
   

  

Case Map for 
Kotler/Keller, Marketing Management 

(Prentice-Hall) 
 
This map was prepared by an experienced editor, not by a teaching professor. Faculty at Harvard 
Business School were not involved in analyzing the textbook or selecting the cases and articles. 
  
Every case map provides only a partial list of relevant items from HBS Publishing. To explore alternatives, 
or for more information on the cases listed below, visit: hbsp.harvard.edu  
 
 
PART I: UNDERSTANDING MARKETING MANAGEMENT 
Chapter 1: Defining Marketing 
for the 21st Century 

 
Abstract 

Marvel Enterprises, Inc.: Anita 
Elberse  
Product #: 505001 
Length: 20p 
Teaching Note: 505073 

The management team of Marvel Enterprises, known for its universe of 
superhero characters that includes Spider-Man, the Hulk, and X-Men, 
must reevaluate its marketing strategy. In June 2004, only six years 
after the company emerged from bankruptcy, Marvel has amassed a 
market value of more than $2 billion. Originally known as a comic book 
publisher, the company now also has highly profitable toy, motion 
picture, and consumer products licensing operations. However, doubts 
about Marvel's business model and its growth potential continue to 
exist. Had Marvel's winning streak been just a fluke? Was marvel's 
success dependent on a limited set of blockbuster characters, most 
notably Spider-Man, and should Marvel continue to capitalize on those 
characters? Or was it time to seek growth in a larger set of lesser 
known characters? In exploring growth opportunities, was it wise for 
Marvel to venture outside its current business model and move into 
more capital-intensive activities? What marketing strategy would allow 
Marvel to sustain its success in the coming years? Includes color 
exhibits.  
Learning Objective: To study a best-practice example of an 
intellectual property (entertainment) licensing model. Also, to examine 
sources of sustainability in industries characterized by products with 
relatively short life cycles and explore how companies can build and 
manage brand franchises. 

Hasbro Games: POX (A): David 
B. Godes, Elie Ofek  
Product #: 505046 
Length: 19p 
Teaching Note: 508112 
B case#: 505047 

Hasbro's newest toy is so unique it requires a unique launch strategy. 
Comparing traditional media (TV, print) with a non-traditional viral 
campaign, Matt Collins must weigh the risks and benefits of doing 
things the way they've always been done or blazing a new path in the 
marketing of toys.  
Learning Objective: To allow students to debate and appreciate what 
a "viral marketing" campaign is, when one might use it, and how to 
implement it. Also, to look at marketing, new-product launch, 
innovation, word of mouth, marketing to children, and advertising and 
promotion. 

BizRate.com: Youngme Moon  
Product #: 501024 
Length: 22p 
Teaching Note: 501026 

BizRate is a market research firm that collects point-of-purchase 
customer feedback data from retailing merchants.  It then makes its 
findings available to consumers in the form of “BizRate star ratings” on 
its Web site.  In 1999, the company also introduced several highly 
successful e-commerce initiatives.   
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Learning Objective: The case allows students to explore concepts of 
consumer trust and merchant credibility; to examine the roles an 
information intermediary can play in building customer relationships; 
and to consider the potential of database marketing in the new 
economy. 

Japan Net Bank: Japan's First 
Internet-Only Bank: Ali F. 
Farhoomand, Vincent Mak, 
Pauline Ng  
Product #: HKU178 
Length: 14p 
Teaching Note: HKU179  

Japan Net Bank (JNB), Japan's first Internet bank without physical 
branches, opened in October 2000. It attracted mainly young customers 
looking for round-the-clock bank services with more competitive interest 
rates and transaction charges than traditional Japanese banks. Its 
access channels included the mobile Internet service i-mode and fixed-
line Internet. JNB relied on flexible, open computer systems and a 
small, young workforce to minimize operation cost. Its shareholders 
were all big companies from different industry sectors. By April 2001, 
JNB had 130,000 customers. But it needed to resolve a number of 
issues before it could achieve long-term success.  
Learning Objective: To help students assess the competitiveness of 
an Internet-only model of retail banking in Japan, study the business 
potential of alliances, and develop strategies for efficient cooperation. 
Also helps students understand that e-commerce ventures are prone to 
bursts in demand and need to develop solutions that could balance 
investment in IT and the scalability of IT systems. 

Sendwine.com: Thomas R. 
Eisenmann, Charmaine Ess, Ann 
O'Hara  
Product #: 800211 
Length: 23p 
Teaching Note: 801198 

How should Sendwine.com spend the venture capital money it 
attracted? Should the company consolidate its niche position in wine 
gift-giving? Or should it aggressively expand into new gift-giving 
categories under the "Send.com" name?  
Learning Objective: To familiarize students with the strategic and 
organizational challenges facing an early-stage Internet venture, 
especially the challenge of building consumer trust and the decision 
about whether to diversify. 

Vertical Net: Das Narayandas  
Product #: 500041 
Length: 25p 
Teaching Note: 501060 

VerticalNet, a leading creator of targeted business-to-business vertical 
trade communities on the Internet, is trying to expand its model to 
facilitate e-commerce as well. Mark Walsh, the CEO of VerticalNet, has 
to decide how far he can extend the firm's business model without 
affecting his current franchise negatively.  
Learning Objective: To illustrate the various business-to-business e-
commerce models that exist today. 

Contextual Marketing: The Real 
Business of the Internet: David 
Kenny, John F. Marshall  
Product #: R00608 
Length: 7p 
 

The Internet has been a letdown for most companies, largely because 
the dominant model for Internet commerce, the destination Web site, 
doesn't suit the needs of those companies or their customers. Most 
consumer product companies don't provide enough value or dynamic 
information to induce customers to make the repeat visits--and disclose 
the detailed information--that make such sites profitable. Instead of 
trying to create destinations that people will come to, companies need 
to use the power and reach of the Internet to deliver tailored messages 
and information to customers. Companies have to become what the 
authors call "contextual marketers,” reaching customers through 
marketing "mobilemediaries," such as smart cards, e-wallets, and bar 
code scanners.  
Subjects Covered: Brand management; Consumer marketing; Direct 
marketing; Internet marketing; Marketing strategy; New economy; 
Technological change 
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Chapter 2: Developing 
Marketing Strategies And 
Plans 

 
 

Abstract 
Product Team Cialis: Getting 
Ready to Market: Elie Ofek  
Product #: 505038 
Length: 27p 
Teaching Note: 505060 

Lilly and ICOS are preparing for the launch of a new drug, Cialis, to 
compete against Viagra. To position against the incumbent firm Pfizer, 
which developed and markets Viagra, and other newcomers into the 
erectile dysfunction market, they must determine how best to segment 
the market and which target market to focus on. The marketing plan 
should take advantage of Cialis's medical profile. In particular, they 
must pay special attention to the communication strategy to patients, 
physicians, and partners. The analysis, plan, and action should take 
into account extensive market research and recent competitive 
developments. Includes color exhibits.  
Learning Objective: To determine the marketing strategy and plan for 
an entrant into a market dominated by an incumbent firm with an 
existing reputation and customer base. The product profile of the 
entrant has notable attribute differences from existing alternatives. The 
goal is to understand how to translate superiority in product 
performance into superior commercial success. 

Nintendo: The Launch of Game 
Boy Color: Robert J. Fisher, 
Adrian B. Ryans  
Product #: O901A13 
Length: 16p 
Teaching Note: 801a13 

Nintendo Co. Ltd. is a worldwide leader in the retail video game 
industry. In 1998, the color version of Nintendo Game Boy would be 
launched simultaneously in North America and Europe and would be 
one of Nintendo's most important launches. The president of Nintendo, 
Canada must develop a marketing plan that would generate the most 
profit.  
Subjects Covered: Marketing management; Marketing mix; Marketing 
planning; Marketing strategy; New product marketing 

Edmunds.com: Stephen P. 
Bradley, Christina Akers  
Product #: 701025 
Length: 22p 

Edmund’s began in 1966 as a publisher of new and used vehicle guides 
and grew into one of the leading third-party automotive Web sites.  This 
case explores how Edmunds.com gained a competitive edge using 
strategic partnerships and alliances, as well as careful product 
positioning and strategy implementation.  
Subjects Covered: Competitive advantage; Implementing strategy; 
Product positioning; Strategic alliances 

Matching Dell: Jan W. Rivkin, 
Michael E. Porter  
Product #: 799158 
Length: 31p 
Teaching Note: 700084 

This case describes the evolution of the personal computer industry, 
Dell's “Direct Model” for computer manufacturing, marketing, and 
distribution, and efforts by competitors to match its strategy.  Students 
must formulate strategic plans of action for Dell and its various rivals. 
Learning Objective: Permits an especially detailed examination of 
imitation; illustrates how fit among activities and incompatibilities 
between competitive positions can pose particularly high barriers to 
imitation. To illustrate competitor analysis, the evolution of industry 
structure, and relative cost analysis. 

Oscar Mayer: Strategic 
Marketing Planning: John A. 
Quelch, Dan Kotchen, Robert 
Drane  
Product #: 597051  
Length: 14p 
Teaching Note: 597052 

The marketing director of Oscar Mayer faces a series of strategic 
marketing options regarding established and new products, including 
budget and capacity allocation decisions.  
Learning Objective: To highlight the dynamics of marketing planning 
and budgeting, and to illustrate the need to consider inputs from other 
functions in the planning process. 

Stick to the Core A fictional case. George Caldwell, cofounder of Advaark, a cutting-edge 
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--Or Go for More?: Thomas J. 
Waite, Gordon McCallum, John 
O. Whitney, Roland T. Rust, 
Chris Zook  
Product #: R0202A 
Length: 8p 

ad agency, was listening hard to his biggest client, John McWilliams, 
CEO of GlobalBev. McWilliams ran a multibillion-dollar holding company 
for an assortment of food and beverage brands but was giving credit to 
Advaark for his latest product line. "We were completely blindsided by 
this whole 'energy drink' craze," McWilliams was saying, delighted that 
Advaark had steered his company into the business. Then he enthused, 
"I'd love to get your thinking about our snack lines." "Oh, no," George 
thought. He hadn't realized that his partner, Ian Rafferty, had made this 
foray into strategic consulting. Traditionally, their agency focused only on 
the creative execution of ad campaigns. Still, Georgewas tempted. 
Should Advaark meet more of its customers' needs by expanding 
services or stay focused on what it does best? Four commentators 
weigh in.  
Subjects Covered: Advertising; Business growth; Core competencies; 
Corporate strategy; Implementing strategy; Marketing strategy; Strategic 
planning; Strategy formulation 

PART II: CAPTURING MARKETING INSIGHTS 
Chapter 3: Gathering 
Information and Scanning the 
Environment 

 
 

Abstract 
Intelliseek: Luc Wathieu, Allan 
Friedman  
Product #: 505061 
Length: 22p 
Teaching Note: 506071 

Intelliseek harvests, filters, and mines the content of messages posted 
by consumers online and on discussion boards and blogs. For any 
specified consumer product brand, Intelliseek measures the volume of 
work-of-mouth and its valence (proportion of positive and negative 
comments) and produces organized sets of quotes in the manner of a 
focus group report. This "marketing intelligence" company has been 
successful selling its reports to the car industry, but finds it difficult to 
achieve client retention in other areas. New initiatives are suggested: (1) 
to arrange data in problem-specific templates so that it is more 
"actionable" and (2) to develop industry benchmark metrics against 
which the metrics can be compared in a more informative manner. The 
CEO of the company believes that the key to success is a streamlined, 
standardized approach to the metrics developed for client brands. The 
CMO believes that Intelliseek should go much further to capitalize on the 
opportunity to understand customers emerging from what he calls 
"consumer-generated media."  
Learning Objective: To understand the ingredients necessary to 
produce a useful understanding of customers. Also, to explore the 
potential and limits of monitoring and measuring word-of-mouth 

Agilent Technologies: Jeff 
Saperstein, Camilla Burg, 
Anamika Ghosh  
Product #: 904A04 
Length: 29p 
Teaching Note: 804a04 

Agilent Technologies was spun off from Hewlett-Packard (HP) in an 
effort to establish a new brand in the high-tech industry. The senior 
director of global brand management was reflecting on the company's 
challenges in focusing its worldwide marketing effort on the multiple 
business sectors. Agilent was intended to establish itself as a separate 
company from HP while still continuing in the HP tradition of excellent 
customer service and reliability. Now, with smaller advertising and 
marketing budgets, downsizing of the company, fierce competitive 
pricing and service, and an evolution from within Agilent Technologies to 
provide more service and knowledge  
Subjects Covered: Brand management; Change management; 
Computers; Consumer marketing; Marketing information systems; 
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Marketing management; Sales 
Global Climate Change and BP: 
Forest Reinhardt, Mikell Hyman  
Product #: 708026 
Length: 35p 

BP Amoco is the world's third-largest oil firm. Its CEO, Sir John Browne, 
broke with industry colleagues in 1997 when he publicly declared that 
global climate change was a serious problem and pledged BP to play a 
significant role in the search for solutions.  
Learning Objective: To understand the effects of a significant public 
good issue on corporate strategy and operations 

Ciba Consumer 
Pharmaceuticals’ Acutrim: 
Challenges and Opportunities in 
Today’s Diet Industry: Nancy F. 
Koehn, Rebecca Voorheis  
Product #: 795043  
Length: 20p 

Ciba Geigy has to decide what to do with its Acutrim appetite 
suppressant in view of the changing market for such products.   
Subjects Covered: Business & government relations; Consumer 
behavior; Corporate strategy; Marketing strategy 

Chapter 4: Conducting 
Marketing Research and 
Forecasting Demand  

 
 

Abstract 
Sa Sa Cosmetics: David E. Bell  
Product #: 502085 
Length: 31p 
Teaching Note: 503027 

Sa Sa Cosmetics has had spectacular success as a low-price retailer of 
branded cosmetics. But recently, growth has slackened. What are the 
causes? This case describes recent strategic initiatives and provides 
market research data to aid the students in diagnosis.  
Learning Objective: To enable students to examine strategy and 
analyze market research data. Includes color exhibits. 

Juice Guys (A) 
Product #: 800122 
Length: 27p 
Teaching Note: 804155 

Asks, who are the customers for a new beverage product, what are their 
desires as customers for this product, and what are their desires when 
ordering this product from a local specialty store location?   
Learning Objective: To help teach students learn how to gather and 
analyze customer interview data. 

Talbots: A Classic: V. Kasturi 
Rangan, Marie Bell  
Product #: 500082 
Length: 23p 
Teaching Note: 502060 

Talbots has recently recovered from a disastrous 1997 that saw 
earnings fall from $1.91 per share to $0.18 per share after the company 
tried to attract a younger customer segment. This case traces why the 
$1 billion women's clothing retailer decided to attract younger customers, 
what went wrong, and the actions taken to recover. By the end of 1999, 
the company has reestablished itself and faces several growth 
opportunities and must decide on the best course of action.   
Learning Objective: To illustrate the challenges of repositioning a store 
concept. 

Omnitel Pronto Italia: Rajiv Lal, 
Carin-Isabel Knoop, Suma Raju  
Product #: 501002 
Length: 24p 
Teaching Note: 501075 

Describes the situation faced by Omnitel soon after launching its mobile 
telecommunication services in Italy in December 1995. Omnitel has to 
decide whether to attack a new segment with a new service plan to 
improve on past performance.  
Learning Objective: To demonstrate how marketing helps create value 
by developing a product that satisfies the needs of the customer. 
Appropriate for a first-year marketing course. 

The Coop: Market Research: 
Ruth Bolton, Youngme Moon  
Product #: 599113  
Length: 14p 

Daryl Buckmeister, CEO of The Chicken Coop, must decide whether to 
invest in market research, how much money to spend, and which 
programs to fund.  
Learning Objective: To foster discussion of the principles underlying 
decisions about market research. 

Optical Distortion, Inc. (A): Darrel 
G. Clarke, Randall E. Wise  

Classic case about a startup offering contact lenses for chickens in the 
egg production industry.  The marketing vice president must make 
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Product #: 575072 
Length: 10p 
Teaching Note: 577161 

certain decisions to complete his marketing plan.  
Subjects Covered: Entrepreneurship; Marketing strategy; Pricing 
strategy; Product introduction; Sales promotions 

Four Steps to Forecast Total 
Market Demand: William P. 
Barnett  
Product #: 88401 
Length: 7p 

Forecasting total market demand can be crucial to creating a smart 
marketing strategy. Some companies--and even whole industries--have 
learned the hard way that a product's historical demand curve doesn't 
necessarily predict future demand. An accurate total market demand 
forecast can yield clues about future product performance. Here are the 
four steps to creating one: 1) define the market, 2) divide total industry 
demand into segments, 3) find out what drives demand in each segment 
and project how those drivers might change, and 4) assess the risks to 
the forecast and decide which assumptions are most critical to success. 
Just going through this process can help managers better understand 
the real world in which they operate.  
Subjects Covered: Corporate strategy; Demand analysis; Economic 
analysis; Forecasting; Industry analysis; Market analysis; Market 
segmentation 

PART III: CONNECTING WITH CUSTOMERS 
Chapter 5: Creating Customer 
Value, Satisfaction, and 
Loyalty 

 
 

Abstract 
Rosewood Hotels and Resorts: 
Branding to Increase Customer 
Profitability and Lifetime Value 
(HBSP Brief Case): Chekitan S. 
Dev, Laure Mougeot Stroock  
Product #: 2087 
Length: 13p 
Teaching Note: 2088 

Rosewood Hotels & Resorts, a small luxury private hotel management 
firm running a collection of 12 individually branded hotels and resorts in 
multiple countries, was wondering how to foster customer retention and 
loyalty and capture the maximum value from its 115,000 guests. 
Rosewood had always allowed each hotel to stand as its own individual 
brand, with the Rosewood name presented as a muted sub-brand, if at 
all. Now Rosewood's new leadership was contemplating whether the 
firm should significantly increase the prominence of the corporate 
identity, making Rosewood a corporate brand. The central focus is a 
quantitative assignment that asks students to calculate how customer 
lifetime value would be affected by a shift from individual branding to 
corporate branding.   
Learning Objective: To understand the concept of customer lifetime 
value (CLTV) and the importance of maximizing a customer's lifetime 
value for the firm; learn the components of customer lifetime value and 
how each component can be estimated; calculate customer lifetime 
value based on a combination of financial and non-financial data; and 
explore risks and opportunities associated with corporate branding vs. 
the branding of individual products. 

Nectar: Making Loyalty Pay: 
John Deighton  
Product #: 505031 
Length: 15p 
Teaching Note: 506048 

Loyalty Management UK (LMUK) manages British supermarket chain 
Sainsbury's frequent-shopper card program, called Nectar. LMUK uses 
Sainsbury's sponsorship as the magnet to attract other retailers into a 
profitable, multisponsor loyalty network. Examines the economics and 
consumer behavior of retail loyalty programs and allows comparison of 
the brand-building power of a single-sponsor program to the promotional 
power of a multisponsor program. Describes the launch of the program 
and its first 18 months of growth, at the end of which it is the largest 
loyalty program in Britain. Illustrates the use of the program to deliver 
customer-specific promotions to the 13.5 million-member database and 
how the program evaluates the success or failure of specific promotions. 
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Learning Objective: To look at customer relationships with 
management in retail organizations. 

Starbucks: Delivering Customer 
Service: Youngme Moon, John 
A. Quelch  
Product #: 504016 
Length: 20p 
Teaching Note: 504089 

Starbucks, the dominant specialty-coffee brand in North America, must 
respond to recent market research indicating that the company is not 
meeting customer expectations in terms of service. To increase 
customer satisfaction, the company is debating a plan that would 
increase the amount of labor in the stores and theoretically increase 
Learning Objective: To explore the various meanings of the concept of 
"service" in the context of a company that is evolving in terms of both 
size and the composition of its customer base and to look at the links 
between "customer satisfaction" and a company's sales and profitability. 

Hilton HHonors Worldwide: 
Loyalty Wars: John Deighton, 
Stowe Shoemaker  
Product #: 501010 
Length: 19p 
Teaching Note: 501059 

Hilton Hotels regards the frequent guest program as the industry’s most 
important marketing tool, directing marketing efforts at the heavy user.  
What should Hilton do when a competitor ups the ante?   
Learning Objective: To illustrate the economics of loyalty marketing. 

Alloy.com: Marketing to 
Generation Y: John Deighton, Gil 
McWilliams  
Product #: 500048 
Length: 14p 
Teaching Note: 501043 

Alloy.com retails clothing to teens by catalog; it uses a Web site to 
convert prospects and build community.  As a result, the firm has the 
economics of a direct marketer and the market capitalization of an 
Internet start-up.  Top management must decide whether to partner with 
AOL or continue with the current mix of customer acquisition methods. 
Learning Objective: Introduces to direct marketing economics and e-
commerce principles. 

Citibank: Launching the Credit 
Card in Asia Pacific (A): V. 
Kasturi Rangan  
Product #: 595026 
Length: 25p 
Teaching Note: 595104 

Citibank’s Asia Pacific Consumer Bank is considering launching a credit 
card in the Asia Pacific region.  Students must make a decision, and if a 
“go” decision is made, they must work out a comprehensive launch plan.  
The case introduces the concepts of acquisition cost and lifetime value 
of a customer.  
Learning Objective: To expose students to services marketing and, 
more importantly, the notion of acquisition cost and lifetime value of a 
customer. Also introduces students to international marketing issues. 

A Measure of Delight: The 
Pursuit of Quality at AT&T 
Universal Card Services (A): Roy 
D. Shapiro, Michael D. Watkins, 
Susan Rosegrant  
Product #: 694047  
Length: 23p 
Teaching Note: 696073 

Dedicated to improving service quality and customer satisfaction, Chief 
Quality Officer Rob Davis and his Quality Team have designed and put 
into place an unusual measurement and compensation system based on 
more than 100 performance measures monitored and communicated 
daily.  
Learning Objective: Links performance measurement and 
compensation policies to precepts of quality management. 

Why Satisfied Customers Defect: 
Thomas O. Jones, W. Earl 
Sasser Jr.  
Product #: 95606 
Length: 12p 

Most managers rejoice if the majority of customers that respond to 
customer-satisfaction surveys say they are satisfied. But some of those 
managers may have a big problem. When most customers are saying 
they are satisfied but not completely satisfied, they are saying that they 
are unhappy with some aspect of the product or service. If they have the 
opportunity, they will defect. Companies that excel in satisfying 
customers excel both in listening to customers and in interpreting what 
customers with different levels of satisfaction are telling them.  
Learning Objective: To learn how companies can secure their most 
profitable customers' loyalty by keeping them consistently satisfied 
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Chapter 6: Analyzing 
Consumer Markets  

 
Abstract 

The Springfield Nor'easters: 
Maximizing Revenues in the 
Minor Leagues (HBSP Brief 
Case): Frank V. Cespedes, 
Laura Winig, Christopher H. 
Lovelock  
Product #: 2510 
Length: 13p 
Teaching Note: 2511 

The marketing director of a new minor-league baseball team must 
design, conduct, and then interpret survey research to determine optimal 
ticket pricing that will yield large attendance figures and contribute to the 
owner's goal of breaking even in the first year of play. The pricing 
assignment becomes more challenging when other variables like 
concessions revenue are considered. Students are asked to complete a 
quantitative assignment as part of case analysis, but they must grapple 
with less quantifiable factors as well.  
Learning Objective: 1. Discuss the design, implementation, and 
interpretation of research surveys. 2. Learn to use quantitative analysis 
methods to develop a "scaled" pricing strategy. 3. Help students to 
understand the sometimes subtle relationships between pricing and the 
possible impact on sales of auxiliary products. 

IKEA Invades America: 
Youngme Moon  
Product #: 504094 
Length: 13p 
Teaching Note: 504095 

In 2002, the IKEA Group is the world's top furniture retailer, with 154 
stores worldwide. In the United States, IKEA operates 14 stores, all of 
which have been enormously popular despite their self-service 
requirements. The company's goal is to have 50 stores in operation in 
the United States by 2013. Explores various options for managing this 
growth strategy.  
Learning Objective: To explore several nontraditional positioning 
strategies, specifically, how a company was able to fashion together a 
unique--and heretofore unheard of--combination of benefits that 
ultimately ended up creating a distinctive brand experience for American 
consumers. Also, to illustrate the advantages associated with 
establishing a market position that is highly differentiated from the 
competition. 

Clust.com: Dream More and Pay 
Less: Luc Wathieu  
Product #: 501047  
Length: 16p 

The company had to decide whether to focus on group-buying and good 
deals vs. consumer creation and exclusives.  
Learning Objective: Allows students to examine reverse marketing, 
economics of group buying, positioning, building a trusted brand, 
sustaining value in a competitive environment, consumerism as a 
business opportunity, consumer empowerment, Internet as a revolution, 
and incorporating the cultural context in the marketing plan. 

TiVo: Luc Wathieu, Michael 
Zoglio  
Product #: 501038 
Length: 16p 
Teaching Note: 501057 

TiVo is a digital video recorder that allows viewers to watch what they 
want, when they want to watch it. Fourteen months into the launch, sales 
are very disappointing. Brodie Keast, VP of marketing and sales, wants 
to combine a catchy communications campaign, product bundling with 
satellite television receivers, aggressive pricing, and sales support, in 
order to boost demand for the new category. One important goal is to 
position TiVo as a strong brand before the entry of big player Microsoft. 
TiVo is confronted with the difficulty of selling a new and complex 
electronics product that is meant to change consumer habits radically. 
The case can be used to explore issues such as marketing a radically 
new product; changing consumer habits, privacy, consumer control, and 
permission-based advertising; relevance of targeting early adopters; 
creative communications strategy for a small first-mover; integrated 
marketing plan; and television and the advertising industry.  
Learning Objective: Explores concepts such as launching a radically 
new product; changing consumer habits, privacy, consumer control, and 
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permission-based advertising. Allows students to ponder the relevance 
of targeting early adopters and the elements of a successful; creative 
communications strategy for a small first-mover. 

Heineken N.V.: Global Branding 
and Advertising: John A. Quelch  
Product #: 596015 
Length: 13p 
Teaching Note: 598080 

Heineken managers are evaluating the results of the research projects 
designed to identify the values of the Heineken brand and to translate 
these into effective advertising messages.   
Subjects Covered: Advertising; Brands; Consumer behavior; 
International marketing; Market segmentation 

High-Performance Marketing: An 
Interview with Nike's Phil Knight: 
Phil Knight, Geraldine E. Willigan  
Product #: 92406 
Length: 10p 

Behind Nike's catchy slogans and flashy TV commercials is the vision of 
founder, chairman, and CEO Phil Knight. Knight has taken Nike from a 
small-time distributor of Japanese track shoes to the top of the athletic 
shoe and apparel market. He has transformed his technology company 
into a marketing company whose product is its most important marketing 
tool. Knight learned how to build brands and understand consumers, and 
then how to split those brands into sub-brands to help keep the company 
growing. That approach brought Nike to a broader range of consumers 
while preserving the customer base. To create an emotional tie with the 
consumer, Nike started advertising on TV. "Sports is at the heart of 
American culture," Knight says. "You can't explain much in 60 seconds, 
but when you show Michael Jordan, you don't have to. It's that simple." 
Subjects Covered: Advertising; Brands; Consumer marketing; 
Interviews; Leadership; Product lines 

Chapter 7: Analyzing Business 
Markets  

 
Abstract 

Centra Software: John Deighton, 
Laetitia Pouliquen  
Product #: 502009 
Length: 17 
Teaching Note: 503047 

Centra is a pioneer in software eLearning. It is debating how to modify 
its go-to-market strategy, adding telesales to improve sales force 
productivity. At the same time, its market is evolving, and management 
thinks it may be about to "cross the chasm" in Geoffrey Moore's 
terminology. Should it "fish where the fish are biting" or should it 
concentrate on the enterprise customer and exclude small and mid-size 
corporations? If a shakeout is coming, how can Centra ensure that it 
either survives or is acquired by one of the survivors?  
Learning Objective: Examines the design of go-to-market strategy, how 
to manage conflict between field sales and telephone sales, how to 
manage rapid growth markets, and the competition between best-of-
breed collaborators and single-source vendors. 

KONE: The MonoSpace Launch 
in Germany: Das Narayandas, 
Gordon Swartz  
Product #: 501070 
Length: 21p 
Teaching Note: 503068 

Focuses on the launch of a new elevator product in Germany. In 1996, 
global construction slumps and low differentiation among competitive 
offerings has led to significant price competition and margin erosion in 
the elevator industry. In these circumstances, KONE, one of the global 
players in this industry, has developed the Monospace elevator product 
that uses revolutionary technologies. This new product is expected to 
have a significant impact on the current product lines of KONE and its 
competitors. The firm has test marketed the product in three European 
country markets to varying degrees of success. The firm is now planning 
to launch the new product in Germany, the largest country market in 
Europe and vital to KONE's overall success. With little room for error and 
the future of the firm at stake, KONE's German subsidiary needs to 
develop a detailed launch plan for Monospace in Germany.  
Subjects Covered: Business marketing; Marketing planning; Marketing 
strategy; New product marketing; Product management 
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VerticalNet: Das Narayandas  
Product #: 500041 
Length: 25p 
Teaching Note: 501060 

VerticalNet, a leading creator of targeted business-to-business vertical 
trade communities on the Internet, is trying to expand its model to 
facilitate e-commerce as well.  CEO Mark Walsh must decide how far he 
can extend the firm’s business model without adversely affecting his 
current franchise.  
Learning Objective: To illustrate the various business-to-business e-
commerce models that exist today. 

Arrow Electronics: Das 
Narayandas  
Product #: 598022 
Length: 21p 
Teaching Note: 500111 

Deals with the issue of cross-selling and managing a portfolio of 
products and services in business markets. Management must decide 
whether to pursue an opportunity to sell its products through a new e-
commerce site, which could threaten the viability of its overall business 
model.  
Subjects Covered: Customer relationship management; Distribution; 
Internet; Marketing strategy; Product portfolio management; Target 
markets 

Optical Distortion, Inc. (A): Darrel 
G. Clarke, Randall E. Wise  
Product #: 575072 
Length: 10p 
Teaching Note: 577161 

Classic case about a startup offering contact lenses for chickens in the 
egg production industry.  The marketing vice president must make 
certain decisions to complete his marketing plan.  
Subjects Covered: Entrepreneurship; Marketing strategy; Pricing 
strategy; Product introduction; Sales promotions 

Business Marketing: Understand 
What Customers Value: James 
C. Anderson, James A. Narus   
Product #: 98601 
Length: 11p 
 

The authors illustrate several ways in which suppliers can figure out 
exactly what their offerings are worth by creating and using what they 
call customer value models. Field value assessments--the most 
commonly used method for building customer value models--call for 
suppliers to gather data about their customers firsthand whenever 
possible. Through these assessments, a supplier can build a value 
model for an individual customer or for a market segment, drawing on 
data gathered from several customers in that segment. Suppliers can 
use customer value models to create competitive advantage in several 
ways. Doing business based on value delivered gives companies the 
means to get an equitable return for their efforts. Once suppliers truly 
understand value, they will be able to realize the benefits of measuring 
and monitoring it for their customers.  
Learning Objective: To see how gathering data from customers 
firsthand can help companies discern what their offerings are worth, 
customize their offerings, and demonstrate each offering's unique value. 

Chapter 8: Identifying Market 
Segments and Targets 

 
Abstract 

The Fashion Channel: Market 
Segmentation (HBSP Brief 
Case): Wendy Stahl  
Product #: 2075 
Length: 12p 
Teaching Note: 2076 

The new Senior Vice President of Marketing for The Fashion Channel 
(TFC), a cable television network dedicated to round-the-clock, fashion-
oriented programming, is preparing to recommend a change in the 
company's traditional marketing approach by introducing a market 
segmentation program. This program is, in part, a response to the 
intensifying competitive environment for TFC, and it needs to strengthen 
the company's brand and positioning with viewers and advertisers. At 
the same time, the program must maintain consumer and distributor 
satisfaction with the network. Several segmentation options are being 
considered, each with pros and cons. Consumer research provides 
insights but does not give a simple answer regarding the best path to 
take. The reader must evaluate the research results, calculate financial 
scenarios, and make a recommendation.  
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Learning Objective: To illustrate the development of market 
segmentation options, using a combination of market and consumer 
data, financial analysis, stakeholder inputs, and other analytic resources; 
demonstrate how quantitative analysis can be used to support a 
strategic marketing decision by asking students to review multiple data 
inputs and to calculate the bottom line impact of proposed options; and 
highlight the issues involved in managing a business that is experiencing 
a changing competitive environment. 

Fenix: Diversified Niche 
Marketing in the Lifestyle 
Business: Bennett Yim, Monica 
Wong  
Product #: HKU283 
Length: 8p 
Teaching Note: HKU284 

Fenix Group's business spans from general merchandise retailing to 
Italian fashion. The diversity stems from the management's multiniche 
marketing strategy. Looks at the journeys of two entrepreneurs who 
started out with a tiny garment trading company and, in the span of 30 
years, expanded into a multinational network of manufacturing and 
retailing with $230 million annual turnover. How did Fenix identify and 
tap into niches in different markets? What does it take to be successful 
in niche markets? Also analyzes Fenix's strategy and discusses the 
critical success factors of its multiniche marketing strategy.  
Subjects Covered: Implementing strategy; Manufacturing; Marketing 
strategy; Networks 

Vans: Skating on Air: Youngme 
Moon, David Kiron  
Product #: 502077 
Length: 22p 
Teaching Note: 502077 

Vans is best known for selling footwear and apparel to skateboarders, 
surfers, and other alternative sports athletes. In April 2002, Gary 
Schoenfeld, the CEO, is facing a number of challenges. With respect to 
footwear, he must decide what to do about two product lines that are 
struggling--the outdoor line of hiking shoes and the women's collection. 
More broadly, Vans is currently embarking on a number of new 
ventures, some of with which the company has little experience. For 
example, Vans is in the process of promoting a full-length movie, 
creating its own record label, and working with video-game developers 
to develop games based on its sporting events. Traces the up-and-down 
history of a niche fashion brand in a market in which consumers are 
notoriously fickle. In recent years, the CEO appears to have revived the 
brand; however, it is unclear whether the company is in danger of losing 
its hardcore customer base as it ventures into the consumer 
mainstream.  
Learning Objective: Allows for an examination of how a brand can 
evolve over time, as well as a discussion of the conflict that can arise 
when the growth and popularity of a brand affects its perception of 
authenticity among its most loyal customers. 

Omnitel Pronto Italia: Rajiv Lal, 
Carin-Isabel Knoop, Suma Raju  
Product #: 501002 
Length: 24p 
Teaching Note: 501075 

Describes the situation faced by Omnitel soon after launching its mobile 
telecommunication services in Italy in December 1995. Competing 
against the Italian monopoly, TIM, Omnitel had positioned its services to 
be better on the quality dimension. However, sales were significantly 
below expectations. In order to develop a new strategy, Omnitel 
conducted extensive marketing research. This research identified the 
varying needs of different customer segments. Omnitel now had to 
decide whether to attack a new segment with a new service plan, 
"LIBERO," to improve on past performance.  
Learning Objective: To demonstrate how marketing helps create value 
by developing a product that satisfies the needs of the customer. 
Appropriate for a first-year marketing course. 

Eastman Kodak Co.: Funtime Eastman Kodak has suffered significant declines in film market share at 
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Film: Robert J. Dolan  
Product #: 594111 
Length: 5p 
Teaching Note: 597080 
 

the hands of lower-priced branded producers and private label products.  
The case presents Kodak’s proposal to launch a new, economy brand of 
film to combat these rivals.  
Learning Objective: To allow students to consider issues of market 
segmentation, positioning, and pricing as mechanisms for dealing with 
declining differentiation of goods in an industry. 

How to Segment Industrial 
Markets: Benson P. Shapiro, 
Thomas V. Bonoma   
Product #: 84312 
Length: 7p 

The difficulty of segmenting industrial markets has dissuaded companies 
from trying, despite the benefits they lose in terms of market analysis 
and selection. The problem is to identify the most useful variables. One 
way to do this is to arrange the five general segmentation criteria of 
demographics, operating variables, customer purchasing approaches, 
situational factors, and personal buyer characteristics, into a nested 
hierarchy. The segmentation criteria of the largest, outermost nest are 
general characteristics about industries and companies. Innermost nests 
are specific, subtle, and hard-to-assess traits.  
Subjects Covered: Market segmentation; Target markets 

PART IV: BUIDLING STRONG BRANDS 
Chapter 9: Creating Brand 
Equity 

 
Abstract 

Building Brand Community on 
the Harley-Davidson Posse Ride: 
Susan Fournier  
Product #: 501015 
Length: 37p 
Teaching Note: 501052 

The second Harley-Davidson Posse Ride, a grueling 2,300 mile, 10-day 
trek from South Padre Island, Tex., to the Canadian Border is billed "for 
serious riders only." Harley Owner's Group (H.O.G.) Director Mike Keefe 
must decide whether this rolling rally deserves a place in the H.O.G. 
product line, and if so, what philosophy and tactics to adopt in future 
design. This case helps students get inside one of the world's strongest 
brands to consider issues of brand loyalty, close-to-the-customer 
philosophy, the cultivation of brand community, and the day-to-day 
execution of relationship marketing programs. What benefits accrue from 
relationship programs such as this? Can brand community be built? 
How? What is the role of the marketer in this process? Is it better to 
develop customer intimacy or empathy when executing close-to-the-
customer goals? Can management really balance apparently disparate 
subcultures such as the retired bikers, Yuppie Weekend Warriors, and 
serious outlaws within one community? Includes color exhibits.  
Learning Objective: To allow students, through rich ethnographic data, 
to develop an appreciation for the conceptual complexity and managerial 
challenge involved in cultivating brand loyalties and customer 
commitments through experiential relationship marketing programs. To 
allow students to discuss what it means to get close to one's customers, 
to develop a brand community, and to build relationships between 
consumers and the company, the brand, the product, and other 
consumers. The conduct of ethnographic inquiry, and the ability of this 
method to inform management decisions and goals, can be profitably 
explored through this case venue as well. 

Martha Stewart Living 
Omnimedia (A): Susan Fournier, 
Laura Winig, Kerry Herman, 
Andrea Wojnicki  
Product #: 501080 
Length: 32p 
Teaching Note: 502003 

Martha Stewart Living Omnimedia (MSLO), a branded and integrated 
content and media company dedicated to "elevating the role of the 
homemaker," went public on October 19, 1999, creating a company with 
a market value of $1.73 billion, and a stake for Stewart worth $1.2 billion. 
Aretha Jackson, president of a private investment firm, must counsel a 
client on whether to invest in MSLO--a precarious prospect in light of the 
steady downward plunge in MSLO stock performance since the IPO. 
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Risks outlined in the company's S-1 filing also highlighted special 
concerns specific to the management of the "Person-Brand." Could the 
company outlive Stewart? What if Stewart's reputation or image was 
tarnished? How, exactly, did the reputation of Stewart affect the value of 
the brand? Jackson must understand what meanings Martha Stewart 
claimed, and for whom, while also coming to grips with the meaning-
management principles that applied in "managing Martha," the person 
and the brand.   
Learning Objective: Offers the opportunity to explore the unique 
branding and stewardship issues involved when a person is the brand. 

Steinway & Sons: Buying a 
Legend (A): John T. Gourville, 
Joseph B. Lassiter  
Product #: 500028 
Length: 23p 
B case 500045 
Teaching Note: 500104 

It is 1995 and Steinway & Sons has just been purchased by two young 
entrepreneurs. For 140 years, Steinway has held the reputation for 
making the finest quality grand pianos in the world. The past 25 years 
have proven to be a challenge, however. First, the company has 
changed hands several times and product quality has become a 
concern. Second, the worldwide market for pianos has been in a steady 
decline, and competition for high-end grand pianos has increased. 
Finally in 1992, Steinway took the questionable steps of introducing a 
mid-priced line of grand pianos under the brand name "Boston." 
Designed by Steinway, but manufactured by a Japanese piano maker, 
the Boston line represented a major shift in strategy for the company. 
Within this context, what do two young entrepreneurs (with little or no 
experience in the piano industry) hope to accomplish in buying 
Steinway? In particular, what value do they bring to the company and 
what decisions should they make?  
Learning Objective: Can be used as a marketing strategy case to 
explore brand management, raising the question of how best to leverage 
a strong corporate brand. Can also be used as an industry overview 
case to study competitive dynamics in a mature industry. Finally, it can 
be used as an entrepreneurial case to understand the value and 
limitations entrepreneurs bring to a well-established company. Provides 
a nice contrast to the more traditional role of entrepreneurs in start-up 
environments. 

What Are Brands Good For?: 
Niraj Dawar 
Product #: SMR151 
Length: 9p 
 

Brands are an indispensable part of modern business. That is true in 
large measure because of a brand's remarkable efficiency in 
"aggregating" consumers--reaching large numbers of people with a 
promise to deliver a clearly stated benefit that sets it apart from 
competitors. But the information revolution is undermining the logic of 
aggregation, the very source of brand power. In fact, it is becoming 
evident that in an information-rich environment, consumer 
disaggregation is vastly more efficient and profitable than aggregation. 
Using customized publications, e-mail, direct mail, Web sites, and call 
centers that are based on a common platform of consumer information, 
companies are demonstrating that they can effectively and efficiently 
drive consumer behavior through two-way communications. Common 
underlying databases ensure that each interaction is personalized, 
regardless of the channel through which it occurs. And each interaction 
with the consumer builds the consumer database further, making future 
interactions even richer. The implications of the information revolution for 
the role of brands in business are far-reaching. Many of the strategic and 
tactical tasks entrusted to brands can now be performed better, less 
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eBrands are an indispensable part of modern business. That is true in 
large measure because of a brand's remarkable efficiency in 
"aggregating" consumers--reaching large numbers of people with a 
promise to deliver a clearly stated benefit that sets it apart from 
competitors. But the information revolution is undermining the logic of 
aggregation, the very source of brand power. In fact, it is becoming 
evident that in an information-rich environment, consumer 
disaggregation is vastly more efficient and profitable than aggregation. 
Using customized publications, e-mail, direct mail, Web sites, and call 
centers that are based on a common platform of consumer information, 
companies are demonstrating that they can effectively and efficiently 
drive consumer behavior through two-way communications. Common 
underlying databases ensure that each interaction is personalized, 
regardless of the channel through which it occurs. And each interaction 
with the consumer builds the consumer database further, making future 
interactions even richer. The implications of the information revolution for 
the role of brands in business are far-reaching. Many of the strategic and 
tactical tasks entrusted to brands can now be performed better, less 
expensively, and more profitably at the level of consumer segments. And 
companies' brand-centric structures are not suited to marketing 
initiatives that are based on reaching segments or individuals. Given this 
changed environment, the author calls on companies to rethink three 
core areas of brand management: the consumer relationship, the 
channel relationship, and the organization of brand management. He 
draws on detailed examples involving Kraft, Procter & Gamble, and 
Tesco.  
Subjects Covered: Brand management; Consumer behavior; Corporate 
strategy; Information technology; Marketing strategy 

Chapter 10:  Crafting the 
Brand Positioning  

 
Abstract 

Saxonville Sausage  
(HBSP Brief Case): Kate Moore  
Product #: 2085 
Length: 17p 
Teaching Note: 2086 

Saxonville Sausage, a $1.5 billion manufacturer of pork sausage 
products, is experiencing financial stress because its leading product 
lines have lately produced declining revenues in product categories that 
are realizing no growth. However, one product line, an Italian sausage 
brand named Vivio, has recently experienced a significant increase in 
revenues, Ann Banks, a seasoned marketing director, has been hired to 
expand Vivio, currently distributed in a few cities, especially in the 
northeastern U.S, into a powerful national brand. Depicts the sequence 
of steps Ann takes to determine the best positioning for the brand. 
Learning Objective: Primary Objectives: determine the optimal 
positioning for a brand to adopt based on consumers' motivations, 
influences, and values, and understand the research and post-research 
processes undertaken by a brand or marketing manager who is building 
a plan to increase brand revenues. Supporting Objectives: translate 
learning about target customers into testable positioning concepts; 
evaluate tactics that support the positioning and further communicate the 
brand's identity, and gain insight into choosing between two relatively 
viable positioning options. 

Grey Worldwide: Strategic 
Repositioning Through CRM: 
Julie Yu, Ali F. Farhoomand, 

Discusses how Grey Worldwide Hong Kong and China (Grey WW-
HK/China) is repositioning itself through defined e-marketing and CRM 
strategies for the Asian market. Examines how integral its customer 
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Shamza Khan, Marissa 
McCauley  
Product #: HKU164 
Length: 18p 
Teaching Note: HKU165 

relationship group is in building a CRM strategy to deliver client value 
proposition. Grey WW-HK/China has very strong umbrella brand equity, 
but the brand capital has to be invigorated through a renewed e-
marketing focus.   
Subjects Covered: Brand equity; Customer relationship management; 
Implementing strategy; Knowledge management; Market positioning 

BET.com: Thomas R. 
Eisenmann, Pauline Fischer  
Product #: 800283 
Length: 26p 
Teaching Note: 801196 

Black Entertainment Television, a leading cable programmer, is 
launching BET.com, an Internet portal targeted toward African-
Americans.  This case examines the challenges facing BET 
management as it defines its service offerings and target customer 
segments in a fast-moving, highly competitive environment.  BET.com 
faces two decisions: 1) whether to bundle Internet access service with its 
ethnic portal; and 2) whether to strictly target African-Americans or also 
pursue the “urban market,” a young, cross-racial segment that is part of 
the core audience for BET’s cable programming.  
Learning Objective: To explore the economics and strategy issues 
facing an Internet content provider and the tradeoff between focus and 
growth in launching Internet businesses. 

Autobytel.com: Youngme Moon  
Product #: 500015  
Length: 21p 
Teaching Note: 500076 

Autobytel enjoys first-mover advantage in the Internet new car buying 
space. According to a number of metrics, it is the online leader in this 
category. However, a number of competitors have emerged, raising 
questions about the long-term viability of Autobytel's purchase referral 
model. In addition, Autobytel is struggling to accelerate revenue growth. 
Learning Objective: Can be used in either a first-year general 
marketing course or a second-year marketing course that focuses on 
channel strategy or Internet marketing. 

The Brita Products Co.: John 
Deighton  
Product #: 500024 
Length: 18p 
Teaching Note: 501067 

Clorox’s Brita skillfully exploited a tide of water safety concerns, growing 
a home water filtration business from inception to a 15% U.S. household 
penetration in 10 years.  As the period of increasing returns seems to be 
drawing to a close, management must use its legacy, an installed base, 
and strong brand equity to take the business forward into a less friendly 
environment.  
Learning Objective: Allows students to explore the economics of 
acquisition and retention, installed base marketing, and lifetime 
customer value calculation. 

Snapple: John Deighton  
Product #: 599126 
Length: 17p 
Teaching Note: 500033 

Tells the story of Snapple's rise and fall, and poses the question "Can it 
recover?" Many soft-drink brands flourished in the 1980s serving New 
York's Yuppies, but only Snapple made the big time. It went from local to 
national success and was poised to go international when the founders 
sold out to Quaker. The brand proved harder to manage than Quaker 
anticipated and in 1997 was sold for a fraction of its acquisition price. 
The case presents factors accounting for the growth and decline and 
provides a qualitative study of the brand. What action should the new 
owners take?  
Subjects Covered: Brands; Distribution; Entrepreneurship; Market 
planning strategy; Market positioning; Marketing management 

MedSim: David J. Arnold, Dov 
Brachfeld  
Product #: 599020  
Length: 22p 

An Israeli high-tech start-up has developed an innovative simulator that 
makes possible non-patient training in medical ultrasound. It now must 
choose a strategy for growth.  
Learning Objective: To explore the challenges facing start-up 
businesses in global markets. 
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Three Questions You Need to 
Ask About Your Brand: Kevin 
Lane Keller, Brian Sternthal, 
Alice M. Tybout   
Product #: R0209F 
Length: 6p 
 
 

Traditionally, the people responsible for positioning brands have 
concentrated on the differences that set each brand apart from the 
competition. But emphasizing differences isn't enough to sustain a brand 
against competitors. Managers should also consider the frame of 
reference within which the brand works and the features the brand 
shares with other products. Asking three questions about your brand can 
help: Have we established a frame? A frame of reference signals to 
consumers the goal they can expect to achieve by using a brand. Are we 
leveraging our points of parity? Certain points of parity must be met if 
consumers are to perceive your product as a legitimate player within its 
frame of reference. Are the points of difference compelling? A 
distinguishing characteristic that consumers find relevant and believable 
can become a unique brand association, capable of distinguishing the 
brand from others in the same frame of reference.  
Subjects Covered: Brand equity; Brand management; Brands; 
Marketing strategy; Product differentiation; Product positioning 

Chapter 11: Dealing with the 
Competition 

 
Abstract 

MedNet.com Confronts 'Click-
Through' Competition 
(HBSP Brief Case): Allegra 
Young  
Product #: 2066 
Length: 12p 
Teaching Note: 2067 

In January 2007, "MedNet.com" is a leading website that provides 
science-based health information free of charge. Large search engines 
charge for "results," or "click throughs." Other sites, such as online 
newspapers, charge for impressions. Advertising campaigns depend on 
numerous variables (an efficient audience size, audience frame of mind, 
willingness to complete a transaction, etc.) In the face of fierce 
advertising competition, MedNet is forced to defend key elements of its 
business model vis-a-vis a large search engine.  However, in defending 
the advertising value MedNet delivers, MedNet executives may be 
building the case for why niche sites may be a better investment for the 
advertiser's budget.  
Learning Objective: To illustrate the Internet industry's structure, 
especially the marketing implications related to channel power and 
influence (large search engines and niche websites). By comparing 
impression-based with click-through advertising, to help students 
understand the variables involved in consumer-based, advertising 
business models. Students must identify the best metrics to support 
various business models and calculate the return on investment (ROI) 
for an advertising campaign. 

Siebel Systems: Anatomy of a 
Sale, Part 1: John Deighton, Das 
Narayandas  
Product #: 503021 
Length: 9p 
Teaching Note: 504087 
Part 2: 503022 
Part 3: 503023 

How does a $2 million software sale happen? This case traces efforts by 
Siebel Systems to sell lead management software to discount broker 
Quick & Reilly. The buying process is mapped out over four years. 
Covers in detail the last six months--from Siebel's initial involvement to a 
challenge from competitor Oracle to the climax. The structure of Quick & 
Reilly's buying center is mapped, as is the role of its parent, Fleet Bank. 
The fortunes of the sale rise and fall as the Siebel account manager 
faces one obstacle after another. Presented in three parts, with 
opportunities to debate the account manager's choices and actions at 
each stage. Part 1 describes the start of the sale from the seller's 
perspective.  
Learning Objective: To analyze industrial buyer behavior and develop a 
selling strategy at the account level. 

eBay, Inc.: Stephen P. Bradley, eBay was the world’s largest and most popular person-to-person trading 
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Kelley Porter  
Product #: 700007 
Length: 27p 

community on the Internet.  However, in early 1999, Amazon.com 
announced that it was entering the online auction arena.  What should 
eBay do in light of the entry of its most recent and serious competitor to 
date?  
Learning Objective: To consider how eBay should handle this new 
competition 

Robert Mondavi: Competitive 
Strategy: Michael E. Porter, 
Gregory C. Bond  
Product #: 799125 
Length: 23p 

Describes the competitive situation facing Robert Mondavi, the leading 
premium California winery.  Mondavi has to cope with growing domestic 
competition as well as market share growth by wineries from Chile and 
Australia.  
Learning Objective: Designed to explore competitive strategy in an 
evolving industry with a special focus on international strategy. 

Matching Dell: Jan W. Rivkin, 
Michael E. Porter  
Product #: 799158 
Length: 31p 
Teaching Note: 700084 

This case describes the evolution of the personal computer industry, 
Dell's “Direct Model” for computer manufacturing, marketing, and 
distribution, and efforts by competitors to match its strategy.  Students 
must formulate strategic plans of action for Dell and its various rivals. 
Learning Objective: Permits an especially detailed examination of 
imitation; illustrates how fit among activities and incompatibilities 
between competitive positions can pose particularly high barriers to 
imitation. To illustrate competitor analysis, the evolution of industry 
structure, and relative cost analysis. 

Skil Corp.: Michael E. Porter, 
Cheng G. Ong  
Product #: 389005 
Length: 20p 
Teaching Note: 389021 

This classic case focuses on the Skil Corp., the third-largest U.S. 
competitor, in 1979, in the U.S. portable electric power tool market.  Skil, 
acquired by Emerson Electric in 1979, faced intense competition from 
Black & Decker and emerging foreign competitors.  
Subjects Covered: Competition 

Brands vs. Private Labels: 
Fighting to Win: John A. Quelch, 
David Harding   
Product #: 96109 
Length: 11p 

How real is the private-label threat to branded products? What should 
national-brand manufacturers do about it? On the one hand, 
manufacturers have reason to be concerned. There are more private 
labels on the market than ever before; collectively, unit share of store-
brand goods place first, second, or third in 177 of 250 supermarket 
product categories in the United States. But many manufacturers have 
not fully recognized two important points in considering this threat. First, 
private-label market share generally goes up when the economy is 
suffering and down in stronger economic periods. Second, 
manufacturers of brand-name products can have significant influence on 
the seriousness of the challenge posed by private-label goods. It is 
difficult for managers to look at a competitive threat objectively and in a 
long-term context when day-to-day performance is suffering. But the 
authors strongly advocate keeping the private-label challenge in 
perspective.  
Subjects Covered: Brands; Marketing management; Marketing 
strategy; Product planning & policy 

PART V: SHAPING THE MARKET OFFERINGS 
Chapter 12: Setting Product 
Strategy Abstract 
Harrington Collection: Sizing Up 
the Active-Wear Market (HBSP 
Brief Case): Richard S. Tedlow, 
Heather Beckham  

In the wake of slumping sales and sagging profit margins, a leading 
manufacturer and retailer of high-end women's apparel, Harrington 
Collection, must evaluate an opportunity to expand into the high-growth 
active-wear market. Sara Huey, Vice President of Strategic Planning, 
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Product #: 3258 
Length: 14p 
Teaching Note: 3259 

calls on two of her colleagues to help perform a comprehensive market 
evaluation. They must analyze the financial implications of the 
opportunity, assess trade and competitor reactions, consider the risks, 
and determine whether the Vigor division of the company will be able to 
successfully launch and manage the new product line. Students must 
use demand and cost information to predict the financial impact of 
adding a new product line.  
Learning Objective: Discuss product mix in the context of a mature, 
highly-competitive industry. Evaluate the strategic implications of a new 
product introduction on the company, its channel partners and 
competitors. Understand how to identify, organize, and use demand and 
cost information to predict the financial impact of adding a new product 
line. 

Launching the New MINI 
(HBS Multimedia Case on CD): 
Douglas B. Holt, John A. Quelch  
Product #: 505020 
Length: Approx 2 hrs 
Teaching Note: 505040 

Focuses on how strategy is transformed into creative branding materials. 
Reports on the development of a wide variety of brand communication 
materials produced to support the MINI launch in the United States. MINI 
USA executives worked with their ad agency Crispin Porter & Bogusky 
to develop these materials to address a variety of challenging strategic 
issues. Asks students to reverse-engineer the brand strategy from these 
documents.  
Learning Objective: To examine the translation between brand strategy 
and creative materials as well as the role of design and culture in 
branding. 

Monster.com: Jeffrey F. Rayport, 
Dickson L. Louie  
Product #: 801145 
Length: 26p 
Teaching Note: 901036 

Jeff Taylor, founder and CEO of Monster.com, ponders how his online 
site, the leading career site on the web, can continue its dominance 
(60% share in 1999) and growth on the Internet. Monster.com had just 
launched a nationwide branding campaign on television and entered a 
four-year deal with AOL.   
Subjects Covered: Brands; Entrepreneurship; Internet 

Abgenix and the XenoMouse: 
Robert J. Dolan  
Product #: 501061 
Length: 14p 
Teaching Note: 503046 

In early 2000, Abgenix’s cancer drug has performed well in animal 
testing and is moving to early-stage human testing.  The firm must 
decide whether to sell the product development program to a large 
pharmaceutical company or to enter into a joint venture to push the 
product ahead.   
Learning Objective: To introduce students to produce line planning in 
largely uncertain environments. 

Net.Genesis, Inc.: Robert J. 
Dolan, Rajiv Lal, Perry L. Fagan  
Product #: 500009  
Length: 18p 
Teaching Note: 501062 

Net.Genesis needs to plan a strategy for the developing Internet market. 
In particular, it is creating the category of e-business intelligence and 
striving to be the brand leader in it.  
Learning Objective: To discuss marketing issues in a developing 
market. 

Aladdin Knowledge Systems: 
John A. Quelch, Robin Root  
Product #: 598018  
Length: 19p 
Teaching Note: 598071 

Following an acquisition, the management team has to determine 
whether and how to integrate the worldwide marketing, sales, and 
distribution of the firm's two overlapping software security product lines.  
Subjects Covered: Acquisitions; Applications; International marketing; 
Marketing management 

Chapter 13: Designing and 
Managing Services 

 
Abstract 

Gateway: Moving Beyond the 
Box: Frances X. Frei, Youngme 
Moon, Hanna Rodriguez-Farrar  

Gateway must balance the cost efficiencies of its direct channels with its 
increased ability to sell in its physical channels.  This challenge occurs 
while Gateway is trying to move away from dependence on PC revenue 
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Product #: 601038 
Length: 18p 
Teaching Note: 602130 

streams to the PC solutions revenue stream, which includes Internet 
access, computer training, content, financing, and other related 
activities.  
Learning Objective: Exposes students to channel conflict, lifetime value 
analysis, how to move from a product to a service, subscription pricing, 
and other service management issues 

Four Seasons Hotels and 
Resorts: Roger Hallowell  
Product #: 800385 
Length: 26p 
Teaching Note: 801048 

This case explores how a leading service firm delivers high tech/high 
touch, including its progressive human resource strategy.  
Learning Objective: To discuss a contingent view on the use of 
technology for a service organization striving to be high-tech/high-touch. 

RadioShack: V. Kasturi Rangan, 
Youngme Moon, Marie Bell  
Product #: 500081 
Length: 24p 
Teaching Note: 500106 

Outlines the transformation of RadioShack from a parts and accessories 
business to a provider of high-bandwidth Internet access.  Is this new 
retail strategy viable?  
Learning Objective: The control issue for class discussion is the 
viability of the current strategy. Is it a tremendously visionary thing or is it 
fraught with danger? 

First USA and Internet 
Marketing: Rajiv Lal, Amy H. 
Nelson  
Product #: 500043 
Length: 20p 

Explores First USA’s decision to use the Internet for acquiring 
customers.   
Learning Objective: To explore issues related to marketing on the 
Internet and trade-offs involved in allocating resources in online vs. off-
line marketing options. 

Xerox Corp.: The Customer 
Satisfaction Program: Melvyn 
A.J. Menezes, Jon D. Serbin  
Product #: 591055 
Length: 23p 
Teaching Note: 593027 

This classic case focuses on analyzing the strategic role of Xerox’s 
customer satisfaction program.  To increase customer satisfaction, top 
management believes that the firm should offer a service guarantee.  
What type of guarantee would work best?   
Subjects Covered: Corporate strategy; Customer relationship 
management; Customer service; Marketing strategy 

Chapter 14: Developing 
Pricing Strategies and 
Programs 

 
 

Abstract 
The Springfield Nor'easters: 
Maximizing Revenues in the 
Minor Leagues (HBSP Brief 
Case): Frank V. Cespedes, 
Laura Winig, Christopher H. 
Lovelock 
Product #: 2510 
Length: 13p 
Teaching Note: 2511 

The marketing director of a new minor-league baseball team must 
design, conduct, and then interpret survey research to determine optimal 
ticket pricing that will yield large attendance figures and contribute to the 
owner's goal of breaking even in the first year of play. The pricing 
assignment becomes more challenging when other variables like 
concessions revenue are considered. Students are asked to complete a 
quantitative assignment as part of case analysis, but they must grapple 
with less quantifiable factors as well.   
Learning Objective: 1. Discuss the design, implementation, and 
interpretation of research surveys. 2. Learn to use quantitative analysis 
methods to develop a "scaled" pricing strategy. 3. Help students to 
understand the sometimes subtle relationships between pricing and the 
possible impact on sales of auxiliary products 

Atlantic Computer: A Bundle of 
Pricing Options 
(HBSP Brief Case): Neeraj 
Bharadwaj, John B. Gordon  
Product #: 2078 
Length: 10p 
Teaching Note: 2079 

Atlantic Computer, a leading player in the high-end server market, has 
detected a marketplace opportunity in the basic server segment. They 
have developed a new server, the Tronn, to meet the needs of this 
segment. In addition, they have created a software tool, called the 
"Performance Enhancing Server Accelerator," or PESA, that allows the 
Tronn to perform up to four times faster than its standard speed. The 
central question revolves around how to price the Tronn and PESA. 
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Although cost-plus, competition-based, and status-quo pricing are the 
most common means by which firms establish prices for their offerings, 
these approaches may prevent firms from fully realizing the benefits that 
are due to them. Provides an opportunity to optimize value capture for 
the firm by utilizing value-in-use pricing (i.e., examining the value that a 
firm's offering creates for the customer, and using the savings generated 
as the basis for developing prices).  
Learning Objective: To be used during the pricing module of the core 
MBA Marketing course or in an elective course on pricing. To allow 
instructors to contrast a customer-focused approach to pricing (value-in-
use) with company-centric (cost-plus), competitor-based (competition-
based), and status-quo approaches. To provide students an opportunity 
to calculate the price of a new offering. 

Virgin Mobile USA: Pricing for 
the Very First Time: Gail 
McGovern  
Product #: 504028 
Length: 19p 
Teaching Note: 504108 

Dan Schulman, the CEO of Virgin Mobile USA, must develop a pricing 
strategy for a new wireless phone service targeted toward consumers in 
their teens and twenties, many of whom are believed to have poor credit 
quality and uneven usage patterns. Contrary to conventional industry 
wisdom, Schulman is convinced that he can build a profitable business 
based on this underrepresented target segment. The key is pricing. 
Schulman is currently debating three pricing options: 1) adopting a 
pricing structure that is roughly equivalent to the major carriers, 2) 
adopting a similar pricing structure, but with actual prices below the 
major carriers, or 3) coming up with a radically different pricing structure. 
With respect to the third option, Schulman is considering various 
alternatives, including a reliance on prepaid (as opposed to post-paid) 
plans and the total elimination of contracts. Includes color exhibits. 
Learning Objective: To examine the interplay between pricing, target 
market selection, and a firm's overall value proposition. Explores the 
psychology of pricing at the level of price points and at the level of 
pricing structure. Demonstrates the nonlinear impact of price on both 
demand and profitability. Also demonstrates the extent to which pricing 
structure (as opposed to price point per se) can affect the consumption 
experience. 

Priceline.com: Robert J. Dolan  
Product #: 500070 
Length: 12p 
Teaching Note: 501046 

Priceline.com is a new concept shifting the setting of price from sellers to 
buyers. The company aspires to use its patented process of advertising 
units of demand at named prices to suppliers in many categories. This 
case focuses on its initial use in the airline industry.  
Learning Objective: For discussion of Internet impact on market 
organization and pricing. 

InPart: Joseph B. Lassiter, 
Michael J. Roberts, Jon M. Biotti  
Product #: 898213  
Length: 24p 

The case examines issues involving the organization of the salesforce 
and the pricing of the product.  
Learning Objective: To introduce issues of sales-force organization and 
pricing decisions 

Becton Dickinson & Company: 
VACUTAINER Systems Division 
(Condensed): Frank V. 
Cespedes, V. Kasturi Rangan  
Product #: 592037  
Length: 17p 
Teaching Note: 595084 

Becton Dickinson, a phenomenally successful company with an 80% 
market share in the blood collection needles and syringes market, faces 
a change in the customer buying environment (cost containment 
pressures at hospitals).  
Subjects Covered: Distribution; Marketing implementation; Marketing 
management; Marketing organization; Negotiation; Pricing; Sales 

Cumberland Metal Industries: The classic case on value pricing. Cumberland Metal Industries has 
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Engineered Products Division – 
1980: Benson P. Shapiro, Jeffrey 
J. Sherman  
Product #: 580104 
Length: 16p 
Teaching Note: 585115 

developed a new product to help contractors drive piles faster, and must 
decide how to price it.  
Subjects Covered: Competition; Industrial goods; Industry analysis; 
Market entry; Marketing channels; New product marketing; Pricing 
strategy; Product management; Target markets 

Mind Your Pricing Cues: Eric 
Anderson, Duncan Simester  
Product #: R0309G 
Length: 7p 

For most of the items they buy, consumers don't have an accurate sense 
of what the price should be. Research shows that consumers' 
knowledge of the market is so far from perfect that it hardly deserves to 
be called "knowledge" at all. Yet, people happily buy products every day. 
Is this because they don't care what kind of deal they're getting? No. 
Remarkably, it's because they rely on retailers to tell them whether 
they're getting a good price. In subtle and not-so-subtle ways, retailers 
send signals to customers, telling them whether a given price is 
relatively high or low. In this article, the authors review several common 
pricing cues retailers use--"sale" signs, prices that end in 9, signpost 
items, and price-matching guarantees. They also offer some surprising 
facts about how--and how well--those cues work.  
Subjects Covered: Consumer behavior; Consumer marketing; 
Interviews; Prices; Pricing policies; Pricing strategy 

PART VI: DELIVERING VALUE 
Chapter 15: Designing and 
Managing Integrated 
Marketing Channels 

 
 

Abstract 
Natureview Farm (HBSP Brief 
Case): Karen Martinsen Fleming  
Product #: 2073 
Length: 12p 
Teaching Note: 2074 

Explores channel management issues in the U.S. food industry. 
Natureview Farm, a Vermont-based producer of organic yogurt with $13 
million in revenues, is the leading national yogurt brand (24% market 
share) sold into natural foods stores. It has achieved this through its 
special yogurt manufacturing process and through cultivating personal 
relationships with dairy buyers in the natural foods channel. Set in 2000, 
when the company faces financial pressure to grow revenues to $20 
million by the end of 2001 due to a planned exit by its venture capital 
investors. The immediate decision point that the protagonist, 
Natureview's vice president of marketing, faces is whether to achieve 
this revenue growth by expanding into the supermarket channel.  
Learning Objective: To engage in an exploration of potential risks and 
rewards associated with a company's choice of channel and how these 
channel conflicts can potentially be managed. To develop understanding 
of the key issues related to consumer product market development and 
product development growth strategies. To enable students to calculate 
margin economics across distribution channels. 

The Passion of the Christ (A): 
John A. Quelch, Anita Elberse, 
Anna Harrington  
Product #: 505025 
Length: 17p 
B case#: 505026 

Bob Berney, president of Newmarket Films, must decide on a 
distribution and marketing strategy for Mel Gibson's controversial new 
movie, The Passion of the Christ. Fueled by Gibson's star power as well 
as an extensive prescreening campaign among Christian leaders and 
others representing likely target audiences in the summer of 2003, the 
religious movie had started to generate publicity in mainstream media. 
Five months prior to the film's scheduled opening on February 25, 2004, 
Berney has to choose whether to continue with the prescreening 
campaign to stimulate further word-of-mouth among core audiences or 
switch to a mainstream media advertising campaign more commonly 
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used to promote new movies. He also has to determine the appropriate 
distribution strategy, in particular whether to opt for a wide or limited 
release and whether to change the timing of the release.  
Learning Objective: To develop a distribution and 
advertising/promotion strategy for a new product and analyze the value 
of a marketing campaign based on mass-media advertising versus word-
of-mouth dynamics. Also, to study the marketing of a blockbuster 
product. 

Raymond James Financial: 
David B. Godes  
Product #: 504027 
Length: 24p 
Teaching Note: 504083 

Raymond James Financial (RJF) currently sells financial services 
through two channels. It is considering adding a third in the "middle" of 
the other two. The current strategy has one channel with employees and 
another with independent contractors. These attract very different 
financial advisers with various interests. The new proposal would create 
a "quasi" employee who would have some of the benefits of being an 
employee, but enjoy a lot more freedom than a traditional employee in 
running his or her own business. Raises many important issues at a 
general level as well as those specific to service industries.  
Learning Objective: To examine market segmentation in a service 
industry. 

CVS: The Web Strategy: John 
Deighton, Anjali Shah   
Product #: 500008 
Length: 16p 
Teaching Note: 501064 

How should America’s second-largest pharmacy chain respond to the 
challenge from online drugstores?  What threat does the Web pose to 
bricks-and-mortar distribution of prescription drugs and the other items 
that make up 50% of a drugstore’s sales?  This case describes the 
purchase of Soma.com by CVS  and its integration into the corporation. 
Subjects Covered: Internet; Marketing channels; Marketing 
management 

Goodyear: The Aquatred Launch 
(Condensed): Samuel Chun  
Product #: 500039 
Length: 13p 
Teaching Note: 500044 

Goodyear is planning to launch an innovative new tire in a price-
sensitive and highly competitive category. The case deals with channel 
conflicts and management issues arising in mature product categories. 
Subjects Covered: Distribution planning; Marketing channels; 
Marketing implementation; Marketing management; Marketing strategy; 
New product marketing 

Arrow Electronics: Das 
Narayandas  
Product #: 598022 
Length: 21p  
Teaching Note: 500111 

Deals with the issue of cross-selling and managing a portfolio of 
products and services in business markets. Management must decide 
whether to pursue an opportunity to sell its products through a new e-
commerce site, which could threaten the viability of its overall business 
model.  
Subjects Covered: Customer relationship management; Distribution; 
Internet; Marketing strategy; Product portfolio management; Target 
markets 

Becton Dickinson & Company: 
VACUTAINER Systems Division 
(Condensed): Frank V. 
Cespedes, V. Kasturi Rangan  
Product #: 592037  
Length: 17p 
Teaching Note: 595084 

Becton Dickinson, a phenomenally successful company with an 80% 
market share in the blood collection needles and syringes market, faces 
a change in the customer buying environment (cost containment 
pressures at hospitals).  
Subjects Covered: Distribution; Marketing implementation; Marketing 
management; Marketing organization; Negotiation; Pricing; Sales 

The Customer Has Escaped: 
Paul F. Nunes, Frank V. 
Cespedes  
Product #: R0311G 

Every company makes choices about the channels it will use to go to 
market. For instance, traditionally, customer demographics guided the 
decision to sell through a discount superstore or a pricey boutique. It 
was a fair assumption that certain customer types were held captive by 
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Length: 9p certain channels. The problem, the authors say, is that today's 
customers have become unfettered. As their channel options have 
proliferated, they've come to recognize that different channels serve their 
needs better at different points in the buying process. The result is 
"value poaching." For example, certain channels hope to use higher 
margin sales to cover the cost of providing expensive high-touch 
services. Potential customers use these channels to do research, then 
leap to a cheaper channel to buy. What does this mean for your go-to-
market strategy? The authors urge companies to make a shift in mind-
set toward designing for buyer behaviors, not customer segments. 
Subjects Covered: Consumer behavior; Consumer marketing; 
Customer retention; Market segmentation; Marketing strategy 

Chapter 16: Managing 
Retailing, Wholesaling, and 
Logistics 

 
 

Abstract 
7-Eleven, Inc.: David E. Bell, Hal 
Hogan  
Product #: 504057 
Length: 30p 
Teaching Note: 505067 

Can 7-Eleven United States replicate the successful experience of 7-
Eleven Japan in selling fresh foods through convenience stores? 
Describes the Japanese system and shows the steps the company is 
taking to try to achieve the same success in the United States.  
Learning Objective: To discuss the future distribution of prepared 
foods. 

Wal-Mart Stores in 2003: Pankaj 
Ghemawat, Stephen P. Bradley, 
Ken Mark  
Product #: 704430 
Length: 32p 
 

Examine's Wal-Mart's development over three decades and provides 
financial and descriptive detail of its domestic operations. In 2003, Wal-
Mart's Supercenter business has surpassed its domestic business as the 
largest generator of revenues. Its international operation seems poised 
to become the next growth driver for the company as it marches toward 
the trillion dollar sales mark. But problems are starting to surface even 
as the company is winning recognition as the number one company in 
the Fortune 500--unions keep pressuring its minimum-wage employees 
and allegations of gender discrimination are alleged.  
Learning Objective: To introduce students to creating a competitive 
advantage. 

RadioShack: V. Kasturi Rangan, 
Youngme Moon, Marie Bell  
Product #: 500081 
Length: 24p 
Teaching Note: 500106 

Outlines the transformation of RadioShack from a parts and accessories 
business to a provider of high-bandwidth Internet access.  Is this new 
retail strategy viable?  
Learning Objective: The control issue for class discussion is the 
viability of the current strategy. Is it a tremendously visionary thing or is it 
fraught with danger? 

Staples.com: Joanna Jacobson, 
Thomas R. Eisenmann, Gillian 
Morris  
Product #: 800305 
Length: 10p 
Teaching Note: 800412 

Staples.com, the online unit of the U.S. office supplies retailing chain 
Staples, faces a range of strategic and organizational issues as it 
accelerates its growth.  Should it pursue only existing Staples 
customers, or consumers who do not shop in Staples stores?  How 
quickly should it add services to its product offering?  Which operating 
functions should be shared between the online units and the core 
business?  
Learning Objective: To explore the strategic and organizational 
challenges facing an established company pursuing a "bricks-and-clicks" 
strategy 

Costco Companies, Inc.: David 
E. Bell, Ann Leamon  
Product #: 599041 

Costco Companies, a major player in the wholesale club industry, has 
developed a new class of membership that offers discounted services in 
exchange for a higher annual fee.  How should the new membership be 
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Length: 21p 
Teaching Note: 599088 

marketed, to whom, and how much should be spent on the effort?  What 
are the potential risks and benefits for Costco?  
Learning Objective: In a marketing course, the case is used to 
understand to what extent a retail brand name can be extended beyond 
its roots. What is it about a brand that allows it to be extended? In a 
retailing course, the case can be used to understand the economics of 
the Costco model and see whether services are a viable addition to a 
membership-based product retailer. 

Body Shop International: 
Christopher A. Bartlett, Kenton 
W. Elderkin, Krista McQuade  
Product #: 392032 
Length: 19p 
Teaching Note: 395148 

This classic case describes the start-up and rapid growth of Body Shop 
International.  After profiling founder Anita Roddick, the case describes 
her anti-mainstream approach to building her highly successful business 
(no advertising, simple packaging, non-traditional R&D).  Can the 
business survive as Roddick steps back?  
Subjects Covered: Business policy; Entrepreneurial management; 
International business; Organizational culture; Social responsibility 

Welcome to the New World of 
Merchandising: Scott C. Friend, 
Patricia Walker  
Product #: R0110K 
Length: 7p 

Retailing is and always has been an inefficient business. Retailers, 
particularly those that operate large chains, have to predict the desires 
of fickle consumers, buy and allocate complex sets of merchandise, set 
the right prices, and offer the right promotions for each individual item. 
Inevitably, there are gaps between supply and demand, leaving stores 
holding too much of what customers don't want and too little of what they 
do. Now, however, a new set of software tools promises to revolutionize 
the entire merchandising chain. These merchandising optimization 
systems, as they're called, determine the right quantity, allocation, and 
price of items to maximize retailers' returns. By applying sophisticated 
data processing techniques to existing inventory and sales data, they 
accurately model future patterns of supply and demand at the item and 
store level. In other words, they turn the art of merchandising into a 
science.   
Subjects Covered: Applications; Computer-based modeling; 
Forecasting; Inventory control; Marketing strategy; Merchandising 

PART VII: COMMUNICATING VALUE 
Chapter 17: Designing and 
Managing Integrated 
Marketing Communications 

 
 

Abstract 
yesmail.com: Luc Wathieu  
Product #: 500092 
Length: 15p 
Teaching Note: 501028 

Yesmail sends clients’ promotional e-mail messages to targeted 
consumers who said “yes” when asked whether they wished to receive 
promotional offers in certain categories of interest.  The company’s CEO 
must decide how best to build a large membership base quickly.  The 
case highlights trends in marketing communications, with a focus on 
permission marketing.  
Learning Objective: To understand trends in marketing 
communications with a focus on permission marketing and how to 
manage response rates. Also explores the future of marketing on the 
Internet. 

Hunter Business Group: 
TeamTBA: Das Narayandas, 
Elizabeth Caputo  
Product #: 500030 
Length: 16p 
Teaching Note: 502066 

The Hunter Business Group (HBG) is a direct marketing consulting firm 
specializing in reorganizing the sales and marketing efforts of industrial 
firms.  The firm uses integrated customer contact technologies (e.g., 
field sales, telephone, and mail), and believes that a seller’s 
communications provide genuine value to a customer.  This case 
highlights HBG's implementation of its approach for Star Oil's tire, 
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battery, and accessory (TBA) business that has been facing declining 
market share and profitability in the face of ever-increasing competition. 
Subjects Covered: Business to business; Communication; Customer 
relationship management; Direct marketing; Marketing strategy; Service 
management 

Bronner Slosberg Humphrey: 
David E. Bell, Donald M. Leavitt  
Product #: 598136 
Length: 22p 
Teaching Note: 598141 

Bronner Slosberg Humphrey has succeeded by providing integrated 
direct marketing solutions for major service companies such as AT&T, 
American Express, and FedEx.  A new CEO takes over from the 
company’s founder and is wondering how to grow the company.  
Options include selling individual services and/or opening global offices. 
Learning Objective: To compare and contrast the age of mass 
marketing with the modern capability of direct micro-marketing. 

Heineken N.V.: Global Branding 
and Advertising: John A. Quelch  
Product #: 596015  
Length: 13p 
Teaching Note: 598080 

Heineken managers are evaluating the results of the research projects 
designed to identify the values of the Heineken brand and to translate 
these into effective advertising messages.   
Subjects Covered: Advertising; Brands; Consumer behavior; 
International marketing; Market segmentation 

Cunard Line Ltd.: Managing 
Integrated Marketing 
Communications: Stephen A. 
Greyser, Robert F. Young  
Product #: 594046 
Length: 25p 
Teaching Note: 595028 

Cunard, the world’s oldest luxury line company, is confronted with 
several key issues involving its marketing and marketing 
communications strategy.  One concerns the balance between 
image/positioning advertising and short-term promotional 
advertising/communications on behalf of each Cunard ship (i.e., pull vs. 
push communications).  Related to this is the overall mix of marketing 
communications tools used by Cunard – media advertising, direct 
marketing, etc.  
Learning Objective: To stimulate discussion of: 1) "push" vs. "pull" 
marketing communications in the setting of an expensive consumer 
service, and 2) the balance between corporate vs. individual "products" 
(i.e., ships) as the focus of marketing. 

Chapter 18: Managing Mass 
Communications: Advertising, 
Sales Promotions,  Events, 
and Public Relations 

 
 
 

Abstract 
Mountain Dew: Selecting New 
Creative 
(HBS multimedia case on CD) 
Product #: 503038 
Length: 2 hours 
Teaching Note: 503076 

The key role of selecting creative in brand communications, the 
problems with building a brand in a turbulent cultural environment, the 
challenges of extending an advertising campaign, and the senior 
management skills needed to interpret ads are highlighted.  
Learning Objective: Works in a brand management course in the 
communications module or in an advertising course. To teach students 
how to make systematic and nuanced interpretations of new creative 
ideas using several different "creative filters." Also exposes students to 
the process of developing advertising, the role of culture in advertising, 
and the interorganizational relations between clients and agencies. 
Multimedia teaching note (for faculty only) reveals outcome of 
advertising selection by Mountain Dew. 

Cofidis: Luc Wathieu  
Product #: 501055 
Length: 19p 
Teaching Note: 501084 

An offspring of French catalog marketer 3 Suisses, and a popular 
sponsor of Tour de France, Cofidis sells consumer credit over the 
phone, defying conventional banking with a product policy and a 
communication strategy that perfectly fits the company's comparative 
(dis)advantages. This case describes: 1) Cofidis' product and value 
proposition; 2) the evolving competitive context and cultural complexity 
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of the European credit market; 3) the adaptive marketing strategy of the 
company, which evolved from bundling with the 3 Suisse catalog, to 
direct mail, to print advertising in TV guides, to bicycling sponsorship, 4) 
the results of the strategy; and 5) the challenge and opportunities posed 
by the Internet. Based on the lessons of the past, can we advise Michel 
Guillois, CEO of Cofidis, on the best way for him to preserve Cofidis' 
competitive edge?   
Learning Objective: This case allows students to attempt to answer a 
myriad of questions. How do you treat a financial product from a 
marketing standpoint? What does marketing add to the generic 
consumer credit product? What are the determinants of consumer 
adoption for a new product? How do you combine product and 
communication strategies? What is the effect of sports sponsoring? How 
do you build a brand? How should your marketing strategy unfold over 
time and across borders to build and maintain a strong brand? Is 
marketing an acceptable activity or an attempt to fool people with 
products that they misinterpret? What is the role of freedom and control 
in a value proposition? How do all these soft marketing elements interact 
concretely to lead to a profit formula? 

Autobytel.com: Youngme Moon  
Product #: 500015  
Length: 21p 
Teaching Note: 500076 

Autobytel enjoys first-mover advantage in the Internet new car buying 
space. According to a number of metrics, it is the online leader in this 
category. However, a number of competitors have emerged, raising 
questions about the long-term viability of Autobytel's purchase referral 
model. In addition, Autobytel is struggling to accelerate revenue growth. 
Learning Objective: Can be used in either a first-year general 
marketing course or a second-year marketing course that focuses on 
channel strategy or Internet marketing. 

Dewar’s (A): Brand 
Repositioning in the 1990s: Alvin 
J. Silk, Lisa R. Klein  
Product #: 596076 
Length: 29p 

Dewar's, the U.S. leader in the Scotch category with a 15% market 
share, faced a declining market among traditional consumers of distilled 
spirits. Given the growing societal, legal, and regulatory opposition to 
drinking in the U.S., the marketing options were limited. In addition, 
drinking preferences had shifted away from distilled spirits to lighter, 
lower alcohol beverages like wine, wine coolers, and beer. In early 1993, 
Dewar's U.S. importer, Schieffelin and Somerset, in cooperation with the 
brand's longstanding advertising agency, Leo Burnett, began to explore 
the opportunities for repositioning Dewar's to younger adults. 
Repositioning Dewar's was a necessity for the brand to remain viable in 
the long term.  The brand manager faces the decision of planning the 
strategy for a repositioning or "recruitment" campaign for the brand. 
Subjects Covered: Advertising campaigns; Advertising strategy; 
Brands; Consumer marketing; Marketing management; Marketing 
strategy 

Heineken N.V.: Global Branding 
and Advertising: John A. Quelch  
Product #: 596015  
Length: 13p 
Teaching Note: 598080 

Heineken managers are evaluating the results of the research projects 
designed to identify the values of the Heineken brand and to translate 
these into effective advertising messages.   
Subjects Covered: Advertising; Brands; Consumer behavior; 
International marketing; Market segmentation 

Intel’s Pentium: When the Chips 
are Down (A): Stephen A. 
Greyser, Norman Klein  
Product #: 595058 

Intel, the largest-selling manufacturer of microprocessor computer chips, 
finds itself in a brand-threatening situation when a flaw is revealed in its 
top-of-the-line Pentium chip. The story is front-page news for weeks. 
The company invested tens of millions of dollars in advertising its 
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Length: 3p 
Teaching Note: 595089 

branded Pentium chip as a high-quality component via the campaign 
slogan "Intel Inside." Issues include salience of the problem, when Intel 
knew of the problem, how it was revealed, and what actions should be 
undertaken.  
Subjects Covered: Brands; Crisis management 

Warner-Lambert Ireland: Niconil: 
John A. Quelch, Susan P. Smith  
Product #: 593008  
Length: 16p 
Teaching Note: 594062 

The company’s launch of “the patch” was impending.  Declan Dixon 
must decide on a sales forecast, pricing, and an advertising strategy for 
the launch.  
Subjects Covered: Forecasting; Marketing planning; New product 
marketing; Pricing; Product lines 

Calyx & Corolla: Walter J. 
Salmon, David Wylie  
Product #: 592035 
Length: 31p 
Teaching Note: 596116 

Calyx and Corolla has successfully penetrated the retail flower industry, 
shipping cut flowers via FedEx directly from growers to consumers. Now 
it has to decide how to grow.  
Subjects Covered: Distribution planning; Information systems; 
Information technology 

Chapter 19: Managing 
Personal Communications: 
Direct and Interactive 
Marketing and Personal 
Selling 

 
 
 
 

Abstract 
Marketing James Patterson: 
John Deighton  
Product #: 505029 
Length: 18p 
Teaching Note: 505033 

Can a successful novelist use direct-to-consumer marketing to grow his 
brand? The author, who in a previous career ran a major advertising 
agency, uses advertising with great success to build his stature as a 
crime fiction writer. Further, he applies his experience at managing the 
advertising creative process to employ co-authors on a "literary 
assembly line," turning out more product than any other best-selling 
author. Now he considers whether book clubs can be used to 
systematically build buzz for his new releases. Is it time for a shift to 
direct mail and one-to-one marketing, or is fame in the book business 
only won in the limelight of publicity and broadcast marketing?  
Learning Objective: To illustrate the strengths and weaknesses of a 
demand chain view of a marketing channel and to show the difference 
between the view of a market that surveys can generate and the view 
that a panel can generate. To allow students to explore the power of 
one-to-one marketing, contrast it with the power of buzz marketing, and 
debate whether it is feasible to do both within a single, direct-marketing 
system. 

Centra Software: John Deighton, 
Laetitia Pouliquen  
Product #: 502009 
Length: 17p 

Centra is a pioneer in software eLearning. It is debating how to modify 
its go-to-market strategy, adding telesales to improve sales force 
productivity. At the same time, its market is evolving, and management 
thinks it may be about to "cross the chasm" in Geoffrey Moore's 
terminology. Should it "fish where the fish are biting" or should it 
concentrate on the enterprise customer and exclude small and mid-size 
corporations? If a shakeout is coming, how can Centra ensure that it 
either survives or is acquired by one of the survivors?  
Learning Objective: Design of go-to-market strategy, how to manage 
conflict between field sales and telephone sales, how to manage rapid 
growth markets, and competition between best-of-breed collaborators 
and single-source vendors. 

Siebel Systems: Anatomy of a 
Sale, Part 1: John Deighton, Das 

How does a $2 million software sale happen? This case traces efforts by 
Siebel Systems to sell lead management software to discount broker 
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Narayandas  
Product #: 503021 
Length: 9p 
Teaching Note: 504087 
Part 2: 503022 
Part 3: 503023 

Quick & Reilly. The buying process is mapped out over four years. 
Covers in detail the last six months--from Siebel's initial involvement to a 
challenge from competitor Oracle to the climax. The structure of Quick & 
Reilly's buying center is mapped, as is the role of its parent, Fleet Bank. 
The fortunes of the sale rise and fall as the Siebel account manager 
faces one obstacle after another. Presented in three parts, with 
opportunities to debate the account manager's choices and actions at 
each stage. Part 1 describes the start of the sale from the seller's 
perspective.  
Learning Objective: To analyze industrial buyer behavior and develop a 
selling strategy at the account level. 

Hewlett-Packard – Computer 
Systems Organization: Selling to 
Enterprise Customers: Das 
Narayandas, Robert C. Dudley  
Product #: 500064 
Length: 23p 

HP’s current customer management approach, though successful, 
involved structural changes that forced a deep-rooted overhaul of HP’s 
traditional regional sales approach.  The new recommendations would 
necessitate another round of drastic changes in the way HP manages 
relationships with its large enterprise customers.  
Learning Objective: To illustrate a strategic sales approach to 
managing large customers in high technology markets. 

Bronner Slosberg Humphrey: 
David E. Bell, Donald M. Leavitt  
Product #: 598136 
Length: 22p 
Teaching Note: 598141 

Bronner Slosberg Humphrey has succeeded by providing integrated 
direct marketing solutions for major service companies such as AT&T, 
American Express, and FedEx.  A new CEO takes over from the 
company’s founder and is wondering how to grow the company.  
Options include selling individual services and/or opening global offices. 
Learning Objective: To compare and contrast the age of mass 
marketing with the modern capability of direct micro-marketing. 

Getting the Most Out of All Your 
Customers: Jacquelyn S. 
Thomas, Werner Reinartz, V 
Kumar  
Product #: R0407J 
Length: 8p 

Companies spend billions of dollars on direct marketing, targeting 
individual customers with ever more accuracy. Yet despite the power of 
the myriad data collecting and analytical tools at their disposal, they're 
still having trouble optimizing their direct marketing investments. Many 
marketers try to minimize costs by pursuing only those customers who 
are cheap to find and cheap to keep. Others try to get the most 
customers they possibly can and keep all of them for as long as they 
can. But a customer need not be loyal to be highly profitable, and many 
loyal customers turn out to be highly unprofitable. Companies can get 
more out of direct marketing if they see it as a single system for 
generating profits than if they try to maximize performance measures at 
each stage of the process. This article describes a tool for doing just 
that.  
Subjects Covered: Customer retention; Direct marketing; Loyalty; 
Marketing implementation; Marketing strategy; Profitability; Regression 
analysis 

PART VIII: CREATING SUCCESSFUL LONG-TERM GROWTH 
Chapter 20: Introducing New 
Market Offerings 

 
Abstract 

Harrington Collection: Sizing Up 
the Active-Wear Market (HBSP 
Brief Case): Richard S. Tedlow, 
Heather Beckham  
Product #: 3258 
Length: 14p 
Teaching Note: 3259 

In the wake of slumping sales and sagging profit margins, a leading 
manufacturer and retailer of high-end women's apparel, Harrington 
Collection, must evaluate an opportunity to expand into the high-growth 
active-wear market. Sara Huey, Vice President of Strategic Planning, 
calls on two of her colleagues to help perform a comprehensive market 
evaluation. They must analyze the financial implications of the 
opportunity, assess trade and competitor reactions, consider the risks, 

http://hbsp.harvard.edu/cb/product/500064-PDF-ENG�
http://hbsp.harvard.edu/cb/product/500064-PDF-ENG�
http://hbsp.harvard.edu/cb/product/500064-PDF-ENG�
http://cb.hbsp.harvard.edu/cb/web/search_results.seam?conversationId=50521&N=4294962206�
http://cb.hbsp.harvard.edu/cb/web/search_results.seam?conversationId=50521&N=4294962206�
http://cb.hbsp.harvard.edu/cb/web/search_results.seam?conversationId=50521&N=4294961069�
http://hbsp.harvard.edu/cb/product/598136-PDF-ENG�
http://cb.hbsp.harvard.edu/cb/web/search_results.seam?conversationId=50464&N=4294963473�
http://cb.hbsp.harvard.edu/cb/web/search_results.seam?conversationId=50464&N=4294960768�
http://hbsp.harvard.edu/cb/product/R0407J-PDF-ENG�
http://hbsp.harvard.edu/cb/product/R0407J-PDF-ENG�
http://cb.hbsp.harvard.edu/cb/web/search_results.seam?conversationId=50379&N=4294962261�
http://cb.hbsp.harvard.edu/cb/web/search_results.seam?conversationId=50379&N=4294962261�
http://cb.hbsp.harvard.edu/cb/web/search_results.seam?conversationId=50379&N=4294956720�
http://cb.hbsp.harvard.edu/cb/web/search_results.seam?conversationId=50379&N=4294954608�
http://cb.hbsp.harvard.edu/cb/web/search_results.seam?conversationId=50379&N=4294954608�
http://hbsp.harvard.edu/cb/product/3258-PDF-ENG�
http://hbsp.harvard.edu/cb/product/3258-PDF-ENG�
http://hbsp.harvard.edu/cb/product/3258-PDF-ENG�
http://cb.hbsp.harvard.edu/cb/web/search_results.seam?conversationId=50206&N=4294962209�
http://cb.hbsp.harvard.edu/cb/web/search_results.seam?conversationId=50206&N=4294962415�


   

  

and determine whether the Vigor division of the company will be able to 
successfully launch and manage the new product line. Students must 
use demand and cost information to predict the financial impact of 
adding a new product line.  
Learning Objective: Discuss product mix in the context of a mature, 
highly-competitive industry. Evaluate the strategic implications of a new 
product introduction on the company, its channel partners and 
competitors. Understand how to identify, organize, and use demand and 
cost information to predict the financial impact of adding a new product 
line. 

Mountain Man Brewing Co.: 
Bringing the Brand to Light  
(HBSP Brief Case): Heide Abelli  
Product #: 2069 
Length: 12p 
Teaching Note: 2072 

Mountain Man brews just one beer, Mountain Man Lager, also known as 
"West Virginia's beer" and popular among blue-collar workers. Due to 
changes in beer drinkers' taste preferences, the company is now 
experiencing declining sales for the first time in its history. In response, 
young executive Chris Prangel wants to launch Mountain Man Light, a 
"light beer" formulation of Mountain Man Lager, in the hope of attracting 
younger drinkers to the brand. However, he encounters resistance from 
senior managers. Mountain Man Lager's brand equity is a key asset for 
Mountain Man Brewing Company. The question is whether Mountain 
Man Light will enhance it, detract from it, or irreversibly damage it. 
Learning Objective: To explore brand equity: its creation and using 
brands as platforms for growth; the risks and benefits of a product line 
extension (including congruent vs. incongruent extensions) using an 
existing brand name; and the concepts of cannibalization and brand 
alienation. To practice marginal analysis, breakeven analysis, net 
present value (NPV) analysis, and sensitivity analysis, emphasizing the 
difficulty in choosing between qualitative and quantitative information in 
making key strategic decisions. 

Precise Software Solutions: 
David B. Godes  
Product #: 503064 
Length: 18p 
Teaching Note: 504084 

When and how should a firm introduce an innovative new product? 
Introduce too early and functionality may not be there, too late and 
strong competition might appear. Precise Software Solutions, 
headquartered in Westwood, MA, is a small, growing company with a 
successful--albeit narrowly targeted--software product for database 
performance management. In 1999, it had the beginnings of a new 
product with radically broader functionality and market appeal. However, 
this new product would potentially appeal to a different "audience" within 
the client's IT organization. Once management decides when to 
introduce the product, it must also decide how to do so. Specifically, 
should this product be sold through the same sales force as other 
successful products?  
Learning Objective: Examines sales organization, sales strategy, and 
new product introduction. 

TiVo in 2002: Consumer 
Behavior: Luc Wathieu, Michael 
Zoglio  
Product #: 502062 
Length: 14p 

Brodie Keast is anxious to understand the sharp contrast between the 
inertia of prospects and the deep emotional response shown by 
converted users of TiVo. After an overview of the company's situation 
and problems, the case focuses on different kinds of data (sales results, 
satisfaction and usage data, purchase influence, demographics, attitude 
data, and behavioral data) and explains how that data emerged over 
time as the company was more and more pressured to explore the 
essence of its value proposition.  
Learning Objective: To examine the role of consumer control in 
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consumption, understand products that "change your life," choose 
research methods that match the type of insights sought, and explore 
the relationship between consumer knowledge and managerial action. 

Abgenix and the XenoMouse: 
Robert J. Dolan  
Product #: 501061 
Length: 14p 
Teaching Note: 503046 

In early 2000, Abgenix’s cancer drug has performed well in animal 
testing and is moving to early-stage human testing.  The firm must 
decide whether to sell the product development program to a large 
pharmaceutical company or to enter into a joint venture to push the 
product ahead.  
Learning Objective: To introduce the issue of deciding whether to 
define your product as access to a technology, a developing program for 
defining a product based on the technology, or a finished program and 
marketable product. Exposes students to product line planning in largely 
uncertain environments. 

Oscar Mayer: Strategic 
Marketing Planning: John A. 
Quelch, Dan Kotchen, Robert 
Drane  
Product #: 597051  
Length: 14p 
Teaching Note: 597052 

The marketing director of Oscar Mayer faces a series of strategic 
marketing options regarding established and new products, including 
budget and capacity allocation decisions.  
Learning Objective: To highlight the dynamics of marketing planning 
and budgeting, and to illustrate the need to consider inputs from other 
functions in the planning process. 

Colgate-Palmolive Company: 
The Precision Toothbrush: John 
A. Quelch, Nathalie Laidler  
Product #: 593064 
Length: 24p 
Teaching Note: 595025 

Brand manager Susan Steinberg has to develop a marketing mix and 
pro forma profit-and-loss in preparation for the launch of a new and 
superior toothbrush.  
Subjects Covered: New product marketing; Product positioning; 
Profitability analysis 

Chapter 21: Tapping into 
Global Markets 

 
Abstract 

Samsung Electronics Co.: Global 
Marketing Operations: John A. 
Quelch, Anna Harrington  
Product #: 504051 
Length: 32p 
Teaching Note: 505022 

Samsung's global marketing director is assessing how to build the global 
brand reputation of the company further and upgrade the company's 
worldwide brand image.  
Learning Objective: To show how to build a global brand. 

Hewlett-Packard’s Home 
Products Division in Europe –  
1996-2000: David J. Arnold, 
Carin-Isabel Knoop  
Product #: 501053 
Length: 17p 

By the end of 2000, Hewlett-Packard’s Home Products Division (HPD) 
had been selling its Pavilion line of PCs in Europe for almost five years.  
During that time, HPD had entered and exited Germany, struggled in 
France and the United Kingdom, and significantly reorganized its 
European operations twice.  Students must evaluate how well the firm is 
prepared by 2001 to compete in the European home PC market.  
Learning Objective: To assess the company's performance to date and 
its transformation, and evaluate how well it is prepared by 2001 to 
compete in the European home PC market. 

Supermercados Disco: Regional 
Strategy: David J. Arnold, 
Guillermo D'Andrea, Silvina 
Romero Paz  
Product #: 599127 
Length: 24p 
Teaching Note: 501008 

The Disco supermarket chain has pursued a successful local niche 
strategy in Argentina to compete with multinational chains.  Now, Disco 
considers options for expanding its regional strength.  
Learning Objective: To examine the internationalization of food 
retailing. 

Vietnam: Market Entry Three U.S. multinationals must decide whether to enter the Vietnam 
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Decisions: John A. Quelch, 
David J. Arnold  
Product #: 597020 
Length: 13p 
Teaching Note: 598081 

market and, if so, how.  
Learning Objective: To illustrate the options available to multinational 
corporations considering entering an emerging market. 

Gillette Indonesia: John A. 
Quelch, Diane Long  
Product #: 597009 
Length: 15p 
Teaching Note: 598086 

The country manager of Gillette Indonesia is reviewing his 1996 
marketing plan and considering whether the pace of market 
development and mix of product sales can be impacted by the level and 
type of Gillette expenditures in the market.  
Learning Objective: To illustrate the evolution of a product line in an 
emerging market and to understand how management can influence the 
pace of market development. 

May Kay Cosmetics: Asian 
Market Entry: John A. Quelch, 
Nathalie Laidler  
Product #: 594023 
Length: 35p 
Teaching Note: 595073 

Executives at Mary Kay Cosmetics are evaluating opportunities to enter 
the Japanese and/or Chinese markets.  The comparative opportunities 
must be assessed and guidelines for entry strategies must be 
determined.  
Subjects Covered: International marketing; Market entry; Market 
research; Marketing strategy 

The Global Brand Face-Off: 
Anand P. Raman, Peter M. 
Thompson, Jennifer L. Aaker, 
Harish Manwani, Simon Clift, 
Masaaki Mike Kotabe  
Product #: R0306A 
Length: 9p 

Espoir Cosmetics has received a tantalizing offer: sponsorship of the 
sequel to the Hollywood hit Diana's She Devils. For Natasha Singh, the 
U.S.-based company's global marketing officer, the movie is an ideal 
vehicle for global brand building. As the film is released in each country, 
Espoir can launch tie-in lipsticks and nail polishes. But some of Espoir's 
regional executives don't see it that way. One of them--Vasylko Mazur, 
the head of Eastern European operations and Tasha's old friend--is 
particularly upset. "Tasha," he says, "you don't realize how different 
Eastern Europe is from the rest of the world. Movie-based promotions 
won't do anything for my sales." Should Espoir take its new branding 
initiative global? Offering their perspectives on this fictional case study 
are Peter M. Thompson, president and CEO of PepsiCo Beverages 
International; Jennifer L. Aaker, associate professor of marketing at 
Stanford Business School; Harish Manwani and Simon Clift, executives 
of Unilever; and Masaaki Kotabe, professor of international business at 
Temple University.  
Subjects Covered: Brand management; Brands; Globalization; 
International business; Marketing strategy; Product positioning 

Chapter 22: Managing a 
Holistic Marketing 
Organization 

 
 

Abstract 
WingspanBank. com (A): Sandra 
J. Sucher, Daniel Galvin  
Product #: 600035  
Length: 21p 

Describes the new product development process for 
WingspanBank.com, an Internet-only financial services infomediary 
created by a team from Bank One's First USA division.  
Learning Objective: To explore the rapid development of an Internet 
start-up in the context of an established firm, with a particular focus on 
the details of implementation. 

Wells Fargo Online Financial 
Services (A): Robert S. Kaplan, 
Nicole Tempest  
Product #: 198146  
Length: 18p 
Teaching Note: 199058 

Describes how Wells Fargo, the industry leader in electronic banking, 
implemented a Balanced Scorecard in its online financial services group 
(OFS) to track and measure performance.  
Learning Objective: To enable students to explore the role of the 
Balanced Scorecard measurement system in an entrepreneurial, rapidly 
growing, technology-intensive business. To use information about the 
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operations and economic drivers of the online financial services (OFS) 
business at Wells Fargo to develop a Balanced Scorecard for OFS. 

Jeanne Lewis at Staples, Inc. (A) 
(Abridged): Linda A. Hill, Jennifer 
M. Suesse  
Product #: 400065 
Length: 14p 

Staples’ new senior vice president of marketing, Jeanne Lewis, must 
determine how the marketing department can most effectively and 
efficiently help the company maintain its competitive edge in an 
increasingly competitive and complex market.  
Learning Objective: To illustrate the challenges of managing change in 
a revitalization (as opposed to turnaround) situation in which a more 
evolutionary approach is appropriate. To explore the challenges of 
managing change as a middle manager. To manage the network of 
relationships. To highlight the challenges of the "taking charge" process. 

Cunard Line Ltd.: Managing 
Integrated Marketing 
Communications: Stephen A. 
Greyser, Robert F. Young  
Product #: 594046 
Length: 25p 
Teaching Note: 595028 

Cunard, the world’s oldest luxury line company, is confronted with 
several key issues involving its marketing and marketing 
communications strategy.  One concerns the balance between 
image/positioning advertising and short-term promotional 
advertising/communications on behalf of each Cunard ship (i.e., pull vs. 
push communications).  Related to this is the overall mix of marketing 
communications tools used by Cunard – media advertising, direct 
marketing, etc.  
Learning Objective: To stimulate discussion of: 1) "push" vs. "pull" 
marketing communications in the setting of an expensive consumer 
service, and 2) the balance between corporate vs. individual "products" 
(i.e., ships) as the focus of marketing. 
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