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Preface

This book contains a selection of case studies published in the IMA
Educational Case Journal. Through publication of the translations of these case
studies, the Institute of Management Accountants (IMA) is pursuing its goal of
enhancing the teaching of management accounting world-wide, thereby furthering
the development of the global management accounting profession.

The case study method entails learning by analyzing and discussing a real-
life situation involving a decision, problem, or issue faced by an organization.
Unlike traditional lecture-based teaching where student participation in the
classroom is minimal, the case study method requires students to be actively
involved and to participate in the classroom discussion.

If you have been exposed only to traditional teaching methods, you will find
that you need to change your approach to learning. A case study is not a
problem. A problem has a unique, correct solution. On the other hand, there
typically no unique, correct answer to a case study. A decision-maker faced with
a situation described in a case study can usually choose between several
alternative courses of action, each of which can be supported by logical
argument.

By providing detailed, interesting information about real business situations,
case studies can make learning about the concepts covered in a case more
interesting. Cases will also enhance your grasp of management theory by
providing real-life examples of the underlying theoretical concepts.

But the use of case studies does much more than that. By learning how to
analyze and present a case study, you will be developing skills that are essential
to your future career as a business professional. These include the development
of analytic and decision-making skills and learning how to express your views.
The case study method will improve your ability to ask the right questions in a
given problem situation and to identify and understand the underlying problems in
a given situation rather than the superficial issues. Case studies reflect the reality
of managerial decision-making in the real world, where often decisions are based

on insufficient information. Cases reflect the ambiguity and complexity that
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accompany most management decision-making. They can also provide an
integrated view of management, as managerial decision-making frequently
involves integration of theories and concepts learnt in different functional areas
such as marketing and manufacturing.

I wish you success and hope you enjoy these cases!

Raef Lawson, PhD, CFA, CMA, CPA
Professor-in-Residence and Vice President of Research
Editor, IMA Educational Case Journal

Institute of Management Accountants
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