ABE’S® REAL BAGELS OF CHICAGO

Stephen Bowden, University of Waikato

Kate Kearins, Auckland University of Technology

Case Objectives and Use

This is a general entrepreneurship/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 ABE’S® case deals strongly with three particular aspects – growth, competitive defense and international adaptation.   ABE’S® at the time of the case is dealing with large growth that has the potential to threaten the small business feel of the company that the owners clearly enjoy.  The growing bagel market in New Zealand has the potential to attract the entry of the major bakers in New Zealand who dwarf ABE’S® in terms of resources.  Finally, bagels are largely unknown in New Zealand meaning the whole market needs to be developed and preferences defined.

The case has been used in a case competition by 125 undergraduate strategy students.

Case Synopsis

ABE’S® Real Bagels of Chicago was founded by co-owners Megan Sargent and Brent Milburn in 1996.  After a difficult beginning, ABE’s was now one the fastest growing companies in New Zealand and the market leader in the small New Zealand bagel market.  In April 2003, ABE’S® produced 70,000 bagels per week out of the 255,000 bagels baked in New Zealand and distributed them mainly through 80 supermarkets in the North Island.  In addition, ABE’S® operated a café in downtown Auckland and distributed further bagels through other cafés.  ABE’S® had recently formed a joint venture with a Christchurch accountant that had led to a second café being opened in Christchurch and a deal in place to distribute to South Island supermarkets.  ABE’S® was also set to launch their range of bagel crisps through supermarkets.  Going forward, ABE’S® wanted to continue their growth without losing control and to position themselves to defend against the potential entry of larger bakers in the future.

This case was prepared by Stephen Bowden, University of Waikato, and Kate Kearins, Auckland University of Technology, 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 Stephen Bowden and Kate Kearins.
BLUE MOON NATURAL FOODS

Margaret j. Naumes & Jill a. Kammermeyer
University of New Hampshire
Case Objectives and Use

This case involves growth in a small, entrepreneurial business, a natural foods market and  café . Students will be able to examine the evolution of the entrepreneur’s strategy and vision over time.  The case asks students to develop a strategy for further growth and an appropriate exit strategy for Kathy Gallant.  A more advanced topic is the development of a plan for employee ownership and/or profit sharing.  The case was developed for courses in Entrepreneurship/Small Business Management and can be used at either the undergraduate or graduate level.  In an undergraduate course, the case can be used to evaluate “success,” and to develop strategies for continued growth and the entrepreneur’s exit from the business.  Graduate students could be expected to take on the issue of employee ownership/profit sharing. 

While not a difficult business to understand, financial analysis may be frustrating due to the informal nature of the data, as is sometimes true for an entrepreneurial business. Growth issues could be studied early in the course. Development of an exit strategy for Blue Moon should be positioned in connection with text or course readings. The profit sharing/ownership issue is not found in all entrepreneurship texts, and would require understanding of legal and financial, as well as motivational issues involved. 

Case Synopsis

Blue Moon began as a natural foods market, added a small restaurant based on its deli, and, in December 2002, had just opened an upstairs space which was used for classes by instructors from the local community. Blue Moon’s founder, Kathy O’Leary Gallant, had a vision that had evolved over time and a strong commitment to her customers and employees. New business segments within Blue Moon had been added in response to perceived opportunities and Kathy’s interests. 

Kathy had just held an evening meeting with her whole staff, where she had told them her dream of offering ownership to all employees.  She saw employee ownership as a motivator, and possibly as a way for her to eventually leave the business and move to Mexico with her husband.  At the same time, she still had many ideas for growth, and was still enjoying her day-to-day involvement in Blue Moon.

This case was prepared by Margaret J. Naumes and Jill A. Kammermeyer, University of New Hampshire, 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 Margaret J. Naumes and Jill A. Kammermeyer.

Boulevard Brewing Company

Karyl Leggio, Jeff Young, & Marilyn Taylor

University of Missouri, Kansas City

Case Objectives and Use

The Boulevard case focuses on this 14-year-old craft brewery success story as CEO/founder John McDonald and CFO Jeff Krum wrestle with major alternatives confronting the $10M company.  The firm manufactures four craft beers and introduces seasonal beers each year.  For the latter Boulevard has deliberately under-produced expected market demand.  The firm’s facilities are located in Kansas City in a historic district and distributes its beers only in nine Midwestern states with a major portion of sales coming from the Kansas City region.  

In early 2003 Boulevard’s current facilities were expected to meet demand for about the next 18 months.  A facility expansion was planned; however, John and Jeff were wrestling with whether to expand at their current location or establish a second site.   Simultaneously the firm has been presented with a $30M buyout offer from a major brewery and an opportunity to acquire a Colorado-based craft brewery for $12M.  McDonald has also been considering whether to develop the firm’s own distribution capabilities in Missouri, a state with a lion’s portion of current sales.  This latter alternative presents significant savings potential.

A buyout will bring cessation to brewing activities for John and his partners.  The firm’s resources do not permit simultaneous pursuit of the other three alternatives although the projects could be pursued as staged investments.  Thus, Boulevard’s CEO and CFO must consider whether to sell out or not and if not how to prioritize each of the three other alternatives.

Case Synopsis

The case is written primarily for introductory finance and permits capital budgeting and basic real options considerations of the four strategic alternatives.  The case may also be used in Strategic Management and Entrepreneurship.  For Strategic Management it is recommended that the case be positioned about mid-way through the course after the SWOTS, Value Chain, Core Competence, and Five Forces Models have been reviewed.
This case was prepared by Karyl Leggio, Jeff Young, and Marilyn Taylor, University of Missouri, Kansas City, 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 Karyl Leggio, Jeff Young, and Marilyn Taylor.
FLORAL FANTASIES

William E. Matthews, William Paterson University

Case Objectives and Use

This case focuses on the marketing problems experienced by a new business started by two individuals on a part-time basis.  While the evidence suggests that they have an attractive product line and that they have not experienced serious concerns over their pricing, they have made little progress in terms of identifying appropriate market segment(s) and developing optimal channel and promotional strategies.  

The primary objective of the case is to provide students with an opportunity to put themselves in the shoes of the founders and, based on what has been learned during the first six months of operations, develop a strategy to make effective use of all elements of the marketing mix.  A secondary objective of the case is enable them to step beyond the marketing aspects of the case and also address a series of organizational challenges, which need to be resolved before the venture achieves substantial growth.

The teaching note is consistent with the case being used in an undergraduate course in either entrepreneurship or marketing.  In an entrepreneurship course, it could be used early in the case sequence to highlight the strengths and weaknesses of a low-cost, part-time business.  

Case Synopsis

In December 2002, Tricia Hanson and her colleague, Susan Carelli, decided to start a business selling silk flower creations.  Susan had had considerable experience in the floral industry and Tricia was looking for a new venture to replace her dwindling bookkeeping service.  At the end of May 2003, Tricia and Susan are still enthusiastic about the venture.  People who see their creations invariably say how fantastic they are and they are regularly complimented on the attractiveness of their overall display at hospitals, schools, and stores.  People can't believe that the arrangements are artificial.  However, despite trying a variety of marketing approaches, Floral Fantasies has yet to capitalize on the perceived opportunities.  On the positive side, price does not seem to be a critical factor (i.e., rarely do they get the response that the products are too expensive) and the profit margin appears to be more than satisfactory.
While Floral Fantasies clearly has a basic problem relative to the sales and marketing of its products, it also has a number of issues that need to be resolved with respect to the name of the company, the attitude of one of the principals, Susan Carelli, and the involvement of the Tom Hanson who is acting as the director of sales and marketing.

This case was prepared by William E. Matthews, William Paterson 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 author and NACRA. © 2003 by William E. Matthews.

HASTINGS PLACE, INC.: AN ENTREPRENEURIAL DILEMMA

Donald L. Lester, Arkansas State University

Case Objectives and Use

This case focuses on the issue of combining an investment group with two owner/operators.  The investment group wants to protect their investment while the owner/operators are interested in maximizing their earnings.  The decision by the two owner/operators to purchase a supplier to the company without including any of the other partners has led to a showdown.  Students are provided with a clearly identifiable decision point.  The case demonstrates the complicated issue of conflict of interest, and it also examines the issue of fairness regarding compensation of operating partners as opposed to investors.

The Teaching Note was written for undergraduate courses in Small Business Management and Entrepreneurship.  The case also contains an ethical dilemma regarding one of the owner/operators as he must make a tough choice regarding his career and that of a friend of his. 

Case Synopsis

A small restaurant chain, Hastings Place, Inc., operating in the mid-south was about to conduct a board meeting.  At issue was the attempt by two owner/operators, Ron Bishop and John Lynch, to purchase a supplier to the chain’s four units, Bar Needs, without involving any of the other partners.  The owner/operators, Ron Bishop and John Lynch, are young and ambitious, and the investors are financially secure businessmen with several other sources of income.

Not being content with salaries and benefits recently voted them by the board, Ron and John secretly agreed to this investment opportunity that would provide them additional income.  At the last minute, Ron decided to back out of the deal.  John Lynch was torn as to what he should do.  The board had decided to fire Ron or John if they insisted on going through with the purchase.  A key factor in John Lynch’s mind was that his friend had already quit his secure position with the Internal Revenue Service to manage Bar Needs.

This case was prepared by Donald L. Lester, Arkansas 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 author and NACRA.  © 2003 by Donald L. Lester.
JOHN GILLIAN: RIDING THE SURFWEAR WAVES

Brian McKenzie, CSU Hayward

Case Objectives and Use

This case demonstrates the mechanics of a business failure to entrepreneurship students.  Five particular aspects of entrepreneurship are addressed in this case: (1) the nature of entrepreneurship, (2) planning for asset protection during the organization of a new venture, (3) management of a crisis severe enough to lead to business failure (4) re-organization both out of court and under the US Bankruptcy Code and (5) the relationship between self-identity and entrepreneurship.  This case is intended for use in undergraduate and graduate entrepreneurship courses.

Case Synopsis

In 1994, John Gillian saw an opportunity to sell clothing to a group of young people who identified with the culture of boarding: skateboarding, snowboarding, surfing and wakeboarding.  John and his friend Brad developed a chain of clothing stores named: “Mountain Wave” after their home in the mountain states.  The partners started with next to nothing and by the end of their fiscal year in June of 2001 had grown the company to three stores and annual sales of almost $2.5 million.  That year, John and Brad were named “Young Entrepreneurs of the Year” for their state.  

Winter weather was mild in 2000 and 2001, leaving Mountain Wave with unsold stock going into each of these spring seasons.  John and Brad decided to open a dump store in a nearby college town to liquidate this dated merchandise.  Their heavy reliance on trade credit became strained to the breaking point.  The partners discounted all their merchandise 50% over the 2001 Christmas season in an effort to bring in enough cash to satisfy their creditors.  However, this strategy lowered their sales volume and left Mountain Wave with no stock and insufficient funds to pay off their creditors.  In the summer of 2002, John and Brad made an out of court proposal to their creditors.  This proposal was rejected and the creditors forced Mountain Wave into involuntary bankruptcy.  John and Brad had signed personal guarantees for much of Mountain Wave credit.  In order to protect the equity in their homes, they each decided to file for voluntary liquidation of their assets under Chapter 7 of the bankruptcy code.  Brad is discouraged by the loss of the company he helped to build and decides to get a regular job.  John tries to find employment, but realizes he identifies himself as an entrepreneur and so begins the process of starting a new company.

This case was prepared by Brian McKenzie, CSU Hayward, 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 Brian McKenzie.
JOSEPH’S GOURMET PASTA AND SAUCES (A)

William Naumes & Michael Merenda

University of New Hampshire

Case Objectives and Use

This case demonstrates the complexities of entrepreneurial growth and decision making.  It provides the opportunity to follow an entrepreneurial firm from growth through early stages of growth and maturity.  Students will be able to use a variety of analytical techniques from the fields of Entrepreneurship and Strategic Management while analyzing this case.  These include, but are not limited to, Stages of Entrepreneurial Growth, Strategic Direction and focus, Industry analysis, Value Chain, and internal and external expansion for growth. 

By the end of the case, managers at the firm are faced with a decision as how to progress in the future.  They are faced with a variety of strategies, each of which will require different analyses and commitment of resources.  The Instructor’s Manual was written primarily for Undergraduate and Graduate courses in Entrepreneurship, but could also be used in a course in Strategic Management.

Case Synopsis

Joe Faro, President and Founder of Joseph’s Gourmet Pasta and Sauces is discussing a proposal that he acquire his largest competitor presented by its owner.  The discussion includes Dave Robinson, Vice President of Sales and Marketing and Tom Bean, Vice President of Operations, Joe’s two, top officers.  During the discussion, the history of the firm, strategic direction and consistent growth are presented.

The company started as a family business and has grown to more than $13 million in revenues and has demonstrated consistent growth in sales and profits.  It produces high quality specialty frozen pasta products and sauces for several different market segments.  It has enjoyed considerable success against a variety of small competitors, including the company it is considering acquiring.

The officers wonder whether it makes sense to buy the company or continue to beat it in the market.  The pros and cons of acquisition, as well as other strategic options are presented in the case.  The organizational culture and process of the company are also presented in the case.  

This case was prepared by William Naumes and Michael Merenda, University of New Hampshire, 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 William Naumes and Michael Merenda.
JOSEPH’S GOURMET PASTA AND SAUCES (B)

William Naumes & Michael Merenda

 University of New Hampshire

Case Objectives and Use
This case is a follow up to the Joseph’s Gourmet and Pasta Case.  It presents students with added information concerning a potential acquisition of the company’s principal competitor.  The case is designed to demonstrate concerns that face an entrepreneurial firma it goes through growth stages of development.  It also is designed to have students analyze the pros and cons of such a firm acquiring its largest competitor.  These include strategic fit of its products, systems and culture. 

The entrepreneur and founder of Joseph’s clearly wants to go through with the acquisition.  He feels he needs to convince his top two managers of the need to do so, however.  Students are asked to analyze the positions taken by the three managers.  They are also asked to try to determine if the acquisition price is appropriate.  The Instructor’s Manual was written primarily for Undergraduate and Graduate courses in Entrepreneurship, but could also be used in a course in Strategic Management.

Case Synopsis
Joe Faro, President and Founder of Joseph’s Gourmet Pasta and Sauces is discussing the offer that he has tentatively accepted to acquire his largest competitor that he had worked out with its owner.  The discussion includes Dave Robinson, Vice President of Sales and Marketing and Tom Bean, Vice President of Operations, Joe’s two, top officers.  During the discussion, the pros and cons of the acquisition are presented.

Tom is opposed to the acquisition, while Dave is moderately in favor of the acquisition.  Clearly, Joe wants to go through with the acquisition.  The strategic position of the other company, as well as some of its culture and structure are presented during the discussion. 

As with the first case, the officers wonder whether it makes sense to buy the company or continue to beat it in the market.  The pros and cons of acquisition, especially given the agreed upon price, the other company’s financial problems and some potential culture clashes between the two companies, are presented..  Joe impulsively  proposes that he and Tom fly down and back to the other company’s plant that day - Saturday - to view what they would be buying.

This case was prepared by William Naumes and Michael Merenda, University of New Hampshire, 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 William Naumes and Michael Merenda.
DENVER’S HUE-MAN EXPERIENCE BOOKSTORE IN 2003

Marilyn Taylor, University of Missouri at Kansas City
Joan Winn, Denver University
Case Objectives and Use

The case is intended for an undergraduate course in entrepreneurship or small business management.  It can also be used as an introductory case in an undergraduate strategic management course.  The two major themes of this case are (a) the personal attributes necessary for independent business success, and (b) dealing with market forces that threaten a business’s viability.  

Specific learning objectives for this case include: examining the relationship between rational business practices and personal motivation and constraints of a business owner; understanding the difficulties of operating a business in a niche market; and understanding the changes in environment that impact the strategic positioning and success of a company reliant on a narrow demographic market. 

Case Synopsis

The case focuses on Joi Afzal, a young African American woman who has purchased the Hue-Man Experience Bookstore, a bookstore that specializes in books by and for African-Ameri​cans.  Founded in 1984 by Clara Villarosa, an outgoing and charismatic community presence, the Hue-Man Experience Bookstore was well known both locally and nationally.  At the time of its sale to Joi in 2000, the Hue-Man Experience was arguably the largest African American book​store in the country, its 3,000 square feet of space housing approximately 4,200 titles.

As demographic patterns changed and independent bookstores suffered from chain-store expansion and on-line sales, the Hue-Man Experience Bookstore struggled.  Clara Villarosa, prompted by investors in New York who wanted her to help launch a Harlem location of the Hue-Man Experience Bookstore, helped craft the sale of the Denver store to three young African Americans.  Ultimately, that partnership dissolved and Joi Afzal, the remaining owner, was left with a run-down store, personal debt, and an overwhelming responsibility. 

The case ends with Joi struggling for direction, as she entertains the feasibility of moving to a more attractive location, the possibility of forming an informal partnership with one of her employees, or selling or liquidating the store—returning to a secure corporate job—and abandoning her dream.  

This case was prepared by Marilyn Taylor, university of Missouri at Kansas city and Joan Winn, Denver 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 Marilyn Taylor and Joan Winn.

The Kelly Reinhart Story

Joseph R. Stasio Jr., Merrimack College
Case Objectives and Use

This case is best suited for an entrepreneurship or small business management course. It allows the instructor the prospect of taking students through the process of assessing a new business opportunity and preparing a plan to seize it. It could also be used in a new product management, marketing management, or retail management course. 

The TPAK, as a new product, needs to be managed. Developing a marketing strategy is paramount to success for this product. Managing the retail and manufacturing function is also an important consideration. In addition, the case offers the instructor a chance to address specific ethical and financial considerations inherent to the situation.

Case Synopsis

This case follows Robert Reinhart and his daughter Kelly through the creation, development and evolution of a product and their pursuit of a satisfactory resolution to their achievements in that endeavor. Over three and a half years of work brought them in contact with many people and much information. The challenge they face is to digest their experiences and decide what is best for them and their product.

This case was prepared by Joseph R. Stasio Jr., Merrimack 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 author and NACRA.  © by Joseph R. Stasio Jr.
ORTHOFLEX SADDLEMAKERS, INC OPERATIONAL TURNAROUND

Calvin M. Bacon Jr., University of Arkansas at Little Rock

Case Objectives and Use
The case provides an opportunity for students to analyze the restart of a firm.  This is interesting in part because of the difficulties in beginning with much of the company parts already in place.  Students get a chance to formulate strategy and to discuss the implementation of strategic plans for a small manufacturing business.  The strength of the case is the need for students to integrate new decisions with the existing organization.  Also, students face decisions in integrating human resources, operations management, and marketing functions within the new strategic plan.

The case is especially appropriate for Entrepreneurship, Small Business Management, and Strategic Management courses.  It has a difficulty level appropriate for college juniors or seniors.  The case is designed to be taught in one or two class hours and is expected to require two to three hours of student preparation time.

Orthoflex is well suited for the middle to end of a course after most of the issues have been addressed separately and success scenarios have been covered.  It is a clear example of a company with ideas that are very strong individually but may not work as well when combined.  

Case Synopsis

Acie Johnson decided to re-start a failed saddle business.  The previous owner has so much debt that it was impossible achieve a positive cash flow but the brand and the customer base was still quite valuable.  Johnson wanted to take the challenge to save the jobs in Warren, Arkansas and to prove to himself that he could.  Furthermore, he believed in the product and wanted to make sure it was still available to horse lovers.

His major issues were: how to re-assure the customers of the business continuity, how to re-staff the company, how to increase the value added, and how to reward the employees for good performance and for their abilities.  Because time was of the essence, Johnson took on all these issues concurrently.  He saw the need to move quickly and to integrate his new policies into the company to reach sustainability and eventually profitability. 

This case was prepared by Calvin M. Bacon Jr., University of Arkansas at Little Rock, 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 Calvin M. Bacon Jr.
“OVERALL, IT’S BETTER TO BE THE FATHER THAN THE SON”

Gina Vega, Merrimack College

Case Objectives and Use

This case centers around the problems that arise relative to succession in a small business.  Limited industry information is provided for the reader unfamiliar with the type of discount operation described in the case.  However, the relationships described are more important than the industry in question.  Learning goals related to this case include the identification of affective inputs that play a role in determining a succession plan in a small business, recognition of the importance of organizational and personal life cycles in small and family-owned businesses, recognition of the difference between management and entrepreneurship, and the responsibilities of each, and the performance of an elementary strategic analysis leading to developing a proposal based on substantially incomplete information.

The case is designed for upper level undergraduate students or beginning level graduate students in management.  It is appropriate, depending on how it is taught, for courses in Entrepreneurship, Family Business/Small Business Management, and Organizational Behavior. 

Case Synopsis

Founded by CEO Jerry Ellis in 1964, Building #19 was a multi-site salvage/sales retail operation in New England.  Its President was Ellis’ son, Bill Elovitz.  Ellis believed he had been “lucky” in his entrepreneurial venture and was considering retirement to his true love – playing golf.  In order to make this move, he had to determine an exit strategy and succession plan.  Among the options he considered was passing the reins on to his son.  Father and son shared their feelings and beliefs – not always in line with one another – about the direction that Building #19 needed to go and who should be leading it.

This case was prepared by Gina Vega, Merrimack 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 author and NACRA.  © 2003 by Gina Vega.
PATIO ROOMS OF AMERICA

Edward P. Marram, Glenn Kaplus & Sheryl Overlan

Babson College

Case Objectives and Use

(Not Identified)

Case Synopsis

By the time he was 38-years-old, John Esler had successfully bought, managed and sold five sandwich shop franchises.  He wanted something more.  After taking time off to earn his MBA, John was ready to buy a new company, one with multiple units or a large territory that had growth potential.  He believed he found that opportunity when he bought his first three sunroom dealerships in 1997 from a Pennsylvania-based operation, Craftbilt Manufacturing Company.  He called his dealerships Patio Rooms of America (PRA).

 

The case study traces John’s early startup problems including his efforts to obtain initial financing, attract skilled workers, increase production, and reduce call back rates. The student learns how John conquered these hurdles and grew PRA’s sales to $8.5 million by the end of the first year and became Craftbilt’s most successful dealer.  Filled with confidence, John set a new goal of $50 million in sales by 2006.  To get there he knew he would have to expand beyond his existing territories.  A conversation with Craftbilt in 2001 convinced him that capturing the Chicago market was not only critical to reaching his $50 million goal, but would also position PRA for expansion into the Rocky Mountains and California.  Unfortunately, Craftbilt balked at the idea. Though Craftbilt cited many reasons, John believed it was his lack of a succession plan that posed the major obstacle.  Before he could provide Craftbilt with such a plan, however, John first had to resolve whether to structure PRA as one company or three separate entities as it entered its next stage of growth.  The general managers in his three territories had been key to PRA’s success and John had promised each of them some form of equity or options by the end of 2001. Most of his advisory board members were in favor of forming one company, but John was leaning toward keeping the dealerships separate.    

 

Decisions had to be made.  The Chicago territory wouldn’t be available for long and the deadline John set to award his general managers some kind of tangible ownership in PRA was approaching quickly.  At a crossroads, time was not on his side.

This case was prepared by Edward P. Marram, Glenn Kaplus, and Sheryl Overlan, Babson 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 Edward P. Marram, Glenn Kaplus, and Sheryl Overlan.
SOUTHERN SWEETS: CAN IT BE MADE SWEETER?

Thomas C. Neil, Clark Atlanta University

Case Objectives and Use

The case is suitable for a capstone Undergraduate Business Policy. The case is useful with graduate students enrolled in Policy, Entrepreneurship, and Small Business Management. A workshop on Managerial Decision-Making or Strategic Analysis for small business owners or entrepreneurs could be built around the case. The student can define implicit paradigms and identify their potential consequences, explain the effects historical success may have on strategic and operational planning, explain why a small business may succeed with minimal formal, operating procedures, and describe the advantages and disadvantages of potential growth strategies.

Case Synopsis

Southern Sweets, a bakery specializing in quality-priced cakes, pies, brownies, etc., began in the home of Nancy Cole in 1992, when Nancy decided to transfer her passion for baking from a hobby into a career. By the spring of 2001, 25 fine dining restaurants offered her products among their dessert course. In the fall of 2001, Nancy is considering three growth options: To open a second retail site, or establish a catering service offering boxed lunches, and or offer the sweet goods through mail /on-line ordering. Serendipitously, Nancy met a professor, who profiles a local business as part of class for MBAs. The profiling includes an analysis of the existing operation and the requirements and analysis of the three growth options.  

This case was prepared by Thomas C. Neil, Clark Atlanta 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 author and NACRA.  © 2003 by Thomas C. Neil.
WESTERN STATES INSURANCE: HOW FAST CAN WE GROW?

Jeffrey p. Shay, University of Montana 
Sally Baack, San Francisco State University
Tony Crawford, University of Montana
Keith Jakob, University of Montana
Case Objectives and Use

This case was written to provide students with insights into the challenges associated with the rapid growth of small firms and can be used for courses in Entrepreneurship/Small Business Management at either the undergraduate or graduate level.  The case provides the opportunity for students to use entrepreneurship and strategic management analytical models in conjunction with financial analysis in order to assess the feasibility of several strategic alternatives.  As such, the case is most appropriate for students with a solid foundation in financial analysis and financial model development, as well as upper-level analytical skills.

Case Synopsis

Western States Insurance Company (WSI), a regionally based insurance agency that has undergone significant growth in recent years, has been asked by the parent company (Blue Cross/Blue Shield – Montana (BCBS –MT)) to examine the feasibility of increasing its growth rate in order to pursue an initial public offering.  Initially, BCBS-MT aims to grow WSI from revenue of $21M in 2002 to $100M within five years.  However, after BCBS executives meet with investment bankers from New York City and Atlanta, they find that the target may be as high as $250M in order to be attractive on the IPO market.  

Dennis Touissaint, the entrepreneur responsible for WSI’s original growth and now senior executive at BCBS-MT, hires Ed Kirby, a local business professor and consultant, to examine the feasibility of three strategic alternatives.  The first entails growing WSI to $100M via its current acquisition strategy.  The second entails growing WSI to $50M via acquisitions while simultaneously acquiring a similar sized agency and growing it to $50M.  The third strategy entails growing WSI to $250M via its acquisition strategy.

These parameters provide a rich opportunity for students to integrate their understanding of the IPO process, small business growth through acquisitions, and the organizational and operational constraints involved with rapid growth.  The case provides the necessary details for students to make both objective (i.e., financial) and subjective assessments of the challenges and constraints of rapid growth. 

This case was prepared by Jeffrey P. Shay, Tony Crawford, and Keith Jakob, University of Montana, and Sally Baack, San Francisco 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 Jeffrey P. Shay, Sally Baack, Tony Crawford, and Keith Jakob.

