ASM PACIFIC TECHNOLOGY: ENTERING THE 21ST CENTURY

H. K. Tang, Nanyang Technological University

Case Objective and Use

This case demonstrates the challenge in planning for capital equipment investment in a cyclical industry (semiconductor IC) characterized by wild swings in demands, fierce competition and rapid technological changes.  It illustrates the conflicts involving meeting demand versus the risk of over-capacity, the relative certainty of profits from existing product lines versus the risks from diversification.  The students are required to decide on the amount of investments not only on production capacity but also on R&D to be made given the robust growth and optimistic forecast for the industry.  Through understanding the nature of the industry and the location strategies of the market leaders, the students would also gain an insight on the structure of the global semiconductor IC industry.  The teaching note was written for MBA or senior undergraduate business courses in Strategic Management, Technology, Innovation or Product Management.

Case Synopsis

ASM Pacific Technology (ASMPT) is a Hong Kong based company founded in 1975.  It makes semiconductor production equipment that are used by semiconductor companies to assemble and package integrated circuits, or IC chips, which are found in all electronics products.  The company started as a two-men importing and sales operation but quickly grew through providing manufacturing services and then manufacturing its own equipment.  However, by 1989 it found itself limited by what Hong Kong could offer in terms of human resources and affordable land.  After considering a few locations, the company decided on China for manufacturing and Singapore for R&D and manufacturing.  This strategic expansion helped turn the company into a formidable competitor in the field of semiconductor equipment for the back-end of semiconductor IC manufacturing.  The case described how and why the company allocated its activities among the three locations.  Then it explored the semiconductor industry with emphasis on the rise of Asia in this highly competitive and cyclical industry that had been growing fast for the last few decades.  Against this backdrop, ASMPT is compared with the market leader, the American company Kulicke and Soffa, regarding their product and location strategy as well as their financial performance.  Within the last few years of the 20th century, ASMPT had climbed up the ranks between the 5th and 7th positions.  In 2000, the company reckoned that it could elevate itself into the number two spot.  The case concluded by asking how the company should allocate its capital investments to achieve the goal of reaching the number two spot and eventually catches up with the market leader

_______________________________________

Contact Person: Associate Professor H. K. Tang, Nanyang Technological University, Nanyang Avenue, Block S2, Republic of Singapore, 639798.  Tel. (65)67905426; Fax (65)67920415; email: ehktang@ntu.edu.sg

AUTOMATED TRADING DESK, INC.


Robert L. Anderson, College of Charleston

Kathleen P. Anderson, ARK, LLC

Case Objectives and Use


This case about a very profitable stock-trading company was developed to give students the opportunity to create long-term strategies for a relatively new business.  Students should analyze the various options ATD has and then decide which ones, if not all, are in the company’s best interest.  For example, should the company change from as S Corp. to a C Corp., should it go public, etc.  Hopefully, students would come to the conclusion that all of the opportunities suggested in the case are actually necessary for ATD’s continued growth and profitability.

Case Synopsis


Founded shortly after the stock market crash in 1987, ATD is a very successful (sixty percent profit margin) company that uses proprietary computer models to buy and sell stock in a matter of a few seconds to a few minutes.  The brain child of finance professor David Whitcomb and his former student, Jim Hawkes, ATD has very little, if any, direct competition.  The company started trading for a few high-net worth clients but eventually phased them out and trades now mainly for itself and a few Wall Street Firms.


The company now has about fifty employees, mostly quite young and somewhat unconventional.  Employees receive an enviable compensation package, and all are eligible for stock options which can be exercised in about five years.  The employees, for the most part, are either traders or programmers, but most can function in either position.  Most of the trading the company does is on the NASDAQ, but the company is exploring trading possibilities on the NYSE and some foreign exchanges such as the Toronto exchange.  ATD is also beginning a fairly aggressive marketing program designed to acquire some large Wall Street brokerage companies as clients.  Finally, ATD is about to move into a state-of-the-art fifty thousand square foot building designed for its current and future needs.

Contact person: Robert L. Anderson, School of Business, College of Charleston, Charleston, SC 29424. (843) 953-8108, FAX (843) 953-5697.

BP AMOCO AND THE CLEAN CITIES PROGRAM

Robert McGlashan, University of Houston-Clear Lake

David Niño, University of Houston-Clear Lake

Bobby Bizzell, University of Houston-Downtown

Case Objectives and Use

This case enables students:

1. To apply strategic stakeholder analysis to multiple firm constituencies and explore the practical consequences of multiple-constituency management.

· Explores how – or whether - BP Amoco is balancing stakeholder claims in five important groups: Local Communities, Customers, Government, Competitors, and Stockholders.

· Evaluates BP Amoco’s strategic partnerships with local communities and major automobile manufacturers.

· Evaluates the economics of BP’s initiatives.

2. To develop recommendations on how BP can exploit its current industry position.

This case could be used for either undergraduate or graduate courses in Strategic Management, Management, or Business and Society.
Case Synopsis

In a 1997 speech at Stanford University, John Browne, the CEO of British Petroleum (BP), announced to the world that BP would take the lead role in reducing the carbon emissions that were believed to contribute to global climate changes.  Soon after the speech, BP adopted several bold initiatives aimed at reducing greenhouse gases.  These initiatives were not only years ahead of government mandates, but they also broke with the positions of other major industry players.  BP’s actions included producing and marketing cleaner fuels and promoting renewable energy sources such as solar power.  BP implemented these initiatives through strategic partnerships with key stakeholders, including major cities experiencing air quality problems and two major automobile manufacturers.  These initiatives, however, were expected to require new investments that would increase BP Amoco’s operating costs and reduce profit margins.  The central question raised here is who benefits from BP’s initiatives?  Are they economically sound moves?  What should BP Amoco do now?

________________________________________

Contact Person:  Robert McGlashan, University of Houston-Clear Lake, Houston, TX 77058-1098.

Mail:  2700 Bay Area Boulevard, Houston, TX 77058-1098 USA

Voice (281) 283-3124; FAX (281) 283-3123; e-mail: McGlashan@cl.uh.edu

BROWN-FORMAN WINE ESTATES

Armand Gilinsky, Sonoma State University

Sally Baack, San Francisco State University 

Murray Silverman, San Francisco State University

Case Objectives and Use

The case is primarily intended for an undergraduate or graduate-level Strategy course. It presents some of the challenges associated with achieving synergies among globally diversified business units in a conglomerate business organization. The intent is to offer students an inside look at how one conglomerate, Brown-Forman Corporation (BFC), attempted to build a sustainable business portfolio in the global wine industry. In addition, this case provides an opportunity to understand the intersection of Marketing and Strategic Management.  Specifically, the issues of corporate brands, brand management and the management of a portfolio of brands can be explored through this case analysis.  Instructors could use this case to 1) Explore the benefits and limits of diversification as a strategy in a maturing industry context; 2) Illustrate how conglomerates build portfolios of brands; 3) Identify opportunities and problems of seeking synergies among diverse portfolio businesses; 4) Assess the impacts of conglomerate diversification on an organization’s current and future performance.

Case Synopsis

In 2002, Steve Dorfman, Managing Director of BFWE, struggled with the issue of how to balance the need for greater synergies among the wine brands in BFWE’s portfolio with what was best for the individual brands.  BFWE was part of the conglomerate BFC.  Dorfman faced a dilemma in that BFWE marketed and sold wines in several different segments, based on price points, prestige, points of sale (on-premise vs. off-premise), and customer purchasing habits.  Dorfman sought appropriate strategies and tools to help focus the competitive positioning of the BFWE brands and maximize parent company BFC’s returns on investment in the brands.  He also needed to determine how to most effectively leverage BFC’s resources and capabilities to expand its presence in the global wine area.  Dorfman considered four strategic alternatives: 1) Broaden BFWE’s business base by diversifying into additional wine businesses; 2) Pursue a retrenchment strategy leading to a narrower diversification base by divesting or spinning off some of BFWE’s present portfolio of wine businesses; 3) Restructure BFWE’s portfolio of wine businesses by selling poorly performing or non-core business units and implementing cost reduction; 4) Position BFWE to become a multinational enterprise and achieve a competitive advantage in the global wine industry.

_____________________________________ 

Contact Person: Sally Baack, San Francisco State University, San Francisco, CA  94132. 

Mail: SFSU College of Business, 1600 Holloway Ave., San Francisco, CA  94132 USA 

Voice (415)-338-6421; FAX (415)-338-0501; e-mail: sbaack@sfsu.edu
HADCO CORP AND THE CONTRACT ELECTRONICS

MANUFACTURING (CEM) INDUSTRY
Michael J. Merenda, University of New Hampshire*
CASE SYNOPSIS

The case is an example of how one company, Hadco a supplier of printed circuit boards was able to take advantage of strategic outsourcing opportunities by reorienting itself from a spot-market manufacturer habitually serving the OEM customer to evolving to a problem-solving supplier, cooperating with OEMs in innovatively solving product and process problems.  The case traces the actions and decisions of Hadco's four CEOs from a founding in 1996 to 1999.  The case ends with an offer to merge with Sanmina, Inc. a contract electronics manufacturer.  Sanmina represents the new breed of component suppliers in the electronics industry that are challenging Hadco's position as the leading "Problem-Solving" specialty supplier.  Hadco's CEO, Andy Lietz, has grown the revenues to $1 billion and restored profitability after acquiring two major competitors Zycon and Continental Circuits.  His recommendation to Hadco's Board to continue to acquire or be acquired is due in a month.

Hadco's journey mirrors the revolution in information technology and microelectronics -- the "E" Revolution.  The case stresses both a process and action (decision-making) approach to the study of strategy and policy.  From a process perspective, students are asked to reflect on how each CEO changed the company's infrastructure and process (e.g., systems, procedures, communications and organizational structure).  Getting the processes and "software" right is sometimes referred to as the "soft side of strategy.  From an action, decision making perspective it focuses on corporate and business level competitive strategies (e.g. what industries does the company compete in and how does it compete in each industry)?  Students are asked to reflect on how each CEO re-oriented and competitively positioned the firm.  This strategy perspective is sometimes referred to as getting the "Technology" right or the "Hard" side of strategy.  Specifically the case traces Hadco's growth through four "strategic types" of corporate level strategies: Technology Specialist, Commodity Supplier, Collaboration Specialist and "Problem-Solver."  The strategies and actions associated with each of Hadco's four CEO can be discussed in terms of magnitude of strategic change (e.g., incremental, substantial, and transformational) and the roles each CEO and the Board played in leading change. 

KMART: THE FALL OF A GIANT

Robert McGlashan, University of Houston-Clear Lake
Bobby Bizzell, University of Houston-Downtown
David Niño, University of Houston-Clear Lake
Case Objectives and Use

1.
Study competitive strategy in the discount retailing industry in a changing external   environment.

2.
Discuss Chapter 11 bankruptcy protection and a company’s possibility of successfully implementing a turnaround strategy to emerge from it.

3.
Discuss how to overcome image problems at an organization.

This case is designed for use in a strategic management course at either the undergraduate or graduate level.  It may also be used in marketing management or retail merchandising courses.

Case Synopsis

This case examines the discount retailing operations of the Kmart Corporation.  It provides a history of the company from its beginnings as part of the S.S. Kresge Company to the origins of the Kmart stores in 1962 and concludes with the decision of Kmart to seek Chapter 11 protection in early 2002.  Included is a discussion of the proposed retrenchment plan and accompanying leadership changes that the company hopes will allow it to emerge from Chapter 11.  There is a comparison of the company to its major competitors in the discount retailing industry -- Wal-Mart and Target.  The strategies of each of the three companies are examined and sufficient information is provided to allow comparison of the three organizations.  Sufficient information on the competitive environment in which these three players operate is included to allow students to have in-depth discussion and to make the analysis necessary for completion of a comprehensive case study.
________________________________________

Contact Person:  Robert McGlashan, University of Houston-Clear Lake, Houston, TX 77058-1098.

Mail:  2700 Bay Area Boulevard, Houston, TX 77058-1098 USA

Voice (281) 283-3124; FAX (281) 283-3123; e-mail: McGlashan@cl.uh.edu

MARIO MORINO A-1:  THE 1995 DILEMMA AT LEGENT CORPORATION  - CONFRONTING ACQUISITION

Marilyn Taylor, University of Missouri at Kansas City

John Altman, Babson College and Ewing Marion Kauffman Foundation

Paul Hentzen, Hentzen Law Firm

Case Synopsis

This case focuses on Legent Corporation, a very successful software company with $500M in revenues and a significant growth and profitability record.  In April 1995 Legent had just received a third offer from Computer Associates International, a much larger company that competed directly in its markets. Mario Morino remained on the Board of the company he founded in the mid-1970's. Given the potential impact on employees, customers, and shareholders, Morino wrestled with what he should encourage other board members to do regarding this third offer.

The case describes Legent Corporation's history, strategy, mergers and acquisitions, products, executive backgrounds, and incentive programs.  An appendix provides summary information on Computer Associates International.  A second appendix briefly describes Morino's activities with the foundation and institute that he established in 1992 at the time he retired from his executive position at Legent.

Case Objectives and Use 

This case provides a rare look at a founder at the time when his interests have begun to move from the very successful company he founded to his foundation/institute activities where he has potential for moving his technology background and skills to address a wide venue of social issues.  He must wrestle with the issue of having his "baby" gobbled up by a larger, aggressive competitor with whom he has aggressively competed in time past.   Given the modus operandi of the suitor, it is likely that a third or more of the Legent Corporation employees will be fired within a week of any merger.  The suitor has a poor reputation for product support and customer service, which are among Legent's core competences.  

The case can be used in Strategic Management courses at about mid-way positioning in a course. It may also be used in Entrepreneurship courses in a series where the instructor is posing the issue of  "cashing out" late in the evolution of the firm.  It provides opportunity for discussion of a number of concepts including vision/mission, industry and firm evolution, competitive interaction, core competences, mergers and acquisitions, leadership, and social ventures.

___________

Contact Author: Marilyn L. Taylor, Gottlieb/Missouri Chair in Strategic Leadership, Henry W. Bloch School of Business and Public Administration, University of Missouri – Kansas City, 5110 Cherry, Kansas City, MO  64110  Ph.  816-235-5774  FAX 816-235-2206  e-mail:  taylorm@umkc.edu

MARIO MORINO A-2:  COMPUTER ASSOCIATES INTERNATIONAL, INC. 1995- TARGETING LEGENT CORPORATION

Marilyn Taylor, University of Missouri at Kansas City

John Altman, Babson College and Ewing Marion Kauffman Foundation

Paul Hentzen, Hentzen Law Firm

Case Synopsis

This case focuses on Computer Associates International, Inc. (CA) as the firm considered the possible acquisition of one of its largest competitors, Legent Corporation.  Both firms developed and marketed software for mainframe and distributed computing environments.  CA also had product entries in the desktop/personal computer market segment.  Both firms were founded in the mid-1970's on a "shoe-string."  During the 1980's and early 1990's CA had grown primarily through acquisitions.  Although the firm put considerable emphasis on product development and especially on integration of acquired software, there was still some concern in the market places about some of CA’s products remaining freestanding.

The case provides the company history, information on prior acquisitions, executive backgrounds, the culture, incentives, products, product development, licensing arrangement, sales and marketing, competition and risks, and financial situation.   In addition, it provides a brief description of Legent Corporation, the targeted acquisition.

Case Objectives and Use

This case provides opportunity to study a leading business software company with an aggressive acquisition strategy and a provocative culture on the eve of acquiring an archrival.  Wang’s leadership style, his aggressive gobbling up of other firms, decimating acquired employee ranks, and unilaterally assigning employees to maintain flexibility are likely to spark lively discussion among classroom participants.  The target, Legent Corporation, appears to be an appropriate acquisition candidate for CA.  The questions that arise are how much to pay and what other concessions Wang and his handpicked apparent successor, Sanjay Kumar, are willing to put on the table in negotiations. In comparison to Legent, CA has a product line with somewhat less integration, but greater breadth.  CA also has a poor reputation for product support and customer service, which are among Legent's core competences.  Thus, the case provides clear bases for discussion about merging cultures and exploiting synergies.

The case can be used in Strategic Management courses at about mid-way positioning in a course. It provides opportunity for discussion of a number of concepts including vision and mission, strategy, synergy, leadership, acquisitions and merger, cultural merger, and human resource policies.

___________

Contact Author: Marilyn L. Taylor, Gottlieb/Missouri Chair in Strategic Leadership, Henry W. Bloch School of Business and Public Administration, University of Missouri – Kansas City, 5110 Cherry, Kansas City, MO  64110  Ph.  816-235-5774  FAX 816-235-2206  e-mail:  taylorm@umkc.edu

NATIONAL PRESTO INDUSTRIES:  A CASE EXAMINING THE INTERRELATIONSHIP OF OPERATING STRATEGY, GOVERNANCE 

PRACTICES, AND FINANCIAL PERFORMANCE

Trish Kelly and Martin Gosman, Quinnipiac University


Case Objectives and Use

This case will increase students’ understanding of how an analysis of financial data aids in identifying and understanding the operating strategies pursued by a firm’s management. They will become more familiar with the structure and contents of proxy statements, including governance disclosures pertaining to the concentration of stock ownership, board composition and election, and executive-compensation arrangements. The case will remind students of the vulnerabilities resulting from sales concentration. In addition, students will consider how a firm’s governance practices could influence its operating strategy and affect its financial performance. The case also provides class members with the opportunity to engage in critical thinking as they use financial and governance data to explore economic, asset-management, manufacturing, and marketing issues facing an actual company. 


One audience for this case is undergraduate business majors and MBAs enrolled in management courses that examine the effects of corporate governance and operating strategy on firm performance. The case also can be used with undergraduate and graduate students enrolled in cross-disciplinary Capstone courses and in Financial Statement Analysis courses.

Case Synopsis

This case uses events at National Presto Industries, a Wisconsin-based housewares manufacturer. Over 35% of the firm’s stock is owned by its board chair emeritus and his daughter, who serves as president, CEO, and board chair. The effects of their long-run tenure, family ties, and substantial stock ownership on the firm’s operating strategy are considered. With 67% of its total assets in cash, marketable securities, and low-yield municipal bonds, National Presto looks to some observers more like a bank than a manufacturer. It has no long-term debt, liquid assets per share that approximate its stock price, and a current dividend yield that exceeds 7%. No successful new product has been developed in over 10 years.


Wal-Mart and Target substantially reduced their purchases in 2001, substituting lower-cost products made overseas. As a result, National Presto had to rethink its policy of manufacturing its products in the U.S. In 2001, the firm made its first acquisitions in more than twenty years, acquiring a munitions manufacturer and machinery that a tenant had been using for the production of disposable diapers. Individual shareholders have called for a more independent and declassified board, a separate compensation committee, establishment of definitive criteria for  bonuses, and use of stock options. Many indexed mutual funds that must own the firm’s stock by virtue of its being included in the S&P Smallcap 600 index have echoed these concerns. Shareholders’ views and the responses of National Presto’s board are considered.

_____________

Contact Person: Martin Gosman, Quinnipiac University, 275 Mt. Carmel, Hamden, CT  06518

Voice: (203) 582-8755;  Fax: (203) 582-8664;  e-mail: Martin.Gosman@quinnipiac.edu

RESENE PAINTS

Stephen Bowden, University of Waikato

Case Objectives and Use

This is a general strategy case whose original purpose was as the subject of a case competition for undergraduate students in strategic management.  The case is, therefore, intentionally broad – providing enough information for a strategic analysis of both the company and its environment.  The case also provides the opportunity for students to develop strategic recommendations for the future of the company.  Intentionally, no specific direction for the company is specified in the case.  This case does raise issues about family businesses, innovation, diversification and internationalization.  Resene, despite being a small firm, has interests in a wide array of product and international markets.

The case has been class-tested with both undergraduate and executive MBA students.  As well as using the case as the basis for a case competition, the case is most suited to discussions of differentiation strategy, or resources and capabilities or international strategy within a course in strategic management.

Case Synopsis

Nick Nightingale, General Manager, was trying to decide how to grow Resene Paints in the future.  The company has been very successful within the small New Zealand paint market against multinational competitors.  Resene has successfully achieved a high quality position in the market based on innovation and strong ties to their commercial customers.  Their retail strategy was centered on their own chain of stores throughout New Zealand.  However, in the retail segment Resene still trailed market leader Dulux in sales.  How could Resene grow their New Zealand market share without sacrificing profits.  Internationally, Resene had a myriad of ventures including exporting, licensing, joint ventures, acquisitions and greenfield approaches to markets throughout the Asia-Pacific region.  The issue was really how best to tap the innovative knowledge Resene had developed in those international markets.

Contact Person: Stephen Bowden, Department of Strategic Management & Leadership, University of Waikato, Private Bag 3105, Hamilton, NEW ZEALAND

Voice: 64-7-838-4472; Fax: 64-7-838-4356; email: sbowden@waikato.ac.nz

RESTAURANT BRANDS NEW ZEALAND LTD.

Stephen Bowden, University of Waikato

Case Objectives and Use

This is a general strategy case whose original purpose was as the subject of a case competition for undergraduate students in strategic management. The case is, therefore, intentionally broad – providing enough information for a strategic analysis of both the company and its environment.  The case also provides the opportunity for students to develop strategic recommendations for the future of the company.  Intentionally, no particular direction for the company is specified in the case.  Nevertheless, the Restaurant Brands case deals strongly with two particular aspects – corporate strategy and international franchising.  From a corporate strategy perspective, the case provides information to explain the particular profile of businesses within the company in terms of synergies and shared learning.  In the area of international franchising, the case highlights the difficulties and challenges of adapting an international brand to local conditions from the local perspective.  There are very real issues in understanding how the local franchisee adds value to a brand without threatening the global image of the brand.  Any strategic recommendations that students make in the analysis of the case need to be assessed in light of those corporate and localization issues.

The case has been used in a case competition by 150 undergraduate strategy students.

Case Synopsis

Restaurant Brands (RBD) operates the global brands of KFC, Pizza Hut and Starbucks Coffee in New Zealand under master franchise agreements.  Since RBD came into existence with their initial public offering in 1997, the company has been trying to diversify earnings away from KFC.  RBD’s chain of 87 KFC stores were the most profitable KFC stores in the world.  However, the opportunities for growth were considered very limited.  Nevertheless, KFC’s scale and profitability provided the scope for the development of other business opportunities with greater growth prospects – such as Pizza Hut and Starbucks Coffee.  Both Pizza Hut and Starbucks had shown strong growth over the last year, although increased store numbers were the primary driver.  Starbucks was opening approximately 10 stores per year, while Pizza Hut had acquired rival Eagle Boys during the previous financial year.  In April, 2002, RBD also made its first international foray by purchasing 51 Pizza Hut outlets in the Australian state of Victoria.  The question for Chief Executive Jim Collier as he approached the May 2002 Annual General Meeting was about profitable growth in the future.  RBD held the rights to Taco Bell in New Zealand and had openly discussed adding a fourth business. Should future growth come from a new brand or existing brands, from New Zealand or other markets?  

Contact Person: Stephen Bowden, Department of Strategic Management & Leadership, University of Waikato, Private Bag 3105, Hamilton, NEW ZEALAND

Voice: 64-7-838-4472; Fax: 64-7-838-4356; email: sbowden@waikato.ac.nz

ROCKY MOUNTAIN FIBERBOARD

John Lawrence, University of Idaho

Doug Haines, University of Idaho

Michele O’Neill, University of Idaho

Case Objectives and Use

The case is best suited for use in a capstone strategic management class because it requires the student to deal with marketing, production and financial issues in an integrated manner.  The case could also be used in capstone marketing class or in an advanced quality management class. 

The case can be used to illustrate a number of business principles.  These include:

( Illustrate why a firm needs a sound business model based on identifying customer segments and creating value for those customers in order to succeed.

( Provide the basis for a discussion of the pros and cons of staying focused.  

( Provide the basis to both identify and analyze a problem using breakeven analysis.

( Illustrate the challenges a small firm faces trying to carve out a niche market for itself.  

( Provide a basis for discussion of the cost of quality concept. 
( Illustrate that bankruptcy has to be considered as a business option in some circumstances.

Case Synopsis
Rocky Mountain Fiberboard (RMF) produced particleboard out of bluegrass straw.  It was a joint venture between Bluegrass Growers, Inc., a processor of Kentucky bluegrass seed in eastern Washington and a Northwest American Indian Tribe.  RMF was created in an effort to find at least a partial solution to the problem of dealing with unused straw residue from the growing of Kentucky bluegrass in eastern Washington and northern Idaho.  It was also part of the Tribe’s effort to diversify the economic base of its reservation in northern Idaho.  RMF, however, experienced significant difficulties.  It lost $1.3 million in 2001 on sales of $1.7 million, had $4.5 million in debt, payables of over $800,000, and no working capital.  The business was experiencing difficulties attracting and retaining customers and was experiencing significant quality problems in production.  Luke Waterman had recently taken over as general manager and was faced with the task of overcoming the considerable financial, marketing, and production problems the business faced.  Luke was considering four options: (a) acquisition of production equipment and licenses to produce another product, wall panels, that would use RMF’s strawboard; (b) closer alignment with Fiber Future Technologies (FFT), a business recently created by RMF’s former general manager to use Fiber Reinforced Plastic (FiRP) technology to produce thinner, stronger particleboard; (c) identification of additional funds to undertake both a focused marketing effort towards furniture manufactures and implement process improvements in production; or (d) declaring bankruptcy.

_______________________________

Contact Person: Michele O’Neill, College of Business & Economics, University of Idaho

P.O. Box 443161, Moscow, ID 83844-3161

voice 208-885-5959; fax 208-885-5347; e-mail moneill@uidaho.edu

STRATEGY, LEADERSHIP AND ONE GLOBALLY DISPERSED TEAM INITIATIVE

Betty Barrett, Massachusetts Institute of Technology*
Case Objectives And Use

It is almost a law that a change in leadership means a change in business strategy.  In this case the impacts of both of these types of changes are viewed from the perspective of a complex globally dispersed team initiative.  The resource and operational needs of these newly emergent work systems are also explored.  Students using this case will be able to see in depth details of change in an organization due to external and internal pressures. The case encourages discussion of the dilemmas faced by a variety of organizational players at various levels.  Students will be able to develop alternative strategies and evaluate serious issues such as organizational measures of success, tensions in a globally competitive economy, strategic decision making, and the unintentional consequences that can occur in every organization.

 
The instructor’s manual is aimed at advanced undergraduate and graduate level courses in strategic management or human resource management.  It may also offer insights in executive training seminars, industrial relations courses, and organizational behavior classes.

Case Synopsis

In the late 1990s Visteon came into existence starting as one part of the Ford Motor Company and transforming into the second largest independent auto parts manufacturer in the world.  This was a stressful transition marked by several top leadership changes and subsequent organizational restructurings.  Early in this period the Electronics Division established the Copy Exactly Initiative to promote commonization of manufacturing processes for printed circuit boards.  The initiative consisted of a number of globally dispersed teams with members from each electronics plant as well as support people from the Design Center at Visteon Headquarters in Dearborn, Michigan.

The Copy Exactly Initiative was successful as long as its mission coincided with corporate strategy.  As these two elements diverged, the teams became more isolated from organizational resources.   Eventually the Electronics Division was subsumed into an Interiors Division, which spelled the end of the project.  Quotes from team members provide insight into the ups and downs of the team including competitive struggles between the individual plants.  The development of a shared global knowledge base and evaluation of contemporary business metrics represent crucial unsolved dilemmas for globally dispersed teams and the companies that create them.

THE BATTLE FOR MONTANA

Damien J. Gibson and Sarah I. Russell, University of Auckland Business School

Case Objectives and Use

This case focuses on the specific event of a corporate takeover. Within this context, there are several concepts that can be applied to the involved parties. Central concepts to the case include strategy and its use in achieving growth, the use of international strategic alliances and how they enable organizational learning, and the different perspectives on globalization and their effects on medium and large businesses. The development of management ideas is essential for effectively interpreting contemporary business. The case also enables a discussion on the changing paradigms in management and the effects these paradigm changes can have on organizations. The student is encouraged to identify and analyze the strategic objectives behind the each acquiring company and evaluate these objectives based on their application and appropriateness to the target company.        

The teaching note was written for undergraduate courses in Strategic Management, and will be useful in the latter stages in the course, where students can take their knowledge of the coursework and apply it to a practical and contextual setting. It may also be useful in courses in Business Ethics and Organizational Behavior.  

Case Synopsis

Over the past ten years the New Zealand wine industry has experienced significant rates of growth. Montana Wines has been at the forefront of this growth and has established itself as New Zealand’s premier winemaker, with Montana products accounting for 60% of domestic sales and almost 50% of all export sales of New Zealand wine producers in the year 2000. 

The significant presence of Montana in the New Zealand wine market and the image New Zealand wine has internationally led to an interest from two large corporations – Lion Nathan and Allied Domecq PLC, who looked to acquire Montana as a part of their respective portfolio’s. What followed was a heated and complex takeover battle between the two companies, which spanned around nine months during the years 2000 and 2001.

The takeover at times was very ugly and although Allied Domecq eventually gained full ownership of Montana, the case prompted an inquiry into the New Zealand Takeover’s code and its eventual reconstruction. Along with the takeover’s code, the case raised a number of questions concerning the underlying motives for each company’s acquisition strategies, the state of ethics in the New Zealand stock market, and in turn commercial ethics concerning takeover strategies

Contact Person: Dr Liliana Erakovic, The University of Auckland Business School.

Mail: Private Bag 92019, Auckland, New Zealand.

Ph. +64 9 373 7599; Fax. +64 9 373 7477; email. l.erakovic@auckland.ac.nz
THE FALL OF FLETCHER CHALLENGE

Isabella Davison

Lori Nielson

The University of Auckland Business School

Case Objectives And Use

By analysing this case students will be able to:

· Analyse and interpret case events as from a strategic thinking perspective

· Analyse and apply the concepts of strategic intent

· Recognise and critique the difference between strategic thinking and strategic planning/management approaches

· Practise finding and interpreting alternative explanations.

· Examine the application of core competencies and asses whether the Fletcher stocks were divided by core competencies as defined by Hamel & Prahalad.

· Critically consider whether Fletcher Challenge Ltd came to an end as a result of deliberate or emergent strategies

Case Synopsis

Fletcher Challenge was one of the most successful companies in New Zealand business history, although it is also typically commented as a case of business failure.  That various interpretations are possible enables teaching from a strategic thinking perspective.  

The case chronicles events from 1992 to the eventual demise of the company in 2001.  The desire to be big and New Zealand owned, the growing tension between leaders who operate very differently, excessive debt, loss of shareholder confidence, and the change to letter stocks are all highlighted as issues that contributed to the demise of this New Zealand giant. 

Contact person: 

Dr Liliana Erakovic, The University of Auckland Business School

Private Bag 92019, Auckland, New Zealand

Ph. +64 9 373 7599; Fax: +64 9 373 7477; email: l.erakovic@auckland.ac.nz

The Horseshoe Casino and Hotel 

In Tunica, Mississippi

Barbara Spencer, Mississippi State University*
The Tunica Horseshoe Casino is part of the Horseshoe Gaming Holding Corporation of Joliet, Illinois, the nation’s largest privately held casino company.  Jack Binion is owner and CEO of the company.  Binion is well known in the casino industry because of his family’s ownership of the famous Binion’s Horseshoe in Las Vegas.  Although Binion ran that casino for many years, in 1998, he sold all but 1% of his shares to his sister, Becky Behnen, the current owner.  He then focused all of his efforts on developing his own casinos in regional U.S. markets.  Along with the Tunica casino, his Horseshoe Gaming Corporation currently owns and operates casinos in Bossier City Louisiana, and Hammond, Indiana.   
The Tunica Horseshoe in 2002

In 2002, the Tunica Horseshoe Casino operation consisted of approximately 360,000 square feet.  It had a large gaming area, three specialty restaurants, a 650 seat buffet, a deli, bars, retail outlets, a 14 story hotel tower with 507 rooms, a health club, meeting room facilities, a parking garage, and an entertainment facility.    

In 2002, Jack Binion’s Horseshoe Casino was the clear leader in Tunica, with about 40% of the market.  Not surprisingly, the casino was known as a gamblers’ place.  Like its predecessor in Las Vegas, it had the highest betting limits in town.  Its managers prided themselves on being volume-oriented.  They bragged that a patron could win a half million dollars, and they wouldn’t flinch.  

The Horseshoe’s strategy was built around sticking to the basics.  It’s management team focused on the following:  1) Providing a quality product: good food, great hotel, the best entertainment, and best service.  2) Striving to be the workplace of choice.  The Horseshoe paid better than competitors and hired service oriented employees.  3) Marketing the company – to both the customers and the employees.  The Horseshoe used Jack to establish an image of customer service.

Major issues confronting the Horseshoe’s management team in 2002 included the following:  1) the possibility that new casinos could be developed in Memphis or the surrounding area; 2) the targeting of the Horseshoe by its local competitors in a mature market; 3) the need to attract more customers to Tunica in order to continue to grow; and 4) the difficulty in attracting both skilled and unskilled employees; and 5) the short-term decision concerning whether or not to add 300 more hotel rooms.  

THE KANSAS CITY POWER & LIGHT MERGER - 

WESTERN RESOURCES OR UTILICORP?

Marilyn L. Taylor, Karyl Leggio, Lea Jackson, and Eleanor Schwartz

 University of Missouri at Kansas City

Case Synopsis

The case study tracks the early 1996 events and examines three companies --- Kansas City Power & Light (KCPL), Western Resources, Inc., and Utilicorp United, Inc.--- at the time when Western has made a hostile takeover bid but on the table is KCPL’s Board of Directors approved friendly merger with Utilicorp. The case includes insights into the strategic choices that electric utilities confront in the face of the worldwide changes and uncertainty of their regulatory and competitive environment.  This case also provides students opportunity to assess the advantages and disadvantages of different merger partners for multiple constituencies.

KCPL and Utilicorp were based in Kansas City.  KCPL with almost $900M in revenue was an electric utility that served about 500,000 customers in western Missouri and eastern Kansas.  UtiliCorp with $2.8B in revenues had its beginnings as a midwestern electric and gas utility company.  However, during the 1990's the company had expanded its strategic horizons markedly.  While most of its holdings remained in electric and gas utilities, its geographical reach included Australia, New Zealand, Canada, the U.S. and the firm also had plans for moving into Europe.  The proposed merger would leave KCPL shareholders with 55% of the stock and KCPL's chairman in place as chairman of the merged company.

Utilicorp and KCP&L announced their proposed merger in January and Western made its hostile takeover bid in April.  Western's operations were confined to the U.S., but the firm had diversified into several other markets including security services for the residential market. Western with $1.1B in revenues had natural gas and electric utility operations. The firm had interests in two energy fields and in the non-regulated arena had made three acquisitions in the security management industry

Teaching Objectives and Intended Courses

The case permits study of mergers and acquisitions, both friendly and hostile, as well as different successful strategic models in the same industry in response to changing environmental constraints and opportunities.  Among the concepts that can be applied are core competence and decision tree analysis. The case is intended for use in both Strategic Management and Finance classes.  The use of "The U.S. Electric Utility Industry - An Overview" is recommended, but the case may be used free standing.

_______________

*Contact Author: Marilyn L. Taylor, Gottlieb/Missouri Chair in Strategic Leadership, Henry W. Bloch School of Business and Public Administration, University of Missouri – Kansas City, 5110 Cherry, Kansas City, MO  64110  Ph.  816-235-5774  FAX 816-235-2206  e-mail:  taylorm@umkc.ed
 SEQ CHAPTER \h \r 1The Parcel Service Industry, 2002: UPS Versus FedEx
Isaac Cohen, San Jose State University

Case Objective and Use
The case is intended to teach students strategy implementation.  The parcel service industry is well suited for teaching strategy implementation in the early 2000s because of the role played by technology in driving competition.  Students should realize that UPS’s past problems were rooted in complacency, that UPS’s successful comeback was sustained by technological innovations, and that FedEx’s current difficulties stemmed from a pattern of high costs, large debts, and poor returns.  An additional goal of the case is to have students evaluate UPS and FedEx’s responses to increased competition with “outsiders”, namely, the U.S. Postal Service and DHL International.


This is a broad base case that is suitable for teaching Strategy and/or Business Policy at the undergraduate (upper division) and graduate levels.  Because of the central role played by the internet in tracking packages, and because of the rapid growth in the supply of logistical services, the case could also be used effectively in teaching Technology Management and Operation Management.
Case Synopsis
A critical advantage of Federal Express over UPS had been its early lead in technology.  FedEx had pioneered the automated package tracking system in 1983, and by the mid 1990s the company was operating an end-to-end information system that traced every package at each stage of its delivery from origins to destination.  UPS, by contrast, had not begun investing heavily in information technology until the late 1980s, and trailed FedEx through the mid 1990s.  In 1994-5, a Harvard Business School Study singled out Federal Express as the industry’s technological leader, and an industry analyst, speaking in 1997, concurred.


Looking back at 1995-2002, the case focuses on the growing competition between UPS and FedEx.  Would FedEx manage to retain its lead in the 21st century?  Not necessarily.  The case shows how the advent of the internet, the increasing globalization of the air freight industry, and the exploding demand for worldwide logistical services enhanced UPS competitive advantage relative to FedEx, and allowed UPS to catch up and leapfrog FedEx.
___________________

Contact Person: Isaac Cohen, Department of Organization and Management, COB, San Jose State University, One Washington Square, San Jose, Ca 95192

Voice: (408)9243567, fax (408)9243555, e-mail: cohen_i@cob.sjsu.edu 
THE U.S. ELECTRIC UTILITY INDUSTRY - AN OVERVIEW

Karyl Leggio and Marilyn Taylor, University of Missouri at Kansas City

Overview 
This industry note examines the technological and regulatory changes taking place in the electric utility industry in the latter part of the Twentieth Century.  It overviews the environmental drivers in the industry, the regulatory and technological uncertainty, the disaggregation and strategic choices, and the M&A activity in the industry.  Technological change drove regulatory changes. One of the most significant technological changes was the development of smaller scale efficient generation facilities.  During the latter part of the Century, the industry began to undergo deregulation, primarily driven by the passage of two acts. The first was the 1978 Public Utilities Regulatory Policy Act (PURPA) which encouraged non-utility participation in generation.  The second was the 1992 National Energy Policy act which allowed Independent Power Producers to begin to generate electricity. 

In response to these changes, the electric utility companies chose among several strategic alternatives outlined in the note.  M&A activity was dominant among those choices and the note identifies four waves of M&A activity from 1984 to late 1995.

The critical nature of the electric utility industry in the economic structure of a country is readily apparent and it is important therefore to enhance our understanding of how firms in this industry explore, decide, and effect their strategic choices.   This industry note considers how current changes in the U.S. environment have contributed to significant strategic changes in the US industry, and especially the four waves of M&A activity.  An understanding of the M&A decision process provides insight for management to more effectively approach corporate structural change.  

Teaching Objectives and Intended Courses

This industry overview is intended for use with the case, "The Kansas City Power & Light Merger--- Western Resources or Utilicorp?"  It provides opportunity to consider the strategic models that firms in the industry can use in order to respond to their changing environment. The Porter Five Forces Model can be used in considering the implications of the changes for the industry structure. 
The case is recommended for use with Strategic Management courses.

____________________

*Contact Author: Marilyn L. Taylor, Gottlieb/Missouri Chair in Strategic Leadership, Henry W. Bloch School of Business and Public Administration, University of Missouri – Kansas City, 5110 Cherry, Kansas City, MO  64110  Ph.  816-235-5774  FAX 816-235-2206  e-mail:  taylorm@umkc.edu
THE WIREMOLD COMPANY:

ENSURING SHAREHOLDER COMMITMENT

Lawrence P. Grasso, Rensselaer Polytechnic Institute*
Mario L. Emiliani, Rensselaer Polytechnic Institute

Martha C. Fransson, Rensselaer Polytechnic Institute

Gilbert J. Maffeo, Rensselaer Polytechnic Institute

Case Objectives and Use
Art Byrne (President and CEO) and Orest Fiume (Vice President of Finance and Administration) are faced with the problem of how to explain the changes taking place at Wiremold, Inc. to geographically distant family shareholders.  They must also convince these shareholders that it is in their best interests over the long-term to keep their investment in Wiremold rather than pressing for sale of the company or a company buy-out of their interests.  At the time of the case, Wiremold is one year into the execution of a turnaround and transformation strategy initiated by Art Byrne.

The case is designed to have students adopt the perspectives of Art Byrne and Orry Fiume and prepare a presentation for shareholders explaining the merits of Wiremold's strategy, its execution, and how the shareholders would benefit from retaining their investment in Wiremold.  The presentation is a vehicle for exploring the merits of adopting a time-based competitive strategy and adopting lean business practices to execute the strategy.  The case is designed for use in a graduate level strategy or leadership course.  With a shift in emphasis to the communications strategy, it would also be appropriate for use in a communications course.

Case Synopsis
Wiremold, Inc. is a leading manufacturer of wire management and power conditioning products.    After enduring a three year slide in financial performance and a failed attempt at implementing a just in time (JIT) production system, the company brought in Art Byrne as the new President and CEO to turn the company around.  Art Byrne initiated a time-based competitive strategy, and reorganized the company to execute the strategy by adopting Lean business practices.  Compared to traditional business practices, Lean represents a completely different way for managers and employees think about and conduct business throughout the organization.  This dramatic change is not observed by shareholders, as they are not involved in the day-to-day management of the company.

One year into the transition to lean, significant gains in performance have already occurred and financial performance is improving.  Family shareholders unaware of the nature of the business transformation and the future potential may decide now is a good time to sell after enduring three years of poor performance.   Financing a buyout for shareholders wanting to cash out would cripple Wiremold's ability to grow through selective acquisition, a key element in Art Byrne's strategy.  Sale of the entire company could shut down the transformation if the new ownership opted to bring in their own management team. 

TRILOGY FARM

Diana J. Wong-MingJi, Bowling Green State University

Michelle Lane, Bowling Green State University

Case Objectives and Use

Trilogy Farm illustrates the entrepreneurial struggles of a three year old hunter jumper horse barn business, which provides lessons for equestrian competitions.  The new business owner made numerous assumptions that contributed to creating unexpected challenges from different parts of the business.  The central strategic issue lies in aligning internal resources and capabilities to compete in an environment that is generally based upon ‘gentlemanly agreement’ competition.  Multiple conflicts among employees concerning the strategic direction of the organization have to be resolved.  An example is the tension between quality service that is associated with high costs and cost cutting that is necessary to lower the debt financing.  The case provides a very realistic situation where the success of a hunter jumper barn is clearly dependent upon the success of the customers in organized horse showing competitions.

The teaching note is developed for an undergraduate course in strategic management.  It is also suitable for small business entrepreneurship.  A clear vision was established for the strategic direction of the business.  But significant challenges confront the implementation process of trying to achieve what appear to be competing objectives such as being fun and a serious competitor in the hunter/jumper industry. 

Case Synopsis

Michelle Heine buys a hunter jumper barn business to fulfill her love of horses and riding.  By the third year of being in business she is reconsidering whether the endeavor is worth all the unexpected difficulties that include splitting up with the partner she entered into the business with; constant conflict between her employees on how to fulfill the organizational vision; tensions between customers and staff; and unexpected costs that left her with increasing debt every month. Both the competitive environment and business cycle fluctuations have little impact on the business because of the upper income level of the customer base.

As a small business, Michelle also began to engage in a related diversification to supplement the cash flow problem.  She imports German horses to train and sell in the US market.  This business moved very quickly from a local focus to a global one.  But there are indications that the international diversification provides worthwhile opportunities.  The difficulty lies in determining how this aligns with the firm’s existing strategic direction and where value-added resources should be focused due to the new directions that are emerging.

_________________

Contact Person:  Diana J. Wong, Bowling Green State University

Mail:  Department of Management, College of Business Administration, Bowling Green State University, Bowling Green, OH  43403

Voice:  (419) 372-9389;  FAX:  (419) 372-6057;  e-mail:  dianajw@cba.bgsu.edu
TROPICAL WASTE DILEMMA:

WASTE MANAGEMENT IN PANAMA

Richard G. Linowes, Kogod School of Business, American University

Mollie Brown, University of Washington

Case Objectives and Use

This case is designed to introduce issues that are outside the experience of most students in the U.S., namely, waste management, economic development in less developed countries, and the social issues and growing pains associated with a third world country trying to grow economically and improve the living conditions of its people.   This case is optimally used in second-year graduate courses in business and society, emerging markets, international public policy, environmental and urban planning or international relations.  It can also be used in strategy courses if students take the perspective of the private sector firms that will come in to solve the problem.

Case Synopsis

This case focuses on waste management in Panama, a developing country in Central America.  Four Panamanian government officials and their staffs have been assigned to a task force focusing on the growing problem of waste management in the Panama City and Colon municipalities and the surrounding countryside.  Finding themselves overwhelmed with the scope of the problem and not having the resources to focus on it full-time, they hire an international consulting firm with experience in waste management problems in developing countries.  The US-based firm, International Development Group (IDG), sends down a team of experts headed by Jeannie Douglas to tackle the issues.  IDG has experience consulting to foreign governments and addressing the economic development issues facing developing countries.  A complex situation involving environmental, social, political and historical issues unfolds as they delve into the problem.  The case describes the current waste management situation in Panama, including the problems with the government-run collection and disposal system, possible corruption, and an unofficial recycling network that employs thousands of very poor Panamanians.  The reader is left to propose a private sector solution to the waste management problem.


Contact Person: Richard G. Linowes, Kogod School of Business, American University, 4400 Massachusetts Avenue, NW, Washington, DC 20016, USA

Phone: 202-885-1990; Fax: 301-330-0383; e-mail: linowes@american.edu
UNITED AIRLINES: A STRATEGIC PERSPECTIVE

Tim A. Rogers, University of North Dakota

John J. Vitton, University of North Dakota

Case Objectives and Use

This case focuses on one of America’s earliest commercial airlines that later became the world’s largest airline.  The highly adverse impact of economic downturns upon commercial airlines is illustrated.  The role of government intervention in the industry involved the very birth of United Airlines and affected its strategies requiring compliance with antitrust, safety, and deregulation legislation.  United’s innovative strategies, such as becoming a seamless travel conglomerate and an employee stock ownership plan (ESOP), designed to bring premier position in the industry are addressed.  The complex decisions that are necessary to cope with increased airline security since the September 11th attack on America can be most thought provoking in classroom discussions.  Finally, the case illustrates the need for executive continuity and its relationship to the success of the firm.

This comprehensive case and teaching note were designed for use in undergraduate and graduate strategic management courses.  The case would also be applicable to aviation-related courses.  The internal environment of United Airlines, e.g. marketing, management, operations, and financial issues, is also highlighted.  

Case Synopsis

In 1928, Boeing Airplane Company, Boeing Air Transport, Pacific Air, and Pratt and Whitney formed a holding company called United Aircraft and Transport Company.  The 1934 antitrust legislation resulted in a breakup of the holding company and the birth of United Air Lines, Inc., on May 1, 1934.  With the acquisition of Capital Airlines on June 1, 1961, United became the world’s largest commercial airline prior to American’s acquisition of TWA. 

United has implemented several strategies throughout the past seven decades, including: formation, growth, acquisition, and an attempt to form a travel conglomerate.  The company has also striven to become a premier airline, with its marketing efforts and cost-reducing financial strategies that include code-sharing and marketing alliances with other airlines.  United Shuttle and United Express are profitable evidence of these successful ventures.  Since 1985, leadership of the company has changed hands five times.  John Creighton, the Interim CEO, now leads the world's largest employee-owned airline, with 604 aircraft, 105,000 personnel, and 231,000 customers transported per day.  Since the loss of two aircraft during the September 11th attacks and the resultant decline of air travel, the company is losing millions of dollars each day, and it is struggling to cope with the economy in recession, endless labor disputes, and the lost confidence in the flying public.  United's management is confronted by the vexing problem of returning the operation to profitability.

Contact person: John J. Vitton, Management Department, University of North Dakota, Grand Forks, ND 58202.  Voice:(701) 777-3229.  Fax:(701) 777-4092.  john_vitton@und.nodak.edu

Contact Person:  Michael J. Merenda, University of New Hampshire, Whittemore School of Business & Economics, 409 McConnell Hall, Durham, New Hampshire 03824; �Voice:  (603) 862-3352;  Fax:  (603) 868-4468;  Email:  � HYPERLINK "mailto:mmerenda@christa.unh.edu" ��mmerenda@christa.unh.edu�





* Contact Person:  Betty Barrett, Ph.D.,  Massachusetts Institute of Technology;


Mail:   E40-211, Cambridge, MS  02139;  Voice:  617 258 7207;  Email:  barrett@mit.edu


* Contact:  Barbara Spencer, Director of Graduate Studies in Business, P.O. Box 5288, Mississippi State University, Mississippi State, MS  39762;  Voice:  662-325-1891;  Email:  bspencer@cobilan.msstate.edu.


*Contact person: Lawrence P. Grasso, Rensselaer Polytechnic Institute, Hartford CT


Mail: 275 Windsor Street, Hartford, CT  06120-2991 USA


Voice: (860) 548-7892; Fax: (860) 547-0866; E-mail: grasso@rh.edu





