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Case Objectives and Use
Kaladi Brothers’ case showcases a small Alaska firm, a local success story, as it confronts the entry of the multinational giant Starbucks into their home market.  Tim Gravel, the owner, faces the strategic dilemma of how to handle the competitive dynamics of the business now that a global player has entered their once sheltered geographical niche. The case gives information about Kaladi so students can understand the strengths and weaknesses, the resources and capabilities of the company to help determine whether the current strategy is viable, and propose an alternative plan of action.  Kaladi Brothers’ case is intended for an upper division undergraduate or Master level (i.e. MBA) audience in strategic management, strategic marketing, human resources or strategic human resource management courses.  This case could also be used in courses on organization development and change, as well as class discussions regarding local companies that face the challenges of larger global competitors.
Case Synopsis

When rumors started circulating in 2001 that coffee giant Starbucks Co. was to open multiple stores in Alaska, local favorite Kaladi Brothers Coffee Co. adopted a motto of “grow or die.”  With his signature “let it rip!” mentality, Tim Gravel, the owner of Kaladi Brothers opened stores quickly. By 2005, Kaladi Brothers Coffee had doubled in size and had become the largest coffee roaster in Alaska. Despite the growth, the internal structure of the company had remained largely unchanged. The company was barely profitable, and interestingly, no one could explain why.  Was the growth worth it? As Starbucks geared up to open five more stores in Alaska, Tim wondered if he had done enough.  Was it possible that simply getting larger was not enough?  Was there a need to formulate a more sophisticated strategy to fend off a potential catastrophe?  Tim felt he was faced with two options:  one, slow down, entrench against Starbucks and keep Kaladi a small local company where customers and employees were still part of a small family, or two, develop a strategy to use the powerful local appeal and resources available to him to take the fight to Starbucks. Could the owner of Kaladi Brothers develop a strategy for the future that would insure they had the infrastructure in place to make informed strategic decisions for the future and compete effectively? 
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