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The increased support and acceptance that greeted the third edition of Strategic
Management has led us to build on this foundation for this new edition of Cases in
Strategic Management. We have continued to utilize reviewer feedback, and we
believe that we have written and collected a new set of strategic management cases
that are our best ever.

The thirty-eight cases that we have selected for this edition will appeal, we are
certain, to students and professors alike, both because these cases are intrinsically
interesting and because of the number of strategic management issues they illumi-
nate. These cases will provide students with a broad overview of the field of strate-
gic management and will give them the opportunity to do some in-depth analysis
of strategic issues.

The cases fall into three clearly defined categories: cases dealing with small busi-
ness, which highlight problems and issues in running entrepreneurially based com-
panies; business-level cases, which focus on the way that companies create value
and competitive advantage in different industry conditions; and corporate-level
cases, which examine how value is created or lost through such strategies as diver-
sification and merger. The organizations discussed in the cases range from large,
well-known ones, for which students can do research in order to update the infor-
mation, to small, entrepreneurial businesses that illustrate the uncertainty and chal-
lenge of the strategic management process. In addition, the selection includes many
international cases, and most of the other cases contain some element of global
strategy. There is enough variety in these cases and depth and breadth of coverage
to satisfy the needs of most professors. A grid that outlines the topical coverage of
each case can be found in the Instructor’s Resource Manual.

To help students learn how to effectively analyze and write a case study, we con-
tinue to include a special section on this subject. This thoroughly revised section
includes a checklist and explanation of areas to consider when analyzing, writing,
and presenting a case study, suggested research references, and an explanation of
the role and methods of financial analysis.

Only two cases in our selection are unchanged from the last edition of Cases in
Strategic Management: Hanson PLC, which is now followed by Hanson PLC (B), up-
dating the company to 1996; and Blockbuster Enterprises, which is now followed
by a new case on Viacom, the company that bought Blockbuster in 1994, so that
these cases can also be used in sequence. Altogether we have written or updated
another sixteen of our own cases for this edition: Compufix; Microsoft in 1996;
America Online; The Evolution of the Air Express Industry; Airborne Express; Ford
2000; Seattle City Light; Michael Eisner’s Walt Disney Company; The Walt Disney
Company in the 1990s; Blockbuster Entertainment in 1996; The Evolution of Via-
com; Hanson PLC (A): The Acquisition Machine; Hanson PLC (B): Breaking It Up;
Philips NV; First Greyhound, Then Greyhound Dial, Then Dial, Now What?; and Phar-
macia & Upjohn.

We feel that our entire case selection is unrivaled in breadth and depth. We
have been fortunate to have a large number of excellent cases to draw on from case
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TEACHING AND LEARNING AIDS

Taken together, the teaching and learning features of Cases in Strategic Management
provide a package that is unsurpassed in its coverage. Further details for using the
supplementary materials can also be found in the Instructor’s Resource Manual.

For the Instructor

B Accompanying Cases in Strategic Management is a comprehensive Instructor’s
Resource Manual, that offers complete teaching notes for each case in this col-
lection. These teaching notes cover all aspects of a company’s strategy and struc-
ture, and we also provide a series of questions that can be given to students to
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help them focus on the significant issues in each case. We have found these to be
useful in leading students to think strategically, especially at the beginning of the
strategy course, when they lack the tools to pull out the significant issues.

M A videotape pertaining to several of the companies represented in the cases is
also available to instructors. It helps highlight many issues of interest and can
be used to spark class discussion.

For the Student

[ Micromatic is a computer-based simulation that introduces students to tools
and concepts of today’s business world, such as spreadsheet calculations,“what-
if” scenarios, financial analysis, and competitive analysis.

i Policy Expert includes four computer tools—business calculator, ratio analy-
sis, portfolio models, and environmental scan—that assist students in analyzing
actual businesses or cases in a strategic management text.
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~\ Analyzing a Case
) Study and Writing
a Case Study Analysis

WHAT IS CASE
STUDY ANALYSIS?

Case study analysis is an integral part of a course in strategic management. The
purpose of a case study is to provide students with experience of the strategic
management problems faced by actual organizations. A case study presents
an account of what happened to a business or industry over a number of years. It
chronicles the events that managers had to deal with, such as changes in the com-
petitive environment, and charts the managers’ response, which usually involved
changing the business- or corporate-level strategy. The cases in Part V of this book
cover a wide range of issues and problems that managers have had to confront.
Some cases are about finding the right business-level strategy to compete in chang-
ing conditions. Some are about companies that grew by acquisition, with little
concern for the rationale behind their growth, and how growth by acquisition
affected their future profitability. Each case is different because each organization
is different. The underlying thread in all the cases, however, is the use of strategic
management techniques to solve business problems.

Cases prove valuable in a strategic management course for several reasons. First,
cases provide you, the student, with experience of organizational problems that you
probably have not had the opportunity to experience firsthand. In a relatively short
period of time, you will have the chance to appreciate and analyze the problems
faced by many different companies and to understand how managers tried to deal
with them.

Second, cases illustrate the theory and content of strategic management—that
is, all the information presented to you in the previous chapters of this book. This
information has been collected, discovered, and distilled from the observations, re-
search, and experience of managers and academicians. The meaning and implica-
tion of this information are made clearer when they are applied to case studies. The
theory and concepts help reveal what is going on in the companies studied and al-
low you to evaluate the solutions that specific companies adopted to deal with
their problems. Consequently, when you analyze cases, you will be like a detective
who, with a set of conceptual tools, probes what happened and what or who was
responsible and then marshals the evidence that provides the solution. Top man-
agers enjoy the thrill of testing their problem-solving abilities in the real world. It is
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important to remember, after all, that no one knows what the right answer is. All
that managers can do is to make the best guess. In fact, managers say repeatedly that
they are happy if they are right only half the time in solving strategic problems.
Strategic management is an uncertain game, and using cases to see how theory can
be put into practice is one way of improving your skills of diagnostic investigation.

Third, case studies provide you with the opportunity to participate in class and
to gain experience in presenting your ideas to others. Instructors may sometimes
call on students as a group to identify what is going on in a case, and through class-
room discussion the issues in and solutions to the case problem will reveal them-
selves. In such a situation, you will have to organize your views and conclusions so
that you can present them to the class. Your classmates may have analyzed the is-
sues differently from you, and they will want you to argue your points before they
will accept your conclusions; so be prepared for debate. This mode of discussion is
an example of the dialectical approach to decision making that you may recall from
Chapter 1. This is how decisions are made in the actual business world.

Instructors also may assign an individual, but more commonly a group, to ana-
lyze the case before the whole class. The individual or group probably will be re-
sponsible for a thirty- to forty-minute presentation of the case to the class. That pre-
sentation must cover the issues involved, the problems facing the company, and a
series of recommendations for resolving the problems. The discussion then will be
thrown open to the class, and you will have to defend your ideas. Through such dis-
cussions and presentations, you will experience how to convey your ideas effec-
tively to others. Remember that a great deal of managers’ time is spent in these
kinds of situations, presenting their ideas and engaging in discussion with other
managers, who have their own views about what is going on. Thus, you will experi-
ence in the classroom the actual process of strategic management, and this will
serve you well in your future career.

If you work in groups to analyze case studies, you also will learn about the group
process involved in working as a team. When people work in groups, it is often dif-
ficult to schedule time and allocate responsibility for the case analysis. There are al-
ways group members who shirk their responsibilities and group members who are
so sure of their own ideas that they try to dominate the group’s analysis. Most of the
strategic management takes place in groups, however, and it is best if you learn
about these problems now.

ANALYZING A
CASE STUDY

As just mentioned, the purpose of the case study is to let you apply the concepts of
strategic management when you analyze the issues facing a specific company. To
analyze a case study, therefore, you must examine closely the issues with which the
company is confronted. Most often you will need to read the case several times—
once to grasp the overall picture of what is happening to the company and then
several times more to discover and grasp the specific problems.

Generally, detailed analysis of a case study should include eight areas:

1. The history, development, and growth of the company over time

2. The identification of the company’s internal strengths and weaknesses
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PART 5

Cases in Strategic Management

The nature of the external environment surrounding the company
. A SWOT analysis

. The kind of corporate-level strategy pursued by the company

. The nature of the company’s business-level strategy

. The company’s structure and control systems and how they match its strategy

® N W R W

. Recommendations

To analyze a case, you need to apply the concepts taught in this course to each
of these areas. Where to look for a review of the concepts you need to use is obvi-
ous from the chapter titles. For example, to analyze the company’s environment,
you would use Chapter 3, on environmental analysis.

To help you further, we next offer a summary of some of the steps you can take
to analyze the case material for each of the eight points we have just noted.

1. Analyze the company’s bistory, development, and growth. A convenient way to
investigate how a company’s past strategy and structure affect it in the present
is to chart the critical incidents in its history—that is, the events that were the
most unusual or the most essential for its development into the company it is to-
day. Some of the events have to do with its founding, its initial products, how it
made new-product market decisions, and how it developed and chose functional
competencies to pursue. Its entry into new businesses and shifts in its main lines
of business are also important milestones to consider.

2. Identify the company’s internal strengths and weaknesses. Once the historical
profile is completed, you can begin the SWOT analysis. Use all the incidents you
have charted to develop an account of the company’s strengths and weaknesses
as they have emerged historically. Examine each of the value creation functions
of the company, and identify the functions in which the company is currently
strong and currently weak. Some companies might be weak in marketing; some
might be strong in research and development. Make lists of these strengths and
weaknesses. The table on page C14 gives examples of what might go in these
lists.

3. Analyze the external environment. The next step is to identify environmental
opportunities and threats. Here you should apply all the concepts from Chapter
3,on industry and macroenvironments, to analyze the environment the company
is confronting. Of particular importance at the industry level is Porter’s five
forces model and the stage of the life cycle model. Which factors in the macro-
environment will appear salient depends on the specific company being ana-
lyzed. However, use each concept in turn (for instance, demographic factors) to
see whether it is relevant for the company in question.

Having done this analysis, you will have generated both an analysis of the com-
pany’s environment and a list of opportunities and threats. The table on page C14
also lists some common environmental opportunities and threats that you might
look for, but the list you generate will be specific to your company.

4. Evaluate the SWOT analysis. Having identified the company’s external opportu-
nities and threats as well as its internal strengths and weaknesses, you need to



