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Undergraduate
Course Materials

Brief Cases
are action- and solutions-oriented, introducing undergraduates to the real
management challenges they will face on the job. Most cases include 5-8 narrative pages
with 3-4 exhibits.
BRIEF CASES

ACCOUNTING
Depreciation at Delta Air Lines: The “Fresh Start”
An airline adopts fair value accounting as part of
its “fresh start” emergence from bankruptcy and
changes its approach to depreciating aircraft. This
case introduces depreciation policy and explores
the links between accounting policies and financial
reporting choices. #4013
Jimmy Fu and Moog, Inc.: Understanding
Shareholders’ Equity
Jimmy Fu is interviewing for a job at Moog, Inc. In
the job offer, the vesting and termination language
for the stock plan leads Jimmy to investigate the
Shareholders’ Equity section of the Moog balance
sheet. #4203
Lyons Document Storage Corporation: Bond Math
A manager must analyze the refunding of bonds
issued in 2000, when interest rates were higher.
Students explore the terms of a bond contract and
must understand how to calculate the value of a
financial security. #3215

Merrimack Tractors and Mowers: LIFO or FIFO?
A manufacturing company expects to report lower
earnings than the prior year, and the CFO proposes
changing from LIFO to FIFO to maintain earnings
growth. However, the change would result in higher
income taxes. #3217

Jones Electrical Distribution
Despite several years of rapid sales growth and
higher-than-expected profits, an electrical supply
company experiences short-term cash shortages.
The owner weighs the options for managing sales
growth against additional financing needs. #4179

FINANCE

GENERAL MANAGEMENT

Ceres Gardening Company: Funding Growth in
Organic Products
A leading player in the organic gardening industry
wants to increase market penetration by offering
steep discounts and vendor financing to its retailers.

NEW! Calveta Dining Services, Inc.: A Recipe for

#4017

Monmouth, Inc.
A producer of engines and massive compressors
for the natural gas industry considers whether to
acquire a tool company. Students must choose
an approach for valuing the company and
consider how the offer should be structured and
implemented. #4226

Growth?
The company founder’s son has a directive from his
father to double revenue within five years—while
he must also maintain Calveta’s distinctive proemployee culture. #4261
Clayton Industries: Peter Arnell, Country Manager
for Italy
The country manager of a U.S.-based HVAC
company must solve a range of problems that
go against the firm’s strategic plans. Constraints
include a depressed economy, difficult union
relations, rising materials prices, and intense
competition. #4199
HUMAN RESOURCES MANAGEMENT
A Day in the Life of Alex Sander: Driving in the
Fast Lane at Landon Care Products
A new product manager at a cosmetics firm has
drive and talent but also an intolerant style that
alienates fellow employees. A supervisor hopes a
360° performance review can help. #2177
Engstrom Auto Mirror Plant: Motivating in Good
and Bad Times
Following a large-scale layoff, a supplier of
automotive mirrors combats low morale and
productivity by adopting an incentive plan. Several
years later the plan stops producing payouts and
the plant manager must consider revising it. #2175
Thomas Green: Power, Office Politics, and a
Career in Crisis
A promising young marketing manager must
resolve a deepening conflict with his boss. The
employee was promoted rapidly but fails to
understand the demands and boundaries of the job.
#2095

INTERNATIONAL BUSINESS

NEW! United Cereal: Lora Brill’s Eurobrand

Challenge
A division VP for a multinational breakfast
foods company must decide whether to make
a new cereal the first branded cereal product
for the European division and how to create an
organizational structure to support the new product
strategy. #4269
MARKETING
Atlantic Computer: A Bundle of Pricing Options
A leading player in the high-end server market
develops a software tool that allows its new server
to perform four times faster. How should the firm
price the new product bundle? #2078
Classic Knitwear and Guardian: A Perfect Fit?
The CMO of a private-label non-fashion knitwear
manufacturer considers partnering with another
company to produce a new line of high-margin,
insect-repelling clothing. #4217

NEW! Clean Edge Razor: Splitting Hairs in

Product Positioning
A product manager struggles to position a new
razor either as a “niche,” high-end razor or as a
razor for the average consumer. #4249
Culinarian Cookware: Pondering Price Promotion
Faced with ambiguous results from a price
promotion, a cookware manufacturer must decide
whether a new promotion will damage its premium
brand or improve brand awareness and stimulate
sales. #4057
The Fashion Channel: Market Segmentation
The new senior vice president of marketing for The
Fashion Channel is preparing to recommend a new
market segmentation program. #2075
Flare Fragrances Company Inc.: Analyzing Growth
Opportunities
A perfume manufacturer with decreasing sales
growth considers introducing a new line of perfume
or expanding distribution. #4550
Manchester Products: A Brand Transition
Challenge
A furniture company acquires a powerful brand
but can use the name for only three years. The VP
of marketing must transition the power of the new
brand back to the company. #4043

MedNet.com Confronts “Click-Through”
Competition
A web site that provides free health information
relies on advertising sales. The company creates
a strong case for achieving better results by
advertising on “niche” web sites instead. #2066
Metabical: Positioning and Communications
Strategy for New Weight-Loss Drug
The marketing director at a pharmaceutical
company must consider the strategy for launching
a new weight-loss drug. Poor positioning in the
competitive market could spell disaster. #4240

TABLE of
CONTENTS
Inside Front Cover

Reed Supermarkets: A New Wave of Competitors
The VP of marketing at Reed Supermarkets, a
high-end supermarket chain, must decide how to
meet challenging corporate targets. Options include
retreating from price competition and focusing on
quality, embracing private-label brands to compete
on price, or continuing to focus on a quality
shopping experience. #4296

Brief Cases

Reliance Baking Soda: Optimizing Promotional
Spending
The new domestic brand director for an old and
established product must create a marketing
budget that delivers a profit increase of 10%.
Students weigh the value of advertising and the
benefits of a price increase for a mature brand.

Multimedia Cases
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page 5

page 6
Harvard Business Review
Articles

#4127

Rosewood Hotels and Resorts: Branding to
Increase Customer Profitability and Lifetime Value
A small firm runs 12 individually branded luxury
properties. New leadership considers whether the
firm should emphasize the corporate identity and
make Rosewood a corporate brand. #2087
Saxonville Sausage
The leading product lines at a sausage manufacturer
are all experiencing declining revenues, with
the exception of an Italian sausage product. A
marketing manager takes carefully sequenced steps
to determine the product’s positioning. #2085
The Springfield Nor’easters: Maximizing Revenues
in the Minor Leagues
The marketing director of a new minor-league
baseball team must interpret survey research
to determine optimal ticket pricing to boost
attendance and help break even in the first year.
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page 10
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page 12
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NEW! Kay Sunderland: Making the Grade at Attain

RL Wolfe: Implementing Self-Directed Teams
A plastic pipe manufacturer introduces self-directed
teams. Three years later, the plant outperforms
the firm’s other plants and the production director
seeks to understand why. #4063
TerraCog Global Positioning Systems: Conflict and
Communication on Project Aerial
A high-tech firm that develops consumer GPS
products is surprised by a competitor’s innovative
product. The firm pursues development of a
competing product, but cost projections threaten to
scuttle the project. #2184
Treadway Tire Company: Job Dissatisfaction and
High Turnover at the Lima Plant
Management at a tire manufacturing company
confronts job dissatisfaction and a high turnover
rate among line foremen. The HR director must
analyze the problem and provide an action plan.
#2189

ducts

5:25 A.M.

Set in an industrial lighting company, this Brief
Case describes the evolution of an interpersonal
mismatch between a previously successful manager,
Jamie Turner, and his new boss. #4254

MediSys Corp.: The IntensCare Product
Development Team
A medical equipment maker develops an innovative
system for monitoring intensive care patients. The
development team struggles with design, schedules,
and a competitive threat. #4059
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NEW! Jamie Turner at MLI, Inc.

Learning
Account manager Kay Sunderland is surprised when
colleague Mike Morgan potentially jeopardizes an
important account by ignoring their employer’s
communication policy. Sunderland must decide how
to handle the situation with both the client and her
colleague. #4289
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OPERATIONS MANAGEMENT

SALES

NEW! AIC Netbooks: Optimizing Product

NEW! DBK: The Power of Direct Sales

Assembly
A manufacturer of circuit boards launches its own
line of mobile consumer electronics. After three
months, the production manager must consider
ways to increase efficiency and lower costs. #4245

The sales representatives at Designs by Kate sell
private-label jewelry at hosted parties. They also
recruit new sales reps. Sales have started to decline
and the company must revisit the commission
structure to determine if it is still effective. #4284

NEW! The Morrison Company
A developer and manufacturer of radio frequency
identification (RFID) tags experiences a dramatic
increase in sales. The increase exacerbates existing
manufacturing problems and leads to shipping
delays and inadequate inventory on hand. #4564

FIND MORE BRIEF CASES:
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SERVICE MANAGEMENT
Playa Dorada Tennis Club: Expansion Strategy
A beach resort in Florida faces a growing seasonal
demand for tennis services. The director of tennis
operations analyzes court capacity and pricing
structure as he considers plans for expansion. #4221

Cases
from Harvard Business School and renowned business programs worldwide
challenge students to suggest strategies, tactics, and solutions.
CASES

ACCOUNTING
Sears, Roebuck and Co. vs. Wal-Mart Stores, Inc.
Harvard Business School
Familiarizes students with the use of financial ratios.
Students examine financial statements, strategy
disclosures, and accounting policies to analyze the
value creation process for two firms: Sears, Roebuck
and Co. and Wal-Mart Stores, Inc. #101011
United Parcel Service’s IPO
Harvard Business School
Examines the valuation of United Parcel Service
(UPS) at the time of its IPO in mid-1999. Students
must project UPS’s future earnings performance
and estimate an IPO price. #103015
BUSINESS ETHICS
Enron Collapse
IMD
Examines the roles of senior management, the
board, and auditors in the collapse of Enron. Also
looks at accounting policies used to inflate revenues
and profits artificially and conceal these from
shareholders. #IMD164
Ethics: A Basic Framework
Harvard Business School
Provides a basic framework for ethical analysis
of management decisions, policies, and plans of
action. #307059
Ethics of Offshoring: Novo Nordisk and Clinical
Trials in Emerging Economies
Richard Ivey School of Business Foundation
A report alleges that multinational pharmaceutical
companies conduct trials in developing countries
under unethical conditions. A director at Novo
Nordisk, a Danish pharmaceutical company, reflects
on how best to respond. #909M01
BUSINESS & GOVERNMENT RELATIONS
Hitting the Wall: Nike and International Labor
Practices
Harvard Business School
In the mid-1990s Nike is portrayed as a firm that
relies on low-cost, exploited labor in its overseas
plants. Nike must learn to deal with the concept of a
“fair” or “living” wage. #700047

Life, Death, and Property Rights: The
Pharmaceutical Industry Faces AIDS in Africa
HBS Premier Case Collection
Activists demand that pharmaceutical companies
give their drugs away for free or abandon patent
rights. How should pharmaceutical firms respond?
#702049

FINANCE
Corporate Valuation and Market Multiples
Harvard Business School
A basic introduction to the use of market multiples
for business valuation. Explains the method’s
reliance on the Law of One Price and sets forth the
basic steps for using the method. #206039

Toys “R” Us Japan
HBS Premier Case Collection
As the American retailer enters the Japanese toy
market with a lack of direct distribution deals and
high land and labor costs, executives of Toys “R” Us
Japan worry about their new venture. #796077

Marriott Corp.: The Cost of Capital (Abridged)
Harvard Business School
The case requires students to use the capital asset
pricing model (CAPM) to calculate the cost of
capital for each of the company’s divisions. #289047

ECONOMICS

GENERAL MANAGEMENT

Aid, Debt Relief, and Trade: An Agenda for
Fighting World Poverty (A)
Harvard Business School
Questions whether aid can allow poor countries to
break their vicious cycle of poverty and/or how aid
can be used effectively. #707029

Global Wine War 2009: New World ws. Old
Harvard Business School
Allows analysis of the way in which newcomers can
change the rules of competitive engagement in a
global industry. #910405

U.S. Current Account Deficit
Harvard Business School
Alan Greenspan, Warren Buffett, and analysts
and economists from the World Bank and other
organizations debate the short- and long-term
implications of the large U.S. current account deficit.
#706002

ENTREPRENEURSHIP
Facebook’s Platforms
Harvard Business School
Students consider two options for improving
Facebook’s top line: advertising or focusing on
Facebook Connect, which allows members to log
on to third-party web sites and bring their social
network with them. #808128
How Venture Capitalists Evaluate Potential
Venture Opportunities
Harvard Business School
Silicon Valley venture capitalists discuss frameworks
for considering potential opportunities. Covers
business models, due diligence, funding decisions,
financial analysis, the role of risk, and exit strategies.
#805019

Note on Business Model Analysis for
the Entrepreneur
HBS Background Note
Describes the primary elements and defining
characteristics of a company’s business model from
the perspective of an entrepreneur. #802048

Netflix
Richard Ivey School of Business Foundation
Describes how Netflix created the business model
of delivering DVDs using mail services. #909M93
GE’s Two-Decade Transformation: Jack Welch’s
Leadership
Harvard Business School
Focuses on six of Welch’s major change programs:
the “Software” Initiatives, Globalization, Redefining
Leadership, Stretch Objectives, Service Business
Development, and Six Sigma Quality. #399150
HUMAN RESOURCE MANAGEMENT
Cambridge Technology Partners (A)
Harvard Business School
An innovative product strategy, supported
by a human resources strategy, has been
very successful—but tension about relative
compensation levels between sales and operations
threatens the firm’s culture. #496005
Cirque du Soleil
Harvard Business School
Managing creative people is a distinct challenge.
The casting director of Cirque du Soleil attempts
to achieve the company’s growth strategy by
attracting more business and talent. #403006

CASES | 3

Cases
SG Cowen: New Recruits
HBS Premier Case Collection
The director of recruiting must decide which
recruits to keep after the final interview process for
new outside associate hires. He reviews the criteria
used to make hiring decisions and develops a new
hiring strategy. #402028
INFORMATION TECHNOLOGY
CareGroup
Harvard Business School
Describes what led to a three-and-a-half-day
collapse of a major hospital group’s IS capabilities.
Identifies the technical reasons for the failure,
management’s steps in dealing with the problem
short term, and the long-term lessons learned.
#303097

Cisco Systems, Inc.: Implementing ERP
HBS Premier Case Collection
Reviews Cisco System’s approach to implementing
Oracle’s enterprise resource planning (ERP)
software product. #699022
iPremier (A): Denial-of-Service Attack
(Graphic Novel Version)
Harvard Business School
Describes an IT security crisis and raises issues
of risk management, preparation for crisis,
management of crises, computer security, and
public disclosure of security risks. #609092
INTERNATIONAL BUSINESS
Snow Brand Milk Products (A): Assessing the
Possibility for Revitalization
Darden School of Business
This three-case series, set in Japan, explores
corporate responsibility and brand rebuilding in the
face of a crisis. It depicts a consumer advocate’s
decision-making process as she considers whether
to help the company restore its reputation. #UV4266
The Euro in Crisis: Decision Time at the European
Central Bank
Harvard Business School
Traces the origins and evolution of the European
Central Bank, with attention to its 2010 decision
concerning the purchase of Greek sovereign debt.
#711049

MARKETING
Dove: Evolution of a Brand
Harvard Business School
Examines the evolution of the Dove brand after
Unilever designated it a masterbrand and expanded
its portfolio to cover entries into new sectors.
#508047
FIND MORE CASES:
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IKEA Invades America
Harvard Business School
Explores several options for managing IKEA’s
growth strategy and illustrates the advantages
associated with a market position that is highly
differentiated from the competition. #504094
IMAX: Larger Than Life
Richard Ivey School of Business Foundation
Illustrates IMAX’s use of its unique capabilities to
pursue a focused differentiation strategy. #909M19
Note on Marketing Strategy
Describes the major elements of marketing
strategy: the decisions to be made and the
underlying analysis to support that decision making.
#598061

NEGOTIATION
Discount and Hawkins Exercises
Harvard Business School
This exercise involves a negotiation between a real
estate developer and a prospective anchor tenant
in a proposed shopping center. Debriefing in class
illustrates the possibility of generating joint gains
through interest-based negotiation. Knowledge
of real estate issues is not assumed. #898130 and
#898131

Negotiation Analysis: An Introduction
Harvard Business School
An overview of seven key questions that
negotiators and analysts should ask before going
to the bargaining table. Covers the elements of
BATNAs (nonagreement alternatives), parties,
interests, value creation, barriers, power, and ethics
in negotiation. #801156
Nora-Sakari: A Proposed JV in Malaysia
Richard Ivey School of Business
A Malaysian company tries to establish a
telecommunications joint venture with a Finnish
firm. Negotiations have broken down and students
must come up with a win-win alternative. #906M06
OPERATIONS MANAGEMENT
National Cranberry Cooperative, 1996
HBS Premier Case Collection
Students analyze the continuous flow process used
to convert cranberries into juice and sauce. They
must determine bottlenecks and decide whether to
expand capacity. #688122
Toyota Motor Manufacturing, U.S.A., Inc.
Harvard Business School
A manager at a Toyota plant in Kentucky is
concerned about defective seats being installed
in Camrys, the only model the plant produces.
#693019

Zara: IT for Fast Fashion
Harvard Business School
The CIO of Zara must decide whether to upgrade
the retailer’s IT infrastructure and capabilities.
#604081

ORGANIZATIONAL BEHAVIOR
Corey Robinson at Sprint Corporation (A)
Harvard Business School
Asks students to consider how newly promoted
Corey Robinson sets the tone for his new
management team and how effective he is in
building credibility in his new leadership role.
#405094

Henry Tam and the MGI Team
HBS Premier Case Collection
Seven diverse team members assemble to write
a business plan for a new company and struggle
to define their roles, make decisions together, and
resolve conflict. #404068
Mount Everest—1996
HBS Premier Case Collection
Examines the flawed decisions that climbing teams
made before and during the May 1996 Mount
Everest tragedy. Covers group dynamics and
behavior and crisis communication. #303061
SERVICE MANAGEMENT
Four Seasons Goes to Paris: “53 Properties,
24 Countries, 1 Philosophy”
HBS Premier Case Collection
Focuses on how the Four Seasons chain meets its
exacting service standards in a variety of settings
worldwide, with special attention on France.
#803069

JetBlue Airways: Starting from Scratch
HBS Premier Case Collection
Shows how an entrepreneurial venture is able to use
a values-centered approach to managing people as
a source of competitive advantage. #801354
Ritz-Carlton Hotel Co.
HBS Premier Case Collection
Details a new hotel launch focusing on the unique
blend of leadership, quality processes, and values
of self-respect and dignity that create awardwinning service. #601163
SOCIAL ENTERPRISE
Accounting Fraud at WorldCom
HBS Premier Case Collection
Allows for a full discussion of the pressures that
led executives to “cook the books,” the role of
internal control systems to prevent or detect
accounting fraud, and the consequences when
middle managers follow orders that they know
are wrong. #104071

Multimedia Cases
Martha McCaskey
HBS Premier Case Collection
Martha McCaskey, a project leader at a consulting
firm, must decide whether to maintain the high
degree of integrity that has always characterized
her work or to compromise and “play the game.”

MULTIMEDIA CASES are

available on CD, with animated
charts, audio, and video segments. Most multimedia
cases are supported by a Teaching Note.

#403114

Starbucks and Conservation
International
HBS Premier Case Collection
Starbucks re-examines its alliance with Conservation
International and evaluates new coffee procurement
guidelines aimed at promoting socially and
economically sustainable coffee production.
#303055

STRATEGY
Apple Inc. in 2010
Harvard Business School
Macintosh sales are languishing, iPod sales
growth is slowing, and the iPhone faces increased
competition. Will the iPad take the company to the
next level? #710467
Creating Competitive Advantage
HBS Background Note
Covers how a firm can set itself apart from
competitors by creating a service or product that is
unique, valuable, and difficult to replace. Revised in
2006. #798062
eHarmony
HBS Premier Case Collection
The case provides four options to address current
threats and asks students to choose one after they
have analyzed the company’s strategy. #709424
Google Inc.
Harvard Business School
Given the diverse group of services represented in
its expanded product lines, students are asked to
speculate: what should Google do next? #910036
Responding to the Wii?
Harvard Business School
After years of gaming console industry leadership,
how should Sony respond to the overwhelming
success of competitor Nintendo’s user-friendly Wii
over Sony’s high-tech PlayStation 3? #709448
TEACHING & THE CASE METHOD
Learning by the Case Method
HBS Background Note
Introduces the benefits, format, and process of the
case method while offering how-to advice. #376241

STRATEGY
Marks & Spencer: The Phoenix Rises
Recreates the attempt by a new team of top
executives to restore prosperity to the venerable
U.K. retailer Marks & Spencer. #304034

Marquee: The Business of Nightlife
After five years, Marquee is still one of NYC’s
hottest clubs. However, the owners are
concerned about Marquee’s staying power,
rising costs, and increased competition. Is it the
right time to pull the plug? #510702

Zara: Fast Fashion
Instead of predicting what women will want to
wear, the Zara chain adjusts what it produces
and merchandises on the basis of what’s selling
now. #703416

Mountain Dew: Selecting New Creative
Students consider the challenges of selecting
creative in brand communications, extending
an advertising campaign, and managing the
company/agency relationship. #503038

GENERAL MANAGEMENT

NEW! Terror at the Taj Bombay:

An Entrepreneur’s Journey: Simi Nwogugu
Simi Nwogugu achieved career success in the
U.S. Her latest challenge is a move back to
Nigeria with her children to accommodate her
husband’s career. #810701
Columbia’s Final Mission
This case follows six real-life managers and
examines the organizational causes of the
Shuttle Columbia tragedy. #305032

NEW! Leaders Who Make a Difference: Sam

Palmisano’s Smarter IBM: Day 1
Sam Palmisano explains the moves he made
to transform IBM into a faster-growing, more
profitable company focused on IT solutions to
the problems of companies, cities, and nations.
#311701

Paul Levy: Taking Charge at Beth Israel
Deaconess Medical Center
When Levy becomes CEO he takes over an
organization in serious difficulty. Follows Levy’s
first six months on the job and includes video
interviews and excerpts from his daily schedule.

Customer-Centric Leadership
Following a series of attacks in Mumbai, the
staff at the Taj receive praise for placing
the safety of the guests ahead of their own.
Addresses how to develop a customer-centric
organization and how to save a flagship brand
after a crisis. #511703
OPERATIONS MANAGEMENT
Horizon Wind Energy
Horizon’s ability to build more wind farms
hinges on its success in meeting the varied
concerns of a broad group of constituents.
Students must develop their own value
proposition presentations. #609701
Threadless: The Business of Community
Should Threadless accept a distribution offer
from a major retailer or stick with its model
of T-shirt designs developed by an online
community? #608707

#303058

Wikipedia (A)
This case covers the process that determines if
a volunteer-supplied article should be deleted,
kept, or merged with another article. #607712

MARKETING

ORGANIZATIONAL BEHAVIOR

Launching the New MINI
Students reverse-engineer a variety of brand
communications and creative materials
developed to support the MINI launch in the
U.S. #505020

Burt’s Bees: Managing Growth and
Sustainability
Two years after being acquired by The Clorox
Company, can Burt’s Bees continue to be a
leader in environmental innovation as part
of a public company with responsibility to
shareholders? #410704

FIND MORE MULTIMEDIA CASES:

hbsp.harvard.edu
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Articles
from Harvard Business Review and other journals bring
topical and provocative perspectives to business issues.
ARTICLES

ACCOUNTING

BUSINESS AND GOVERNMENT RELATIONS

FINANCE

Earnings Game: Everyone Plays, Nobody Wins
Harvard Business Review
Examines the intricacies of the earnings game and
why companies believe they have no choice but to
play it. #R0106C

Distance Still Matters: The Hard Reality of Global
Expansion
Harvard Business Review
Provides a framework for assessing global
investment opportunities by considering the impact
of geographical distance and differences among
cultures, administrative and political institutions,
and economies. #R0108K

How Venture Capital Works
Harvard Business Review
Venture capitalists earn superior returns on
investments by structuring deals to minimize risk
and maximize returns. #98611

Solving the Puzzle of the Cash Flow Statement
Business Horizons
A straightforward sequence of steps for tapping
into the trove of information that a cash flow
statement offers. Includes a self-test. #BH013
Why Good Accountants Do Bad Audits
Harvard Business Review
Even the most honest and meticulous of auditors
can unintentionally massage numbers and mask a
company’s true financial status. #R0211G
BUSINESS ETHICS
Ethical Breakdowns
Harvard Business Review
Drawing from extensive research on cognitive
biases, offers five reasons for ethical blindness
among employees and suggests what to do about
them. #R1104C
Rejuvenating Wal-Mart’s Reputation
Business Horizons
To counter criticism, Wal-Mart has employed a
proactive combination of social, political, and legal
strategies that could threaten its future growth and
financial success. #BH141
Sailing in Rough Seas
Darden School of Business
Although not set in a business environment, this
case illustrates basic principles in a situation where
ethically questionable behavior has occurred.
#UV1965

Power of Activism: Assessing the Impact of NGOs
on Global Business
California Management Review
Explores the different ways in which firms manage
NGO pressure and evaluates a series of hypotheses
about the economic and noneconomic factors that
drive varying firms’ responses to NGO activism.
#CMR255

Strategies That Fit Emerging Markets
Harvard Business Review
To understand institutional variations among
countries, the authors present the five contexts
framework: a country’s political and social systems;
its degree of openness; its product markets; its
labor markets; and its capital markets. #R0506C
ENTREPRENEURSHIP
Bootstrap Finance: The Art of Start-Ups
Harvard Business Review
Explores the value of bootstrapping over venture
capital in starting a business and postulates seven
basic principles for successful start-ups. #92601
How to Write a Great Business Plan
Harvard Business Review
A great business plan includes financial projections
as well as four factors critical to every new venture:
the people, the opportunity, the context, and the
assessment of both risk and reward. #97409
Socially Responsible Entrepreneurs: What Do
They Do to Create and Build Their Companies?
Business Horizons
Presents the management practices of 30
entrepreneurs who have founded their companies
on idealistic objectives. #BH287

FIND MORE ARTICLES:

hbsp.harvard.edu
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Investment Opportunities as Real Options:
Getting Started on the Numbers
Harvard Business Review
Presents a framework for bridging the gap between
the practicalities of real-world capital projects and
the higher mathematics associated with formal
option-pricing theory. #98404
Using APV: A Better Tool for Valuing Operations
Harvard Business Review
This article suggests using adjusted present value
(APV) for valuing assets. Like WACC, APV is used to
value operation, or assets in place. However, using
APV is more versatile and reliable. #97306
GENERAL MANAGEMENT
How to Fail in Project Management (Without
Really Trying)
Business Horizons
A study of project management failures indicates
a dozen surefire methods for dooming a project.
#BH010

Lincoln Electric’s Harsh Lessons from International
Expansion
Harvard Business Review
Recounts how the company suffered through the
early 1990s and then returned to prosperity. #99305
What You Don’t Know About Making Decisions
Harvard Business Review
Decision making requires the ability to embrace the
divergence within early discussions and to forge the
unity needed for effective implementation. #R0108G

HUMAN RESOURCE MANAGEMENT

MARKETING

How I Learned to Let My Workers Lead
Harvard Business Review
By giving up his own authority and getting
employees to take full responsibility for decisions
on production, personnel, quality control, and
company expansion, the owner of Johnsonville
Sausage increased performance standards and
market share. #90610

Getting Brand Communities Right
Harvard Business Review
Dispels some common misconceptions about
brand communities and offers design principles,
cautionary tales, and new approaches to leveraging
those communities. #R0904K

One More Time: How Do You Motivate Employees?
Harvard Business Review
Achievement, recognition for achievement, the work
itself, responsibility, and growth or advancement
motivate people. #R0301F
Six Dangerous Myths About Pay
Harvard Business Review
In this article, Jeffrey Pfeffer provides evidence
to disprove widely accepted “fictions” about
compensation and offers advice on how employees
should be paid and incentivized. #98309
INFORMATION TECHNOLOGY
Information Executives Truly Need
Harvard Business Review
To manage in the future, executives will need an
information system integrated with strategy. Even
small companies will likely need help from data
specialists. #95104

Rethinking Marketing
Harvard Business Review
To compete in an aggressively interactive
environment, companies must shift their focus
from driving transactions to maximizing customer
lifetime value. #R1001F
Three Faces of Consumer Promotions
California Management Review
Outlines how designing and communicating a sales
promotion can increase the incentive for different
consumer segments to purchase a product.
#CMR289

NEGOTIATIONS
How to Frame a Message: The Art of Persuasion
and Negotiation
Business Horizons
Effective persuasion and negotiation comes down
to the ability to craft “frames” that provide the
perspective one wants the other party to adopt and
a rationale for the evidence presented. #BH028

Right Game: Use Game Theory to Shape Strategy
Harvard Business Review
Business success lies in making sure you’re playing
the right game. Draws on the insights of game
theory to explain that companies should consider
both cooperative and competitive ways to change
the game. #95402
Six Habits of Merely Effective Negotiators
Harvard Business Review
This article compares good negotiating practices
with bad and describes six common mistakes to be
avoided in negotiation. #R0104E
OPERATIONS MANAGEMENT
Operations-Based Strategy
California Management Review
In most successful firms, operations has served as
the foundation for—indeed, the driver behind—
successful strategic attacks and defenses. #CMR123
Operational Capabilities: Hidden in Plain View
Business Horizons
Presents operational capabilities in a way that is
easy to understand and visualize. #BH384

IT Doesn’t Matter
Harvard Business Review
IT should become focused on ensuring network and
data security, with costs managed aggressively to
reduce overspending that could put a firm at risk.
#R0305B

Reengineering Work: Don’t Automate, Obliterate
Harvard Business Review
The power of computers can be released by
“reengineering” work—abandoning old ways of
working and creating entirely new ones. #90406

ARTICLES | 7

Articles
Putting the Service-Profit Chain to Work
Harvard Business Review
The Service-Profit Chain can be used to build
customer satisfaction and loyalty and to assess the
corresponding impact on profitability in the service
model. #94204
ORGANIZATIONAL BEHAVIOR
Discipline of Teams
Harvard Business Review
Defines what a team is and how managers can
ensure team success. #R0507P
What Leaders Really Do
Harvard Business Review
Author John Kotter explains that management is
about coping with complexity, while leadership is
about coping with change. #R0111F
What Makes a Leader?
Harvard Business Review
Psychologist Daniel Goleman posits that truly
effective leaders are distinguished by a high degree
of emotional intelligence that has direct ties to
measurable business results. #R0401H
SERVICE MANAGEMENT
Community Relations 2.0
Harvard Business Review
Describes the changes wrought by social media
and shows managers how to take advantage of
them. #R0911C
Stop Trying to Delight Your Customers
Harvard Business Review
Presents five strategies for providing effective and
timely customer service that helps retain customers.
#R1007L

Understanding the Postrecession Consumer
Harvard Business Review
Traces the paths of eight trends as they entered the
recession and projects their trajectories into
the recovery. #R0907P

SOCIAL ENTERPRISE

STRATEGY

Collaborating with Activists: How Starbucks
Works with NGOs
California Management Review
Analyzes the company’s decision to sell Fair Trade
coffee and subsequently work with other NGOs
to ensure that small farmers receive a living wage.

Blue Ocean Strategy
Harvard Business Review
Asserts that the best way to generate opportunity
is to create areas of uncontested market space
instead of competing in overcrowded industries.

#CMR299

Up to Code: Does Your Company’s Conduct Meet
World-Class Standards?
Harvard Business Review
Presents a set of overarching principles on ethical
fundamentals as well as a set of conduct standards
for putting those principles into practice. #R0512H

The Five Competitive Forces That Shape Strategy
Harvard Business Review
Michael Porter undertakes a thorough reaffirmation
and extension of his classic work of strategy
formulation, including substantial new sections
showing how to put the five forces analysis into
practice. #R0801E

What Was Privacy?
Harvard Business Review
Companies should recognize the importance of
privacy to their customers and negotiate directly
with their customers over where to draw the line.

What Is Strategy?
Harvard Business Review
The essence of strategy is choosing a unique
and valuable position rooted in activities that are
difficult for competitors to imitate. #96608

#R0810J

FIND MORE ARTICLES:

hbsp.harvard.edu
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#R0410D

Online Courses
are ideal for advanced undergraduate business
courses and can be assigned as homework over the course
of a semester or year. Each course offers a comprehensive
introduction to a subject. Tests and quizzes are included to
assess student mastery.
ONLINE COURSES

Financial Accounting Online Course
Introduces the fundamental concepts of financial
accounting in a management context. Students
examine how accounting systems are used to
record the day-to-day economic activities of a small
retail franchise specializing in gourmet foods and
specialty kitchen implements.
Complete Course #105708 | 18–22 hr. seat time

Mathematics for Management Online Course
Covers the mathematical concepts students
commonly use to solve quantitative problems in
the MBA curriculum, including sections on Algebra,
Calculus, Statistics, Probability, and Finance.
Complete Course #3350 | 12–20 hr. seat time
Algebra Section #6004 | 3–4 hr. seat time

Introductory Section #6002 | 8–10 hr. seat time

Calculus Section #6006 | 3–4 hr. seat time

Advanced Section #6003 | 10–12 hr. seat time

Statistics Section #6007 | 3–4 hr. seat time
Probability Section #6008 | 3–4 hr. seat time

Finance Online Course
Covers the principles, analytical tools, and
knowledge needed to make good investment and
financing decisions. Students consider purchasing
a small, family-owned canning business. A series of
exercises allow students to determine the value of
the investment, analyze current financial conditions,
and forecast the firm’s likely performance.
Complete Course #208719 | 13–15 hr. seat time
Introductory Section #6000 | 7–9 hr. seat time

IT for Management
Introduces the basic elements of IT, from hardware
and software to networking and the Internet.
Examines how companies determine IT needs
and implement plans. Linked vocabulary terms
throughout help users master the language of IT.
Quizzes and a final exam measure understanding of
the material.
Complete Course #4330 | 10–12 hr. seat time
Introductory Section #4333 | 5–6 hr. seat time

Finance Section #6009 | 3–4 hr. seat time

ALL ONLINE COURSES INCLUDE:
n

n
n

n
n

Animated lessons to reinforce core
learning objectives
Interactive exercises and quizzes
Pre-tests to determine students’ level
of understanding of course material
Final exams to assess student mastery
Teaching Notes that outline learning
objectives

Quantitative Methods Online Course
Teaches statistics with an emphasis on developing
the skills and instincts needed to make good
decisions and to become a more effective manager.
Students develop statistical models and explore
sampling and estimation techniques intended to
increase a Hawaiian resort’s profitability.
Complete Course #504702 | 20–50 hr. seat time
Regression Section #6012 | 5–6 hr. seat time

Spreadsheet Modeling Online Course
Set at a fictional bakery, this course shows students
how to use functionality in Excel 2007 to solve
business problems.
Complete Course #3252 | 10–20 hr. seat time
Introductory Section #6010 | 4–8 hr. seat time
Advanced Section #6011 | 6–12 hr. seat time

Advanced Section # 4335 | 5–6 hr. seat time

FIND MORE ONLINE COURSES:

hbsp.harvard.edu
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Simulations
ONLINE SIMULATIONS engage

students with real-life management situations that require
them to make critical decisions. Simulations allow students to gain knowledge through
experimentation and explore the impact of multiple variables within each simulated business
scenario. Flexible setup options allow professors to set learning experiences for a range of
course levels making them ideal for undergraduate use.
FINANCE

OPERATIONS AND SERVICE MANAGEMENT

Finance Simulation: Capital Budgeting
Students act as a member of the capital committee
at a doll manufacturing company and select
projects to fund. They review proposals ranging
from small, tactical projects to major, strategic
initiatives and must develop an annual capital
budgeting strategy that creates the most value for
the firm.

Global Supply Chain Management Simulation
Students set up a global supply chain to deliver two
mobile phone models. They determine product
features and forecast demand and then choose
among a geographically diverse group of suppliers,
all with different costs, production capacities, and
lead times.

For courses in:
Accounting
Capital Budgeting

Finance simulation

Corporate Finance
Introductory Finance

Capital budgeting

Managerial Finance
Project Finance

#3357 | Single-player, Multiple-scenario | Seat Time:
60–90 minutes

Finance Simulation: M&A in Wine Country
Students play the role of a CEO at one of three wine
producers, evaluating merger and/or acquisition
opportunities, determining reservation prices, and
negotiating deal terms before deciding to accept or
reject final offers.

by Timothy Luehrman
Harvard Business School

#3289 | Multi-player: 3 roles | Seat Time: 90 minutes

MARKETING
Marketing Simulation: Managing Segments
and Customers
Acting as the CEO of a company that manufactures
motors used in medical devices, students must
define and execute a successful business-tobusiness marketing strategy.
#3341 | Single-player | Seat Time: 150–180 minutes

Pricing Simulation: Universal Rental Car
Teaches pricing principles in a dynamic
management environment, as students play the role
of a regional marketing manager responsible for
pricing a fleet of rental cars across cities in Florida.
#2093 | Single-player | Seat Time: 90 minutes

Marketing Simulation: Managing Segments and Customers
prepare
dashboard
overview

net
prices

analyze
customer
purchases

sales to existing
customers

decide
income
statement

market
research

product
performance

customer
satisfaction

sales force
report

news

DASHBOARD OVERVIEW – 2011 Q3
MM Profit Margin

MM Profitability: 8.2%

Quarterly Unit Sales

Large Customers: 17,347
Small Customers: 6,916

Spending on Features

Power-to-size Ratio: $60,000
Thermal Resistance: $60,000

News – 2011 Q3
Last quarter sales from
existing customers increased
by 1% and sales from new
customers decreased by 4%.

Q1

Distributors, on average, are
attempting to achieve a 5%
profit margin.

Q1

Q2
Q3 2011
Q4

Q2
Q3 2012
Q4
Q1
Q2

Net Prices

Quarterly Review

Segment Share

Q3 2013
Q4
Q1
Q2
Q3 2014
Q4

Avg Large Customers: $125
Small Customers: $132
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Large Customers: $2,163,305
Small Customers: $913,306

Large Customer Segment: 5%
Small Customer Segment: 12%

#6107 | Single-player | Seat Time: 180 minutes

Operations Management Simulation: Benihana
Students are challenged to develop the most
profitable overall restaurant strategy by improving
throughput, optimizing bar and restaurant layouts,
and reducing demand variability.
#2653 | Single-player | Seat Time: 90 minutes

Operations Management Simulation:
Process Analytics
Covers the fundamental concepts behind creating
an effective operating process. Each discrete
process is brought to life through an animated
model and paired with a problem set to guide
students’ exploration.
#3291 | Single-player | Seat Time: 90 minutes

Project Management Simulation:
Scope, Resources, Schedule
Students explore three project management
levers—scope, resources, and schedule—while
managing a product development project at
a printer manufacturer. Students must choose
between hiring staff and outsourcing project tasks
and then consider the effects these choices have on
the project plan and schedule.
#3356 | Single-player | Seat Time: 90–120 minutes

Supply Chain Management Simulation:
Root Beer Game
This version of the classic Beer Game portrays a
typical supply chain and illustrates how oscillations
can arise and amplify into the “bullwhip” effect.
Students assume roles representing four links in the
supply chain: retailer, wholesaler, distributor, and the
factory. Faculty can assign different supply chain
configurations within the same class.
#3101 | Multi-player: 4 roles | Single-player option
available | Seat Time: 60 minutes

TO LEARN MORE ABOUT SIMULATIONS,
ATTEND A FREE WEBINAR:
Sign up online:
hbsp.harvard.edu/list/webinars

ORGANIZATIONAL BEHAVIOR
Leadership and Team Simulation: Everest V2
This second release of the simulation combines the proven learning objectives of the original with
an updated user experience for both student and instructor. Students play one of five roles on a
team of hikers and must share information effectively to maximize group achievement.

operations Management simulation

process
analytics

For courses in:
Operations Management
Service Management
Logistics

#2650 | Multi-player: 5 roles | Seat Time: 120 minutes

Change Management Simulation: Power and Influence
Students must implement an enterprise-wide sustainability initiative that will transform a sunglass
manufacturing company. In all scenarios, they must convince a critical mass of key employees to
adopt change.
#3292 | Single-player, Multiple-scenario | Seat Time: 90–120 minutes

STRATEGY
Strategic Innovation Simulation: Back Bay Battery
Puts students in the role of product development managers, where they must balance financial
goals with the need to innovate, capitalize on new opportunities, and guard against disruptive
technologies.

global supply
chain management
simulation

For courses in:
Supply Chain Management
Operations Management

by Frances X. Frei and Roy D. Shapiro,
Harvard Business School

#2656 | Single-player | Seat Time: 120 minutes

FIND MORE SIMULATIONS:

hbsp.harvard.edu
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Book Chapters
INDIVIDUAL CHAPTERS from

Harvard Business Review Press books can be integrated
into a course to cover specific topics aligned with course objectives.
ENTREPRENEURSHIP
Air, Food, and Water: Your Revenue Model—
Developing a Revenue Model That Paying
Customers Will Support
#5360BC

Angels and Venture Capitalists: For Serious
Outside Equity
#5375BC

Building a Business Model and Strategy:
How They Work Together

Do Financial Incentives Drive Company
Performance?: An Evidence-Based Approach
to Motivation and Rewards

Integrated Marketing Communications:
Creativity, Consistency, and Effective Resource
Allocation

#2565BC

#2637BC

Ethics of Power, Influence, and Persuasion:
Points to Honor

Market Customization: Market Segmentation,
Targeting, and Positioning

#5511BC

#2580BC

Get Lean: 5 Ways to Cut Costs Now by Greening
Your Business

STRATEGY

#3668BC

Creating the Strategy-Focused Organization
#1611BC

#5337BC

Differences Across Countries

Creating Successful Business Models: Lessons
from Social Entrepreneurship

#2619BC

#8028BC

SWOT Analysis I: Looking Outside for Threats
and Opportunities

Writing a Business Plan: The Basics

#5528BC

#5344BC

FINANCE
Breakeven Analysis and Operating Leverage:
Understanding Cash Flow
#5252BC

HUMAN RESOURCES MANAGEMENT

Budgeting: Seeing the Future

Developing the Talent You Have: Strategies for
Training and Development

#5221BC

#7089BC

Financial Statements: The Elements of Managerial
Finance

Motivation: The Not-So-Secret Ingredient of
High Performance

#5788BC

#7386BC

SOCIAL ENTERPRISE

INFORMATION TECHNOLOGY
Crisis: When Disaster Strikes IT

A Different Way to Formulate Your Business
Strategy: Seven Tenets of a Strategy for
Sustainability

#3024BC

#3421BC

Project Management: What’s the Best Approach
for IT?

TEACHING & THE CASE METHOD

#3020BC

Analyzing a Case

MARKETING
GENERAL MANAGEMENT
Aiming for an Evolutionary Advantage: Google:
Management Innovation in Action
#2515BC

Business Basics: Communication and the
Language of Business: Skills That Gen Y’s
Need to Succeed at Work
#7821BC

FIND MORE CASE TEACHING RESOURCES:

hbsp.harvard.edu
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Branding: Differentiation That Customers
Value
#2602BC

Competitor Analysis: Understand Your
Opponents
#2572BC

Creating a Marketing Plan: An Overview
#2564BC

#2449BC

How to Discuss a Case
#2450BC

How to Write a Case-Based Essay
#2451BC

Case Teaching Resources
FOR INSTRUCTORS

Seminars

FOR
STUDENTS

FOR STUDENTS

The Case Study Handbook
For undergraduates, analyzing cases and
writing about them can be challenging. The
Case Study Handbook introduces students
to key topics required for case analysis.
Chapters from the book are available
individually for easy inclusion in a
coursepack. They include:
Analyzing a Case
#2449BC
How to Discuss a Case
#2450BC
How to Write a Case-Based Essay
#2451BC
The Case Study Handbook
#1584 | Paperback | $24.95 | 2007

The Art and Craft of Discussion Leadership
provides an immersion experience in how
to teach with the case method, valuable
for both new business instructors and
seasoned teachers. The special issues
associated with teaching undergraduates
are covered in each seminar.
Learn more: casemethod.hbsp.harvard.edu

Hints for Case Teaching
This note provides tips for teaching with
cases, including having students “own” the
discussion, using action-oriented questions,
and nurturing the discussion process.
#585012

CONTACT US
CUSTOMER SERVICE
is available Monday–Friday
8 am–6 pm ET
PHONE

800-545-7685
+1 617-783-7600
(outside the U.S. and Canada)

TECH SUPPORT
is available Monday–Thursday
8 am–8 pm ET
Friday
8 am–7 pm ET
PHONE

800-810-8858
+1 617-783-7700
(outside the U.S. and Canada)

Video: Case Teaching in Action
FREE ONLINE

This three-hour online program uses actual
Harvard Business School classroom
examples to help both new and
experienced instructors develop skills and
confidence in leading case discussions.

EMAIL
custserv@hbsp.harvard.edu
WEB
hbsp.harvard.edu

See the full program online:
casemethod.hbsp.harvard.edu

Learning by the
Case Method

EDUCATORS

Get updates on Twitter:
@HarvardBizEdu

The Teaching Post
AN ONLINE FORUM FOR EDUCATORS

Learning by the Case Method
This note is geared to students new to
case learning. It explains how the case
method works, how to prepare a case,
and what to expect from a case
discussion. #376241

Curious about what your colleagues are
thinking—about course planning, engaging
students, and other teaching issues? Join
the conversation as Harvard Business
School professors and faculty around the
world exchange ideas and insights on how
they use participant-centered learning in
their virtual and real-world classrooms.
Join the discussion:
teachingpost.hbsp.harvard.edu
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Online Tutorials
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Multimedia Cases

$20.00
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Similar discounts apply
to all teaching materials
at hbsp.harvard.edu.
Prices subject to change
without notice.
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