CUMMINGS JEWELERS AND 

THE HONG KONG JEWELRY MARKET

Marlene M. Reed, Samford University

Rochelle R. Brunson, Alvin Community College

Case Objectives and Use

This case has a twofold purpose:  (1)  It is a decision case which reviews all of the parameters an entrepreneur faces in performing a location analysis and deciding on the placement of a retail store; and (2)  It is a discussion case that explores the factors that affect international currency exchange rates and the effects of changes in exchange rates on a nation’s exports and trade balance.  The case also describes the effect of the SARS (sudden acute respiratory syndrome) virus on the Hong Kong economy and its burgeoning jewelry market.

Case Synopsis

This case describes the decision that Jim Cummings, a Birmingham jeweler, was facing in early 2003 concerning whether or not he should move his jewelry store to another part of town and perhaps locate in a mall rather than a strip shopping center.  It also deals with his decision to begin traveling to China, Hong Kong and Thailand on buying trips and the complications the SARS (sudden acute respiratory syndrome) virus raised in that decision.  The case presents additional materials for classroom discussion on factors that influence changes in currency exchange rates and how those changes affect various nations’ economies.

This case was prepared by Marlene M. Reed, Samford University, and Rochelle R. Brunson, Alvin Community College, and is intended to be used for class discussion rather than to illustrate either effective or ineffective handling of the situation.

Presented to and accepted by the North American Case Research Association (NACRA) for its annual meeting, November 2003, Tampa, Florida.  All rights reserved to the authors and NACRA.  © 2003 by Marlene M. Reed and Rochelle R. Brunson.
EXPATRIATE COMPLEXITIES

Nancy McCollough & Joseph Kavanaugh

Sam Houston State University

Case Objectives and Use

The primary objective of this case and teaching notes is to help students understand the issues involved in designing and implementing an expatriate policy.  The case attempts to get the students thinking of the various aspects and hidden problems with international human resources.  The case highlights the importance of strategic planning, recruiting, compensation and relocation administration, tax counseling, cultural orientation, training and developing formal HR policies.  After reviewing the case, students should be able to:

1. Identify the issues associated with undertaking an international strategy and the human resources implications thereof.

2. Develop answers to the issues and considerations that Meridian Alliance must address before committing to the project in Spain.

Case Synopsis

The case involves the partnership of three companies to capitalize on the existing strengths of all three and focus on a particular international growth opportunity.  One company (Meridian Alliance) is strong in the areas of environmental remediation project management and the associated technical skills.  The second company (Integra) develops products used in environmental clean-up projects.  The third company (Limpieza Maritima), located in Spain, focuses on providing manpower and the relating training for environmental remediation projects.

Joe McFadden, the President of Meridian Alliance, has been concerned about his business and was looking for new growth opportunities.  McFadden was anxious to expand his company’s operations internationally.  However, his lack of knowledge in international human resource issues posed a big problem.  McFadden partnered with Limpieza Maritima to help enter the market in Spain and to access Limpieza’s supply of laborers and some of the training his staff would need.  In the case, McFadden begins to formulate a plan for expanding his business internationally and developing global human resources policies.

This case was prepared by Nancy McCollough and Joseph Kavanaugh, Sam Houston State University, and is intended to be used for class discussion rather than to illustrate either effective or ineffective handling of the situation.

Presented to and accepted by the North American Case Research Association (NACRA) for its annual meeting, November 2003, Tampa, Florida.  All rights reserved to the authors and NACRA.  © 2003 by Nancy McCollough and Joseph Kavanaugh.
FIRST EDITORSHIP: NATIONAL HONOR VS. INTERNATIONAL STANDARDS

Fengru Li, University of Montana

Case Objectives and Use

This case was developed from the researcher’s ethnographic data.  It is ideal to be used in MBA level courses and corporate expatriate training seminars on subjects of business negotiations and cross-cultural management.  The case is intended to, a) expose students to a particular cultural way of negotiation – the Chinese use of face; b) encourage an inquiry into the relationship between sociolinguistic and the underlying cultural values, rules and premises; and c) appreciate a typical American way of negotiation, separating business relationship from personal relationship, by examining the contrasting Chinese way.

Case Synopsis

The focus of this case is a cross-cultural negotiation crisis presented to the International Snow Leopard Trust, a private non-profit organization headquartered in Seattle, Washington when its Chinese co-partner, the N Institute of Chinese Academy of Sciences, issued an ultimatum on April 22nd, 1992.   The ultimatum is issued by the Chinese co-host in response to which side should hold the first editorship of the symposium proceedings after the July conference.  The Chinese side takes the editorship as an issue of “principal that cannot be compromised,” and an issue that would lead to the “losing the face of China.”   The trust, however, treats it as a matter of abiding by the academic standards that have been agreed upon and implemented by international communities of the wildlife scientists, not a country identity at stake as viewed by its Chinese co-host.  Complicating the issue is an offer from a Norwegian government agency of a $15,000 grant to be used for the proceedings but with a condition and a deadline of May 5th.  With the scientists and government officials from 14 countries participating the symposium, as well the Trust new mission to develop snow leopard conservation in China, the leaders from both organizations have to make immediate decisions.

The case details all the correspondence between the trust and the N institute regarding the ultimatum from the Chinese co-host, who has suggested the cancellation of the symposium if China is not to hold the first editorship of the proceedings.

This case was prepared by Fengru Li, University of Missoula, and is intended to be used for class discussion rather than to illustrate either effective or ineffective handling of the situation.

Presented to and accepted by the North American Case Research Association (NACRA) for its annual meeting, November 2003, Tampa, Florida.  All rights reserved to the author and NACRA.  © 2003 by Fengru Li.
gLOBAL CHEMICAL INC: “Where do you build the Darn Plant?”

Dale Calvert, Dan Glaser & Henry Ramirez

Our Lady of the Lake University

Case Objective and Use

As implied by the title, this case presents a site selection process employed by a major international company.  It is intended to help students understand the many components employed in selecting a location to build a manufacturing plant.  While not the primary objective of the case, an excellent opportunity to discuss the “buy or build” scenario with a little different twist is presented in that the company buys competitors plant for use until the new plant can be operational.  The case is presented at a level that should be suitable for teaching undergraduate business students in a management strategy class, International Business or an introductory management class at the graduate level.  The “two pass” process employed by the company in the selection process presents an excellent opportunity to analyze site selection components and criteria.

Case Synopsis

Global Chemical Inc is a leading producer of “precipitated silica”, a product produced from sand.  The product is used to stabilize paints, rubber products, and animal feed, as well as a host of other products.  It was being manufactured in seven plants throughout the world; however, the growth of the Latin American market made it advantageous for the company to explore the building of a new plant to serve this emerging market area.  The site selection process was given to the executive who was chosen to manage and operate the new facility.  The case reviews the need for the plant, the selection process, and the ultimate selection of Mexico as the country chosen in which to locate the new plant.  It concludes with the “two pass” process for site selection.

This case was prepared by Dale Calvert, Dan Glaser, and Henry Ramirez, Our Lady of the Lake University, and is intended to be used for class discussion rather than to illustrate either effective or ineffective handling of the situation.

Presented to and accepted by the North American Case Research Association (NACRA) for its annual meeting, November 2003, Tampa, Florida.  All rights reserved to the authors and NACRA.  © 2003 by Dale Calvert, Dan Glaser, and Henry Ramirez.
GLOBAL CHEMICAL INC: “Will the Plant be Blessed?”

Dan Glaser, Dale Calvert & Henry Ramirez

Our Lady of the Lake University

Case Objective and Use

This is designed to follow the case titled, “Where do you build the Darn Plant?”  It may also be used independently.  The case illustrates a situation frequently encountered by management from the United States in dealing with the influence of Religion in the work place in an international setting.  In this case, the situation involves the blessing of a new plant in Mexico.  The manager of the plant must develop a plant opening which will satisfy the employees, executives of the company and special guests from the local community including government officials.  Additional material on employee selection process is also included and may be used to contrast and compare with employee selection in the United States.  

Case Synopsis

Global Chemical Inc. is a leading producer of “precipitated silica”, a product produced from sand.  The case traces the history of the selection process used to build a new plant in Mexico, along with the hiring of new employees to operate the plant.  During the development of the site selection and the hiring of new employees, the plant manager begins to sense the importance of “religion” in the everyday lives of his new staff.  While the manager understands this importance at one level, being of the same religious faith as most of his employees, he understands he must abide by the guidelines of his employer based on “religion in the workplace.”  The case presents an opportunity to explore the “church and state” doctrine in the United States and contrast it with the environment in Mexico.  Ultimately, the manager of the plant must respond to the question posed by one of his new managers,”Se va a bendecir la planta?”

The case also presents opportunities to discuss the selection process for the new plant employees.

This case was prepared by Dan Glaser, Dale Calvert, and Henry Ramirez, Our Lady of the Lake University, and is intended to be used for class discussion rather than to illustrate either effective or ineffective handling of the situation.

Presented to and accepted by the North American Case Research Association (NACRA) for its annual meeting, November 2003, Tampa, Florida.  All rights reserved to the authors and NACRA.  © 2003 by Dan Glaser, Dale Calvert, and Henry Ramirez.
KYT INC., ISTANBUL, TURKEY

Gary H. Kritz, Seton Hall University

Marios Katsioloudes, St. Joseph’s University

Samuel Wathen, Coastal Carolina University

Case Objectives and Use

This case highlights the potential benefits and considerations of expanding a company’s product/service into a foreign market. A careful business analysis must be conducted to see if there is a relevant target market for the service. Is this target market growing? What are the relevant barriers to entry from each of the environmental areas to be assessed? How will these factors, if any, affect the company’s current pricing, promotional, product/service, and distribution strategies? Will changes have to be made?  The case is intended for international marketing, international business or capstone marketing or management strategy classes at either the undergraduate or graduate level. 

Case Synopsis

Karadeniz Yachting and Tourism Inc. of Istanbul Turkey, (KYT), is deciding to expand its current high-end yachting cruise business into the Caribbean Sea by locating a branch of its base of operations in the United States. Specifically, it is trying to decide whether to locate this branch in one of three Florida cities, Fort Lauderdale, Miami, or Daytona. KYT focuses on a high-end customer who desires many amenities that are associated with a high end, luxury, and land-based resort hotel. KYT charges a premium price for this service and attracts very exclusive customers who are willing to pay for such a luxury service.  KYT has been given many incentives from the Turkish government to expand its business including subsidized investment money and tax exemptions. However, in order to take advantage of these incentives, KYT must achieve a certain revenue figure by 1994 or lose its investment money and tax advantages. KYT has used the government subsidies to construct several new members of its fleet that are needed to achieve its revenue goals by 1994. The construction of the actual boats takes almost two years to complete. If KYT does not meet this construction deadline, it will be put on probation for two years subject to a new deadline imposed by the Turkish government.

KYT has not conducted business in the United States before and faces a daunting challenge to find a growing target market for its service. It also needs to be able to find local businesses and labor to support its service as well as defend itself against direct competition that may or may not exist in any of the three Florida cities.

This case was prepared by Gary H. Kritz, Seton Hall University, Marios Katsioloudes, St. Joseph’s 

University, and Samuel Wathen, Coastal Carolina University, and is intended to be used for class discussion

rather than to illustrate either effective or ineffective handling of the situation.

Presented to and accepted by the North American Case Research Association, (NACRA) for its annual 

meeting, November 2003, Tampa, Florida. All rights reserved to the authors and NACRA.  ( 2003 by Gary H. Kritz, Marios Katsioloudes, and Samuel Wathen.
THE LEWIS GROUP AND THE ESPRIT FRANCHISE IN NEW ZEALAND

John J. Lawrence & Michael McCollough 

University of Idaho

Case Objectives and Use

This case provides a context for discussing the advantages and disadvantages of franchising, both from the franchisor’s and the franchisee’s perspectives, as well as demonstrating how a business’s international market entry strategy may evolve over time.  The case highlights the criticality of the franchise contract and illustrates how the rights and protections contained in the franchise contract determine the potential value of a franchising arrangement.  It illustrates why franchisees that help to build a brand in a particular country need to assure themselves that they have true ownership rights in the brand.  It also emphasizes to students that publicly held companies have a fiduciary duty to act to maximize the wealth of their shareholders, and that sometimes this requires making difficult decisions that may adversely impact former business partners (in this case, the franchisee). 

The case is intended for undergraduate business students at the junior or senior levels.  It could be used in courses in International Marketing, International Business, Retail Management, or Entrepreneurship.  The case also could be taught in introductory marketing or international business courses at the MBA level.  Issues examined include but are not limited to strategic decision-making, brand equity, relationship marketing, entrepreneurship and franchising, corporate ethics, globalization, and international expansion and brand management. 

Case Synopsis

It is December of 2000, and Mr. David Lewis and the Lewis Group have just been notified that Esprit Holdings will not renew its Esprit franchise contract.  The Lewis Group, a family owned New Zealand business, has had the Esprit franchise in New Zealand since 1980.  The primary focus of the case is on Mr. Lewis, who has 6 months to decide what to do with his 23 stores and 150 employees without his major asset, the Esprit brand name.  The options available to Mr. Lewis are finding another retail franchise to replace the Esprit franchise, creating a totally new brand under which to operate the stores, or closing up his stores, laying off his employees and selling the chains’ remaining assets.  The move on the part of Esprit Holdings to take back the rights to the Esprit franchise in New Zealand is a reflection of that company’s efforts to consolidate control and act in a more integrated manner as it attempts to aggressively expand the Esprit brand.  The evolution of both Esprit Holdings corporate culture and international market entry strategies are presented in the case so that students can understand the franchise issues from both the franchisor’s and franchisee’s perspectives.  

This case was prepared by John J. Lawrence and Michael McCollough, University of Idaho, and is intended to be used for class discussion rather than to illustrate either effective or ineffective handling of a situation.

Presented to and accepted by the North American Case Research Association (NACRA) for its annual meeting, November, 2003, Tampa, Florida.  All rights reserved to the authors and NACRA.  © 2003 by John J. Lawrence and Michael McCollough.
MERLONI & STINOL:

Marketing and Financial Issues in a Russian Based Acquisition

Arianna Brioschi & Barbara Rovetta

SDA Bocconi School of Management

Case Objectives and Use

The key issue that the Merloni – Stinol Case explores is one of the most interesting international business acquisitions of the last years.

Potential audiences/participants which might learn from the case could include undergraduate and business executives in courses, workshops or seminars.

1. Marketing, having acquired methodologies to calculate market share and analyze a  


competitive environment;

2. Finance, especially in valuation methods and models.

Since the case has been flexibly developed (in separate sessions) it can be uses in:

1.   marketing courses both at undergraduate and graduate levels,

2.   finance courses both at undergraduate and graduate levels,

3.   short executive seminars on international business,

4.   MBA courses as wrapping up practical case study after core courses.

Case Synopsis

After the Berlin Wall fall in 1989, Merloni Elettrodomestici started to consider the countries of Central end Eastern Europe as one of the most promising opportunities for geographic expansion.  Merloni was evaluating a direct entry strategy in Russia and asked consulting company Value Partners to assess the acquisition opportunity of a young refrigerator plant.  The Stinol refrigerator company had been set up by Merloni several years before in Russia.

The case is intended to teach students as the main basic issues how to analyze an acquisition operation both from a marketing and financial perspective, evaluating the complex issues facing internationalization in an eastern country.  Each case session suggests key points that can provide a base for a wrap up at the end of the case discussion.

This case was prepared by Arianna Brioschi and Barbara Rovetta, SDA Bocconi School of Management, and is intended to be used for class discussion rather than to illustrate either effective or ineffective handling of the situation.

Presented to and accepted by the North American Case Research Association (NACRA) for its annual meeting, November 2003, Tampa, Florida.  All rights reserved to the authors and NACRA.  © 2003 by Arianna Brioschi and Barbara Rovetta.
PINOY TRADING INC.

Mary Conway Dato-on, Xavier University

Rodney D’Souza, Northern Kentucky University

Case Objectives and Use

This case is intended for undergraduate marketing courses focusing on global marketing issues, import-export business, and/or ethnic marketing. Students are asked to assess specific issues concerning product development for domestic and international markets, packaging preferences of different national cultures, segmentation, and cross-cultural issues related to food products.  There is ample information on the Philippine export market and industry information to give students a framework from which to develop their analysis.  The instructor manual discusses ethnic groups in the US, product development and growth/ expansion strategies.  Additional data on customers’ attitudes toward Philippine food products are provided in the instructor manual, which instructors may wish to include when emphasizing the importance of consumer attitudes on purchase decisions.

Case Synopsis

The PINOY Trading INC. case discusses an established, family-owned, Filipino business with successful domestic and international sales.  In 2001, several years after opening the export business, an aggressive export manager is hired.  The new manager, Cory Concepcion, sets her sights on expanding the US market to include more than the currently served Filipino and Chinese communities.  After 3 years, Cory looks back to assess whether or not she was able to achieve her goal.  While there are many sub-issues in the PINOY Trading case, there is one primary question.  Has the new manager, Cory, successfully penetrated the large, mainstream market in California during her first three years?  If not, why not?  What strategies can be suggested?  The nagging secondary issue is the sales and profit potential of the Japanese market.  Should Cory stick with the market she has in the US in general and California in particular or look to expand into a totally new market (Japan)?  If the decision is made to stay in the US, what are the advantages to concentrating on the Asian community versus finding new users in the mainstream culture?  What marketing communication methods should be used to introduce PINOY’s brand, Bayan, to new users?

The promotion section also offers an opportunity to discuss the differences among communication methods preferred by high-context vs. low-context cultures.  Extensive data on export performance of the Philippines to target markets is included to assist students in selecting between various markets.
This case was prepared by Mary Conway Dato-on, Xavier University, and Rodney D’Souza, Northern Kentucky University, and is intended to be used for class discussion rather than to illustrate either effective or ineffective handling of the situation.

Presented to and accepted by the North American Case Research Association (NACRA) for its annual meeting, November 2003, Tampa, Florida.  All rights reserved to the authors and NACRA.  © 2003 by Mary Conway Dato-on and Rodney D’Souza.
R-CALF USA – A QUESTION OF STRATEGY & VALUES

Patricia Holman & Tom Hinthorne

Montana State University-Billings

Case Objectives and Use

The case shows how a group of dedicated people in the U.S. cattle industry formed a nonprofit corporation, R-CALF USA, gathered powerful political support in Washington, D.C., influenced legislation, and changed the course of an industry.  This, despite opposition from the industry’s leading marketing and trade association and the beef and grocery industries.  Students must give direction to this rapidly growing corporation whose CEO is asking, “How do we maintain focus and momentum as the challenges increase?”  This is the strategy side of the case.  In addition, the case shows there are no value-free stakeholders.  For example, was country-of-origin labeling (COOL) necessary to ensure food safety?  In 2003, the U.S. consumer did not know the country of origin of the beef s/he purchased at the meat counter.  Would COOL enable product differentiation, or was it simply protectionism?  Was fair trade preferable to free trade?  This is the values side of the case.  The case was written for business school undergraduate courses in business strategy, international business, and/or business, government, and society.

Case Synopsis

Bill Bullard was the CEO of the Ranchers-Cattlemen Action Legal Fund United Stockgrowers of America (R-CALF USA, www.r-calfusa.com).  Initiated in 1998 with the filing of anti-dumping and countervailing duty cases against Canada and Mexico, “R-CALF” was a small but rapidly growing nonprofit corporation addressing the market interests of U.S. cattle producers.  In June 2003, it had 8,700 individual members in 43 states, more than 46 affiliated local and state cattle and farm organizations, and a budget of $745,713.  Its counterpart was the National Cattlemen’s Beef Association (NCBA).  Initiated in 1898, the NCBA had 230,000 members and a budget of $65 million.  R-CALF was challenging the conventional wisdom and the leadership of the cattle industry.  This was a David and Goliath story.

R-CALF had led the effort to legislate mandatory country-of-origin labeling to take effect September 30, 2004.  However, the proposed USDA regulations had triggered a fierce debate in the cattle, beef, and retail grocery industries.  R-CALF was also leading the effort to curtail the meatpacking industry’s use of supply chain management practices (e.g., “captive supplies”) to reduce U.S. cattle prices.  In addition, it was working to protect U.S. cattle producers’ interests as the U.S. Trade Representative’s Office negotiated free trade agreements with nations exporting and importing cattle and beef.  As Bill reviewed the challenges, he thought, “R-CALF is growing so rapidly!  How do we maintain focus and momentum as the challenges increase?”
This case was prepared by Patricia Holman and Tom Hinthorne, Montana State University-Billings, and is intended to be used for class discussion rather than to illustrate either effective or ineffective handling of the situation.

Presented to and accepted by the North American Case Research Association (NACRA) for its annual meeting, November 2003, Tampa, Florida.  All rights reserved to the authors and NACRA.  © 2003 by Patricia Holman and Tom Hinthorne.

SAMA-SAMA ENTERPRISES

Mary Conway Dato-on, Xavier University

Rodney D’Souza, Northern Kentucky University

Case Objectives and Use

This case is intended for undergraduate courses in international business and/ or international marketing.  The case offers enough financial, industry, and company information to develop into a comprehensive case through ratio analysis or to highlight and briefly discuss important issues to a global SME. 

There are three objectives of the case:  (1) to introduce US-based students to a relatively understudied industry and country – handicrafts in the Philippines; (2) to provide a venue for discussion of SME issues in a global market place: financial controls, exchange rate fluctuation, marketing on a limited budget, and penetration of new markets; and (3) to encourage students to develop new marketing approaches using information technology (e.g., the Internet).  The instructor manual discusses strategies relative to all the components of the marketing mix and positioning.

Case Synopsis

This case is designed to focus on international business and marketing issues that arise when entrepreneurs enter the apparently lucrative export market.  The case highlights a young business in the handicraft industry of the Philippines seeking to expand to other markets and increase sales.  Central to the case is the positioning of Sama-Sama’s products and the requests for exclusivity by importers.  While there are many overlapping issues in the case concerning the balance of the 4P’s in the marketing mix, focusing on the desired position once the true competitive advantage is clarified will allow students to build the appropriate mix.  As is the case with most newly opened SME’s the handling of financial matters and inappropriate financial controls impedes thorough understanding of the company’s marketing problems.  

In international marketing, firms must also decide on the method of market entry.  Sama-Sama’s owner, Mr. Andoyo, originally used importers.  Now he is selling directly to wholesalers and even retailers.  Students must access if this multi-layering is possible.  Will importers continue to do business with Sama-Sama when they find that he is selling directly to wholesalers?  Likewise, are wholesalers likely to tolerate being left out of sales, which go directly to large retailers?  This strategy may serve Sama-Sama in the short run, but repeat sales are not likely as the member in the distribution channel learn they are being left out of some sales.

This case was prepared by Mary Conway Dato-on, Xavier University, and Rodney D’Souza, Northern Kentucky University, and is intended to be used for class discussion rather than to illustrate either effective or ineffective handling of the situation.

Presented to and accepted by the North American Case Research Association (NACRA) for its annual meeting, November 2003, Tampa, Florida.  All rights reserved to the authors and NACRA.  © 2003 by Mary Conway Dato-on and Rodney D’Souza.
