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Case Objectives and Use
The case describes a Washington-based manufacturer of synthetic wine closures.  SupremeCorq was the first manufacturer of synthetic closures to successfully capture a leading position in the market.  The case traces the growth of the company, domestically and internationally, and it evaluates the strengths and weaknesses of this type of closure versus alternative products.  Decision questions center on SupremeCorq’s prospects for future growth in the Chinese market in the context of a dynamic competitive environment.   Students should be able to analyze the competitive environment in a global industry (i.e., wine closures); understand the nature of international growth in a business market (B2B); identify the challenges faced by innovators in commercializing new products in a highly tradition-bound industry; and analyze the challenges of entering a potentially profitable but risky market (i.e., China).  The case is intended for undergraduate courses in international business, international marketing, and business strategy. 
Case Synopsis
SupremeCorq, based in Kent, Washington was an industry leader in the manufacture of synthetic closures for wine and spirits.  Faced with a traditional industry, the company had successfully leveraged its innovative products and excellent customer service to capture a healthy share of the closures market.  Its products were well accepted and the company had become a global player, primarily among New World wine producers, that were more willing to adopt new technologies.  The case focuses on SupremeCorq’s challenges as it entered 2005.  First, the company was considering entering the Chinese market.  Wine production and consumption in China had grown significantly, and SupremeCorq was interested in serving these newcomers.  However, weak intellectual property rights protection and a complex and culturally unfamiliar environment, made entry a challenging undertaking.  Second, the company continued to face competition not only from the traditional natural cork suppliers, but also from screw cap manufacturers, which were aggressively pursuing SupremeCorq’s target segments.  The case examines the macro-environmental and competitive forces impacting SupremeCorq as the company decided on a new growth strategy.  
The author 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 19-21, 2006, San Diego, CA.  All rights are reserved to the author and NACRA.  © 2006 by Nila M. Wiese.  Contact person: Nila M. Wiese, School of Business and Leadership, University of Puget Sound, 1500 N. Warner St., CMB 1032, Tacoma, WA  98416-1032, 253-879-3390, nwiese@ups.edu.  
