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Case Objectives and Use
The case shows highlights the difficulties a small company faces trying to differentiate itself from the competition and grow market share, as well as illustrates the value of industry research.  The specific issues facing the company president include positioning the company to gain market share, determining new product areas and growth strategies, and what pricing and advertising tactics to employ to develop stronger marketing strategies. This case provides significant secondary and primary research data regarding the kitchen remodeling industry, projected growth by product area, and local competitors. It also provides information on the company’s current advertising campaign, including detailed tracking results for its direct mail program. This is a marketing strategy case developed for advanced senior business and MBA students.
Case Synopsis

The Kitchen Shop Design Center is a kitchen remodeling company that provides granite and marble fabrication in-house. The current owner, Derek Larson, bought out the previous owner and changed the name of the company because of a past reputation for poor quality and customer service. Derek originally began as a business consultant for the previous owner, and saw an opportunity for the company to shift its product mix to focus more on granite fabrication and less on tile and flooring. Granite countertops are significantly more profitable to the company, and this market is still growing while flooring is a mature market with significant competition, which drives down prices.

With the new ownership and name, the company had to abandon its previous channel partner relationships, which had been developed by the previous owner, as well as its Yellow Pages advertising. Essentially, in January of 2005 the company was brand new and needed to develop sales quickly. The owners did both secondary and primary research into the industry as well as the competition, and now need to develop a better way to differentiate The Kitchen Shop from its competitors. The owners also launched an aggressive direct mail advertising campaign in order to generate sales, but found that the farther they mailed from the store, the lower the response rate. They now have six months of tracking results on their advertising and need to develop a strategy going forward to grow the company.

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 19-21, 2006, San Diego, CA.  All rights are reserved to the authors and NACRA.  © 2006 by Tom A. Buckles and Lari Mobley.  Contact person: Tom A. Buckles, Crowell School of Business, Biola University, 13800 Biola Avenue, La Mirada,  CA, 90639-0001, 562-903-6000 x5179, tom.buckles@biola.edu.
