Jim Cummings  in Indonesia: Mining Local Support 

Case Synopsis

Jim Cummings had been in Indonesia with Freeport since the early 60s when the company’s mining operations were isolated on the mountaintop.  There were no roads in those days, no communications; and they and their equipment had to be brought in by helicopter.  Those days were dramatic, exciting, and dangerous. In many ways things were easier now, but in other ways they were far more complicated, he reflected. Freeport McMoRan Copper and Gold was a U.S. company with headquarters in New Orleans, Louisiana, near where Jim had grown up and gone to school. 

Freeport was the first major foreign investor to enter independent Indonesia  when the Dutch withdrew  in 1963 and is still Indonesia’s largest employer and tax payer. Cummings believes that Freeport McMoRan is doing something right in Irian Jaya, something that has escaped other foreign corporations.  Jim has recently reviewed what he calls his "problem file.”  He is concerned about the tensions Freeport McMoRan and its local subsidiary Freeport Indonesia might face in a period of political turmoil.

The case summarizes the political conditions Irian Jaya, Indonesia as they evolved through the Suharto era, and now into the turbulent Wahid administration. Then it challenges the reader to relate the corporate interaction with the political powers. The case also raises the key issues of environmentally responsible behavior and ethically responsive behavior towards local employees’ needs. 

Jeanne McNett & Nicholas Athanassion, Jmcnett@assumption.edu.

Case Objectives and Use


The chief objective of this case study is to show that strategic management is needed in the fast food industry. The companies mission statement, current environmental analysis, problems and alternatives are listed.  The target markets are included for the student to evaluate.  The student is to evaluate the overall strategic plan and give reasons for why they agree or disagree wit the plan.  How would the student evaluate the global expansion? This case study is appropriate for the undergraduate.

Case Synopsis


McDonald’s Corporation was founded in 1954.  Since that time it has seen dramatic growth. It has over 27,000 restaurants in 120 different countries, and is considered the financial leader in the fast food industry holding over 42% of the market share.

The U.S. restaurant industry is presently in a slow-growth area.  Standard and Poors does not expect a large annual increase in the size of the U.S. population, or the amount of food eaten by Americans.  This means that McDonalds will need to expand to areas where they can attract new customers.  It means more competition for market share.  Slow growth also forces restaurant companies to place greater emphasis on lowering cost and increasing service. 

The work of the student is to analyze the present situation and develop a five-year strategic plan. The students will recommend a global strategy.  The students will anticipate problems and make recommendations. 

Contact Person: R. Henry Migliore, Department of Strategic Management, Northeastern State University, Tulsa, Oklahoma 74106, voice: (918) 594-8178, fax: (918) 594-8175, e-mail: hmigliore@aol.com
Market Entry: Thailand

All Terrain: Natural Remedies for Outdoor Enthusiasts

Founded in 1995, The All Terrain Company has developed and launched a variety of environmentally-friendly products for outdoor enthusiasts that protect the skin and reduce the number of insect bites. All Terrain has been able to develop a niche market for itself in the United States. Noting a growing interest in organic and natural products worldwide and encouraged by the fact that distributors have approached All Terrain at tradeshows, All Terrain’s founders, John Wheatley and Todd Hakanson, believe that export markets in southern-hemisphere countries offer a means of growing the business and offsetting the seasonality of the company’s sales cycle. Intrigued by the possibility of exporting to the Asia / Pacific region, John Wheatley, Vision Administrator for the company, considers the Thai market, which is an increasingly popular destination for outdoor enthusiasts.

Wheatley researches the Thai market and finds that it’s a mixed bag. Thailand is one of the most industrialized Southeast Asian countries, with a growing middle class. After a deep economic crisis, consumer confidence is rising, buoyed by rising employment and disposable incomes. Thai consumers prefer natural products; however, they are price conscious and less than 50% buy on the basis of brand recognition. The cosmetics industry in Thailand is growing, as is the natural products industry. Both industries enjoy the support of the Thai government and have benefited from the government’s “buy Thai” campaign. 

As a privately-held company with limited resources, the two co-founders weigh whether they should pursue the Thai opportunity or focus on strengthening All Terrain’s position in the US. They wondered about the best way to approach the Thai market and whether to treat Thailand as a stand-alone export market or as part of a broader “internationalization” strategy that would include several markets in the Asia/Pacific region. If they were to export All Terrain’s products to Thailand, they wondered what cities to consider first, what retailers to approach, whether they should export all or part of the company’s product line, and how they should price All Terrain’s products for the Thai market. 

Lynn Metcalf, Orfalea College, Cal Poly State U, Lmetcalf@calpoly.edu

TECHNICAL sourcing international

Shannon Sylvester, University of Montana

Graduate MBA Student

Case Objectives and Use

This case was written to encourage Prospective solutions and opinions about how to overcome the challenges and risks of introducing a new product in a somewhat controversial industry.

Case Synopsis

This case illustrates the challenges and uncertainties of being a player in an emerging industry and introducing a new, unfounded product in a curious market.

After analyzing research studies and reports, Larry Kolb accepted the challenge of introducing a new product, called Ostivone that had the possibility of fighting the effects of osteoporosis in women.

Shannon Sylvester, University of Montana

School of Business, Univ of Montana, Missoula, MT 59812

Voice: (406) 243-5880, FAX (406) 243-2086

THE DOMAINE DU PRINCE VINEYARD

Mary Anne Watson, The University of Tampa

Valerie Anglais-Hao, Ecole Superieur de Commerce, Marseille-Provence

Case Objectives And Use

This case, with its accompanying video, could be used at the graduate and undergraduate levels as a beginning case in Strategic Management classes, as well as in courses in International Business, International Marketing or Management, and Small Business Management.  It provides a means for students to:  (1) gain an understanding and an appreciation for some of the cultural characteristics of rural France,  (2)  understand how culture and tradition can determine how an enterprise is managed,  (3)  gain insight into some aspects of family-run businesses,  and (4)  develop a strategic perspective, taking culture and other human factors into perspective.  

Case  Synopsis

This case tells the story of an American business professor who goes to the southwest of France to visit a friend, now living on a vineyard near the small town of Cahors.  The professor is intrigued by the fact that this family enterprise has been in operation with the same family for over four hundred years, longer than her country has been in existence!  Through observation and a barrage of questions, the professor learns as much as possible in a few short days about the operations and history of the vineyard, as well as the family.  Told in story form, the case clearly reveals the beauty and the unique culture of the French countryside as well as the strengths and weaknesses of this business that has seemed to float through the centuries.  

Insights into the skills and motivation of each of the family members involved in the enterprise are described in the case, as well as  the minimal marketing efforts of the enterprise.  A history of wine from the area and information of the local wine industry is provided as a supplement to the case.  A video tape supplement with interviews of family members and some views of the vineyard also provide insight into the situation.  

____________________

Contact Person:  Mary Anne Watson, John H. Sykes College of Business, The University of Tampa, 401 W. Kennedy Blvd., Tampa, FL 33606-1490;  Phone:  (813) 253-3333, ext. 3431;  e-mail:  mawatson@ut.edu

THE PORT OF LOS ANGELES

Laura Whitcomb and Kern Kwong, California State University Los Angeles

The Port of Los Angeles provides an excellent focus for understanding the organizations involved in international trade and their inter-relationships.  This case is set at the beginning of 2001, just after the Port of Los Angeles has overtaken its next-door rival, the Port of Long Beach, in terms of total container volume.  The case discusses the nature of governance of the port, as an economic entity which is owned by the state and controlled by the city of Los Angeles.  Port operations are discussed, including relationships with terminal operators and shipping lines, the port’s primary customers, as well as indirect relationships with trucking companies, importers, and freight forwarders.  Pricing policies and the challenges of coping with congestion resulting from rapid expansion are included in this section.   The case then discusses the relationship of the Port to the International Longshore and Warehouse Union.  It continues with issues regarding capital expansion projects, financial performance, environmental impact, and relationship to the local communities of San Pedro and Wilmington.  It concludes with a discussion of key trends in global trade and the shipping industry, which will influence competition among ports and impact the future of the port.

The case is geared for either a capstone course in strategic management or a course in international trade.  Its perspective is that of top management, viewing the long-term challenges facing the port and the complex environment in which it operates.   It also illustrates the workings of regional competitive advantage—the importance of location and of related industry clusters.

Contact Person: Laura Whitcomb 

Mail: Dept. of Management, College of Business & Economics, CSULA, 5151 State University Dr., Los Angeles, CA 90032.

Voice: (323)343-2910; e-mail: lwhitco@calstatela.edu

