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Preface

With the publication of this, the seventh edition of Cases in Marketing Management,
the world of marketing continues to change in new and exciting ways. Unfortunately,
much of the excitement is hidden among the definitions and descriptions of concepts
that are a necessary part of basic marketing textbooks. We believe that one way to
make the study of marketing exciting and dynamic is to use cases. Cases allow the
student to work on real marketing probiems, to develop an appreciation for the types
of problems that exist in the real world of marketing, and to develop the skills of
analysis and decision making so necessary for success in marketing and other areas
of business. Cases represent as close an approximation of the realities of actually
working in marketing as is possible without taking a job in the field.

Your task as a user of this casebook is to work hard to develop well-reasoned
solutions to the problems confronting the decision maker in each of the cases. A
framework to assist you in developing solutions is presented in Part One of this book.
Essentially, you will be using this, or some other framework suggested by your in-
structor, to analyze the cases in this book. By applying this framework to each case
that you are assigned, you will develop your analytic skills. Like all skills, you will
find this difficult at first. However, as you practice, you will get better, until it will
become second nature to you. This is exactly the same way one develops athletic or
musical skills.

The cases in this book represent a broad range of marketing problems. The
book contains consumer and industrial cases, profit and nonprofit cases, social mar-
keting cases, specific marketing area cases such as services marketing, and general
cases, plus cases on marketing and public policy. Each case is designed to fit into a
specific section of a course in marketing management. The cases are long and com-
plex enough to require good analysis, but not so long and complex as to be overly
burdensome. Within sections, cases vary in terms of difficulty and complexity.

Users of the first six editions will note that the fundamental thrust and position-
ing remains the same in this edition. However, we do note the following changes. First,
40% of the cases are new or updated to give students more timely case examples and

vii
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learning tools. Second, the authors have replaced some of the product cases with ser-
vices cases. Third, we have added new cases in a number of key areas: technology, ser-
vice, and global marketing to reflect the issues that are most prevalent in today’s busi-
ness world. Lastly, we have a new case in Part 6 that focuses on integrated marketing
communications.

This book contains 34 cases and 2 case-related exercises. Fifteen of the cases
and both of the exercises were written by the authors of this book. In some instances
we had a coauthor, and we have noted the names of the coauthors on the title pages
of the cases concerned. We wish to thank these coauthors for their assistance and for
allowing us to use the cases: Danny N. Bellenger, Craig F. Ehrnst, Tom Ingram,
Constance Kinnear, Brian Murray, Joanne E. Novak, James Novo, James Scott, Jos
Viehoff, and John S. Wright.

We would like to thank the executives of the organizations who allowed us to de-
velop cases about their situations and who have released these cases for use in this book.

The remaining 21 cases were written by many distinguished marketing case
writers. We appreciate their allowing us to reproduce their cases here. The names of
each of these persons are noted on the title page of the cases concemed. They are:
Eric Andrew, M. Edgar Barrett, Christopher D. Buehler, Elizabeth Carducci, William
Camner, Eva Cid, Pantea Denoyelle, Mort Ettinger, Peter Faricy, Christopher Gale,
Alfred H. Heineken, Akiko Horikawa, Tony Hughes, Shreekant G. Joag, Carla
Johnson, Pranati Kapadia, Fred W. Kniffen, Aylin Kunt, Janet Lahey, Zarrel V.
Lambert, Lawrence M. Lamont, Chris Lane, Jean-Claude Larreche, Daniel Lindley,
Neil Miller, David B. Montgomery, Rowland T. Moriarty, Jr., James E. Nelson,
Adrian Ryans, Martin Schreiber, Anne Senausky, Ronald Stiff, Elizabeth W. Storey,
George Taucher, Mark Vendenbosch.

We were helped in selecting cases over the last two editions by the following
people who responded to our surveys:

Dr. Newell Chiesl, Indiana State University; Professor William Hess, Golden
Gate University; Dr. Karen Kaigler-Walker, Woodbury University; Professor Martie
R. Kazura, Berea College; Dr. Rick Lewis, LeTourneau University; Professor Peter
M. Lynagh, University of Baltimore; Dr. O. Karl Mann, Tennessee Technological
University; Professor David J. Moore, The University of Michigan; Professor Robert
S. Russell, Stonehill College; Professor John O. Young, Wayne State University; and
Dr. Abdall M. Yousry, Bowie State University; Wendy L. Acker, Avila College; Julian
Andorka, DePaul University; Thomas J. Babb, West Liberty State College; Joseph A.
Bellizzi, Arizona State University-West; Deirdre Bird, Northeastern University;
Charles Born, Golden Gate University; Mary Lynn Buck, Ferris State University;
Robert E. Burnkrant, The Ohio State University; Charles R. Canedy III, University
of Hartford; W. Fred Chatman, Jr., Presbyterian College; Henry C.K. Chen,
University of West Florida; Yusaf A. Choudhoy, University of Baltimore; Susan
Cisco, Oakton Community College; Paul Cohen, Castleton State College; Richard
Cooley, California State University—Chico; Jerry A. Cooper, Southern Oregon State
College; Philip Cooper, Loyola College; Michael W. Couture, University of
Missouri-Columbia; Melvin R. Crask, University of Georgia; Roger Davis, Baylor
University; M. Wayne DeLozier, Nicholls State University; Peter R, Dickson, The
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Ohio State University; Robert A. Fischer, Northeastern University, Heidi Foreman,
Columbia College; Irene R. Foster, Vanderbilt University; George Galiouridis,
Webber College; Robert L. Goldman, Golden Gate University; John R. Grabner, The
Ohio State University; Jim Hazeltine, Northeastern Illinois University; Tony L.
Henthorne, University of Southern Mississippi; Susan Hibbins, John Carroll
University; William G. Hines, Northeastern University; Thomas F. Hitzelberger,
Southern Oregon State College; John W. Hummel, St. Michael’s College; Don
Jackson, Ferris State University; Keren Ami Johnson, Old Dominion University;
Kissan Joseph, Purdue University; Norman Kangun, Clemson University; Debora A.
Kielcover, Calvin College; John A. Kuehn, University of Missouri-Columbia;
Virginia Langrehr, Valparaiso University; Robert Brock Lawes, Chaminade
University; Paul A. Lawhorne, Bowie State University; Robert Lawrence, South
Carolina State University; David Lohmann, Hawaii Pacific University; Peter M.
Lynagh, University of Baltimore; Terry A. Madoch, Elmhurst College; Ernest Maier,
Lawrence Technological University; Jennifer Meoli, Elizabethtown College; Stephen
J. Miller, Oklahoma State University; Anusree Mitra, American University; Janet B.
Monroe, Wayne State University; Janet Y. Murray, University of Missouri-Columbia;
Harold E. Qakley, Belleville Area College; Christic H. Paksoy, University of North
Carolina-Charlotte; Yigang Pan, DePaul University; A. William Pollman, University
of Wisconsin-LaCrosse; Jay E. Poutinen, University of Wisconsin-Stevens Point;
Marco Protano, Northeastern University; Pradeep A. Rau, George Washington
University; Nina M. Ray, Boise State University; Mary Anne Raymond, American
University; Irving E. Richards, Cuyahoga Community College; Lee Richardson,
University of Baltimore; Donald P. Robin, Southern Mississippi University; Robert
S. Russell, Northeastern University; William J. Schmid, Northeastern University:
Harold S. Sekiguchi, University of Nevada, William L. Shanklin, Kent State
University; Alan Terrence Shao, University of North Carolina-Charlotte; Richard
Siedlecki, Emory University and Georgia State University; Stanley F. Slater,
University of Colorado-Colorado Springs; James V. Spiers, Arizona State University,
Vlasis Stathakopoulos, University of Hartford; John E. Swan, University of
Alabama-Birmingham; Fred Trawick, University of Albama-Birmingham; Frances
G. Tucker, Syracuse University; John S. Wagle, Northern Illinois University; Jay C.
Wayne, Golden Gate University; James E. Welch, Kentucky Wesleyan College;
Richard Wilcox, Rockford College; Edward D. Wirth, Jr., Florida Institute of
Technology; and George M. Zinkhan, University of Houston.

We would also like to thank our colleagues at Georgia State University and the
University of Michigan, and the Case Research Association for their helpful comments
and their classroom testing cases. Finally, we would like to acknowledge the help in
many tasks associated with the development, editing and production of the book we re-
ceived from Nina McGuffin, Andrea Hlavacek, Colleen Suljic, Jean Lou Hess, and
Norma Duncan.

Kenneth L. Bernhards
Thomas C. Kinnear
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Chapter 1

Note to the Student
on the Case Method

The case method is different from other methods of teaching, and it requires that
students take an active role rather than a passive one. The case method places the
student in a simulated business environment and substitutes the student in the
place of the business manager as the person required to make a set of decisions.
To define it, a case is:

typically a record of a business issue which actually has been faced by business ex-
ecutives, together with surrounding facts, opinions, and prejudices upon which the
executives had to depend. These real and particularized cases are presented to stu-
dents for considered analysis, open discussion, and final decision as to the type of
action which should be taken.'

With the case method, the process of arriving at an answer is what is im-
portant. The instructor’s expectation is that the student will develop an ability to
make decisions, to support those decisions with appropriate analysis, and to learn
to communicate ideas both orally and in writing. The student is required to de-
termine the problem as well as the solution. This method of teaching thus shifts
much of the responsibility to the student, and a great deal of time is required on
the part of the student.

The case method often causes a great deal of insecurity on the part of stu-
dents who are required to make decisions, often with very little information and
limited time. There is no single right answer to any of the cases in this book, an
additional source of insecurity. The goal is not to develop a set of right answers,
but to learn to reason well with the data available. This process is truly learning
by doing.

Studying under the case method will result in the development of skills
in critical thinking. The student will learn how to effectively reason when
dealing with specific problems. The development of communication skills is

YCharles L. Gragg, “Because Wisdom Can’t Be Told,” Harvard Alumni Bulletin, October 19,
1940.

.
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also important, and students will learn to present their analysis in a cogent
and convincing manner. They must defend their analysis and plan of action
against the criticism of others in the class. In the class discussion, individual
students may find that the opinions of other members of the class differ from
their own. In some cases this will be because the individual has overlooked
certain important points or that some factors have been weighted more heav-
ily compared to the weighting used by other students. The process of pre-
senting and defending conflicting points of view causes individual members
of the class to reconsider the views they had of the case before the discussion
began. This leads to a clearer perception of problems, a recognition of the
many and often conflicting interpretations of the facts and events in the case,
and a greater awareness of the complexities with which management deci-
sions are reached.

In preparing for class using the case method, the student should first read
the case quickly. The goal is to gain a feel for the type of problem presented in
the case, the type of organization involved, and so on. Next, the student should
read the case thoroughly to learn all the key facts in the case. The student should
not blindly accept all the data presented, as not all information is equally reli-
able or relevant. As part of the process of mastering the facts, it frequently will
be desirable to utilize the numerical data presented in the case to make any pos-
sible calculations and comparisons that will help analyze the problems involved
in the case. The case will have to be read a number of times before the analysis
is completed.

The student must add to the facts by making reasonable assumptions re-
garding many aspects of the situation. Business decision making is rarely
based on perfect information. All of the cases in this book are actual business
cases, and the student is provided with all the information that the executives
involved had at their disposal. Often students cannot believe the low level of
information available for decision making, but this is often the case. What is
required in those situations is the making of reasonable assumptions and learn-
ing to make decisions under uncertainty. There is often a strong reluctance on
the part of the student to do this, but the ability to make decisions based on
well-reasoned assumptions is a skill that must be developed for a manager to
be truly effective.

Once the student has mastered the facts in the case, the next step is to iden-
tify and specify the issues and problems toward which the executive involved
should be directing his or her attention. The issues may be very obscure. Learning
to separate problems from symptoms is an important skill to learn. Often there
will be a number of subissues involved, and it will be necessary to break the prob-
lem down into component parts.

The next step in the student’s case preparation is to identify alternative
courses of action. Usually there are a number of possible solutions to the
problems in the case, and the student should be careful not to lock in on only

one alternative before several possible alternatives have been thoroughly
evaluated.
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The next step is to evaluate each of the alternative plans of action. It is at
this stage of the analysis that the student is required to marshall and analyze all
the facts for each alternative program. The assumptions the student is required to
make are very important here, and the student must apply all the analytical skills
possible, including both qualitative and quantitative.

After all the alternatives have been thoroughly analyzed, the student must
make a decision concerning the specific course of action to take. It should be rec-
ognized that several of the alternatives may “work,” and that there are a number
of different ways of resolving the issues in the case. The important consideration
is that the plan of action actually decided upon has been thoroughly analyzed
from all angles, is internally consistent, and has a high probability of meeting the
manager’s objectives.

Once an overall strategy has been determined, it is important that consider-
ation be given to the implementation of that strategy. At this stage, the student
must determine who is to do what, when, and how. A professor may start out a
class by asking the question, “What should Mr. Jones do tomorrow?”” Unless the
students have given some thought to the implementation of the strategy decided
upon, they will be unprepared for such a question. Improper implementation of
an excellent strategy may doom it to failure, so it is important to follow through
with appropriate analysis at this stage.

During the class discussion, the instructor will act more as a moderator than a
lecturer, guiding the discussion and calling on students for their opinions. A signifi-
cant amount of leamning will take place by participating in the discussion. The goal
is for the students to integrate all their ideas, relating them to the goals of the com-
pany, the strengths and weaknesses of the company and its competition, the way
consumers buy, and the resources available. A suggested framework for the integra-
tion of these ideas is presented in the next chapter of this book, in the appendix titled
“Outline for Case Analysis.”

The student’s classroom discussion should avoid the rehashing, without
analysis, of case facts. Students should recognize that the professor and all the other
students in the class have thoroughly read the case and are familiar with the facts.
The objective, therefore, is to interpret the facts and use them to support the pro-
posed plan of action. The case method obviously requires a great deal of prepara-
tion time by the student. The payoff is that, after spending this time adequately
preparing each of the steps described, the student will have developed the ability to
make sound marketing management decisions.



Chapter 2

Introduction to Marketing
Decision Making

In Chapter 1, you were introduced to your role in the execution of an effective
case course in marketing. In summary, the primary task is to complete a compe-
tent analysis of the cases assigned to you. If you have never undertaken the analy-
sis of a marketing case before, you are probably wondering just how you should
go about doing this. Is there some framework that is appropriate for this task?
Indeed, there are a number of such frameworks. The purpose of this chapter is to
present one such framework to you. We think you will find it useful in analyzing
the cases in this book.

An Outline for Case Analysis

The appendix to this chapter is the summary document for the approach we believe
that you should use for case analysis. We suggest that you apply the types of ques-
tions listed there in your analysis. Figure 2-1 provides an overview of this outline.
Basically, we are suggesting that you begin by doing a complete analysis of the sit-
uation facing the organization in the case. This situation analysis includes an as-
sessment of (1) the nature of demand for the product, (2) the extent of demand, (3)
the nature of competition, (4) the environmental climate, (5) the stage of the life cy-
cle for the product, (6) the skills of the firm, (7) the financial resources of the firm,
and (8) the distribution structure. In some cases, legal aspects may also form part
of a good situation analysis. The premise here is that one cannot begin to make de-
cisions until a thorough understanding of the situation at hand is obtained.

Once a detailed situation analysis is prepared, one is in a position to sum-
marize the problems and opportunities that arise out of the sitaation analysis.
These problems and opportunities provide an organized summary of the situa-
tion analysis. This in turn should lead to the generation of a set of alternatives
that are worthy of being considered as solutions to the problems and actualizers
of the opportunities.

These alternatives are then evaluated using arguments generated from
(1) the detailed situation analysis, (2) the summary statement of problems and
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