
 

Managing and Harvesting Growth 
 

Course Module in Entrepreneurship  
 

Course Modules help instructors select and sequence material for use as part of a course. Each 
module represents the thinking of subject matter experts about the best materials to assign 
and how to organize them to facilitate learning.  
 
Each module recommends four to six items. Whenever possible at least one alternative item for 
each main recommendation is included, as well as suggested supplemental readings that may 
provide a broader conceptual context. Cases form the core of many modules but we also 
include readings from Harvard Business Review, background notes, and other course materials. 
 
1. Overview of suggested content (HBS case unless otherwise noted) 

Title Author Product 
Number 

Publication 
Year 

Pages Teaching 
Note 

1. Introduction 

Entrepreneurship 
Reading: Leading 
High Growth 
Ventures 

Applegate 8082 2015 44 Yes 

2. Establishing a Brand 

S’well: The Mass 
Market Decision 

Moon 317019 2016 18 No 

Alternative: Coco 
Channell: Creating 
Fashion for the 
Modern Woman (A) 

Khaire & 
Herman 

812001 2011 18 Yes 

Start-Ups Need a 
Minimum Viable 
Brand (HBR web 
article) 

Yohn H00UWQ 2014 -- No 

https://hbsp.harvard.edu/product/8082-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/8082-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/8082-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/8082-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/317019-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/317019-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/812001-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/812001-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/812001-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/812001-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/H00UWQ-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/H00UWQ-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/H00UWQ-PDF-ENG?itemFindingMethod=Search


What it Takes to Build 
a Startup into a Brand 
(HBR web article) 

Silverstein H02Q2Q 2016 -- No 

3. Expanding a Young Business 

Hello Alfred: Come 
Home Happy 

Fuller & 
Knoop 

316154 2016 26 Yes 

Alternative: 
Terrapin Laboratory 

Hamermesh 
& Fuller 

416015 315098 16 Yes 

Chobani’s Founder 
on Growing a Start-
up Without Outside 
Investors 
Harvard Business 
Review article 

Ulukaya R1310A 2013 5  

4. Franchising 

Cravia: Launching 
High Growth 
Ventures in the 
Middle East 

Applegate 
& Norris 

315049 2014 25 Yes 

Alternative: Martin 
Blair 
HBP Brief Case 

Stevenson 
& Roberts 

914521 2013 15 Yes 

Supplement: The 
CEO of Popeyes on 
Treating 
Franchisees as the 
Most Important 
Concern 
Harvard Business 
Review article 

Bachelder R1610A 2016 5 No 

Supplement: A Note 
on Franchising 
(Abridged) 

Gompers 217059 2017 13 No 

5. Going Public, Selling Out or Going Global 

Generator Hostels: 
The Way Out 

Retsinas & 
Strope 

213069 2012 17 Yes 

Alternative: Yieldex 
(A) 

Stuart & 
Wagonfield 

809090 2009 11 Yes 

Alternative: 
Continental Hope 
Group 

Marquis 415050 2015 22 No 

https://hbsp.harvard.edu/product/H02Q2Q-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/H02Q2Q-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/316154-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/316154-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/315098-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R1310A-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R1310A-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R1310A-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R1310A-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/315049-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/315049-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/315049-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/315049-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/914521-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/914521-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R1610A-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R1610A-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R1610A-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R1610A-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R1610A-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R1610A-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/217059-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/217059-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/213069-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/213069-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/809090-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/809090-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/415050-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/415050-PDF-ENG?itemFindingMethod=Search


6. Does Big Mean Different? 

CloudFlare, Inc.: 
Running Hot? 

Eisenmann 
& Godden 

813145 2013 17 Yes 

Alternative: Box. 
Inc.: Preserving 
Start-up Culture in a 
Growing Company 

Cohen BAB723 2015 15 Yes 

Supplement: Scaling 
a Startup: People 
and Organizational 
Issues 

Eisenmann 
&  
Wagonfield 

812100 2014 18 No 

Supplement: 
Blitzscaling 
Harvard Business 
Review article 

Hoffman & 
Sullivan 

R1604B 2016 8 No 

 
II. Rationale for selection and sequencing the items in this module 

This module concentrates on the concerns of more established entrepreneurs. Some evaluate the opportunity to 
build further, through franchising, global expansion, or other means. Others consider how to harvest what they’ve 
grown.  

Section 1 provides an introduction to and overview of challenges facing growing ventures with the 
Entrepreneurship Reading: Leading High-Growth Ventures. This reading explores how entrepreneurial leaders 
develop strategies, build capabilities, design their organizations, and address leadership and governance issues as 
they transition to growth and pursue increased scale and scope 

Section 2 focuses on the evolution of brands of young or small companies. The main recommendation, “S’well” 
tells the story of how Sarah Kauss, a young female entrepreneur, built a premium water bottle brand from scratch. 
The alternative case looks at how Chanel, the iconic haute couture house, founded by Gabrielle "Coco" Chanel in 
1913, came to embody its founder's philosophy, taste, and style and set a distinctive and influential tone for 
women's fashion. 

Section 3 looks at the special challenges of expanding a young business. The main case, “Hello Alfred,” 
provide an example of a company confronting the issue of scaling a successful startup business, which entails 
assessing an enterprise along multiple dimensions. The alternative case, “Terrapin Laboratory,” Describes the 
formation and rapid growth of a drug testing company. The company needs to decide whether to enter the 
painkiller testing market, in addition to growing its drug treatment center business. 
 
Section 4 looks at another growth option worthy of detailed examination: franchising. The main case, “Cravia,” 
focuses on Walid Hajj (HBS '95), CEO of Dubai-based restaurant franchising company as he considers how best to 
expand his business in the fast-growing Gulf region. The alternative case, “Martin Blair,” will help students develop 
an understanding of franchising as a means of market penetration and as a source of financial and other resources, 
particularly for new ventures.  
 
Section 5 looks at what some entrepreneurs would consider the ultimate growth opportunities – going public, 
selling out, or going global. In the main case, “Generator Hostels,” Josh Wyatt, Director of Patron Capital Partners, 
needs to make an exit decision for a successful investment in Generator Hostels. After five years of explosive 

https://hbsp.harvard.edu/product/813145-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/813145-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/BAB723-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/BAB723-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/BAB723-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/BAB723-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/812100-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/812100-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/812100-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/812100-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R1604B-PDF-ENG?itemFindingMethod=Search


growth and in the middle of a financial crisis, Wyatt needs to evaluate Patron's alternatives: IPO the platform, seek 
a strategic investor or sell the platform outright. In the first alternative case, “Yieldex,” the company’s founder is 
faced with the decision to sell his young software start-up or to hire a CEO and pursue Series A venture capital 
financing. The second alternative, “Continental Hope Group,” provides an opportunity to examine and discuss how 
a traditional Chinese private business was launched and developed into a globalizing, multi-industry corporation. 

Section 6 looks at a classic dilemma for entrepreneurial ventures that have enjoyed great success: how do you 
keep the spirit of small-company entrepreneurship as your enterprise grows into a large company? The main case, 
“CloudFlare,” serves to illustrate the people and organizational challenges that startups encounter when they 
begin to scale rapidly. More broadly, the case asks whether entrepreneurs should anticipate these challenges and 
put changes in motion to address them before the challenges significantly impact the organization, or deliberately 
delay implementation of changes as long as possible. The alternative selection, “Box. Inc.,” is organized around the 
theme of preserving an entrepreneurial culture in the face of rapid growth, including over 800 employees and 
several offices. 


	What it Takes to Build a Startup into a Brand (HBR web article)

