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DEDICATED TO

Kathy, Tom, Richard Betty, Kari, Suzi, Lori, Merry, and
Smokey

Special Dedication by Tom Wheelen:

Kathryn Elizabeth McGrath Wheelen (1895-1972)

My mother was born April 23, 1893, in Fitchburg, Massachusetts, to William E.
McGrath (1865-1939) and Catherine McCarthy (1867-1932). Both parents were
born in Ireland. She had two sisters, Mary and Margaret. The year 1995 would
mark her 100th birthday. She graduated from Fitchburg High School in 1913.
She worked for Webber Lumber Company as a clerk. She married Thomas L.
Wheelen in 1933 and became President of Thomas Wheelen Company (circa
1879) in 1938 when her husband died. She had excellent business acumen, true
concern for others, and many true friends of all ages. She had a strong and under-
lying belief system that allowed her to survive many years of serious illnesses. She
always remained positive and very grateful for her life. The births of her three
grandchildren, Kathryn, Thomas, and Richard, were true highlights and joys of
her life. She never gave up and enjoyed life.
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The corporate world is becoming a very different place. Mergers and acquisitions
have transformed the landscape. International boundaries are fading in impor-
tance as businesses take on a more global perspective, and the technology of the
Information Age is telescoping the time it takes to communicate and make deci-
sions. Strategic management takes a panoramic view of this changing corporate
terrain and dares to ask why.

As a capstone course, strategic management and business policy unites the
various departments, majors, and subdisciplines usually found in a business
school. Other courses deal in depth with procedures and activities that are de-
signed to answer how corporations exist. Because strategic management itself is in
a constant state of flux, and because the course takes a holistic approach, business
policy is often a difficult course to teach and to take. Consequently, this book is
organized around a strategic management model that prefaces each chapter and
provides a structure for content and complex case analyses by students.

Both the text and the cases have been class-tested in policy courses and revised
on the basis of feedback from students, reviewers, and instructors. In response to
comments, we have emphasized primarily those concepts that have proved to be
most useful in understanding strategic decision making and in conducting case
analysis. Our goal was to make the text as comprehensive as possible without get-
ting bogged down in any one area. Endnote references are provided for those who
wish to learn more about any particular topic. As in previous editions, all the cases
are about actual corporations. The firms range in size and maturity from large, es-
tablished multinationals to small, entrepreneurial ventures and cover a broad
range of issues and questions.

Objectives

This book focuses on the following objectives, which are typically found in most
strategic management and business policy courses:

* To develop conceptual skills so that a student is able to integrate previously
learned aspects of corporations.

e To develop a framework of analysis to enable a student to identify central issues
and problems in complex, comprehensive cases; to suggest alternative courses of
action; and to present well-supported recommendations for future action.

e To develop an understanding of strategic management concepts, research, and
theories.

e To develop an understanding of the roles and responsibilities of the Board of
Directors, Chief Executive Officer, and other key managers in strategic man-
agement positions.

e To develop the ability to analyze and evaluate, both quantitatively and quali-
tatively, the performance of the people who are responsible for strategic deci-
sions.

e To bridge the gap between theory and practice by developing an understand-
ing of when and how to apply concepts and techniques learned in earlier
courses on marketing, accounting, finance, management, production, and in-
formation systems.
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To improve research capabilities necessary to gather and interpret key envi-
ronmental data.

To develop a better understanding of the present and future environments in
which corporations must function.

To develop and refine analytical and decision-making skills for dealing with
complex conceptual problems in an ethical manner.

To develop an understanding of the emerging world economy and its potential
impact on business activities in any location.

This book achieves these objectives by presenting and explaining concepts and

theories that are useful in understanding the strategic management process. It crit-
ically analyzes studies in the field of strategy to acquaint the student with the liter-
ature of this area and to help develop the student’s research capabilities. It also
describes the people who manage strategically and suggests a model of strategic
management. It recommends the strategic audit as one approach to the systematic
analysis of complex, organizationwide issues. Through a series of comprehensive
cases, it provides the student with an opportunity to apply concepts, skills, and
techniques to real-world corporate problems. The book focuses on the business
corporation because of its crucial position in the economic system of the world
and in the material development of any society.

Time-Tested Features

This edition includes many of the same features and content that helped to

make previous editions successful. Some of these are the following:

A strategic management model runs throughout the entire book as a unifying
concept (all chapters).

The strategic audit, a way to operationalize the strategic decision-making
process, serves as a checklist in case analysis (Chapter 2).

Internal and external strategic factors are emphasized through the use of spe-
cially designed External Factor Analysis Summary (EFAS) and Internal Factor
Analysis Summary (IFAS) tables (Chapters 4 and 5).

Top management and the Board of Directors are examined in detail in their
roles as strategic managers (Chapter 2).

Suggestions for in-depth case analysis provide a complete listing of financial
ratios, recommendations for oral and written analysis, and ideas for further
research (Chapter 13).

Special chapters deal with strategic issues in multinational corporations, en-
trepreneurial ventures and small businesses, and not-for-profit organizations
(Chapters 11, 13, 14, respectively).

A chapter on social responsibility and ethics deals with these increasingly
salient concerns in strategic decision making (Chapter 3).

Equal emphasis is placed on environmental scanning of the societal environ-
ment as well as on industry strategic factors. Topics include forecasting and
Miles and Snow’s typology in addition to Porter’s industry analysis (Chapter 4).
Company Spotlight Maytag Corporation boxes illustrate the issues in each
chapter and serve to integrate the material (Chapters 1-15).
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Corporate strategy is explained for the single business firm in an easy-to-
understand model using growth, stability, and retrenchment strategies and
then presented for the multibusiness firm in terms of portfolio analysis and the
SWOT (TOWS) matrix (Chapter 6).

Business (competitive) and functional strategies as well as competitive tactics
are explained and evaluated in a separate chapter (Chapter 7).

Two chapters deal with issues in strategy implementation, such as organiza-
tional and job design plus strategy-manager fit, action planning, and corpo-
rate culture (Chapters 8 and 9).

A separate chapter on evaluation and control explains the importance of mea-
surement and incentives to organizational performance (Chapter 10).

Timely, well-researched, and class-tested cases deal with interesting compa-
nies and industries. Many of the cases are about well-known, publicly held
corporations—ideal subjects for further research by students who wish to
“update” the cases.

An Industry Note for Use in Industry Analysis of the major home appliance in-
dustry in 1993 is included for use by itself or with the Maytag and Whirlpool
cases. A second industry note on the retailing industry is included in the ac-
companying CASE Instructor’s Manual, to be used either on its own or in con-
junction with the cases on Nordstrom, Kmart, Wal-Mart, and Blockbuster
Video.

New Features For This Edition

In addition to updating and fine-tuning of time-tested features, other additions
and changes to both the chapters and the cases make the book more useful to stu-
dents and professors and more representative of the rapidly growing field of
strategic management and business policy.

New Chapter I

Strategic Issues in Managing Technology and Innovation (Chapler 12)

This is the first strategic management textbook to provide a chapter on these top-
ics. This new chapter emphasizes the importance of technology and innovation to
strategic managers. Cases such as those on Microsoft, Maytag, and Invacare en-
able readers to apply these concepts to actual situations.

New Topics I

New Concepls and Approaches in Stralegic Managemenl

Resource-based view of the firm (Chapter 5)
Reengineering (Chapter 8)

Total quality management (Chapter 8)
Benchmarking (Chapter 10)

Economic value-added measures (Chapter 10)
International transfer pricing (Chapter 11)
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New Features |

Key Theory Capsules

Boxed inserts highlight and explain key theories underlying strategic management.
This feature adds emphasis to the theories without interrupting the flow of the text
material.

Agency theory (corporate governance, Chapter 2)
Transaction cost economics (vertical integration versus outsourcing, Chapter 6)
e Population ecology, resource dependence, and institution theory (organization
change, Chapter 8)
e Absolute and comparative advantage (international trade, Chapter 11)

Introductory Vignettes and In Conclusion . . .

Brief descriptions of current situations in actual organizations introduce and con-
clude chapter material to add life to the concepts that are explained in each chapter.

Points to Remember

e Summary sentences end each chapter and add emphasis to key concepts.

e Brief bulleted sentences help the reader to better remember chapter essentials.
Key points are more memorable than the usual summary and conclusion para-
graph.

New Methodologies ]

Strategic Facltor Analysis Summary (Chapter 6)

This Strategic Factor Analysis Summary (SFAS) table is designed to integrate previ-
ously identified external (EFAS) and internal (IFAS) factors into a combined list of
strategic factors facing a corporation.

Integraied SWOT (TOWS) Analysis (Chapter 6)

This table connects EFAS and IFAS factors with the development of a SWOT/
TOWS analysis. This illustrates how an analysis of strategic factors can help to
generate possible alternative strategies.

Strategic Audit Worksheet (Chapter 135)

This worksheet is based on the time-tested strategic audit and is designed to help
students organize and structure daily case preparation in a brief period of time.
The worksheet works exceedingly well for checking the level of daily student case
preparation, especially for open class discussions of cases. Examples are shown in
Part B of the Instructor’s Manual.

Strategy Cases |

Thirty-three Cases New to This Edition

All 37 cases are current (1991-1993), high-quality cases of actual corporations
and industries that are in the midst of strategic change. Thirty-three are new to this
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edition. The case authors graciously allowed us to edit their cases for this book.
Many of these cases have been critiqued by expert referees of the North American
Case Research Association, the Society for Case Research, and the World Associa-
tion for Case Method Research and Application and appear in the Case Research
Journal, Journal of Business Cases, International Journal of Case Studies and Re-
search, and Annual Advances in Business Cases.

Twenty-six Comprehensive Strategy Cases Grouped by Industry

Twenty-six comprehensive, multi-issue strategy cases are grouped into the nine in-
dustries of (1) Grocery/Merchandising, (2) Fast Food Restaurants, (3) Major
Home Appliances, (4) Computers/Software, (5) Beverages/Food, (6) Mass Mer-
chandising/Retailing, (7) Athletic Shoes, (8) Health Care Industry, and (9) Com-
mercial Aircraft. The firms profiled in these cases range from entrepreneurial small
businesses to large multinational corporations. This is useful to the instructor who
wishes to assign a series of cases in one industry.

Six Special Issues Cases

Six cases are categorized into the specific topic areas of Strategic Managers, Envi-
ronmental Issues, and Not-for-Profit. These cases are somewhat shorter than the
more comprehensive, multi-issue strategic management cases. They help an in-
structor to emphasize the particular topics of corporate governance, social respon-
sibility and ethics, and the not-for-profit organization.

Five Special International Cases

Five cases deal specifically with strategic issues in Eastern Europe, the European
Community, and the North American Trade Zone. Although most of the multi-
issue comprehensive cases in the book have some multinational aspects, these
cases focus on international issues to help an instructor put special emphasis on
this area.

Videos l

Videos 1o Accompany Cases and Chaplers

A video consisting of eight segments is available to adopters of this edition for use
with various chapters and cases.

Supplements

Instructor’s Manuals |

Two comprehensive Instructor’s Manuals have been carefully constructed to ac-
company this book. The first one accompanies the text chapters. The second one
accompanies the cases.

TEXT Instructor’s Manual

To aid in discussing the 15 chapters dealing with strategic management concepts,
the TEXT Instructor’s Manual includes the following:
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1. Suggestions for teaching strategic management: discusses various teaching
methods and includes suggested course syllabi.

2. Video guide: presents summaries of free videos and suggestions for classroom use.

3. Chapter notes: includes summaries of each chapter, lists of key concepts and
terms, and suggested answers to discussion questions.

4. Multiple-choice test bank questions: contains approximately 50 questions for
each of the 15 chapters summing to over 700 questions from which to choose.

5. Transparency masters: includes over 170 transparency masters of figures and
tables in the text as well as other exhibits.

CASE Instructor’'s Manual

To aid in case method teaching, the CASE Instructor’s Manual includes detailed
suggestions for use, teaching objectives, and examples of student analyses for each
of the 37 cases. A standardized format is provided for each case:

Case abstract.

Case issues and subjects.

Steps covered in the strategic decision-making process.

Case objectives.

Suggested classroom approaches.

Discussion questions.

Case author’s teaching note.

Student-written strategic audit or paper.

EFAS, IFAS, and SFAS exhibits.

Financial analysis (ratios and common-size income statements).

CONOOPWNP

=
e

This is the most comprehensive Instructor’s Manual in strategic management.
The CASE Instructor’s Manual also includes the industry note Retailing 1993:
Emerging from the Chaos. This note can be used independently for industry analy-
sis or with the cases on Nordstrom, Kmart, Wal-Mart, and Blockbuster Video.
This industry note can be copied from the Instructor’s Manual by book adopters
and disseminated to students at no charge and without the need for additional
copyright permissions.

Computerized Test Bank-Test Generator J

Multiple-choice questions are available free to adopters of this textbook in a com-
puterized test bank on a 3%” diskette for IBM-compatible personal computers.
These questions are the same ones listed in the test bank portion of the TEXT In-
structor’s Manual and cover all 15 chapters of the book with over 700 questions.
This Test Generator allows instructors to personalize exams and easily add, edit,
or delete questions from the test bank. The order of questions may be scrambled,
and multiple versions of the test may be prepared. Answer sheets are generated for
each test designed.
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Videos |

A videotape cassette containing eight segments featuring company and industry vi-
gnettes for use with various chapters and cases is available free to adopters of this
textbook. One of the videos features Maytag Corporation (Case 13). The video
was presented at Maytag Corporation’s 1993 annual shareholders meeting (as
mentioned in the case) on the consolidation of the Jenn-Air and Magic Chef prod-
uct lines into one sales/marketing organization. Other videos examine issues in
various industries and companies, such as The Body Shop’s view of social respon-
sibility, drug prices (which can be used with Case 3, “Burroughs Wellcome and
AZT,” Coca-Cola’s global marketing, technology transfer in VCRs, the successful
use of focused differentiation competitive strategy in local breweries, strategy im-
plementation at Au Bon Pain fast food restaurants, and Chrysler’s use of platform
teams and concurrent engineering to improve its strategy implementation. These
videos can accompany various chapters in the text to provide examples of strategic
management issues and concepts.

Transparency Acetates |

A collection of over 170 acetates of the transparency masters from the TEXT In-
structor’s Manual are available free to adopters of the text.

Recommended Software |

In conjunction with the fifth edition of Strategic Management and Business Policy,
Addison-Wesley recommends utilizing the fisCAL business analysis software for
IBM computers and its companion handbook, Profiting from Financial State-
ments, available from the Halcyon Group. Upon adoption, instructors will receive
a copy of the software free of charge, as well as a diskette containing all of the
financial data from the Wheelen/Hunger cases. Bookstore orders for students
should be directed to Halcyon by contacting Thomas J. Bullock at the Halcyon
Group, One Halcyon Place, P.O. Box 1249, Folly Beach, South Carolina, 29439.
Any and all technical support for instructors using this software should also be di-
rected to Halcyon.

Acknowledgments

We are grateful to the people who reviewed this edition for their constructive com-
ments and suggestions. Their thought and effort have resulted in a book that is far
superior to our original manuscript. The reviewers who worked directly on all 15
chapters have asterisks next to their names and are especially acknowledged. Spe-
cial thanks to Stan Mendenhall for suggesting the Index of Sustainable Growth.

Ernest R. Archer, Winthrop University
Kimberly B. Boal, Texas Tech University*

Preface



xii

Robert DeFillippi, Suffolk University*

Charles Gowen, Northern Illinois University
Robert Hopley, University of Massachusetts at Amherst
William R. LaFollette, Ball State University

Fred R. Landrum, Florida Atlantic University
Richard Linowes, American University

Stan Mendenhall, Eastern Montana College
Michael J. Merenda, University of New Hampshire
Ken Smith, Syracuse University*

Walt Tymon, Villanova University*

Daniel L. White, Drexel University

Our thanks go to Janice Jutras of Addison-Wesley Publishing Company for
her help in the development of this Fifth Edition—in particular for her work with
the reviewers. Beth Toland was the editor for this edition and should be thanked
for her strong support of the resource-based view of the firm. We are especially
grateful to Nancy Benjamin for her patience, expertise, and even disposition dur-
ing the copyediting and production process. Nancy is a true professional; we en-
joyed our continued relationship with her and her staff.

Thanks are due to Michael Potter of Iowa State University for his analysis of
the resource-based view of the firm and for his energetic work on the complicated
indexes. We are also very grateful to Kathy Wheelen for her first-rate administra-
tive support. We are thankful to the many students who tried out the cases we
chose to include in this book. Their comments helped us find any flaws in the cases
before the book went to the printer.

In addition, we express our appreciation to Dr. David Shrock, Dean, and Dr.
Brad Shrader, Management Department Chair, of Iowa State University’s College
of Business for their support and provision of the resources so necessary to pro-
duce a textbook. We also thank Dr. Robert Anderson, Chairman and Associate
Dean of the College of Business and Don Quartermane (for his development of
case materials), both of the University of South Florida. Both of us acknowledge
our debt to Dr. William Shenkir and Dr. Frank S. Kaulback, former Deans of the
MclIntire School of Commerce of the University of Virginia, for the provision of a
work climate that was most supportive of the original development of this book.

Finally, to the many strategy/policy instructors and students who have
moaned to us about their problems with the strategy/policy course: We have tried
to respond to your problems and concerns as best we could by providing a com-
prehensive yet usable text coupled with recent and complex cases. To you, the
people who work hard in the strategy/policy trenches, we acknowledge our debt.
This book is yours.

Tampa, Florida T.L.W.
Ames, lowa J.D.H

Preface



Moustafa H. Abdelsamad, D.B.A. (George
Washington University), is Dean of the College of
Business Administration at Texas A&M Univer-
sity-Corpus Christi. He previously served as
Dean of the College of Business and Industry at
Southeastern Massachusetts University and as
Professor of Finance and Associate Dean of Grad-
uate Studies in Business at Virginia Common-
wealth University. He is Editor-in-Chief of SAM
Advanced Management Journal and past Interna-
tional President of the Society for the Advance-
ment of Management. He is the author of A
Guide to Capital Expenditure Analysis and two
chapters in the Dow Jones—Irwin Capital Budget-
ing Handbook. He is the author or coauthor of
numerous articles in various publications.

Sexton Adams, Ph.D., is Professor of Manage-
ment at North Texas State University. He has
taught at Texas Tech University and has been an
adjunct professor at several institutions, includ-
ing the University of Northern Colorado and Pep-
perdine University. He is actively engaged as a
consultant to various organizations in strategic
planning and management development. He is
the author of Administrative Policy and Strategy
and Personnel Management and is coauthor of
The Corporate Promotables and Modern Person-
nel Management. He has published business pol-
icy cases in over 20 case books.

A. J. Almaney, Ph.D. (Indiana University), is Pro-
fessor of Strategic Management at DePaul Uni-
versity. He is the author of Strategic Manage-
ment: The Process of Gaining a Competitive
Advantage and Strategic Management: A Frame-
work for Decision Making and Problem Solving.
His articles and cases have appeared in numerous
journals and textbooks.

Stephen E. Barndt, Ph.D. (The Ohio State Univer-
sity), is Professor of Management at the School of
Business, Pacific Lutheran University. Formerly,
he was head of a department in the Graduate Ed-
ucation Division of the Air Force Institute of
Technology’s School of Systems and Logistics and
taught at Central Michigan University. He has
over 15 years of line and staff experience in oper-
ations and research and development. He has
coauthored two fundamentals texts, Managing by
Project Management and Operations Manage-
ment Concepts and Practices, and has authored
or coauthored numerous papers, articles, chap-
ters, and cases addressing such subjects as organi-
zational communication, project management,

and strategic management. He is Director of Pa-
cific Lutheran University’s Small Business Insti-
tute and serves on the Editorial Review Board of
the Business Case Journal.

Julius S. Brown, Ph.D. (University of California,
Berkeley), is Professor of Management, Emeritus,
at Loyola Marymount University. His primary re-
search interest has been in the field of decision
making in the economic area of uncertainty. He
has published in the Administrative Science Quar-
terly, Journal of Industrial Relations, The Har-
vard Business School Bulletin, and the California
Monthly. He has held management positions in
the C.N.A. Financial Corp., Penn Mutual Life In-
surance Co., and the U.S. Army. Dr. Brown’s con-
sulting work has been primarily with professional
corporations. He is currently administrator of the
Robert W. Zinn Memorial Scholarship.

James W. Camerius, M.S. (University of North
Dakota), is Professor of Marketing, Northern
Michigan University. He is a member of the
Board of Directors of the Society for Case Re-
search, a member of the North American Case
Research Association, and a member of the
World Association for Case Method Research
and Application. His cases have appeared in over
30 management, marketing, and retailing text-
books, in addition to Annual Advances in Busi-
ness Cases. He is an award and grant recipient of
the Direct Selling Education Foundation, Wash-
ington, D.C., and was among those chosen to at-
tend an academic symposium on “Retailing in the
Year 2000” at the University of Texas IC2 Insti-
tute. His case studies have been presented and
discussed at conferences, workshops, and sym-
posia in the United States and Europe. He is listed
in Who’s Who in the Midwest.

Roy A. Cook, D.B.A. (Mississippi State Univer-
sity), is Associate Professor of Management, Fort
Lewis College, Durango, Colorado. He has writ-
ten and published numerous articles, cases, and
papers based on his extensive experience in the
hospitality industry and research interests in the
areas of small business management, strategy,
human relations, and communications. He is a
member of the Small Business Institute Directors
Association, the Academy of Management, and
the Society for Case Research. He currently serves
on the Board of Directors of the Society for Case
Research, as well as the Editorial Review Boards
of the Business Case Journal and the Journal of
Business Strategies.

About the Contributors

-
=
Sw
= ©
g
oo =i
< 4
pud- -
cl'ﬂ
=0

v




Richard A. Cosier, Ph.D. (University of lowa), is
Dean and the Fred E. Brown Chair of Business
Administration at the University of Oklahoma.
Previously, he served as Associate Dean and as
Chair of the Management Department at Indiana
University. He was formerly a planning engineer
with the Western Electric Company and instruc-
tor of Management and Quantitative Methods at
the University of Notre Dame. He has published
in Behavioral Science, Academy of Management
Journal, Academy of Management Review, Orga-
nizational Bebavior and Human Performance,
Management Science, Strategic Management Jour-
nal, Business Horizons, Decisions Sciences, Per-
sonnel Psychology, Journal of Creative Behavior,
International Journal of Management, Business
Quarterly, Public Administration Quarterly, Hu-
man Relations, and other journals. In addition,
Professor Cosier has presented numerous papers
at professional meetings, has coauthored a man-
agement textbook, and has a chapter on conflict
in a popular management text. He has been ac-
tive in many executive development programs
and has acted as a management education con-
sultant for several organizations. He belongs to
the Institute of Management Consultants, Inc.,
Beta Gamma Sigma, the Academy of Manage-
ment, Sigma lota Epsilon, and the Decision Sci-
ences Institute.

David B. Croll, Ph.D. (Pennsylvania State Univer-
sity), is Associate Professor of Accounting at the
Mclntire School of Commerce, University of Vir-
ginia. He was Visiting Professor at the University
of Michigan. He is coauthor of Behavioral Ac-
counting—A Reader. His cases have appeared in
over ten management and accounting textbooks
as well as in the Journal of Management Case
Studies. He is currently consultant to the U.S.
Navy, the Institute of Textile Technology, and the
Institute of Chartered Financial Analysts.

Dan R. Dalton, Ph.D. (University of California,
Irvine), is Professor of Management and Director
of Graduate Programs, Graduate School of Busi-
ness, Indiana University. He was formerly with
General Telephone & Electronics for 13 years. He
has been widely published in business and psy-
chology periodicals; his articles have appeared in
the Academy of Management Journal, Journal of
Applied Psychology, Personnel Psychology, Jour-
nal of Business Strategy, Academy of Manage-
ment Review, Strategic Management Journal,
Personnel Administrator, and Strategy and Exec-
utive Action, as well as many others. He is coau-

About the Contributors

thor of Applied Readings in Personnel and Hu-
man Resource Management and Case Problems in
Management.

Michael De Luz, M.B.A. (Boston University), is a
doctoral student at Florida International Univer-
sity. His research interests lie in blending strategic
management concepts with exporting success fac-
tors, as well as entrepreneurship for American mi-
norities. He has worked in management positions
for the U.S. Marine Corps and the University of
Florida. He has authored several articles in the
Journal of Global Marketing, Organizational Dy-
namics, and the Business Association of Latin
American Studies (BALAS) Conference Proceed-
ings. He is currently the strategic planner/export
manager of Native American Crafts, Inc. of Dart-
mouth, Massachusetts, and a member of the fac-
ulty at Bristol Community College of Fall River,
Massachusetts.

John Dunkelberg, Ph.D. (University of South
Carolina), is Associate Professor of Finance at
Wake Forest University. His research interests lie
in efficient markets and small business manage-
ment. He has worked in management positions
for South Carolina Electric and Gas Company,
Ralston Purina, and the U.S. Army. He has
published over a dozen cases in strategic manage-
ment, small business management, and entrepre-
neurship textbooks. He has coauthored four
textbooks.

Brentt Eads, M.B.A. (Loyola Marymount Univer-
sity), was recipient of the Robert W. Zinn Memo-
rial Scholarship while earning his graduate
degree. He is Marketing Director of Cal-Hi Sports
Magazine.

Cathy A. Enz, Ph.D. (Ohio State University), is
Associate Professor of Management at Cornell
University. She served on the Board of Directors
or the Organizational Behavior Teaching Society
and the Executive Committee of the Midwest
Academy of Management. Dr. Enz is currently
Associate Editor of the Journal of Management
Education. She serves on the Editorial Review
Boards of the International Journal of Value-
Based Management, The Journal of Management
Issues, and the Case Research Journal. She is a
member of the Academic Advisory Board for In-
stitut de Management Hotelier International in
Paris. She has published numerous articles and a
book on value sharing, organizational culture,
and social influence.



Patricia Feltes, Ph.D. (University of Nebraska—
Lincoln), is Assistant Professor of Management at
Southwest Missouri State University. Her re-
search interests are in international strategic man-
agement, women in management, and selection
and recruitment of expatriate managers. She is
currently the newsletter editor for the Southwest
Academy of Management. She has recently pub-
lished in the Business Case Journal, Business Fo-
rum, and Journal of Business Strategies.

Frank J. Fish III, M.B.A. (Saint Peter’s College), is
National Marketing Manager with Panasonic’s
Business Systems Telephone Division, a subsidi-
ary of Matsushita Electric Corporation of Amer-
ica. He had over 15 years of sales/marketing
experience with IBM and AT&T in the computer
and telecommunications industries before joining
Panasonic in the fall of 1992. He is a member
of the Society for Case Research. He looks for-
ward to teaching evening undergraduate business
courses as an adjunct instructor.

Donna M. Gallo, is a graduate student in Busi-
ness Administration at Boston College. She is
conducting research at The United Way of Mass-
achusetts Bay. She is a member of the Board of
Trustees of the Natick Visiting Nurse Associa-
tion, a nonprofit organization in the health care
industry.

Thomas S. Goho, Ph.D. (University of North
Carolina at Chapel Hill), is Associate Professor of
Business at the School of Business and Accoun-
tancy of Wake Forest University. He was previ-
ously with New Mexico State University and the
Babcock Graduate School of Management of
Wake Forest University. He has worked for Mel-
lon Bank, as well as serving as a training consul-
tant for a number of banks in the Southeast. In
addition, he has conducted more than 100 semi-
nars on pension management for medical, dental,
legal, and accounting organizations. He currently
serves on the Boards of Directors of Overland Ex-
press, Stagecoach, and the Wellsfund families of
mutual funds. His research and publications fo-
cus on case writing in finance and strategic man-
agement.

Pradeep Gopalakrishna, Ph.D. (University of
North Texas), is Assistant Professor of Marketing
and International Business at Hofstra University.
His articles have appeared in the International
Journal of Advertising, Journal of Ambulatory
Care Marketing, Management International Re-

view, Journal of Health Care Marketing, Journal
of Teaching in International Business, and several
national and regional conference Proceedings. He
has also coedited a consumer behavior readings
book for use at Hofstra University. His research
interests are in the areas of health care marketing,
customer satisfaction, consumer behavior, and
cross-cultural marketing.

Barbara Gottfried, Ph.D. (University of Califor-
nia, Santa Cruz), is Assistant Professor of English
at Bentley College in Waltham, Massachusetts.
She previously taught at the University of Hawaii
at Manoa. She is a feminist teacher and critic;
her scholarly interests include nineteenth and
twentieth century fiction, gender studies, film,
semiotics, and advertising. She coauthored Un-
derstanding Philip Roth with Murray Baum-
garten of the University of California, Santa
Cruz, and has published articles on such diverse
writers as Chaucer and Dickens and on gender
and advertising. Collaborations with her col-
league, Alan Hoffman, and Donna Gallo on the
Boston YWCA and Ryki cases are the beginning
of what she hopes will be an ongoing and fruitful
cross-curricular endeavor.

Peter Goulet, Ph.D. (Ohio State University), is
Professor of Management at the University of
Northern Iowa. Although he concentrates on
strategic planning, he has also taught numerous
courses in finance, real estate, and statistics.
While at the University of Northern Iowa, he has
also served as M.B.A. Director, Head of the Man-
agement Department, Head of the Finance De-
partment, and Chair of the University Strategic
Planning Committee. His articles have appeared
in the Journal of Finance, Journal of Portfolio
Management, and Journal of Financial Educa-
tion. More than 20 of his cases have appeared in
over two dozen texts, as well as Annual Advances
in Business Cases and several electronic data-
bases, including Primis. He is the author of Real
Estate: A Value Approach (Glencoe, 1979). He
has also served as a director of the Society for
Case Research. In addition to his academic work,
he serves as a corporate director and is active as a
strategic planning consultant for manufacturing
firms, financial institutions, nonprofit corpora-
tions, and governments. He formerly served as a
top manager for ILC Products Company, an alu-
minum products producer.

Walter E. Greene, Ph.D. (University of Arkansas),
is a Professor of Business Policy in the Depart-

About the Contributors



ment of Management and Computer Information
Systems and Administrative Information Systems
at the University of Texas-Pan American. He was
formerly a commissioned officer in the U.S. Air
Force and worked with industry before entering
the teaching profession. He has written several
articles, and his cases have appeared in more than
20 textbooks. He has served on the boards of di-
rectors of SWDSI, SWSBI, and SWFAD and is
currently President of SWCRA. Dr. Greene has
served as acting Chair and Area Coordinator of
the Management and Marketing Department, As-
sistant Dean and Director of the M.B.A. Pro-
gram, acting Dean, and Director of the Small
Business Institute.

Adelaide Griffin, Ph.D. (University of North
Texas), is Professor of Management at Texas
Woman’s University. She has published numer-
ous business policy cases and articles on strategic
planning in the health care industry. She has been
interviewed in the broadcast and print media
about her published research concerning the prob-
lems and successful strategies of women execu-
tives. Currently, her research interests focus on
crisis management planning for business organi-
zations, with a particular emphasis on terrorism.
She is a research fellow with the Mosher Institute
for Defense Studies.

Rolf Hackmann, Dr. rer. pol. (Graz University,
Austria), is Assistant Professor in the Marketing,
Finance, and Transportation Departments of
Western Illinois University. His special fields of
interest are international business and marketing,
sales management, and general management. He
worked for 20 years in the pharmaceutical and
consumer goods industry in Europe and the
United States. His business experience includes
the Western European free market system and
that of the socialist societies of Eastern Europe.
His special field of research interest is the effect of
private direct foreign investment made by U.S.
and other national companies and industries.

Alan N. Hoffman, D.B.A. (Indiana University,
Bloomington), is Associate Professor of Manage-
ment at Bentley College in Waltham, Massachu-
setts. He previously taught at the University of
Connecticut. Dr. Hoffman has written numerous
articles and cases that have appeared in the Acad-
emy of Management Journal, Human Relations,
Journal of Business Research, Business Horizons,
and the Journal of Managerial Issues. Dr. Hoff-
man and Hugh O’Neill are coauthors of The
Strategic Management Casebook and Skill Builder.

About the Contributors

J. David Hunger, Ph.D. (Ohio State University), is
Professor of Strategic Management at Iowa State
University. He previously taught at George Ma-
son University and the University of Virginia. His
research interests lie in strategic management,
conflict management, and leadership. He has
worked in management positions for Procter &
Gamble, Lazarus Department Store, and the U.S.
Army. He has been active as consultant and
trainer to business corporations, as well as to
state and federal government agencies. He has
written numerous articles and cases that have ap-
peared in the Academy of Management Journal,
Journal of Management, Case Research Journal,
International Journal of Management, Journal of
Business Strategies, Journal of Management Case
Studies, Human Resource Management, SAM
Advanced Management Journal, Annual Ad-
vances in Business Cases, Business Case Journal,
and Handbook of Business Strategy, among oth-
ers. Dr. Hunger is a member of the Academy of
Management, Society for Case Research, North
American Case Research Association, World As-
sociation for Case Method Research and Applica-
tion, and Strategic Management Society. He is
past President of the Society for Case Research
and has served on the Executive Board of the
Midwest Academy of Management. He is cur-
rently serving on the Board of Directors of the
Iowa State University Press (as President), the So-
ciety for Case Research, the North American
Case Research Association, and the Midwest
Management Society, as well as on the Editorial
Review Boards of SAM Advanced Management
Journal and Journal of Business Strategies. He is
coauthor of Strategic Management, Cases in
Strategic Management, and Strategic Manage-
ment Cases (PIC: Preferred Individualized Cases).

Penko K. Ivanov, B.A., M.B.A. (University of
South Florida), is currently an accountant with
Ernst & Young in Munich, Germany. He served
for five semesters as a teaching assistant in strate-
gic management.

George A. Johnson, Ph.D. (University of Oregon),
is Professor of Management and M.B.A. Director
at Idaho State University. He is the author of nu-
merous papers, articles, and cases. He has been
active in developing educational software and has
authored a production simulation entitled COPE:
A Computerized Production Environment.

Kim Jursa, M.B.A. (University of South Florida),
has served as a teaching assistant in strategic
management.



Jim Kendall, M.B.A (Southwest Missouri State
University), is Manager of Customer Service for
City Utilities of Springfield, Missouri. Before
joining City Utilities, he was with Central Illinois
Public Service Company and Price Waterhouse &
Company.

John A. Kilpatrick, Ph.D. (University of Iowa), is
Associate Professor of Management, Idaho State
University. He is coauthor of Issues for Man-
agers: An International Perspective and Interna-
tional Business: A Resource Guide and is author
of The Labor Content of U.S. Foreign Trade. He
has published in the Journal of Business Ethics,
Journal of International Business Studies, and
Case Research Journal. He is also Director of the
Small Business Institute at Idaho State University.

Suk H. Kim, M.B.A. (Pepperdine University),
Ph.D. (St. Louis University), is Research Professor
of Finance and Program Coordinator of Finance
at the University of Detroit, Mercy. Dr. Kim has
published 11 finance textbooks and over 60 arti-
cles in various academic journals. His latest book
is Global Corporate Finance: Text and Cases
(Kolb Publishing). His articles have appeared in
Journal of International Business Studies (JIBS),
Columbia Journal of World Business, Multina-
tional Business Review, Financial Practice and
Education, Engineering Economist, and several
other journals. According to an article by Morri-
son and Inkpen (JIBS, 1st Quarter, 1991), Dr.
Kim was among the top 25 international business
researchers in the 1980s. He is the editor of
Multinational Business Review and serves on the
Editorial Review Boards of several academic jour-
nals.

Daniel G. Kopp, Ph.D. (Virginia Tech), is Associ-
ate Professor of Management, Southwest Mis-
souri State University. He has written articles and
cases that have appeared in the Academy of Man-
agement Journal, Academy of Management Re-
view, and Journal of Management Case Studies.
His current focus is on case writing and research
in the health care field.

Thomas Ladd, C.P.A., M.A.C. (University of
South Florida), has served as a graduate assistant
in strategic management and is now employed as
a C.P.A.

Bryan McDonald, C.P.A., M.A.C. (University of
South Florida), has served as a graduate teaching
assistant in strategic management. He is on the
staff of Arthur Andersen.

Marie McKendall, Ph.D. (Michigan State Univer-
sity), is Associate Professor of Management at the
F. E. Seidman School of Business at Grand Valley
State University. Her research interests are in the
areas of corporate crime, ethics, and multicul-
tural issues. Her articles and cases have appeared
in a number of management journals.

Charles E. Michaels, Jr., Ph.D. (University of
South Florida), is Associate Professor of Manage-
ment at the University of South Florida, Sarasota.
He has served on the Editorial Review Board of
SAM Advanced Management Journal and has au-
thored articles appearing in the Journal of Ap-
plied Psychology, Journal of Retail Banking, and
Journal of Occupational Psychology, as well as
papers in the fields of business management and
industrial psychology.

Janice S. Miller, M.A. (University of Missouri,
Kansas City), is a doctoral candidate in the De-
partment of Management at Arizona State Uni-
versity. Her area of concentration is human
resource management. Current research interests
include performance appraisal, executive com-
pensation, and product loyalty among concurrent
engineering teams in high-technology industries.

Charles H. Noble, M.B.A. (Babson College), is a
doctoral candidate in the Department of Market-
ing at Arizona State University. His current re-
search interests lie in the areas of managerial
cognitions, strategic groupings, and strategy de-
velopment, all primarily within a retailing con-
text. He has worked in strategic planning and
analysis for Waban, Inc. and Lechmere, Inc., both
major Northeastern retailers, and has consulted
for Woolworths Ltd. in Sydney, Australia.

Lawrence C. Pettit, Jr., D.B.A. (University of Vir-
ginia), is Professor of Commerce at the Mclntire
School of Commerce, University of Virginia,
where he specializes in corporate financing and
banking. He was Associate Director of the Vir-
ginia-Maryland School of Bank Management and
the originator of the National Banking School
for the AICPA, and he teaches in the Virginia
Bankers School, Stonier Graduate School of Bank-
ing, and Consumer Bankers School of Retail Bank
Management. He has been Visiting Professor at
Washington and Lee University, the University of
Texas at Austin, and Emory University and has
taught at Virginia Polytechnic Institute and the
University of Southwestern Louisiana. He has a
special publishing interest in the valuation of the
middle market firm and commercial banking. His

About the Contributors



