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The use of the case study method in business administration courses has a long tradition extending back to 1908 when the Harvard Business School initiated use of cases in its classroom discussions.  In 1959, the widespread introduction of "business policy" courses into school of business curriculums occurred when both the Ford Foundation and the Carnegie Corporation recommended a "capstone" course for students of business. This course was designed to integrate coursework learned in separate business courses such as marketing, finance, organizational theory, accounting, production, and human resources. In 1969, the American Assembly of Collegiate Schools of Business began requiring this course of all business students in business administration degree programs accredited by that organization.

Case studies involving profit, nonprofit, large and small firms are used to describe the history, managerial team, environmental forces affecting the organization, current operational, financial, and marketing data, organizational structure, and other general information. The case study is an ideal method to synthesize a myriad of detail and present the "big picture." It also allows the student to relate business concepts to real life organizations and their problems. The student is required to analyze, prescribe recommendations for implementation, and thereby learn by doing. Since a dozen or more case studies can be presented in a semester this range of corporate experience would be difficult to duplicate in one lifetime.

Today, most strategic management courses use textbooks entitled "Strategic Management.”  They incorporate the strategic management model, strategic planning tactics at various corporate levels, portfolio analysis to separate out winning products or acquisitions from losers, strategy implementation, control and feedback techniques, and organizational structure. This material is normally supplemented by approximately three dozen cases. Cases are assigned to small teams, who later present the case for twenty or thirty minutes.  The presentation is then vigorously challenged by other students arguing how they would approach the situation differently and why their recommends are superior.  Some professors affably guide the discussion, while others allow the student to argue the case and then weigh in with challenging questions.

While case studies have been used in academic settings since the pioneering efforts at Harvard University, continuous improvement to refine pedagogical methodology is of ongoing interest. This paper describes how video taping of student case study presentations is used to hone oral communication skills. In addition, student knowledge of business current events is promoted through an innovative Business Week reading program.  Both programs are described in this paper.
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