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Case Objectives and Use

The case provides students an excellent glimpse into the workings of an entrepreneurial company as it struggles with yet another reformulation of its core strategies. The potential changes are driven by a history of successful strategic adjustments to a core business model, catalog direct marketing. Facing the financial and operational challenges of a narrowly defined, highly seasonal product category a rapidly expanding business model, catalog direct marketing, students gain insights into assessing the impact of alternative strategies on target market definitions; sales growth and revenue, cost, expense, and profit ratios; corporate structure; and on the culture of the organization. Students examine the evolution of an entrepreneurial company and asses options for its immediate future using structured pro-con qualitative evaluation of alternative strategies and percentage profit models analysis to asses alternatives. Benchmarking, the process of estimating the impact of changes on the company’s current profit model, is a key component of the case. The case exposes students to the catalog direct marketing model, retailing, outsourcing key functions, and strategic acquisitions as possible alternatives. The case is useful in strategic marketing courses, direct marketing courses, entrepreneurship courses, and small business management courses. 
Case Synopsis
At the close of the season for women’s fashion swimwear in the summer of 1997, Venus Swimwear, faces critical strategic decisions related to the extreme seasonality of its core catalog business, a profit model that is strong in the cost of goods and operating margin ratios, but weaker than its benchmarks in overall operating income ratios. Plans for the 1998 product line and catalog campaign were already well under way.

With rapid short-term growth virtually assured, President and founding entrepreneur Daryle Scott believed that it was time to address these weaknesses head on and set a new strategic direction for the company. This will be the third strategic reformation of the company since it was founded in 1982 and could set the stage for growth and profitability for the next decade. Focusing on four strategic alternatives (line extensions, retail expansion, operations outsourcing, or counter-seasonal catalog acquisition), the key decisions had to be made within the next three weeks to allow implementation for the 1999 season.
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