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Case Objectives and Use

The Herr Foods Inc case is a values based dilemma focusing on consumer issues that are receiving increased attention from the media for possibly personal, health, and political reasons.  The primary objective of the case addresses the question:  Will the media and consumer focus on healthy eating, which is currently impacting the fast food industry, trickle down to the snack food industry, and if so, how can the company be proactive versus reactive?  The case was developed for use at both the undergraduate and graduate level from either a strategic or tactical perspective.  The integrity and life-style issues make this a suitable case in any class featuring ethics or policy discussions. The case can also be used in any number of marketing classes, from marketing management to market strategy to advertising.  It could also be a good case in a capstone course such as strategic planning or an introductory management course.  

Case Synopsis

The Herr Foods Inc case highlights both strategic and tactical issues top management faces on a regular basis.  In the highly visible snack-food industry where product perception and corporate integrity are critical factors in maintaining consumer confidence and market share, the Herr’s executives must be very sensitive to any product-related issue.  In this era where there can be sensationalized reporting through the media and other outlets on health, diet, obesity, and general life-style, any company dealing in food products will need to continuously analyze their role and actions to insure that they are responding appropriately to potential concerns.

This case takes a unique inside look into the issues and decision process facing a company in the snack-food industry at a time of increased scrutiny regarding the health issues of certain foods, diets, and life-styles.  The fast-food industry already appears to be a target of interest, and actions have begun by fast-food companies and markets to counteract public perception.  Will the snack-food industry encounter the same challenges?  Do companies need to be taking a proactive or wait and see approach to the health and life-style related issues?  

Herr Foods top management, with a particular emphasis in the marketing and operations area, have been addressing the health food issue with a continuous review of their product line, operating procedures, new product development, and marketing strategies.

The authors developed the case for class discussion rather than to illustrate either effective or ineffective handling of the situation.  The case, instructor’s manual, and synopsis were anonymously peer reviewed and accepted by the North American Case Research Association (NACRA) for its annual meeting, October 27-29, 2005, North Falmouth, MA.  All rights are reserved to the authors and NACRA.  © 2005 by Tim Redmer and Ken Burger.  Contact person:  Tim Redmer, School of Business, Regent University, 1000 Regent University Drive, Virginia Beach, VA 23464-9800, 757-226-4360, timored@regent.edu 
