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Case analysis is 2 proven educational method that js especially effective in a strategic
management course. The case method complements and enhances the fext material and
your professor’s lectures by focusing attention on what a firm has done or should do in an
actual business situation. Use of the case method in a strategic management course offers
You an opportunity to develop and refine analytical skills. It also can provide exciting
experience by allowing you to assume the role of the key decision maker for the organiza-
tions you will study.

When assuming the role of the general manager of the organization being studied, you
will need to consider all aspects of the business. In addition to drawing on your knowledge
of marketing, finance, management, production, and economics, you will be applying the
strategic management concepts taught in this course.

The cases in this book are accounts of real business situations involving a variety of
firms in a variety of industries. To make these opportunities as realistic as possible, the cases
include a variety of quantitative and qualitative information in both the presentation of the
situation and the exhibits. As the key decision maker, you will need to determine which
information is impertant, given the circumstances described in the case. Keep in mind that
the results of analyzing one firm will not necessarily be appropriate for another since every
firm is faced with a different set of circumstances.

PREPARING FOR CASE DISCUSSION

The case method requires an approach to class preparation that differs from the typical
lecture course. In the typical lecture course, you can still benefit from each class session
even if you did not prepare, by listening carefully to the professor’s lecture. This approach
will not work in a course using the case method. For a case course, proper preparation is
essential,
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Suggestions for Effective Preparation

1. Allow adequate time in preparing a case. Many of the cases in this text involve
complex issues that arc often not apparent without careful reading and purposeful reflection
on the information in the cases.

2. Read each case twice. Because many of these cases involve complex decision mak-
ing, you should read each case at least twice. Your first reading should give you an overview
of the firm’s unique circumstances and the issues confronting the firm. Your second reading
allows you to concentrate on what you feel are the most critical issues and to understand
what information in the case is most important. Make limited notes identifying key points
during your first reading, During your second reading, you can add details to your original
notes and revise them as necessary.

3. Focus on the key strategic issue in each case, Each time you read a case you should
concentrate on identifying the key issue. In some cases, the key issue will be identified by
the case writer in the introduction, In other cases, you might not grasp the key strategic issue
until you have read the case several times. (Remember that not every piece of information
ina case is equally important.)

4. Do not vverlook exhibits. The exhibits in these cases should be considered an integral
part of the information for the case. They are not just “window dressing?” In fact, for many
cases you will need to analyze financial statements, evaluate organizational charts, and
understand the firm’s products, all of which are presented in the form of exhibits,

5. Adopt the appropriate time frame. 1t is critical that you assume the appropriate time
frame for each case you read. If the case ends in 2005, that year should become the present
for you as you work on that case. Making a decision for a case that ends in 2005 by using
data you could not have had until 2007 defeats the purpose of the case method. For the same
reason, although it is recommended that you do outside reading on each firm and industry,
you should not read material written after the case ended unless your professor instructs
you to do so.

6. Druw on all of your knowledge of business. As the key decision maker for the orga-
nization being studied, you will need to consider all aspects of the business and industry.
Donot confine yourself to strategic management concepts presented in this course, You will
need to determine if the key strategic issue revolves around a theory you have leamned in a
functional area, such as marketing, production, finance, or economics, or in the strategic
management course.

USING THE INTERNET IN CASE RESEARCH

The proliferation of information available on the Internet has direct implications for busi-
ness research. The Internet has become a viable source of company and industry data
to assist those involved in case study analysis. Principal sources of useful data include
company Web sitcs, U.S, government Web sites, search engines, investment research sites,
and online data services. This section will describe the principal Internet sources of case
study data and offer means of retrieving that data.

Company Web Sites

Virtually every public and private firm has a Web site that any Internet user can visit,
Accessing a firm’s Web site is casy. Many firms advertise their Web address through both
TV and print advertisements. To access a site when the address is known, enter the address
into the address line on any Internet service provider’s homepage. When the address is
not known, use of a search engine will be necessary. The usc of a search engine will be
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described later. Often, but not always, a firm's Web address is identical to its name, or is at
least an abbreviated form of its name.

Company Web sites contain data that are helpful i case study analysis. A firm’s Wob
site may contain descriptions of company products and services, recent company accom-
plishments and press relcases, financial and stock performance highlights, and an overview
of a firm’s history and strategic objectives. A company’s Web site may also contain links
to relevant industry Web sites that contain industry statistics as well as current and future
industry trends. The breadth of data available on a particular firm’s Web site will vary but
in general larger, global corporations tend to have more complete and sophisticated Web
sites than do smaller, regional firms.

U.S. Government Web Sites

The USS. government allows the public to access virtually all of the information that it col-
lects. Most of this information is available online to Internet users, The government collects a
great range of data types, from firm-specific data the government mandates all publicly traded
firms to supply to highly regarded economic indicators. The usefulness of many U.S. govern-
ment Web sites depends on the fit botween the case you are studying and the data located on
the Web site. For example, a study of an accounting firm may be supplemented with data sup-
plied by the Internal Revenue Service Web site, but not the Environmental Protection Agency
Web site, A sampling of prominent government Web sites and their addresses is shown here:

Envirenmental Protection Agency: www.epa.gov
General Printing Office: www.gpo.gov

Internal Revenue Service: www.irs,ustreas.gov
Libraries of Congress: www.loc.gov

National Aeronautics and Space Administration: www.hq.nasa.gov
SEC' Edgar Database: www.sec.gov/edgarhp.htm
Small Business Administration: www.sba.gov
STAT-USA: www.stat-usa.gov

U.S. Department of Commerce: www.doc.gov
U.S. Patent and Trademark Oftice: uspto.gov

U.S. Department of Treasury: www.ustreas.gov

One of the most useful sites for company case study analysis is the Sccuritics and
Exchange Commission’s EDGAR database. The EDGAR database contains the docu-
ments that the government mandates all publicly traded firms to file including 10-Ks and
8-Ks. A form 10-K is the annual report that provides a comprehensive overview of a firm’s
financials in addition to discussions regarding industry and product background. Form 8-K.
reports the occurtence of any material events or corporate changes that may be of impor-
tauce to investors. Examples of reported occurrences include key management personnel
changes, corporate restructures, and new debt or equity issuance, This site is very user
friendly and requires the researcher to provide only the company name in order to produce
a listing of all available reports.

Search Engines

Scarch engines allow  tescarcher to lacatc information on a company o industry without
prior knowledge of a specific Internct address. Generally, to execute a search the search
engine requires the entering of a keyword, for example, & company name. However, cach
search engine differs slightly in its search capabilities. For example, to narrow a search on
one scarch engine may be accomplished differently than narrowing a search on another.
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The information retrieved by search engines typically includes articles and other
information that contain the entered keyword or words. Because the search engine has
retrieved data that contain keywords does not necessarily mean that the information is
useful, Internet data are unfiltered, meaning they may not be checked for accuracy before
the data are posted online. However, data copyrighted or published by a reputable source
may greatly increase the chance that the data are indeed accurate. A list of popular Internet
search engines is shown here:

Alta Vista: www.altavista.digital.com
DogPile: www.dogpile.com

Google: www.google.com

HotBot: www.hotbot.lycos.com
InfoSeck: www.infoseek.com

Lycos: www.lycos.com

Metacrawler: www.metacrawler.com
WebCrawler: www.webcrawler.com
Yahoo!: www.yahoo.com

Investment Research Sites

Investment rescarch sites provide company stock performance data including key financial
ratios, competitor identification, industry data, and links to rescarch reports and SEC fil-
ings. These sites provide support for the financial analysis portion of a casc study, but only
for publicly traded businesses. Most investment research sites also contain macro market
data that may not be company specific, but may still affect many investors of equities,

Investment rescarch sites usually contain a search mechanism if a desired stock’s
ticker symbol is not known. In this case, the company name is entered to enable the site
to find the corresponding equity. Because these sites arc geared toward traders who want
recent stock prices and data, searching for data relevant o a case may require more clabo-
rate investigations at multiple sites. The following list includes many popular investment
research sites:

American Stock Exchange: www.amex.com
CBS Market Watch: chsmarketwatch.com
CNN FinancialNews: money.cnn.com

DBC Online: www.esignal.com

Hoover’s Online: www.hoovers.com
InvestorGuide: www.investorguide.com
Wall Street Rescarch Net: www.wsrn.com
Market Guide: www.marketguide.com
Money Search: www.moneyscarch.com
MSN Money: moneycentral msn.com
NASDAQ: www.nasdag.com

New York Stock Exchange: www.nyse.com
PC Financial Network: www.csfbdirect.com
Quote.Com: finange.lycos.com

Stock Smart: www.stocksmart.com
Yahoo.com/finance

Wright Investors’ Service on the World Wide Web: www.wisi.com
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The Wall Street Journal Online: online.wsj.com/public/us
Zacks Investment Research; my.zacks.com

One site that conveniently contains firm, industry, and competitor data is Hoover’s
Ontine. Hoover's also providcs financials, stock charts, custent and archived news storiss,
and links to research reports and SEC filings. Yahoo!'s “Finance” option is another cxcel-
lent resource for company-related rescarch. Some of these dats, most notably the lengthy
research reports produced by analysts, arc fee-based and must be ordered.

Online Data Sources

Online data sources provide wide access to a huge volume of business reference material.
Information retricved from these sites typically includes descriptive profiles, stock price
performance, SEC filings, and newspaper, magazine, and journal articles related to a par-
ticular company, industry, or product. Online data services ace popular with educational and
financial institutions. While some services are free to all users, to utilize the entire array of
these sites’ services, a fee-based subscription is usually necessary.

Accessing these sites requires only the source’s address, or the use of a search engine to
find the address. The source’s homepage will clearly indicate the nature of the information
available and describe how to search for and access the data, Most sites have help screens
to assist in locating the desired information,

One of the most useful online sources for business research is the Lexis-Nexis Universe.
This source provides a wide array of news, business, legal, and reference information.
The information is categorized into dozens of topics including general news; company
and industry news; company financials that inctude SEC filings; government and political
news; accounting, auditing, and tax data; and logal rescarch. One particularly impressive
service is a search mechanism that allows a user to locate a particular article when the spe-
cific citation is known. A list of several notable online data sources is shown here:

ABVInform (Proquest Direct): www.il proquest.com/proquest
American Expres:

: americancxpress.com
Bloomberg Financial News Services: www.bloomberg.com
BusinessWeek Online: businessweek.com

Dow Jones News Retrieval: http://bis.dowjones.com
EconLit; www.econlit.org

Lexis-Nexis Universe: www.lexis-nexis.com

PARTICIPATING IN CLASS

Because the strategic management course uses the case method, the success and value
of the course depend on class discussion. The success and value of the class discussion, in
turn, rely on the roles both you and your professor perform. Following arc aspects of your
role and your professor’s that, if kept in mind, wili enhance the value and excitement of
this course.

Students as Active Learners

The case methiod requires your active participation. This means your rofe is no Tonger one
of sitting and listening.

1. Attend class regularly. Not only is your grade likely to depend on your involvement
in class diseussions, but the benetit you derive from this course is directly related to your
involvement in and understanding of the discussions.
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2. Be prepared for class, The need for adequate preparation already has been discussed.
You will benetit more from the discussions, will understand and participate in the exchange
of ideas, and will avoid the embarrassment of being called on when not prepared. By all
meuns, bring your book to class. Not only is there a good chance you will need to refertoa
specific exhibit or passage from the case, you may need to refresh your memory of the case
{particularly if you made notes in the margins while reading).

3. Participate in the discussion. Attending class and being prepased are not enough; you
need to express your views in ¢lass. You can participate in a number of ways: by addressing
a question asked by your professor, by disagreeing with your professor or your classmates
(by all means, be tactful), by building on an idea expressed by a classmate, or by simply
asking a relevant question.

4. Participate wisely. Although you do not want to be ane of those students who never
raises his or her hand, you also should be sensitive to the fact that others in your class will
want to express themselves. You have probably already had experience with a student who
attempts to dominate each class discussion. A student who invariably tries to dominate the
class discussion breeds resentment.

5. Keep a broad perspective. By definition, the strategic management course deals with
the issues facing general managers or business owners. As already mentioned, you need to
consider all aspects of the business, not just one particular functional area.

6. Pay attention to the topic being discussed. Focus your attention on the topic being
discussed. When & new topic is introduced, do not aftempt to immediately introduce
another topic for discussion, Do not feel you have to have something to say on cvery topic
covered.

Your Professor as Discussion Leader
Your professor is a discussion leader. As such, he or she will attempt to stimulate the class
as 2 whole to share insights, observations, and thoughts about the case. Your professor will
not necessarily respond to every comment you or your classmates make. Part of the value
of the case method is to get you and your classmates to assume this role as the course
progresses.

The professor in a strategic management case course performs several roles:

1. Maimaining focus. Because multiple complex issues need to be explored, your pro-
fessor may want to maintain the focus of the class discussion on one issue at a time. He or
she may ask you to hold your comment on another issue until a previous issue is exhausted.
Do not interpret this response to mean your point is unimportant; your professor is simply
indicating there will be a more appropriatc time to pursue that particular comment.

2. Getting students involved. Do not be surprised if your professor asks for input from
volunteers and nonvoluntecrs alike. The value of the class discussion increases as more
people sharc their comments.

3. Facilitating comprehension of strategic management concepts. Some professors pre-
for to lecture on strategic management concepts on a “nced-to-know™ basis. In this scenario,
alecture on a particular topic will be followed by an assignment to work on a case that deals
with that particular topic. Other professors will have the class work through a case or two
bofore lecturing on a topic to give the class a feel for the valuc of the topic being covered and
for the type of information needed to wotk on cases. Still otter professors prefer to cover all
oFthe theory in the beginning of the course, thereby allowing uninterrupted case discussion
in the remaining weeks of the term, All three of these approaches are valued.

4. Playing devil’s advocate. At times your professor miy appear to be contradicting
many of the comments or observations being made. At other times your professor may
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adopt a position that does not immediately make sense, given the circumstances of the
case. At other times your professor may scem fo be equivocating. These are all examples
of how your professor might be playing devil’s advocate, Sometimes the professor’s goal
is to exposc alternative viewpoints. Somectimes he or she may be testing your resolve on a
particular point. Be prepared to support your position with evidence from the case.

ASSIGNMENTS

Written Assignments

Written analyses are a critical part of most strategic management courses. Each professor
has a preferred format for these wriften aalyses, but a number of general guidelines will
prove helpful to you in your written assignments.

. Analyze. Avoid merely repeating the facts presonted in the case. Analyze the issues
involved in the case and build logically toward your recommendations.

2. Use headings or labels. Using headings or Jabels throughout your written analysis
will help your reader follow your analysis and recommendations. For example, when you
are analyzing the weaknesses of the firm in the case, include the heading Weaknesses. Note
the headings in the cases that follow.

3. Discuss alternatives. Follow the proper strategic management sequence by (a) iden-
tifying alternatives, (b) cvaluating cach alternative, and {¢) recommending the alternative
you think is best.

4. Use tapic sentences. You can help your reader more easily evaluate your analysis by
putting the topic sentence first in cach paragraph and following with statements direotly
supporting the topic sentence.

5. Be specific in your recommendations. Develop specific recommendations logically
and be sure your recommendations are well defended by your analysis. Avoid using gener-
alizations, clichés, and ambiguous statements. Remember that any number of answers are
possible and so your professor is most concerned about how your reasoning led to your
recommendations and how well you develop and support your ideas.

6. Do nor averlook implementation. Many good analyses receive poor cvaluations
‘because they do not include a discussion of implementation. Your analysis will be much
sironger when you discuss how your recommendation can be implemented. Include some
of the specific actions needed to achicve the objectives you are proposing.

7. Specifically state your assumptions. Cases, like all real business situations, involve
incomplete information. Therefore, it is important that you clearly state any assumptions
you make in your analysis. Do not assume your professor will be able to fill in the missing
points.

Oral Presentations

Your professor is likely to ask you and your classmates to make oral presentations on a
particular case. Oral presentations usually are done by groups of students. In these groups,
each member will typically be responsible for une aspect of the overall case. Keep the fol-
lowing suggestions in mind when you are faced with an oral presentation:

1. Use your own words. Avoid memorizing & presentation. The best approach is to pre-
pare an outline of the key points you want to cover. Do not be afraid to ‘have the outline in
front of you during your presentation, but do riot just read the outline.

2. Rehearse your presentation, Do not assume you can simply read the outline you have
prepared or that the right words wilt come to you when you are in front of the class making
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your presentation. Take the time to practice your speech, and be sure to rehearse the entire
presentation with your group.

3. Use visual aids. The adage “a picture is worth a thousand words” contains quite a bit
of truth, The people in your audience will more quickly and thoroughly understand your key
points—and will retain them tonger—if you use visual aids. Think of ways you and your
team members can use the blackboard in the classroom; a graph, chart, or exhibit on a large
posterboard; o, if you will have a number of these visual aids, a flip chart.

4. Be prepared 1o handle questions. You probably will be asked questions by your class-
mmates. 1 questions are asked during your presentation, try to address those that require
clarification, Tactiully postpone more claborate questions until you have completed the
formal phase of your presentation. During your rehearsal, try to anticipate the types of
questions that you might be asked.

Working as a Team Member

Marny professors assign students to groups or teams for analyzing cases. This adds
more realism to the course, since most strategic decisions in business are addressed by
a group of key managers. If you are a member of 4 group assigned to analyze a case,
keep in mindthat your performance is tied to the performance of the other group members, and
vice versa, The following arc some suggestions to help you be an effective team member:

L. Be sure the division of labor is equitable. 1t is not always easy to decide how the
workload can be divided equitably. since it is not always obvious how much work needs
10 be done. Try breaking down the case into the distinct parts that need to be analyzed to
determine if having a different person assume responsibility for each part is equitable. All
team members should read and analyze the entire case, but different team members can be
assigned primary respensibility for each major aspect of the analysis. Bach team member
with primary responsibility for a major aspect of the analysis alse will be the logical choice
to write that portion of the written analysis or to present it arally in class.

2. Communicate with other team members. This is particularly important i you encoun-
ter problems with your portion of the analysis. Because, by definition, the tcam members
are dependent on each other, it is critical that you communicate openly and honestly with
each other. Therefore, it is essential that your team members discuss problems, such as some
members not doing their fair share of work or members insisting that their point of view
dominate the team’s report.

3, Workas a team. A group's output should reflect a combined effort, so the whole group
should be involved in each part of the analysis, even if different individuals assume primary
responsibility for different parts of the analysis. Avoid having the marketing major do the
marketing portion of the analysis, the production major handle the production issues, and so
forth. This will both hamper the group’s aggregate analysis and do all of the team members
a disservice by not giving each member exposure to decision making involving the other
functional areas. The strategic management course provides an opportunity to look at all
aspects ofthe business situation, to develop the ability to see the big pieture, and to integrate
the various functional areas.

4. Plan and structuve team meetings. When you are working with a group on case analy-
sis, it is impossible to achieve the team’s goals and objectives without meeting outside of
class. As soon as the team is formed, establish mutually convenient times for regular meet-
ings, and be sure to keep this time availablc cach week. Be punctual in going to the meet-
ings, and manage the meetings so they end at a predetermined time. Plan several shorter
meetings, as opposed 1o one longer session right before the case is due. (This, by the way,
is another way realism is introduced in the strategic management course. Planning and
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managing your time is essential in business, and working with others to achieve a common

sct of goals s a critical part of life in the business world.)

The strategic management course is your opportunity to assume the role of a key decision
maker in a business organization. The case method is an excellent way to add excitement
and realism to the course. To get the most out of the course and the case method, you need
to be an active participant in the entire process.

The case method offers you the opporstunity to develop your analytical skills and to
understand the interrelationships of the various functional areas of business; it also enables
you to develop valuable skills in time management, group problem solving, creativity, orga-
nization of thoughts and ideas, and human interaction.




