Administration from the US. He has
studied the concepts of variable incentive plans based on key performance indicators, and he is trying to
apply these concepts to the Ring Road Police (RRP), to create a motivated and committed police force.
During a meeting with his in-group colleagues, some of them raised concerns about the proposed plan.
His colleagues were skeptical about the suitability of such plans for public sector employees, about the
unintended consequences of such plans, about the possibility of accurately measuring the proposed KPIs,
and about the perceptions of unfairness and biasedness that the system may trigger. To conclude the
meeting, Khalid suggested them to propose some KPIs so they could discuss the KPIs during a follow-up
meeting in detail. During the next week, Khalid received mails from his colleagues suggesting the use of
‘absenteeism’, ‘cooperativeness’, safety of infrastructure’, complaints against wardens’, and ‘issuance of
tickets’, as the proposed KPIs. However, they have raised concerns that it would be difficult to measure
some of these KPIs with accuracy.
Although Khalid was enthusiastic about the proposed systems, he was also aware of the expected
resistance that he may have to face, both from within and outside of his organization. Sitting in his office,
Khalid was thinking about the way forward. With so many issues identified in the plan, would it be wise
to insist on implementing it? Should he give up his desire to connect the performance with rewards in the
public sector? Finally, would it be possible for him to convince the chief minister regarding the proposed
system?

The author developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the author.
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TEAM-BASED LEARNING:
THE FREE-RIDER DILEMMA
Virpi Malin, University of Jyväskylä, Finland
Marilyn Taylor, University of Missouri at Kansas City
Xiujuan Jiang, Shanghai University of International Business and Economics
Chi Anyansi-Archibong, North Carolina A&T State University

Case Objectives and Use
This case could be used in teacher development workshops. However, the problem of weak commitment
and free-riding is salient in any student or work-related groups. Thus the case could also be useful for any
group training sessions in and outside the educational field. For development programs involving teachers
and/or facilitators, the session can go beyond the free-riding focal problem in the case to explore more
broadly such issues as constructivist approach to education, interactivity, and collaborative ways of learning
and problem-solving processes. For student or work groups the case can be used as a basis to promote
discussion on roles and objectives, arrangements and ethical perspectives of group work. Discussions based
on the case may help any group working together to tackle group-related issues.
Synopsis
This case focuses on the dilemma Professor Metso confronts in the last week of classes in Spring 2013 at
the School of Business and Economics (JSBE) at the University of Jyväskylä (JYU), Finland. The case
opens with Professor Metso receiving an e-mail from one of the members of a three-person student team.
The e-mail states that the student and another member of the group have not heard from or seen a third
member since the initial orientation session at the beginning of the term. The incident occurs on Saturday
as Professor Metso prepares for the last week of classes. Professor Metso has to decide whether to reply to
the e-mail and, if so, how.
The three-person student team is part of an experimental pilot learning experience within her large mass
course in spring 2013. The experiment is part of a university level developmental project “Interactive
Teaching and Learning” (IT&L) that was set up at JYU by the Rector. IT&L has the aim to develop
interactive, dialogic and collaborative teaching methods. Professor Metso was responsible for the course
“Introduction to Management and Leadership” that, with an enrollment of 400, was the most popular of the
mass courses that JSBE offered for all students studying at JYU. Professor Metso’s experiment involved
five teams composed of one team of five students, two of four students, and two of three. The e-mail is
from one of the female students in the three-person team composed of two female students and one male
student.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case, instructor’s manual, and synopsis were anonymously peer reviewed and accepted by the North American
Case Research Association (NACRA) for its annual meeting, Austin, Texas, October 24-25, 2014. All rights are reserved to the
authors and NACRA. © 2014 by Virpi Malin, Marilyn Taylor, Xiujuan Jiang, and Chi Anyansi-Archibong. Contact person:
Virpi Malin, School of Business and Economics (JSBE) at the University of Jyväskylä (JYU), Finland, Phone +358 (0)40
8054781 virpi.malin@jyu.fi

75

JANE’S DILEMMA
Maxime Martin, Brock University (student author)
Dr. Mark Julien, Brock University (faculty supervisor)

Case Objectives and Use
This case can be used at either the undergraduate or graduate levels in a human resource management or
recruitment and selection course. The case study focuses on the ethical dilemma experienced by a
volunteer at a children’s advocacy centre who has been asked not to interview a qualified male candidate
for the position of counsellor. Students have the opportunity to consider whether or not gender can be an
acceptable bona fide occupational requirement and to consider the unique mission and mandate of this
employer. Students will also learn about the importance of job analysis and concepts such as direct and
indirect (systemic discrimination) as well as traditional gender roles and assumptions about these roles.
The main objectives are to:
1) To introduce the concept of bona-fide occupational requirement/qualification (BFOR or BFOQ)
and explore whether or not gender is an acceptable BFOR/BFOQ
2) To emphasize the importance of job analysis before conducting the recruitment and selection of a
new employee.
3) To emphasize concepts such as direct versus systemic discrimination and prohibited grounds of
discrimination
4) To explore assumptions about gender roles and non-traditional roles.
Synopsis
This case focuses on a student volunteer named Jane who was working at a child advocacy center. The
center helped counsel children who have witnessed violence or who have experienced some form of
abuse. Jane had been tasked with helping to screen resumes of applicants who were applying to be a
counsellor at the center. Jane had been asked by her supervisor not to include the most qualified applicant
who happened to be a male. Jane understood that most of the victims the center helps had been abused by
males and therefore she was not sure what to do in this situation. Jane was faced with the difficult
decision of obeying her supervisor but feared that they were discriminating against the most qualified
applicant.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
TX, October 23-25, 2014. © 2014 by Maxime Martin and Mark Julien. Contact person: Mark Julien, Brock University,
mjulien@brocku.ca
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CHANGE MANAGEMENT OPPORTUNITIES AT A MAJOR
FEDERAL GOVERNMENT AGENCY: HUD’S CHALLENGE
Lester Sutherland, Wayne State University (student author)

Case Objectives and Use
This case study was developed to introduce graduate government studies students to executive branch
complexity. It is also written to allow students to examine the basic elements of change management and
how the culture of a governmental organization can impact the change process. The objectives are:





Discover the complexity of the United States Government bureaucratic model.
Understand organic and mechanistic organizational models, and the concepts of change that best
suit these models.
Determine how leadership tenure may affect the ability of organizations to change and innovate.
Develop a rationale for suggesting an organizational change model, and the ability to defend that
rationale.

Synopsis
This semi-disguised case is based on actual events that took place at the Department of Housing and
Urban Development (HUD) of the United States Federal Government in the 2013-2014 timeframe. The
case study uses publically available documents to explore a HUD’s challenges with driving required
change throughout the organization. HUD has been tasked with developing workforce planning and
succession system by the Governmental Accountability Office (GAO) since 1999 but has failed to
accomplish this action. This case describes the process used by a Lean Six Sigma process improvement
coach, Bob. He must determine the reasons why HUD has not developed the succession planning system
required by the GAO. Bob has also been asked to make recommendations for beginning a viable
succession system. Bob is well aware of the difficulty of getting any change done in the government.
While he has worked on process change in many areas of HUD, this assignment causes him to look at the
larger picture of HUD’s structural resistance to change. Working with his cohort and mentor, Bob learns
about mechanistic and organic organizational types and what change methods are best suited for different
organizational types. Bob is exposed to the workings of the Office of Management and Budget (OMB),
the Office of Personnel Management (OPM), and of course the Government Accountability Office
(GAO). Bob also starts to understand the larger picture of career civil service employees, senior executive
service employees, and political appointees. Bob soon finds that all systems of the federal government are
not necessarily moving in the same direction. Coming up with a viable suggestion for a succession
planning system in HUD that will be accepted by senior leadership appears an insurmountable task for
Bob as the time to present draws near.

The author developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin, TX,
October 23-25, 2014. © 2014 by Lester Sutherland. Contact person: Lester Sutherland, Wayne State University, Detroit, MI.
ed2265@wayne.edu
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REPRODUCTIVE HEALTH ISSUES AND CORPORATE SOCIAL RESPONSIBILITY AT
CRESCENT BAHUMAN TEXTILE MILLS
Misbah Tanveer, Lahore University of Management Sciences
Hina Uqaili, Lahore University of Management Sciences

Case Objectives and Use
This case can be used in a course on business ethics, which is usually a part of the curriculum of a
Masters in Business Administration. It can also be used during a faculty or a research seminar on
professional ethics. In addition, it can be used towards the end of an undergraduate level course in
Development Theory, for students majoring in Economics, Public Policy/ Public Management, and in
Social Sciences such Sociology and Anthropology. It can also be used while delivering an Executive level
course, which has participants from the government or from non-government organizations. The
objectives of this case are to:





Introduce students to the importance of Family Planning and Reproductive Health issues, and to
create awareness in them that how can such issues affect worker productivity, effectiveness and
efficiency.
Introduce students to the prevailing situation of FPRH services in the country.
Inculcate in students an awareness that taking care of health of its employees in general, and of its
female employees in particular, should be a part of a company’s Corporate Social Responsibility
policy.
Inculcate in students or future managers/ leaders that companies can play a vital role in improving
socio-economic status of its employees, by ensuring that their health-related needs are well met.
Synopsis

This case is based on a real organization and on real events. It describes a situation faced by the Chief
Operating Officer, Mr. Ahmad Ali, of one of the biggest manufacturers of textile products in Pakistan,
Crescent Bahuman Textile Mills Limited. Workers in textile factories frequently have to work while
standing for eight hours a day. When Mr. Ali gets to know about the deteriorating health condition of one
of its female factory workers, he realizes that his company has a vital role to play in taking care of the
health needs of its employees. He takes an initiative under the company’s Corporate Social Responsibility
policy, and hires a research team to investigate and assess the nature and extent of Family Planning and
Reproductive Health (FPRH) needs of its female employees.
Based on the suggestions put forward by the research team, Mr. Ali realizes that there is indeed an unmet
need of FPRH-related service delivery for its female factory workers in particular, for its employees in
general, and for the overall economy on a larger scale. He also realizes that there is a dearth of awareness
on FPRH-related issues as well. He then collaborates with the research team and sets out to plan some
sector-specific strategies, so as to make the situation better. He analyses challenges, implications and
repercussions of implementing these proposed strategies.
The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
TX, October 23-25, 2014. © 2014 by Misbah Tanveer and Hina Uqaili. Contact person: Dr. Misbah Tanveer, Lahore University
of Management Sciences, Opposite Sector U, Defence Housing Authority, Lahore 54792, Pakistan, 00-92-35608000,
misbah.tanveer@lums.edu.pk.
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AMY’S BREAD:
DECISION MAKING IN UNCERTAIN TIMES
Paula S. Weber, St. Cloud State University
Cathleen S. Burns, Creative Action Learning Solutions LLC
James E. Weber, St. Cloud State University

Case Objectives and Use
This case is designed for undergraduate organizational change, organizational behavior or
entrepreneurship courses. The case could be covered over one or two class periods.
Case objectives are:
-Explore managerial decision making processes and apply a decision making model.
-Learn and apply problem solving model.
-Learn and apply risk management model.
-Determine organization structure following an expansion and apply situational leadership theory.
-Learn and apply an organizational change model.

Synopsis
Amy’s Bread first opened in a tiny combined wholesale and production location in Hell’s Kitchen in
1992. Twenty-two years later, Amy’s Bread had grown to large production facility, three retail locations
in Manhattan, 200 employees, and $15M in sales. Amy made many critical decisions over the years
including handling crises such as September 11, 2001, lengthy electrical power outages, Hurricane Sandy,
and lease contract problems. Most recently, with less than a year’s notice from her lessor, Amy had to
find a new location for her entire production facility which served both her retail and wholesale bread
business. Amy eventually leased and completely renovated a 33,000 square foot building and moved her
production facility and administrative headquarters from Manhattan to Queens. Significant renovations
were required at the Queens facility because it had not met building codes since 1985. In addition, two of
her retail locations needed to be renovated because of reductions in lease space and different allocations
of square footage to retail and production operations. This case explores decision making, problem
solving, risk management, and change management across a variety of managerial challenges.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of situations.
The case and teaching note was anonymously reviewed for presentation at the NACRA 2014 Conference, Austin, TX, October
23-25, 2014. ©2014 by Paula S. Weber, Cathleen S. Burns, and James E. Weber. Contact person: Paula Weber, St. Cloud State
University, 720 4th Avenue South, St. Cloud, MN 56301; 320-308-5443; psweber@stcloudstate.edu.
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CAN ENTREPRENEURSHIP FACULTY PRACTICE WHAT THEY PREACH?
Joette Wisnieski, Indiana University of PA
Monica Zimmerman, West Chester University
Case Objectives and Use
This case can be used in graduate and undergraduate courses in organization theory, educational
policy, and entrepreneurship. It could also be used in strategic management and human resource courses.
The focus of the case is team diversity, team size, organizational structure, and the challenges of
intrapreneurship. The case focuses on a specific member of the committee, Jack and his concerns about
the committee and the new program. Jack’s concerns were intended to highlight challenges of working
on a large and diverse, virtual team, as well as the uncertainty of working on a new program. The
situation can be compared to that of working in a large, diverse management team.
Central to this case are the issues of the team structure and diversity, as well as the uncertainty
surrounding a new program. A major aspect of the case is the diversity of the committee. The committee
was made of faculty, administrators, and small business development center directors from 14 diverse
universities. Their functional and educational backgrounds, diverse roles, and the size of the committee
members’ university resulted in a diverse set of perspectives. While it contributed to the success of the
competition, diversity also negatively impacted the business plan competition. It slowed the decisionmaking process and impeded the success of the competition. The team diversity was a big consideration
in Jack’s decision to serve on the team. The risk involved in a new program was also addressed in the
case.
Synopsis
This case is based on the PASSHE business plan competition. Details have been changed to emphasize
team and intrapreneurship related topics. The persons named in the case are not actual committee
members but are fictional characters created to emphasize specific issues of team composition and
structure, as well as intrapreneurship.
The Pennsylvania State System of Higher Education (PASSHE) is the largest provider of higher
education in the Commonwealth of Pennsylvania and the tenth largest university system in the United
States. PASSHE is committed to promoting entrepreneurship across the system. One specific program it
created is the business plan competition. A committee was set up that included representatives from all
14 institutions that make up the PASSHE system. Now in its third year, over 600 students have
participated in the competition. At the time the case was written, the committee was preparing to host its
fourth competition.
The committee was set up as a virtual team meeting bi-weekly by conference calls. The first few
meetings seemed to be quite effective. A few broad details were addressed and several key decisions
were made efficiently. Jack, the professor featured in the case felt very positive about the competition.
But as time continued, more and more differences appeared and the committee ran into some predictable
issues. He questioned his membership on the committee.
While the committee was ultimately successful and launched a successful business plan competition, this
case illustrated many challenges of large and diverse teams, as well as a virtual organization structure.
The case also illustrates some challenges of intrapreneurship.
The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
TX, October 23-25, 2014. © 2014 by Joette Wisnieski and Monica Zimmerman. Contact person: Joette Wisneiski, Indiana
University of PA, 308A Eberly, Indiana, PA 15701, 724-388-6412, wisnie@iup.edu.
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EBMT: EUROPEAN BLOOD AND MARROW TRANSPLANTATION
Josep Lluís Cano Giner - ESADE

Case Objectives and Use
The objectives of the case are:





To propose/define the methodology for choosing global suppliers of information systems.
To define the strategy for setting the criteria for selecting global suppliers of information systems.
To discuss the relative weight given to the aforesaid selection criteria.
To draw up and present a proposal covering the selection methodology and criteria.

The case may be targeted at different audiences. It can be used with degree or MBA students with varying
profiles and experience (full-time, part-time, or in Executive MBA formats), in executive programmes
whether in ‘open’ or In-Company Training (ICT) formats.

Synopsis
Óscar Alonso, an IT consultant, has to make a proposal to EBMT’s (European Blood and Marrow
Transplantation) Board on the methodology and selection criteria for suppliers interested in carrying out
the EBMT Registry project. Presentation of the proposal is to be made in a week’s time so Óscar has his
work cut out. The case is situated on Wednesday the 18th of January 2012 and Óscar has to make his pitch
on Wednesday the 25th of January 2012.
EBMT has to update its technology base and the information system that underpin its records of bone
marrow and blood transplants. Because EBMT lacks specialised IT staff, it has decided to hire Óscar to
seek a suitable supplier. This case requires students to draw up the methodology and criteria for choosing
a supplier to carry out the EBMT request and to present their proposals to the EBMT Board.
The case also raises the issue of whether EMBT should seek existing software or instead design it from
scratch based on EBMT’s functional and technical requirements.

The author developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the author.
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ZENI: FINDING THE PATH TO OPERATIONAL EXCELLENCE
Julio Sanchez Loppacher - Austral University
Marcelo Pancotto - Austral University
Maria Barale – Austral University

Case Objectives and Use
“ZENI – Finding a Path to Operational Excellence” may be used in process and/or operational strategy
analysis in MBA programs, as well as in Process Management and Capacity Analysis, Planning
Management and Operational Strategy courses aimed at company executives and experts.

Synopsis
The grain marketing and export company was one of the largest grain brokerage firms in the country and
boasted several business units: grain brokerage, which was its largest revenue source; livestock raising and
breeding, aimed at systematically improving animal genetics and including a 12,000 head capacity facility,
and the forestry industry unit, a key business area that carried out its own logging operations and featured
high levels of investment in timber processing equipment and technology.
Founder Carlos Zeni managed the company and exerted centralized control over decision-making.
However, he delegated management of business units to his sons: Ignacio was in charge of grain brokerage;
Marina was responsible for the citrus-livestock business; and Patricio headed the Forestry Industry Unit
(UFI, by its initials in Spanish), which comprised forestry operations and the processing plant located in
Esquina (Corrientes province). The company prided itself on its long time management culture based on
strong employee engagement and cooperative relations with the communities in which it operated.
Despite strong growth in recent years, in early 2012, profitability had gradually declined, partly due to the
domestic economic situation, marked by cost increases as a consequence of inflation, and partly because of
the sector becoming more globally competitive.
Thus, Patricio was mainly concerned with making the business more profitable. Although internal
operations seemed to run smoothly, he was sure that better results could be achieved. He wondered whether
he should implement a pull production planning to improve commercial performance or a centralized push
production system to maximize operational efficiency. A third option was to reorganize the planning
management function and turn it into an independent area.
In any case, he also wondered whether the industrial plan's integration strategy implemented by the
company had been the right thing to do and whether they should rethink the possibility of venturing into
new products and/or potential markets.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin, TX, October
23-25, 2014. © 2014 by Julio S. Loppacher, Marcelo Pancotto, and Maria Barale. Contact person: Julio S. Loppacher, IAE Business
School, Austral University- Mariano Acosta s/n Ruta Nac. 8 (B1629 WWA) Pilar – Buenos Aires - Argentina,
jsloppacher@iae.edu.ar – Tel: (+54) 230 4481 088
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CHAB’S COMPLEX CARE COORDINATION
Marco Marabelli, Bentley University
Sue Newell, Sussex University
Janis L. Gogan, Bentley University

Case Objectives and Use
The case can support student discussion in a class in health care innovation, health care IT, project
management, or business process management. The case can support student learning about:





Opportunities and challenges in designing care models that incorporate new roles,
relationships, technologies, and coordination processes;
Opportunities, challenges, and best practices in designing pilot test projects in health care;
Challenges associated with moving beyond pilot testing to ongoing sustainable operation;
Challenges associated with change management involving process change and improvement.
Synopsis

This disguised case, based on field research, presents a Children’s Hospital of Western Alberta (“CHAB”)
pediatrician (Dr. Minor) who in January 2012 is considering what to do about a two-year grant-funded pilot
project, which is near its planned end. The project had provided an innovative service to 21 families of
children described as technology-dependent, medically complex and fragile. Dr. Minor is convinced that
the Complex Care Coordination service is worthwhile, and she very much wants to see the initiative move
beyond the pilot test phase to a funded, ongoing service. The case situation is a “cliff hanger,” in that in
January 2012 Dr. Minor has not yet learned whether a proposal to fund this as an ongoing service will be
approved. If it does not receive approval, she will face the unpleasant task of explaining to parents that this
valuable service will end in a few short months. If it does receive approval, several decisions need to be
made and actions taken in order to scale the service up, so that it can support about 60 families of
technology-dependent, medically complex and fragile children in the region. Dr. Minor also wonders if
there is anything else she can do to tip the scales in favor of this decision.
Although the project plan had specified that an electronic health record would serve as an important
coordinating mechanism, at the time of the case a fully integrated electronic health record had not yet been
developed; instead, a document served this purpose. This KIS was made available to every specialist
clinician or social service provider who treated the child. Two new roles – that of Responsible Physician
(Nancy Minor, MD) and Lead Care Coordinator (Tara Gandhi, RN) were established to ensure that the KIS
contained accurate, timely and relevant information for clinical collaboration across time and distance; that
a physician (Dr. Minor) would be held accountable for the patient’s care; and that a Coordinator (Gandhi
and other designated Family Coordinators) would help families navigate the confusing complex care
environment, within the hospital, schools, and at various social service agencies.

The authors developed this disguised case, based on actual events, for class discussion rather than to illustrate either effective or
ineffective handling of the situation. The case, instructor’s manual, and synopsis were anonymously peer reviewed for
presentation at the NACRA 2014 Conference, Austin, TX, October 23-25, 2014. All rights are reserved to the authors and
NACRA. © 2014 by the authors Contact person:Marco Marabelli, mmarabelli@bentley.edu .
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SNOWFALL AND A STOLEN LAPTOP
Mark-David McLaughlin, Bentley University
Sean Hansen, Saunders College of Business, Rochester Institute of Technology
W. Alec Cram, Bentley University
Janis L. Gogan, Bentley University

Case Objectives and Use
This case is designed for use in an undergraduate information security (infosec) class or an infosec
module within an undergraduate MIS course. There is no requirement for an in-depth understanding of
technical or infosec issues. The specific teaching objectives are:
1. Explore the risk management issues related to the security of physical and electronic assets.
2. Understand how data is classified within organizations and how access to sensitive and private
data is controlled.
3. Review the design, implementation, and use of security-related policies and procedures in
organizations.

Synopsis
After two recent incidents in which laptops containing thousands of social security numbers were stolen
from the Erie Pennsylvania “BITU” (disguised) campus, a member of the IT staff at BITU’s Sands
College of Business learns that the Dean’s BITU-issued laptop has been stolen from his home. He hopes
the dean’s laptop did not contain personally identifiable information such as social security numbers,
because if so, this would need to be reported to the state Attorney General’s Office and BITU would be
required to pay for a credit monitoring service for people whose identity may have been compromised.
This disguised case is based on a real incident; it walks students through a sequence of events, starting
with the Dean’s discovery that his laptop has been stolen, and concluding with the result of an
investigation that revealed that in all likelihood, the only personally identifiable information on his laptop
was about the Dean and his family and thus did not expose BITU to a privacy liability risk. Along the
way, students learn how personally identifiable information can lead to identity theft; consider how other
categories of digitally stored information give rise to issues of confidentiality or intellectual property, and
about some of the technologies that were used or could have been used by BITU to track the laptop or
protect its contents. The case provides an opportunity for students to examine information security
processes as applied to an incident of this sort, and can also be used to prompt a broader discussion on
two related topics: why users are considered the “weakest link” in information security, and how welldesigned policies, procedures and infosec tools can be marshaled to provide reasonable protection even
when user behavior is not optimal.

The authors developed this disguised case, based on actual events, for class discussion rather than to illustrate either effective or
ineffective handling of the situation. The case, instructor’s manual, and synopsis were anonymously peer reviewed for
presentation at the NACRA 2014 Conference, Austin, TX, October 23-25, 2014. All rights are reserved to the authors and
NACRA. © 2014 by the authors Contact person: Mark-David McLaughlin, Bentley University,
MCLAUGH_MARK@bentley.edu
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THE UAKARI LODGE AND COMMUNITY-BASED ECOTOURISM: ACHIEVING
SELF-SUSTENANCE
Harold Z. Daniel (Faculty Supervisor), University of Maine
Christopher Dunn (Student Author), University of Maine
David White (Student Author), University of Maine
Sandra De Urioste Stone, University of Maine

Case Objectives and Use
This case can be used in an undergraduate marketing or management strategy course or an undergraduate
course in ecotourism management or sustainable business management. The objectives are:
Give students an opportunity to discuss the challenges of developing a marketing plan for a small
international business with limited resources.
Give students a chance to consider the challenges of managing a business for triple bottom line
outcomes.
Give students a chance to learn about the critical success factors for community-based tourism
businesses.
Synopsis
The Uakari Lodge was an internationally recognized pioneering example of community-based
ecotourism. It was developed in the late 1990’s to provide visitors to Brazil’s Mamiraua Sustainable
Development Reserve with an ecotourism experience that demonstrated the value of the rainforest in its
natural state. The Mamiraua Institute for Sustainable Development (MISD), led by Brazil’s Ministry of
Science, Technology and Innovation, owned the Uakari Lodge. The Institute and 8 local communities
jointly operated it. While delivering impressive social and environmental benefits in the region, the
management of the Lodge has struggled to achieve profitability in the face of serious external challenges.
Gustavo was the lodge manager. He had been involved with the management of the lodge for several
years. Christophan is the sales and marketing manager. At the same time the Uakari Lodge competed with
other privately owned and environmentally friendly hotels and lodges near Manaus, the gateway city for
the Amazon region as well as the Cristalino Lodge in Alta Floresta, near the Pantanal. These competitors
delivered tourism experiences that differed in authenticity, from the Cristolino Jungle Lodge and Uakari
Floating Lodge, both recognized for the quality of their ecotourism product, to the Anavilhanas Jungle
Lodge and Ariau Amazon Towers, which are better know for luxury accommodations in the jungle.
After 15 years in operation, the management of the MISD was ready to transfer ownership and
responsibility for operation of the Uakari Lodge to the 8 local communities involved in the program. In
order to set the stage for smoothly turning over complete ownership and operations of the Lodge, MISD
management was seeking steady, predictable profitability for the Lodge. This required increasing
visitation to the lodge or increasing the profit margin generated per visitor. This demanded the
development of a marketing plan. Gustavo and Christophan were to develop the plan.
The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
TX, October 23-25, 2014. © 2014 Harold Z. Daniel, Christopher Dunn, David White and Sandra De Urioste Stone. Contact
person: Harold Z. Daniel, University of Maine, 5723 DP Corbett Business Building, Orono, Me. 04469-5723, 207-581-1933,
hdaniel@maine.edu
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INIS MEAIN ENTERPRISES:
AUTHENTICITY, DESIGN AND PLACE
James J. Kennelly, Skidmore College
Finbarr Bradley, University College Dublin

Case Objectives and Use
1. Evaluate the critical success factors that have allowed Inis Meáin to survive and thrive in highly
competitive global markets, while based in a relatively inaccessible island environment.
2. Identify the elements of a social enterprise and assess the differences in objectives and performance
between social enterprises (like Inis Meáin) and more narrowly profit-driven enterprises.
3. Decide on an appropriate strategy for the continuation of the enterprise after its founder and CEO
departs the scene.
This case is appropriate for use in MBA or upper-level undergraduate courses that consider issues of
family ownership and succession planning, or those that study social entrepreneurship and social
enterprises. In addition, the case might be appropriate for any course of study that considers the value,
and the values implicit in, heritage marketing.

Synopsis
This case profiles a small Irish knitwear enterprise on the remote and beautiful island of of Inis Meáin, and
the challenges facing the founder and CEO Tarlach de Blacam as he looks to the future of this enterprise.
Inis Meáin Knitting Company has survived, and thrived, for more than forty years selling stylish knit
sweaters and jumpers into the high-end, fashion conscious, artisan knitwear segment of the global market.
Its customers are sophisticated and discriminating, demanding the best in quality and distinctiveness and
themselves ‘thinking’ customers who are independent in spirit and care about intangible concepts like
‘authenticity’ and ‘provenance.’ Indeed, it is Inish Meáin’s unique blend of traditional craft and
contemporary design that has landed it among the most highly regarded small knitwear companies in the
world. It is also a firm with a social mission, proving employment to a small, island population badly in
need of it. De Blacam would like to see the business continue to grow slowly, and sustainably, but he is
nearing retirement age, and there is no heir apparent within the family. Students are asked to put themselves
in his shoes and evaluate the future prospects for both the operation of the enterprise, and its ownership and
control.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors.
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ROYAL BAY BAKERY
Charles Krusekopf - Royal Roads University
Case Objectives and Use
This case is appropriate for undergraduate or graduate courses in business and sustainability, business
strategy and/or marketing. It also can be used in an environmental economics course or any course that
includes “cost-benefit” analysis. Therefore the case is most appropriate for a class that includes some
math/numeracy skills, as students in a general class that does not use numbers will be intimidated by the
inclusion of math influenced decision making.
The case contains several sets of data that allow students to calculate benefits and costs of different
decisions related to energy use and sustainability. Students will need to have a basic understanding of
how to calculate net present value, including the present value of benefits and the present value of costs.
A discount rate can be applied, but is not given for the problem and is not necessary for a “back of the
envelope” calculation. The problem is set up, however, to show that not all decisions can be determined
using dollar values alone.
Synopsis
By March 2008, David Grove, the owner of the Royal Bay Bakery, had grown increasingly uneasy about
the environmental and health impacts of the conventionally grown wheat flour his bakery used. A switch
to organic flour was possible, but would force him to double the price of his products, potentially driving
away customers. Was it worth risking his business to stay true to his values?
On March 10, 2008, David Grove encountered a serious problem. As he pulled the loaves of bread from
the oven, he could immediately see that they were not up to standard. The bread was had the wrong
colour and consistency and several other faults, and he knew that nothing he had done in the baking
process would have caused these problems. He felt the problem must be in the flour, which was by far the
most important ingredient in the bread.
David Grove determined that if he switched to organic flour from the traditional flour he was currently
using, he would have to double the price of his baked good products to maintain his margins. Using his
estimates of price elasticity of demand, he calculated that he would lose 20-50% of his customers if he
doubled his product prices. The higher priced goods would have a higher return if he could maintain his
margins, but he was unsure if he could do that if the number of customers dropped sharply. He could raise
his prices slowly over time, but that would cause him to lose money in the short run if his costs doubled
but his prices rose only a small amount.
David Grove was considering three options. He could order a new grade or type of traditionally grown
flour and continue his current business model. He could try a mix of flour types and introduce a special
line of organic products, while continuing his main line of products using traditional flour. Or he could
change the direction and focus of his business and order only organic flour. Each decision carried a form
of risk, but also potential rewards.

The author developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the author.
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BONTON: A COMMUNITY RESTORED
Valerie Long, Baylor University
Annabeth Mohon, Baylor University
Andrew Tucker,Baylor University
Jackson Wren, Baylor University

Case Objectives and Use
This case’s main purpose was to illustrate the concept of social entrepreneurship within a community in
need. The case is most applicable for an undergraduate entrepreneurship class, more specifically a social
entrepreneurship class. The Bonton example can also be applied in a social work course related to
business. The valuable illustration of social entrepreneurship in a real-life setting is applicable to
communities and schools throughout the world.

Synopsis
The case focuses on the story of Daron Babcock and his business ventures within a West Dallas
community named Bonton. Babcock was a successful businessman when his wife died in 2009, leaving
him with a decision to make. After venturing to Texas after this life change, Babcock discovered the
community of Bonton and decided to quit his job and dedicate his life to ministry. With help from his
partners within the ministry, Babcock began to establish relationships with the residents of Bonton,
mentoring them every day, creating a unique trust among the people. Many people in Bonton grew up
without the hope of finishing high school, much less attaining a stable job and living a traditional
lifestyle. Babcock, however, saw potential in this group of people and began to seek out opportunities for
them. Since arriving in Bonton, Babcock has founded three entrepreneurial ventures to support the
people of Bonton including Bonton Honey, Bonton Farms, and Bonton Lawn Care. Each of these
ventures has been put into place in hopes that residents of Bonton will learn the value of a steady income
and a stable work environment. In the spring of 2014, Babcock was considering his next steps which
included finding the most effective way to expand each business within Bonton and choosing which ones
to focus on expanding.

The authors developed the case for discussion rather than to illustrate either effective or ineffective handling of the situation. The
case, instructor’s manual, and synopsis were anonymously peer reviewed and accepted by the North American Case Research
Association (NACRA) for its annual meeting, October 23-25, 2014, in Austin, Texas. All rights are reserved to the authors and
NACRA. Contact person is the professor who oversaw the writing of the case: Marlene M. Reed, Department of
Entrepreneurship, Baylor University, Waco, TX 76798. Phone: (254) 710-4868. Marlene_Reed@baylor.edu
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JANAAGRAHA:
I PAID A BRIBE
Bertrand Venard, Audencia Nantes School of Management

Case Objectives and Use
It could be used with Business Ethics students (graduates and undergraduates) studying Social
Entrepreneurship or Corporate Social Responsibility.
The author did field research in India and interviewed the Janaagraha founders, their team and diverse
academics about the topic.

Synopsis
The case concerns a Non-Governmental Organization (NGO) called Janaagraha Center for Citizenship and
Democracy, in India and especially its website against corruption.
For a few years, the Janaagraha founders Ramesh and Swati Ramanathan lived in the US and in Europe but
they always had the dream to return to India to participate in the development of their country. They did
not want to be only spectators of the Indian political life, complaining about it without trying to change
anything. Thus, Ramesh and Swati launched an enterprise to energize India through real participative
democracy in which politicians and bureaucrats work together with citizens. They imagined a short-term
advertising campaign that helped Indians to realize the importance of participative democracy. Swati and
Ramesh thought that when the campaign was finished, they would go back to their lives. But that wasn’t
going to occur. What began as a short-term movement became an institution: Janaagraha which is now a
significant part of their lives.
After various successful programs, the founders decided to address the issue of corruption because this
crime is endemic in India. It took a few years to design the appropriate action. In 2010, they launched a
website I paid a bribe.com (IPAB). The aim of the site is to collect anonymous information about corruption
cases, to understand how corruption happens and to use this knowledge to improve the public system. It is
also possible to report corruption stories on the phone.

The case provides a complete description of the context, the development and the challenges of Janaagraha.
The case gives a specific focus to one leading activity of Janaagraha: the internet site “I paid a bribe”
(IPAB).

The author developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the author.
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COLUMBUS REGIONAL HEALTH:
SERVING THE COMMUNITY THROUGH INNOVATION
Erica Berte - Indiana University, Purdue University Columbus
Vijaya Narapareddy - University of Denver
Doug Sabotin - Columbus Regional Health

Case Objectives and Use
This case study is recommended for senior undergraduate and graduate courses, which focus on
innovation and strategic management. Topics covered are: innovation (tools, processes, and strategy),
strategic management, and healthcare industry.
The objectives are:
1. Comprehend what innovation is and distinguish the different forms (product, service and
processes) and types of innovation (incremental, radical or disruptive);
2. Understand why Columbus Regional Health (CRH) adopted innovation as the core of its strategy;
3. Demonstrate how this healthcare provider embraced innovation to achieve superior performance
and growth; and
4. Decide whether or not CRH should invest in the WellConnect project.

Synopsis
This field-researched case discusses the innovation processes and tools developed at and used by
Columbus Regional Hospital in Columbus, Indiana, in its efforts to recover from the floods in June 2008
that severely damaged the hospital facilities. The hospital’s success in rebuilding its facilities in less than
half the anticipated completion time was attributed to the adoption of an innovation-based strategy. In
2011 the hospital changed its name to Columbus Regional Health (CRH), indicating a broader purpose to
its mission. The case discusses the various innovation tools and processes that propelled CRH to new
heights in innovation. From Lean Six Sigma and Design Thinking to the new Innovation Center that
opened in 2011, CRH infused a culture of intentional innovation and excellence that brought welldeserved local and national accolades for innovation. Thus, CRH came to be recognized as an innovation
leader. In 2013, CRH sought to continue its innovation journey by opening a WellConnect Center in
downtown Columbus and offering new services. CRH hired outside consultants and engaged in an indepth assessment of the community’s needs. President and CEO of CRH Jim Bickel, faced the task of
evaluating the feasibility of WellConnect, which required a capital investment of approximately $1.5
million and a projected annual operating budget of $300,000, and make a recommendation to the CRH
Board in the context of the technical and financial feasibility as well as the value added WellConnect
would offer to customers.

The authors developed this field-researched case, based on actual events, for class discussion rather than to illustrate either
effective or ineffective handling of the situation. Names of people and institutions have not been disguised. The case, instructor’s
manual, and synopsis were anonymously peer reviewed and accepted by the North American Case Research Association
(NACRA) for its annual meeting, October 23-25, 2014, Austin, TX. All rights are reserved to the authors and NACRA. ©2014
by Erica Berte, Vijaya Narapareddy, and Doug Sabotin. Contact person: Erica Berte, Indiana University-Purdue University
Columbus, Columbus, IN 47203; eberte@iupuc.edu
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HILLCREST BAPTIST MEDICAL CENTER:
TRANSITIONING INTO A NEW ERA
Meg Burleson, Baylor University
Morgan Hall, Baylor University
Jenna Stecker, Baylor University
Sarah Subramaniam, Baylor University

Case Objectives and Use
This case was developed to be used in a Strategic Management course at the undergraduate level, and it
could also be used in an undergraduate Finance course. The case focuses on one of the methods by which
a company may resolve its financial difficulties: forming a partnership or engaging in a merger. The
discussion of the case helps students assess the strengths and weaknesses of the company as well as the
opportunities and threats of the healthcare industry in the United States.
Synopsis
The focus of this case is on the financial difficulties of Hillcrest Baptist Medical Center, a local Baptistaffiliated hospital in Waco, Texas. In fiscal year 2007, the company had thirteen million dollars in cash
reserves, and the operating costs of the hospital far exceeded the revenues. Furthermore, the hospital’s
board of directors had committed to the construction of new facilities in a prime location in Waco. While
the new construction was expected to bolster the revenues of the hospital, the likelihood that the hospital
could pull in enough revenue to cover the construction loan repayments was very low. In 2008, newly
appointed CEO, Glenn Robinson, realized that due to the financial situation and construction loan
repayments, the hospital was in trouble. If Hillcrest did not find a solution to their financial problems, the
hospital would have to close its doors within two years. One of the possible solutions would be to form a
partnership with one of several hospital systems in the surrounding Texas area. The struggle would be to
find a hospital system willing to lend financial support to Hillcrest, while still allowing the medical center
to maintain its Baptist tradition and remaining an integral part of the Waco community.

The authors developed the case for discussion rather than to illustrate either effective or ineffective handling of the situation. The
case, instructor’s manual, and synopsis were anonymously peer reviewed and accepted by the North American Case Research
Association (NACRA) for its annual meeting, October 23-25, 2014, in Austin, Texas. All rights are reserved to the authors and
NACRA. Contact person is the professor who oversaw the writing of the case: Marlene M. Reed, Department of
Entrepreneurship, Baylor University, Waco, TX 76798. Phone: (254) 710-4868. Marlene_Reed@baylor.edu
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CLUSTER EMBEDDEDNESS:
OBSTACLE OR ENTREPRENEURIAL ADVANTAGE?
Sergio A. Canavati (student author) - University of Missouri-Kansas City
Marilyn Taylor (faculty supervisor) - University of Missouri-Kansas City
Charles Connely (faculty supervisor), - University of Missouri-Kansas City
Jeanie Latz (faculty supervisor) - University of Missouri-Kansas City

Case Objectives and Use
By the end of this class period, students should understand the following concepts:
1. Value Chain Analysis.
2. Industrial and Regional Clusters.
3. Competitive Advantages and Disadvantages of the Inner City.
In a strategy class, this case study can be used after discussing Strategic Fit and the Generalized Diamond
or the Nine-Factor Diamond Model of competitiveness. In an entrepreneurship class, this case study can
be used the class period after covering the concept of market (demand) analysis, as a reminder that supply
factors also should be a central consideration when choosing the product or service to be performed or
delivered.

Synopsis
The Roasterie was founded in 1993; today, it is one of the largest regional suppliers of coffee and a local
brand giant. After twenty-one years of high-growth performance, it now faces the challenge of continuing
this excellent performance record while remaining true to its original strategy of regional embeddedness
and socially responsible investment. The problem is that the enterprise has invested five-million dollars in
new projects in its headquarters facility. With booming venture capital investment in the food industry,
consumers asking for new drive-through cafes, and with specialty and single cup coffee products
experiencing explosive growth, Danny O’Neill must decide what the best use of the newly-developed
space is and how this use can best fit the “localism” strategy that has made The Roasterie so successful.
Currently, the new space is being utilized as an event space. But with rising property values in the
neighborhood, new properties becoming available within a two-hundred yards ratio, and growing
consumer loyalty and demand for the Roasterie’s products, Danny must now evaluate weather this is the
best use of the property or whether this space can be used to enhance the company’s brand. With coffee
processing being one of the highest value-added activities in the industry, the choice seems less obvious
than it would seem at first.

The author developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.
The case, instructor’s manual, and synopsis were anonymously peer reviewed and accepted by the North American Case
Research Association (NACRA) for its annual meeting, Austin, Texas, October 24-25, 2014. All rights are reserved to the
authors and NACRA. © 2014 by Sergio Canavati. Contact person: Sergio Canavati, Henry W. Bloch School of Management at
the University of Missouri-Kansas City. Email address: canavatis@umkc.edu.
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ENERGIZING HAITI’S SOCIO-ECONOMIC REFORM
Gwyneth Edwards, PhD, HEC Montréal
René Jean-Jumeau, Delegate to the Prime Minister of Haiti
Case Objectives and Use
This case can be used in a graduate (MBA, MSc) or undergraduate (3rd year) course in strategic
management, international business or social responsibility. It could also be used in a course on the
management of technology.
1. Identify the challenges and opportunities of socio-economic reform in a developing nation, with a
particular emphasis on infrastructure requirements.
2. Apply strategic management concepts in a not-for-profit country-level context (i.e. government).
3. Analyze the benefits and risks of different cooperative strategies (e.g. licensing, public-private
partnerships, full privatization) to determine the most effective means to build a sustainable
energy infrastructure, in consideration of socio-economic needs.
Synopsis
The case protagonist is Minister René Jean-Jumeau, Minister Delegate to the Prime Minister, in charge of
Energy Security. The case takes place in January 2014, in Montreal, at the 33rd annual John Molson
School of Business MBA International Case Competition. The Minister and the Right Honourable Mme
Michaëlle Jean, special envoy to Haiti for UNESCO and past Governor General of Canada, are wrapping
up a day of presentations on Haiti’s socio-economic reform. As the “live case” presenters, the Minister
and Mme Jean explain to students that, although the country has suffered from political and economic
setbacks, Haiti is seeking to attract foreign investment and become a gateway to the Americas. The
opportunity, however, depends upon a solid energy infrastructure, which Haiti currently lacks: over 70%
of Haitian’s do not have access to the electricity provided by the country’s state-owned enterprise,
Électricité d'Haïti (EDH). Although EDH’s installed capacity is almost 300MW, obsolete equipment,
poor maintenance, ineffective billing and collection systems, theft and vandalism reduce capacity by a
third. In addition, 70% of Haiti’s energy supply is made up of wood and charcoal, most of which is
consumed by residents for their daily needs. Private enterprises depend on self-supplied energy, fueled by
imported oil products.
As part of the case competition, the Minister and Mme Jean challenged the students to propose a business
solution that not only transforms Haiti’s energy infrastructure, but does so in a socially responsible
manner. After sitting in on a number of team presentations, the Minister and Mme Jean are impressed
with the students’ innovative solutions, which range from contracting relationships to full privatization of
EDH. The students have also integrated the socio-economic needs of the citizens, recognizing Haiti’s
proud heritage and community-based culture. Minister Jean-Jumeau considers the facts as he prepares his
presentation for the Prime Minster, which will be used to structure the government’s Request-forProposal.
The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
TX, October 23-25, 2014. © 2014 by Gwyneth Edwards and Minister René Jean-Jumeau. Contact person: Gwyneth Edwards,
HEC Montréal, 3000, chemin de la Côte-Sainte-Catherine, Montréal, QC Canada H3T 2A7, gwyneth.edwards@hec.ca
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SEÑOR SISIG:
GROWING PAINS
Evan Kidera, San Francisco State University
Sally Baack, San Francisco State University
Jeff Shay, Washington and Lee University
Armand Gilinsky, Sonoma State University

Case Objectives and Use
After reading, analyzing, and discussing this case, students should have a better understanding of:
1. The importance of vision, mission, and values in the context of strategic management of
entrepreneurial firms.
2. Business level strategy in a growing organization
3. The application of internal and external analytical frameworks used to evaluate growth strategies.
This case is intended for use in MBA, Executive or Undergraduate Strategic Management courses. Given
the depth and breadth of the information provided, it can be placed at any time during a course, though it
is probably best placed sometime between the middle and end of a course. The authors have used the case
as final assignments for MBA and undergraduate Strategic Management courses,

Synopsis
This case takes place as Señor Sisig has had three years of increasing success. The case highlights Señor
Sisig’s founder, Evan Kidera, and the entire business in their efforts to continue the company’s success and
in pursuing the best growth options. Señor Sisig has received great acclaim in its early years, and founder
Evan Kidera feels great pressure to capitalize on the opportunities presented to Señor Sisig as a result of
the hard work in the early years, and at the same time does not want to over-stretch Señor Sisig’s
reach. Specifically, Evan Kidera and Señor Sisig consider options for growth including expanding existing
business lines (additional food trucks), expanding new business lines (catering, restaurant), and expanding
into new geographic markets (outside of San Francisco).

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors.

97

THE THREAT OF COMPETITION TO BLUEWATER FITNESS
Jason Elbert, (student author), University of West Florida
Jazmyn Hyman, (student author), University of West Florida
Albert Yin, (student author), University of West Florida
K. Blaine Lawlor, (faculty supervisor), University of West Florida

Case Objectives and Use
This case is an ideal case to be used in an undergraduate or MBA strategic management class. It covers
competition and how to deal with a potential new entrant. It also deals with customer service and how a
company can increase its competitive position through customer service.
Students will understand the importance of Porters Five Forces and will have an ability to apply
knowledge of the resource based view of a firm. It also provides good material to cover strategy
decisions and implementation.

Synopsis
Bluewater Fitness was faced with a major incoming competitor after providing almost 10 years of fitness
service to the Bluewater Bay community and surrounding areas with very little competition from other
firms. The management team got word from various members of the community that Destin Health had
planned to open a new location right across the street from the gym. This venture posed a threat to
Bluewater Fitness's monopolistic success. What if the new gym took away members? Pamela Herman,
the General Manager wondered how Bluewater Fitness's business strategy would be impacted by this new
entrant?

The authors developed this case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. Names of people and institutions have been disguised. The case, instructor’s manual, and synopsis were anonymously
peer reviewed and accepted by the North American Case Research Association (NACRA) for its annual meeting, October 23-25,
2004, Austin, TX. All rights are reserved to the authors and NACRA. © 2014. Contact person: K. Blaine Lawlor, University of
West Florida, Pensacola FL. klawlor@uwf.edu
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ASSESSING THE SUCCESS OF A DIVINE PLAN:
THE ANGLICAN FOUNDATION OF CANADA’S STRATEGIC PRIORITIES
Gina Grandy
University of Regina

Daphne Rixon
Saint Mary’s University

Case Objectives and Use
This case is formulated for university undergraduate students in their fourth year of study and graduate
students. It is appropriate for strategic management and not-for-profit management classes intended for a
75 – 90 minute class session. The case is intended to expose students to evaluation and measurement of
strategic plans and strategic goals. The focus is upon a registered charitable organization, specifically a
foundation of a religious based organization, and as such challenges students to grapple with the complexity
of measuring performance in a mission-based organization with diverse stakeholders. It should therefore
be taught after students have been exposed to the role of mission / vision, stakeholder analysis, balanced
scorecard and strategic planning. It would also be helpful if students had some exposure to strategy in notfor-profit organizations.
Synopsis
The case opens with the Reverend Canon Dr. Judy Rois (Rois), Executive Director of the Anglican
Foundation of Canada (AFC), preparing with staff for the upcoming Board meeting in May. At that meeting
Rois was to provide the Board with an up-date on the accomplishments of AFC’s strategic plan. AFC’s
Strategic Roadmap for 2012-2017 was approved on May 31, 2012 and it outlined five priorities including,
branding, marketing, funding for impact, operational adjustments and fundraising. Rois felt that much had
been accomplished in the last two years but there had been no formal discussion at the Board level regarding
the outcomes and success of AFC’s strategic efforts. The roadmap outlined that evaluation would help
answer three questions: “how much did we do, quantity vis-à-vis effort; how well did we do it, quality visà-vis effort; and, is the AFC better off, quantity and quality vis-à-vis effect?” Rois wanted to get a better
grasp on how well AFC was meeting the priorities relative to quantity, quality, effort and effect before
moving ahead with the next priority, fundraising. She also wanted to establish clear methods of evaluation
for this next phase of the plan to present to the Board. While Rois was pleased with the strategic plan
initiatives related to branding, funding for impact and the operational improvements, she felt that needed to
be more purposeful in the marketing and fundraising components of the plan. The Chair of the Strategic
Planning Committee was intending to ask the Board at the next meeting for feedback on possible approaches
to non-member dioceses and parishes, timing and process concerning annual membership renewals and
solicitations, and awareness of the new grant funding process. Rois also wondered about the best way to
monitor and measure performance on the plan and wanted to present the AFC’s progress to date to the
Board at the upcoming meeting.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note were anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
Texas, October 23-25, 2014. c 2014 by Gina Grandy and Daphne Rixon. Contact person: Gina Grandy, University of Regina,
3737 Wascana Parkway, Regina, Saskatchewan, Canada, S4S 0A2, gina.grandy@uregina.ca.
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GIVING REIN:
RALPH LAUREN AND THE FATE OF A ONE-MAN BRAND
Nicholas Moore – University of Nebraska at Omaha
Erin G. Pleggenkuhle-Miles (Supervising Professor) – University of Nebraska at Omaha

Case Objectives and Use
The objectives of this case are:
1. To examine how external and internal forces affect competitive strategy.
2. To discuss the leadership implications for managing a brand.
3. To discuss succession planning and management.
This case could be taught in a number of different courses, at either the graduate or undergraduate level.
At the undergraduate level, it would be best taught in either a marketing course, when focusing on brand
consistency and management, or a strategy course when focusing on corporate governance. At the
graduate level, MBA’s could discuss the components of this case from a leadership development
perspective, a marketing perspective, or a strategic management perspective. The timeliness and
versatility of this case makes it particularly appealing.

Synopsis
Ralph Lauren began with a single clothing line in 1967. It has since grown to be a multi-faceted, globallyrecognized, mega-brand—owing most, if not all, of its success to founder Ralph Liftshiz (Lauren). At 75
years of age and with minimal health problems, Ralph is making plans to retire. The main issue is who
will replace the one-man brand?
The case begins with Ralph pondering his retirement and then moves through its history, its operations,
and three potential successors. This case could be taught in a number of different courses, at either the
graduate or undergraduate level. At the undergraduate level, it would be best taught in either a marketing
course, when focusing on brand consistency and management, or a strategy course when focusing on
corporate governance. At the graduate level, MBA’s could discuss the components of this case from a
leadership development perspective, a marketing perspective, or a strategic management perspective. The
timeliness and versatility of this case makes it particularly appealing.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and instructor’s manual was anonymously peer reviewed and accepted for presentation at the NACRA 2014
Conference, Austin, TX, October 23-25, 2014. © 2014 by the authors.
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RAVEN RECYCLING
Kyleen Myrah, Okanagan College
Kerry Rempel, Okanagan College
Dean Warner, Okanagan College
Dana Penney (student author)
Case Objectives and Use
Raven Recycling (Raven), a charitable non-profit society operating in Whitehorse, Yukon, pioneered the
recycling movement in this region in the early 1990’s. Their business model has evolved to incorporate
social enterprise, advancing its strategy to integrate social, environmental and financial performance. This
case can be used in an upper level strategic management course in degree or graduate programs, taught
near the middle to end of the course when all the analytical tools have been taught. The objectives are:




Critique/analyze Raven’s present business position, its long term direction and its prospects for
gaining a sustainable advantage amidst a changing regulatory, political and competitive climate.
Develop recommendations for Raven’s future operational/strategic (5 year) position.
Evaluate Raven’s business model and its effectiveness in achieving a triple bottom line.
Synopsis

Raven Recycling is a charitable non-profit currently located in Whitehorse, Yukon. They are the primary
organization spearheading recycling education and overall collection of commodity and non-commodity
recycling materials in Whitehorse. Recycling policies in the Yukon have lagged behind other provinces
both in regulation and service provision subsidies. After the commodities crash of 2008, Raven
recognized that their operational model (social enterprise plus limited diversified funding) would not
provide long term stability for the organization. The organization embarked on several initiatives to
ameliorate their situation.
Recycling in Whitehorse is effectively limited to two competitors. Raven operates under a triple bottomline driven, non-profit model. Their competitor, P & M Recycling operates strictly as a for-profit
business. Both strategies allow for differing advantages and disadvantages in operations. Neither
organization is at operational capacity, and each has different technological and infrastructure
configurations to grow from. The future direction of recycling in the Yukon, and in particular in
Whitehorse, is focused on significantly reducing the waste products diverted to landfills. This focus
creates unique opportunities for Raven and their competitor.
Unfortunately, Raven finds itself at a crossroads in their operations. Due to competitive factors they are
operating at a net loss, had funding removed and were forced to leverage their property to finance critical
facility upgrades. There are opportunities for Raven on the horizon, but key policy changes at the
Territorial Government level will need to materialize quickly in order for the organization to turn
operations around. By maintaining status quo, Raven Recycling is not a sustainable enterprise. Loss of
this organization would be a significant setback to recycling overall in the region and there is no
organization poised to take over the broad scope of work provided.
The authors developed this case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note was anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
TX, October 23-25. © 2014 by Kyleen Myrah, Kerry Rempel, Dean Warner and Dana Penney. Contact person: Kyleen Myrah,
Okanagan College, 1000 KLO Road, Kelowna, BC, Canada, V1Y 4X8, 250-762-5445 local 4678, kmyrah@okanagan.bc.ca.
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THE EXPERIENCE OF KRISPY KREME
Rebecca B. Treadway, Maryville College (faculty supervisor and co-author)
Katie Brewer, Maryville College (student co-author)

Case Objectives and Use
This case is best taught in an undergraduate Strategic Management class to define and explore the
sustaining power of a strong mission statement and the innovation requisite in differentiation strategy.
The Krispy Kreme mission, to touch and enhance lives through the joy that is Krispy Kreme, remained
steadfast over the years providing purpose and vitality; yet, strategic initiatives had historically proven
difficult for the company. Krispy Kreme shifted its strategy from product to experience differentiation.
For Krispy Kreme (KKD), experience co-creation provided a rich layered form of distinction that
stretched beyond the glazed doughnut. Creative platforms served as stages to offer compelling
experiences while the doughnuts were key props. The case facilitates student understanding on the
experience economy. It describes the challenge of reinventing strategic differences to sustain competitive
advantage. Differentiation quest and discovery serves as a key source of mission fulfillment.

Synopsis
Beginning in 1937, the rich legacy of Vernon Rudolph’s venture into the industry began with his first
doughnut shop, Krispy Kreme in Winston Salem, North Carolina. As both wholesaler and retailer, Krispy
Kreme chose to go against the grain and offered a simple, iconic, once-in-a-blue-moon treat. The
company had a jagged history of financial swings exhibiting periods of both great success and broken
hardship. By March of 2014, a period of retrenchment had turned into four years of steady increases in
same store sales and stock price. Again, the company became a ‘darling’ of Wallstreet. However, Board
members began to question the company’s ability to sustain the success after a key executive
unexpectedly resigned. What was different about the company to enable it to sustain its competitive
advantage? What strategic initiatives had been implemented ?

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the
situation. The case and teaching note were anonymously peer reviewed for presentation at the NACRA 2014 Conference, Austin,
Texas October 25-27, 2014. c 2014 by Katie Brewer and Rebecca Treadway. Contact person: Rebecca Treadway, Maryville
College, 502 E. Lamar Alexander Parkway, Maryville, TN 37804, (865) 604-6749, Rebecca.treadway@maryvillecollege.edu
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CALL FOR CASES AND PROPOSALS
2015 Annual NACRA Conference
North American Case Research Association
October 8 – October 10, 2015
Rosen Shingle Creek Resort, Orlando, Florida
Important Dates
05 June Proposals for “New Views” Panels, Workshops, and Symposia
12 June Case and Embryo case submission deadline at Noon EST.
10 July Decisions to authors; Conference registration opens
4 Sep Early Registration deadline (for discounted conference fee)
Cases: NACRA’s annual meeting features a distinctive case roundtable discussion format which aims to
help authors develop teaching cases that support student-centered discussion-based learning and are
suitable for publication in textbooks and refereed journals (such as NACRA’s Case Research Journal).
Roundtable participants offer constructive suggestions about each others’ cases.
In submitting your case, you are committing to having at least one author attend the NACRA conference
and participate in case roundtables on October 9 (begins at 8 am) and October 10 (ends at noon).
Most cases target business school courses (e.g., accounting, entrepreneurship, ethics, finance, HRM,
organizational behavior, strategy, technology and operations management, other topics). Cases dealing
with educational administration, engineering, healthcare management, social work, law, and other topics
amenable to student-centered discussion-based learning are also welcome. Undisguised decisionfocused cases based on primary sources (interviews, field visits) are highly preferred. Although cases
may be disguised, they must be based on real events and real people in real organizations. Submitted
cases may have been previously taught, but must not be previously published or accepted for publication
elsewhere (journals, books, online) before the October 8-10, 2015 conference.
Embryo Case Workshop: Two kinds of authors are encouraged to submit a 2-page case “embryo” for
discussion at the Embryo Case Workshop, Thursday October 8 (noon to 4 pm):
 Newcomers who want to learn how to develop effective teaching cases and instructors manuals;
 Experienced authors who want advice on instructor manual (teaching note) preparation or on a
new case approach -- such as an interdisciplinary or multi-media case.
In submitting your two-page Embryo case, you are committing to having at least one author attend the
NACRA conference and participate in the Embryo Case Workshop on Thursday, October 8, 2015 (noon
to 4 pm).
New Views (Panels, Workshops, and Symposia): Proposals welcome. Past conferences included
sessions on Teaching with Cases, Case Research for Theory Building and Testing, Interdisciplinary
Cases, Multimedia Cases. Proposals DUE 05 June, 2015. See www.nacra.net for the link to the 2015
conference website. New Views submission instructions are on the conference website.
About the Rosen Shingle Creek Resort: The Rosen Shingle Creek Resort, Orlando, Florida, is nestled
on a 230-acre site just off Universal Boulevard. Each room in the 1,500 room resort offers stunning views.
All rooms include high-end amenities, including high speed Internet and 40” flat screen TVs. The Walt
Disney World Resort and Universal Studios are both located a short drive from the hotel.
Transportation: The Orlando International Airport (MCO) is a short 10 minute drive from Rosen Shingle
Creek (via shuttle, taxi or car). For information, see conference links at www.nacra.net.
John Gamble, NACRA Vice President for Programs, 2015
Texas A&M - Corpus Christi, TX 78412 NACRA2015@tamucc.edu (361) 825-6045
See conference links on NACRA website for submission instructions (www.nacra.net)
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