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Chapter 1
Camp Bow Wow: Innovative 
Management for a Changing 
World
Nearly everyone who has been to camp has vivid memories of 
the woodsy adventure. In particular, the sights and sounds of 
the great outdoors leave a lasting impression on campers. Th ere 
are the cabins, the camp counselors, the campfi re treats, the 
wide open spaces, the incessant barking of the furry four-legged 
camp goers—well, at least these are the sights and sounds for 
visitors of Camp Bow Wow, the fastest-growing doggie day-
care center in the United States.
 Founded little more than a decade ago by dog-lover Heidi 
Ganahl, Camp Bow Wow is a safe, happy place where people 
can take their pets when no one is home to care for them. For 
dog owners who work in the daytime, the Boulder, Colorado-
based franchise off ers premier doggie day-care services. For 
pets that need to stay a little longer, Camp Bow Wow has over-
night boarding with spacious cabins and comfortable cots.
 Every day, the experienced counselors at Camp Bow Wow 
supervise dozens of canine campers. Pooches receive plenty of 
personal attention, including grooming, outdoor exercise, food, 
baths, and medical support. For overprotective owners who 
worry their pups might get homesick while they are away, the 
camp’s Live Camper Cams enable anytime viewing of pet play-
areas using the Camp Bow Wow app for iPhone.
 With more than 150 locations, Camp Bow Wow is one 
of the hottest franchise businesses in the nation. Th e pet-care 
service ranked No. 87 on Entrepreneur magazine’s list of fastest-
growing franchises in 2010, and the ranking is likely to go higher 
as new franchisees prepare for launch. Camp Bow Wow fran-
chise owners receive three weeks of startup training, and individ-
ual camps get corporate support in the form of co-op advertising, 
a grand opening, and ongoing fi eld operations and evaluations. 
 Sue Ryan, a Camp Bow Wow franchisee from Colorado, 
knows the ins and outs of managing a doggie day camp. To help 
launch her business a few years ago, Ryan recruited experienced 
pet care worker Candace Stathis, who came on as a camp coun-
selor. Ryan soon recognized that Stathis was a star performer with 
a natural ability to work with clients and pets alike, and today 
Stathis serves as the camp’s general manager. “Candace is good 
with the dogs, good with the customers, good with the employees, 
and she can manage the administrative part of the operation—she 
does a little bit of everything,” Ryan said of her managerial top dog.
 At Camp Bow Wow, store managers have distinct roles 
from camp counselors. Whereas counselors typically take care 
of dogs, answer phones, and book reservations, managers must 
know how to run all operations and mange people as well. 

“What I do,” said Stathis, “is make sure all the operational stuff  
goes off  without a hitch—so, making sure that the dogs all get 
fed, that they get the meds when they’re supposed to, that the 
staff  is taking care of the dogs the way they are supposed to, 
and making sure that everybody is attentive to the pets. You’re 
managing the dogs, but you’re also managing the people.” 
 To keep camp running as effi  ciently as possible, Stathis 
maintains a strict daily schedule for doggie baths, nail trim-
mings, feedings, and play time. Staying on schedule is no 
easy task, especially during the busy holidays and summer 
months—or whenever the pets get territorial. Stathis says that 
while dogs get in occasional tussles, all camp staff  members are 
trained to handle such hairy situations. “It’s part of the job; we 
are all really prepared to deal with it,” says Stathis. 
 When it comes to keeping dogs happy at play, an ounce of 
prevention is worth a pound of cure. “We try to separate the 
dogs fi rst and foremost by temperament, and then by size,” says 
Stathis. “We put an even amount of dogs in the yards—say, a 
couple high-energy dogs with low-energy dogs—to try and 
balance the yards out.” Other dog management strategies at 
Camp Bow Wow include the 15 to 1 dog-to-counselor ratio 
and the preliminary meet-and-greet, where pets are screened 
for vaccinations and spay and neuter status. 
 For franchise owner Sue Ryan, having competent manage-
ment running the camp equals less worry and more personal re-
laxation—perhaps even more time to go on safari in Africa. For 
Candace Stathis, however, good management is simply about 
doing the work she loves. “I love the people, I love the dogs, and 
I wouldn’t change anything for the world,” Stathis says.

Discussion Questions

1. List the three broad management skill categories and ex-
plain which skills are needed most for each of the Camp 
Bow Wow leaders highlighted in the video.

2. Which activities at Camp Bow Wow require high effi  -
ciency? Which activities require high eff ectiveness?

3. List two activities that leaders at Camp Bow Wow perform 
daily, and identify which of the ten managerial roles dis-
cussed in the chapter fi gure prominently for each.

Chapter 2
Barcelona Restaurant Group: 
The Evolution of Management 
Thinking
When Andy Pforzheimer was in college, he took a road trip to 
New Orleans that would change his life. Th e sights and sounds 
of the Big Easy were thrilling to the nineteen-year-old student, 
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but it was the smells and tastes of the city restaurants that cap-
tured his imagination. While discussing the city’s eclectic din-
ing with locals, a chef challenged Pforzheimer to go to France 
to discover what cooking is all about. 
 Decades after heeding the chef ’s words, Pforzheimer is 
himself a renowned chef and the co-owner of Barcelona Res-
taurant Group, a collection of seven wine and tapas bars in 
Connecticut and Atlanta, Georgia.
 Barcelona Restaurant Group prides itself on being “anti-
chain.” When customers dine at any of Pforzheimer’s Spanish 
cuisine restaurants, they experience the local color and personal 
touch of a neighborhood eatery in Milan, Rio de Janeiro, or 
SoHo. Th e wait staff  is personable, and the head chef is known 
for cooking up fl avorful custom dishes to please regulars. Man-
agers get to know customers’ tastes, and they often descend 
upon tables, bringing fl avorful specialties accompanied by 
wines from Spain, Portugal, and vineyards around the world. 
 At Barcelona, life is all about authentic cuisine, exceptional 
service, and a good time. But delivering this unique dining ex-
perience requires a unique approach to restaurant management. 
Barcelona Restaurant Group gives employees the freedom and 
control they need to impress customers. 
 Th e company begins by recruiting self-confi dent individu-
als who can take complete ownership over the establishment 
and its success. When Andy Pforzheimer coaches new re-
cruits, he instructs, “Th is is your restaurant—when customers 
walk in the door, I don’t want them looking for me, I want 
them looking for you.” Th e straight-talking restaurateur is 
adamant that his staff  be mature and willing to take responsi-
bility for their work and success: “Some of our best managers 
come from highly regulated large restaurant companies where 
they were told how to answer a phone and how to set a table 
and how to greet a guest. We don’t do that; we attempt to hire 
grownups.”
 Th e enormous trust Barcelona places in workers is evident 
during weekly staff  meetings. Pforzheimer routinely mixes it 
up with employees, and the dialogue gets feisty at times. “I can 
be diffi  cult to work for,” the owner says candidly. “I’m interested 
in having other people’s opinions thrown at me. I like managers 
who talk back, and I like people who self start.” 
 Scott Lawton, Barcelona’s chief operating offi  cer (COO), 
shares Pforzheimer’s approach, and he underscores that Bar-
celona’s success depends on the mature initiative of employees: 
“We give some basic guidelines as to what our philosophy is 
and what our beliefs are, but we have to trust them to work 
within those confi nes and make the right choice.”
 In refusing to micromanage employee behavior, Barcelona 
takes risks that other dining establishments would rather 
avoid. Lawton insists such risks are intentional and benefi cial: 
“Th ey might not always make the choice that I would make, 
but sometimes they make a better one. To give them a correct 
answer to every question is impossible, and it doesn’t work. In 
fact, you’re actually limiting your ability to get better.” 
 While Barcelona’s leaders care about the wait staff , they 
make it clear that employees must care about the clientele. 

“We’re here for the customer experience,” Pforzheimer says. 
“Everything else is secondary to that.” 
 Lawton agrees, and he adds that Barcelona’s insistence on 
service excellence leads to high satisfaction among employees. 
“If we can empower them to make the guests happy,” Lawton 
argues, “they’re going to make money, the vibe in the restaurant 
is going to be a ton of fun, everybody’s going to enjoy the shift, 
and they’re going to be proud of what they’ve done. And they 
are happy, because that’s a byproduct.”

Discussion Questions

1. In what ways is Barcelona’s management approach consis-
tent with modern developments in management thinking?

2. In what ways does Barcelona’s management approach run 
counter to contemporary developments in management 
thinking?

3. What aspects of restaurant work are especially challeng-
ing to wait staff , and how does Barcelona’s approach to 
management help employees overcome the downsides of 
the job?

Chapter 3
Camp Bow Wow: The 
Environment and Corporate 
Culture
Founder stories play an important role in business. Andrew 
Carnegie’s rise from a penniless immigrant to a captain of 
industry is one of the most famous rags-to-riches stories in 
American history. Th e tale of Bill Hewlett and Dave Packard 
starting HP in a garage has inspired a generation of Silicon 
Valley computer whizzes. More recently, Heidi Ganahl’s launch 
of Camp Bow Wow has become a powerfully motivational 
story of triumph over tragedy.
 Most people know Camp Bow Wow as a fun franchise that 
off ers doggie day care for pet owners on the go. But the com-
pany’s emergence from a single kennel in Denver, Colorado, to a 
$40 million dollar franchise is as inspirational a story as any in 
business. 
 “After my husband died, I was struggling to fi nd purpose 
in life and energy to get out of bed every day,” said Heidi 
Ganahl in a recent interview about her popular camp for dogs. 
“I remember my dogs sitting there with tennis balls, dropping 
them at the base of the bed, like, ‘Come on, get out of bed, life 
goes on, you have to keep moving, play ball’, ” the 44-year-old 
entrepreneur recalled.
 When Ganahl and her fi rst husband were in their mid-
twenties, the dog-loving duo dreaded leaving pets at cold 
cramped clinics, and they dreamed of a better way to care for 
animals. Th e couple drew up plans for a dog-friendly kennel 
business and even began discussing a launch. Th en, tragically, 
Ganahl’s husband died on a Stearman WWII biplane joyride 
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off ered as a gift for his 25th birthday. Heidi’s life went into a 
tailspin. Depressed and raising her child alone, Ganahl frittered 
away nearly $1 million dollars received in a settlement, until 
her brother stepped in and urged her to launch the business she 
envisioned with her husband. Th e intervention was magic, and 
Heidi’s dogs gave her the extra motivation she needed to move 
forward. “I could not have started Camp Bow Wow if it wasn’t 
for them,” Ganahl says of her furry four-legged friends.
 Heidi’s life story has helped transform Camp Bow Wow 
into one of the fastest growing franchises in the United States. 
Th e transition from a small family business to a national chain, 
however, required big changes in the company’s culture. “As I’ve 
grown the company through the years with family and friends, 
and then getting to know the people who work for me and the 
franchisees who have come into the system, the focus had to shift 
from a family-based culture to a business-and-performance-
oriented culture,” Ganahl said. Her 2003 decision to turn Camp 
Bow Wow into a franchise was the right move. “Beginning to 
franchise wasn’t something that I originally had in the plan, but 
it was the perfect fi t for me because it allowed me to be the vi-
sionary and not handle the day-to-day operations,” Ganahl said.
 According to Camp Bow Wow’s top dog, corporate culture 
has many elements: it can mean logos and branded material, a 
presence on the Internet, or even the relationships developed 
with customers and employees. But a key element of Camp 
Bow Wow’s culture that doesn’t exist in other franchises is the 
staff ’s deep emotional connection with animals. Th e connec-
tion is immediately apparent at Camp Bow Wow’s corporate 
headquarters, where offi  ces are bustling with employees and 
pets alike. “What we do is focus on what’s important to us, and 
that’s the animals,” Ganahl said. “Whether it’s the Foundation, 
our franchises, or our camp counselors, it all comes through 
in diff erent ways, and it all goes back to the same thing: it’s all 
about the pets. If we keep that focus and that commitment, I 
think our culture will be alive and well for a long time.”

Discussion Questions

1. What aspects of Camp Bow Wow’s corporate culture 
are visible and conscious? What aspects are invisible and 
unconscious?

2. Why did Camp Bow Wow have to change its culture when 
it became a national franchise?

3. What impact does Heidi Ganahl’s story have on employees 
at Camp Bow Wow? 

Chapter 4
Holden Outerwear: Managing 
in a Global Environment
Where can snowboarding enthusiasts fi nd apparel that is fash-
ionable around the globe, whether the destination is Vancou-
ver’s Cypress Mountain, Switzerland’s Saas-Fee, or Loveland, 

Colorado? Today’s style-minded boarders buy their snow duds 
from Mikey LeBlanc, a snowboard professional who founded 
Holden Outerwear in 2002 to inject fashion into the sport. In 
just one decade, Holden’s independent do-it-yourself ethic has 
hit slopes worldwide, from Japan and Norway to France and 
Canada.
 Holden is a brand with attitude. First, the company’s 
namesake association with Holden Caulfi eld, the angst-fuelled 
anti-hero of J.D. Salinger’s Th e Catcher in the Rye, is a symbol 
not lost on today’s youth. Next, Holden jackets and pants, with 
their street-wear cuts borrowed from skate culture and the 
global fashion industry, represent a rejection of the “Michelin 
Man look” so common among skiers. “Fashion defi nitely fi gures 
in to Holden—that’s where we look for inspiration,” LeBlanc 
says of his brand’s distinct style. “A lot of our competitors look 
inside our industry for inspiration. We’ve always looked out-
side, whether it was stores, current trends in fashion, or to our 
friends.” Not only do Holden jackets make a statement, but 
they also may be good for the planet. Holden fabrics are made 
from hemp, recycled plastic, and bamboo, and fi nished gar-
ments ship in biodegradable bags that reduce waste while keep-
ing products free of dust.
 Although Holden boasts followers throughout Asia, Eu-
rope, and North America, LeBlanc’s team manages business 
operations from the sports-apparel Mecca of Portland, Oregon, 
home to such iconic brands as Nike, Columbia, and Nau. To 
serve stores in the United States and Canada, Holden main-
tains an in-house sales team led by a company sales manager. 
Overseas marketing, however, is handled through partnerships 
with outside distributors. 
 Like so many other American brands, Holden apparel is 
“made in China.” LeBlanc explains that while he would like to 
manufacture lines in the United States, government regula-
tions, labor costs, and high corporate tax rates are too heavy a 
burden. “If we were to produce garments in the United States, 
our prices would be doubled,” LeBlanc says. “It’s really hard to 
beat the price coming out of China.” Domestic costs are not 
the only reason Holden produces outerwear in Asian factories: 
availability of materials is another factor. “A lot of the goods are 
located there—fabrics, buttons, and snaps,” LeBlanc says. “If 
we were to make a garment in the United States, we would still 
have to bring the pieces in from Asia.” In addition to the tricky 
economics of domestic production, garment making requires 
skilled laborers, and LeBlanc says that the United States lacks a 
manufacturing base to do the job. “It’s really hard to fi nd work-
ers in the United States who know how to take garments and 
do all the things you need when producing a technical garment.”
 Finally, for any company that sources materials and labor 
overseas, shipping is a vital, ongoing concern. In the early years, 
LeBlanc used nearly a dozen shippers to transport garments 
from China to warehouses in the United States and Canada. 
To increase effi  ciency and reduce costs, LeBlanc found a way to 
coordinate overseas factories through a single distribution hub 
in China. Now Holden’s transport is carried out through just 
two shipping companies.
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 Th e behind-the-scenes management at Holden is pay-
ing off . Yet for small companies that have mastered the mak-
ing, moving, and marketing of goods, scheduling can be the 
diff erence between success and failure. “You want to be on 
time—that’s the biggest thing,” LeBlanc says. “When I talk to 
my retailers and ask what is the most important thing, the an-
swer is time. Th e most important thing you can do is have your 
product in stores on your in-date.” He adds that you have to 
see things from the retailer’s perspective: customers shop retail 
stores looking for products, and if they can’t fi nd them they’ll 
walk away—perhaps permanently.
 Holden Outerwear may have an independent spirit, but 
LeBlanc has no interest in missing the delivery dates of his 
retail customers. After all, helping snowboarders suit up for 
the world’s most challenging courses is a team eff ort, not a solo 
performance by a heroic recluse in a Salinger novel.

Discussion Questions

1. Which stage of globalization characterizes Holden Outer-
wear’s international involvement?

2. Identify Holden’s primary approach to entering the interna-
tional market. What are the benefi ts of this entry strategy?

3. What are the challenges of international management for 
leaders at Holden?

Chapter 5
Theo Chocolate: Managing Ethics 
and Social Responsibility
As a boy growing up in Philadelphia, just hours from Her-
shey, Pennsylvania, confectioner Joe Whinney fell in love with 
chocolate. Halloween was sheer bliss for the youngster, and 
Whinney recalls often getting lost in thought while munching 
on a chocolate bar. 
 When he grew older, Whinney got an opportunity to visit 
cocoa bean farms in the rainforests of Central America, while 
serving as a volunteer for a conservation program. Th e experi-
ence was life changing.
 Propelled by his combined love of chocolate and the 
environment, Whinney dreamed of building the fi rst organic 
fair trade chocolate factory in the United States. In 1994 he 
pioneered the import of organic cocoa beans to the United 
States, and in 2006 Whinney’s Th eo Chocolate company 
became the fi rst and only sustainable chocolate maker in the 
nation. 
 Unlike U.S. chocolate manufacturers who deliver sweets 
in high volume, Th eo’s award winning chocolate is produced in 
small batches. Th e company’s “bean-to-bar” production method 
uses cocoa beans grown without pesticides and without harm 
to the environment or farmers. Th e result is a creamy delectable 
milk chocolate bar that is as good for the ecosystem as it is for 
the palate.

 Like other social entrepreneurs, Joe Whinney exudes a 
sense of mission in everything he does. “After my experience 
in Central America,” says Whinney, “I saw that social and en-
vironmental degradation were really business problems, and 
I wanted to help save the world by making chocolate.” Th e 
chocolate maker’s objective is to operate a business that is prof-
itable, ethical, and good for the environment. “Our business 
ethic,” says Whinney, “is informed by our belief that all life on 
the planet is interconnected. We need consumers to be healthy 
and well, our farmers to be healthy and well, and the entire 
planet to be healthy and well in order for us to be successful 
and profi table.”
 Organic farming and fair trade are important to Whinney. 
In Th eo Chocolate’s world, organic means that the cocoa beans 
are naturally grown and harvested in ways that preserve habi-
tats and the balance of the ecosystem. Fair trade is an economic 
concept that ensures equity between buyers and growers in 
developing nations, as well as fair treatment of workers. Th eo 
Chocolate is proud of its status as a certifi ed fair trade com-
pany. “Fair trade certifi cation is important for us to build trust 
with our consumers, so that we do what we say we are going to 
do,” says Whinney.
 Since fair trade certifi cation is important in preventing 
companies from exaggerating their green credibility, Th eo chose 
IMO Fair for Life to be its accountability certifi cation program. 
“What’s great about Fair for Life is that it is a certifi cation that 
ensures the economic and social integrity of our entire supply 
chain, from the cocoa farmers that we work with all the way 
through to our own factory operations,” remarked Whinney.
 Debra Music, a fellow chocoholic and the vice president of 
sales and marketing at Th eo, says the company is an example 
of  “enlightened capitalism.” Music expresses pride in being the 
only fair-trade-certifi ed bean-to-bar chocolate factory in the 
United States. “We’re trying to defi ne the intersection of artisan 
world-class chocolate making with sustainable practices,” Music 
says. “Simply put, I like to say it’s about doing good while doing 
well.”
 While Th eo Chocolate is fi nding good success in the 
organic foods industry, perhaps the most exciting thing for 
“Th eonistas” is that the company is being hailed as a voice for 
change. Employees say they have gained a loyal following for 
their eff orts in the developing world, and business success has 
opened up new opportunities for sharing their vision of a bet-
ter world.

Discussion Questions

1. What practices at Th eo Chocolate embody the concept of 
sustainability?

2. What does Vice President Debra Music mean when she 
says that Th eo is a “triple bottom line” company? How is 
this diff erent from any other company?

3. What does the term fair trade mean to the leaders at Th eo? 
What happens if fair trade goals confl ict with a company’s 
primary responsibility to be profi table?
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Chapter 6
LivingSocial Escapes: Managing 
Small Business Start-Ups
After graduating from college and working as a derivatives 
trader on Wall Street, Maia Josebachvili began to plan week-
end getaways to escape the bubble of city life. One night, 
while seated around a campfi re with a group of fellow camp-
ers, Josebachvili decided that her weekly planned excursions 
could appeal to other young professionals. Willing to take 
risks, Josebachvili left her job and founded Urban Escapes 
(now called LivingSocial Escapes), a fi rm that creates social 
adventures for travel-minded individuals. “I left Wall Street 
for a year, traveled around the world, and fi gured out exactly 
what it was that I wanted to do,” Josebachvili says. “I came back 
and e-mailed 200 people and said, ‘Hey, I’m starting a camping 
company, so come camping’. ”
 An outdoors enthusiast who has hiked to Everest Base 
Camp and climbed Kala Patthar in Nepal, Josebachvili began 
her start-up with basic planning. Josebachvili’s fi rst business 
model predicted that organizing getaways could earn $12,000 
in the fi rst year, and she proceeded to launch in May 2008. “I 
started with about $4,000, got a cheap apartment, and worked 
from home and from coff ee shops,” Josebachvili says. “After the 
fi rst bit of money came in from my trips, I invested $2,000 in a 
Web site.” 
 As the concept began to catch on, Josebachvili looked to 
business partner Bram Levy to handle business operations. 
Like Josebachvili, the LivingSocial Escapes partner is a seri-
ous outdoor enthusiast with serious adventurer credentials, 
including hikes in the Himalayas and scuba diving in the Great 
Barrier Reef. With a background as a teacher and management 
consultant, Levy was the perfect match for Josebachvili’s cre-
ative output. “I’m more of the business side,” Levy says. “Maia is 
a real genius when it comes to what is exciting and interesting 
to people, and what people get motivated about; I was able to 
help organize the business, fi gure out where we needed to go, 
and fi gure out how to keep things more logically structured.” 
 After a successful fi rst year, the partners decided to target 
other nearby cities. When Josebachvili and Levy concluded 
that fi nances were in place for expansion, LivingSocial Escapes 
began serving Boston, Philadelphia, and Washington D.C. Ac-
cording to Levy, money wasn’t a major problem. Since custom-
ers of LivingSocial Escapes pay up front for travel events, the 
company always has cash in hand to carry out operations.
 From the beginning, LivingSocial Escapes has pursued a 
very simple objective: “keep it going.” Levy says that while it 
would have been smart to write a yearly business plan with 
goals and targets for set periods of time, the company instead 
developed a core service and kept repeating it. “It truly was 
organic growth, both in terms of the business model and the 
fi nancing of the business,” Levy says.
 Although there is no single formula for start-up success, the 
LivingSocial Escapes founders say that hard work, intelligence, 

and luck are essential ingredients for any small business. Th e 
“luck” part came when an outside company, LivingSocial, took 
interest in buying Urban Escapes following the fi rm’s appear-
ance in Inc. magazine. Executives at LivingSocial arranged to 
meet Josebachvili and Levy at a local pub, and a few months 
later the acquisition was complete. As a result, LivingSocial 
Escapes can now target customers in dozens of cities.
  “We had never considered the idea of selling,” Levy says. 
“Not once did Maia have a conversation about selling the busi-
ness. We thought we’d grow it as big and bad as possible, and 
when it’s no longer big and bad and fun, that’s the end of it.” 
But the partners found the off er too good to refuse. Accord-
ing to Josebachvili, six weeks transpired between the fi rst pub 
meeting and the signing the papers. “We signed the papers at 
10 a.m. and were in the new offi  ce by 3 p.m. that same day,” 
Josebachvili says.
 Th e acquisition by LivingSocial has brought new oppor-
tunities for LivingSocial Escapes. With an abundant supply of 
capital and resources, Josebachvili and Levy can take greater 
risks than ever before, yet with the business model they created. 
“What I’m most happy with,” Josebachvili says, “is that I’m now 
part of a company that is growing faster than we were, with 
such bright people, but I still get to do exactly what I love to do.”

Discussion Questions

1. Are Maia Josebachvili and Bram Levy entrepreneurs, social 
entrepreneurs, or both? Explain.

2. Describe the personality traits of the LivingSocial Escapes 
founders. 

3. How did the founders of LivingSocial Escapes fi nance 
the company’s growth, and what options did they have for 
additional funding?

Chapter 7
Modern Shed: Managerial 
Planning and Goal Setting
In 2003, builder Ryan Smith was restoring an old home in 
Washington when a client marveled at the small work shed 
he set up for the project. Th e customer admired the compact 
portable structure, and it dawned on Smith that the kit could 
be decked out with modern features and used for studio spaces, 
home offi  ces, guesthouses, and more. Smith ran with the idea 
and launched his own startup business, Modern Shed. Today 
his company designs stylish prefabricated backyard dwellings 
for nearly any purpose.
 To make the best use of limited resources, Modern Shed 
hires outside contractors to help produce its small paneled 
sheds. Since the company doesn’t have an in-house marketing 
and sales department, Smith outsources the fi rm’s marketing 
planning to Seattle consultant Scott Pearl, a real estate veteran 
who serves as the company’s go-to guy for sales. “Scott has 
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always been interested in the real estate market—he’s a natural 
to work with,” Ryan Smith said of his marketing partner. 
 But planning and goal setting can be a real challenge for 
the small Seattle-based company. As a new product concept 
that lacks a well-established market, Modern Shed fi nds itself 
in uncharted territory. Until recently, the company had few 
clear sales objectives. “When I joined with Modern Shed,” Pearl 
recalls, “they didn’t have any sales goals because they were still 
primarily selling through their Web site and through their 
dwell ad. So we had to start somewhere.” Fortunately for Mod-
ern Shed, Pearl is an experienced marketer who thinks outside 
the box and has little trouble generating fresh ideas.
 After being hired on as a consultant, Pearl began analyz-
ing the company’s local ads to see what product types were 
selling. He noted that Modern Shed was popular with people 
who wanted small backyard offi  ces and studio spaces, and he 
determined that selling two 10 ft. x 12 ft. structures per month 
would be an eff ective fi rst sales goal. As expected, he was able to 
achieve that goal in a timely manner. 
 Today Pearl is looking to expand the company’s sales goals. 
Instead of focusing only on Modern Shed’s small structures, 
Pearl has added sales targets for the company’s larger, more 
profi table sheds. According to the marketing consultant, Mod-
ern Shed’s larger dwellings need to represent 25 percent of all 
products sold—a stretch for the young fi rm.
 With a new stretch goal in place for the company’s larger 
dwellings, Pearl has begun creating a plan for how to achieve 
his higher target. In recent months Pearl has narrowed down 
consumer segments, and he believes he has identifi ed a perfect 
customer for the larger sheds: dual-income families that use 
nannies and au pairs to manage the home. Since Modern Shed 
manufactures a 12 ft. x 16 ft. dwelling with a bathroom and 
comfortable living quarters, Pearl believes he can pitch the shed 
as a “nanny solution” for Seattle’s well-to-do families. Using in-
formation gathered from local title companies, Pearl discovered 
that his new residential target customer tends to live in upscale 
neighborhoods with mid-century modern architecture. Once 
Pearl’s marketing plan is fi nalized, Modern Shed’s sales teams 
will be ready to contact customers by direct mail, telesales, and 
personal sales appointments.
 Pearl’s marketing plan appears to be a good next step to-
ward achieving Modern Shed’s top-level strategic goals. “Mod-
ern Shed has been really popular with folks who are doing 
backyard offi  ces, studios, and guestrooms, but the potential in 
the residential arena is a once-in-a-lifetime opportunity,” Pearl 
says. According to the Seattle marketer, the economic recession 
actually works in the company’s favor. “Because the downturn 
in the economy has been so severe, we’re now seeing fi nished lot 
prices in the Northwest as low as $15,000 per lot, which is un-
heard of,” Pearl said. “One of the reasons I’m driving this now is 
that we may not in our lifetimes see land at the price it is today.”
 Given the present state of the economy, Modern Shed’s low 
cost living solutions could catch on quickly, especially in Seattle 
where starter houses can average $300,000. “We might be able 
to bring fi nished lot and house product to market for under 

$200,000, which would be unbelievable,” Pearl says. For certain, 
if the plan works out, Modern Shed’s little living spaces could 
become the next big thing.

Discussion Questions

1. What level of planning and goal setting does marketer 
Scott Pearl perform for Modern Shed?

2. Do Scott Pearl’s goals meet the criteria of eff ective goal set-
ting as discussed in the chapter? Explain.

3. What are some of the ways in which Scott Pearl’s plans and 
goals benefi t Modern Shed as an organization? Are there 
potential downsides to such planning?

Chapter 8
Theo Chocolate: Strategy 
Formulation and Execution
Seattle’s Th eo Chocolate specializes in the divine. Th e cocoa 
that the chocolate maker harvests to produce its delicious 
candy bars comes from a tropical evergreen known as Th eo-
broma cacao—translated literally, “food of the gods.” Th e heav-
enly fl avor that resides in the plant’s cacao pods helps sustain 
the worldwide confectionery industry, and Th eo is one of the 
newest companies to master the art of cacao cultivation.
 Founded in 2006 by Joseph Whinney, Th eo Chocolate 
prides itself on being the fi rst organic and Fair Trade Certifi ed 
chocolate maker in the United States. In addition to produc-
ing world-class chocolate, Th eo integrates ethical standards 
throughout its entire business, all the way from the cocoa farm 
to the candy rack.
 When Th eo fi rst started its production, the company off ered 
an exotic line of dark chocolate and milk chocolate bars and 
truffl  es. Th ese early treats had unusual names such as Coconut 
Curry, the 3400 Phinney Bar, and Bread & Chocolate. Moreover, 
the bars were wrapped in artistic watercolor packaging with 
whimsical cover designs. Th eo’s launch garnered accolades from 
critics and organic food consumers alike, in part because of the 
company’s creativity and sustainable business model.
 But selling chocolate to foodies and green consumers didn’t 
add up to the high volume that Joe Whinney and his manage-
ment team hoped to achieve. In addition, Debra Music, Th eo’s 
vice president of sales and marketing, began noticing barriers to 
mainstream acceptance of Th eo’s products. In particular, Th eo’s 
fl avors and product names were too funky for mass appeal, and 
wrapper designs were so artistic that customers were confused 
about what was inside the packaging. Managers knew some-
thing had to be done.
 “When we looked at our numbers and realized we were 
not growing at the rate that we thought we should, and that 
in certain markets we were struggling,” Music remarks, “we de-
cided to apply some science to what we were doing.” Th e mar-
keting executive’s research turned up some possible solutions. 
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“We found that we needed to be selling in places where people 
wanted just a milk chocolate bar,” Music said. “Our products 
were a little bit intimidating, so we decided to rein that in and 
create a much more accessible product line.” 
 Founder Joe Whinney began working on a new strategy—
one based around the company’s ultimate goal. “Th e overall goal 
is that we would like Th eo to be the most loved chocolate com-
pany in the world,” said Whinney. But since widespread appeal 
is rare for exotic products, Th eo’s founder had to go back to the 
drawing board. “When we decided to alter course and make 
more accessible products, we looked at market data for the fi rst 
time, and we looked at what were the clear winners in the mar-
ket,” Whinney says. “We decided that consumers were choosing 
the winners already, so we designed products that we felt would 
meet consumers’ expectations and allow us to stay true to our 
ethics and quality.”
 Since managers agreed that Th eo needed a gateway product 
that would attract consumers more easily, the company started 
producing classic milk chocolate bars. Unlike the exotic bars 
produced at the company’s launch, Th eo’s classic line included 
familiar taste combinations such as chocolate and mint, regular 
milk chocolate, and cherries and almonds. “We created a classic 
line that had more traditional fl avors and that was in packaging 
that was easy for consumers to understand,” says Whinney.
 Th e end result is that Th eo now off ers two distinct product 
lines for two diff erent market segments. Th e company roasts a 
Classic line of milk chocolate bars for mainstream customers, 
and it off ers Fantasy Flavors for more adventurous eaters. Each 
line embodies the high quality and sustainability that make up 
the Th eo brand.
 Th e strategy was a hit with consumers. “Th e growth was 
fairly dramatic,” says Whinney. “We were able to access markets 
that we weren’t able to before. In the Pacifi c Northwest we’re 
the No. 1 selling chocolate brand in the natural and organic 
category—and we’re the fastest growing in the top 10 across 
the country.” 
 While some small businesses prefer niche markets, ap-
pealing to mainstream customers was consistent with Joe 
Whinney’s belief that everyone should be able to enjoy Th eo 
Chocolate. “We believe that everyone should have access to 
great chocolate, and so we wanted to make sure that we were 
responding to the marketplace, listening to what people really 
wanted, and then producing products that met our goals and 
theirs as well.”
 If Th eo maintains its current growth, Joe Whinney’s goal of 
becoming the most loved chocolate company in the world may 
be more than just a dream—it could be divine destiny.

Discussion Questions

1. Evaluate Th eo’s new strategy in light of the company’s 
strengths, weaknesses, opportunities, and threats.

2. Using the BCG Matrix, explain Th eo’s decision to off er a 
classic line of chocolate bars after having limited success 
with Fantasy Flavor chocolates.

3. Which of the three competitive strategies—diff erentiation, 
cost leadership, or focus—do you think is right for Th eo 
Chocolate? Explain.

Chapter 9
Plant Fantasies: Managerial 
Decision Making
Teresa Carleo considered a career in cooking after a boss once 
passed her up for a promotion. But when her husband urged 
against it, the New York resident instead launched a landscap-
ing business and began searching for opportunities to beautify 
the Big Apple. Today, Carleo’s business, Plant Fantasies, is the 
gardener for such well-known city properties as the Trump 
Organization, John Jay College, and Jack Resnick & Sons. 
“My niche is owners and developers in the real estate industry,” 
Carleo says of her landscaping business.
 While the opportunity to serve New York’s rich and fa-
mous may sound exciting, pleasing the Donald Trumps of 
the world is a challenging task. Fortunately, Carleo is no mere 
apprentice when it comes to high-class service. “Th e decision to 
start the business was exciting, but the determination to stay 
with the business was excruciating,” Carleo says of her demand-
ing job. Carleo’s patience has been a virtue, however, as wealthy 
New York City property owners pay top dollar for healthy 
shrubs and fragrant fl owers. Installation fees at Plant Fantasies 
begin at $1,200, and high-end exterior landscapes can cost cus-
tomers up to $600,000. With well over 100 clients, Plant Fan-
tasies is able to generate nearly $5 million in annual revenues.
 In New York City, where appearances matter, real estate 
owners have little tolerance for wilting plants or lagging 
service. Carleo’s attention to detail is evident in all of her 
installations—most notably her rooftop gardens. Gardens 
come carefully constructed with a drainage layer, waterproof 
protective membrane, biodegradable coconut mat, soil, and lush 
foliage. Each installation requires close collaboration between 
architects, fl oral designers, landscape workers, and even code 
inspectors. Once a garden is built, landscape teams keep a 
watchful eye to make sure weeds are pulled and shrubs are 
manicured. Th e same care and attention is displayed in other 
company services, including holiday decorations and Christmas 
trees. Whether it’s placing wreaths or planting gardens, fancy 
fl ora is what Plant Fantasies does best.
 In landscaping, success often boils down to big decisions 
over little details. “It’s my role as a business owner to give sug-
gestions and ideas—they’re looking to me for that,” Carleo says. 
“Th ey don’t know about plants and fl owers, but they might 
know that they like the color red.” While some decisions in-
volve plant colors and types, others involve complex negotiation 
with people, such as when Plant Fantasies builds designs cre-
ated by outside landscape architects. “It’s easier when we are the 
landscape designers because we are picking the plant material. 
We have a sense of what we want to do, and we have faith in 
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our design and choices,” says Carleo. “But when you’re working 
with landscape architects, they could come up with something 
that we don’t even really agree with.”
 Despite Carleo’s confi dence in her own decision making, 
the Plant Fantasies owner understands the benefi ts of em-
powering others. “More and more, as I’m trying to grow the 
company, I’m trying to get my team to be more independent of 
me. I don’t want to know every single thing.” Regardless of who 
makes decisions, Carleo expects all her employees to share her 
high standards for quality: “I want them to take care of it, but I 
want them to take care of it the way I would take care of it my-
self. And that’s hard, because not everybody is the same.”

Discussion Questions

1. Did Plant Fantasies owner Teresa Carleo follow the ra-
tional decision-making process to launch Plant Fantasies? 
Explain.

2. List an example of a programmed decision at Plant Fanta-
sies. Identify a nonprogrammed decision at Plant Fantasies.

3. How might managers at Plant Fantasies conduct the fi nal 
evaluation stage of the decision-making process when in-
stalling a new garden for a client?

Chapter 10
Modern Shed: Designing Adaptive 
Organizations
If anyone knows about structural designs that are sturdy, 
contemporary, and adaptive, it’s Ryan Smith, the owner and 
founder of Modern Shed, a small Seattle company that builds 
modernized space-saving dwellings.
 Smith’s interest in building things began in childhood while 
playing with a favorite plywood train set. His early fascination 
matured into an architectural career, and Smith quickly estab-
lished a reputation as a skillful builder with an eye for stylish 
home design and renovation.
 But in 2003, Smith stumbled upon a very little big idea: 
after setting up a small temporary work shed while working 
on a home restoration project, a client remarked that he really 
liked Smith’s tiny work shelter. A light bulb went on inside 
Smith’s creative mind, and the enterprising builder determined 
that the kit could be decked out with modern living features 
and sold for a range of uses. Today he builds small paneled 
dwellings for use as studio spaces, home offi  ces, pool houses, 
project sheds, guesthouses, and more.
 Like his stylish sheds, Smith’s company is built to be adap-
tive, scalable, and suited to the needs of the environment. Mod-
ern Shed counts only 12 to 14 full time employees in the fi rm’s 
Seattle offi  ce. However, at times the company’s output rivals 
that of a large builder, which is achieved through collaboration 
with outside sales reps and a dealer network comprised of 35 
independent contractors across the United States.

 According to Smith, partnering with outside specialists was 
the most effi  cient, eff ective, and fl exible way to run a startup 
company. “If you need to create a business organization, and 
you bring it all in house,” says Smith, “you need to have the ac-
counting position, the organizing position, the person who is 
going to answer the phones, and the people who are going to 
make the things—and you just can’t do that when you start a 
company. It doesn’t make sense.”
 One partner who helps boost Modern Shed’s output is 
Scott Pearl, a marketing consultant who also lives in Seattle. 
Pearl’s background is in real estate, where he worked on 
multimillion-dollar projects before starting his own marketing 
consultant fi rm. In light of the recent crash of the real estate 
market, Pearl is excited to be managing many of Modern Shed’s 
sales and marketing functions. According to Pearl, Modern 
Shed is one of the few building concepts thriving in today’s 
depressed housing market. “Modern Shed has positioned itself 
so that we’re insulated from what’s going on in the general mar-
ketplace,” the marketer states. 
 Smith’s dealer network is made up of dozens of such 
partners who specialize in everything from materials and con-
struction to sales and offi  ce processes. Th e partners connect 
regularly to discuss projects and plans. “On a monthly basis 
we’ll have conference calls with the reps and the dealers about 
new products, new promotions, changes in pricing, and new 
opportunities for them in terms of their marketing,” Pearl re-
marks. “It’s very lean and unstructured because all those folks 
are independent contractors.”
 What impresses Scott Pearl most about Modern Shed 
is the organization’s ability to respond quickly to the needs 
of the market. “We were recently approached by a nationally 
recognized home-and-garden expert who wanted us to create 
an entirely new product line of Modern Shed,” says Pearl. “Th e 
fact that Ryan can just drop everything and focus on this, get 
the team focused on it, and actually come up with a brand new 
product in under eight weeks is phenomenal. It could not be 
done unless the organization was nimble like we are.”
 Small, fl exible, responsive—these are the qualities that 
have enabled Modern Shed to thrive even during an economic 
recession. According to Smith, the logical process of building 
sheds from smaller scale structures to larger ones is a metaphor 
for how modern organizations should be built. “You can use 
the analogy for organizations and people as well as structures,” 
Smith states. “If you go too big you don’t understand it; you 
have to start small.”
 As for Scott Pearl, he doesn’t expect to become an em-
ployee of Modern Shed. Nevertheless, the marketing consul-
tant considers himself an important part of Modern Shed’s or-
ganization and success.

Discussion Questions

1. Which of the fi ve approaches to structural design is used 
at Modern Shed, and how are the company’s departments 
organized and coordinated?
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2. What are the advantages and disadvantages of Modern 
Shed’s organizational structure?

3. How did Ryan Smith determine whether his company 
needed a mechanistic structure with a formal verti-
cal hierarchy or an organic one involving free-fl owing 
partnerships?

Chapter 11
Holden Outerwear: Managing 
Change and Innovation
While many apparel manufacturers dream of setting trends in 
the world of fashion, Holden Outerwear is the ultimate fash-
ion innovator. Founded in 2002 by professional snowboarder 
Mikey LeBlanc, the Portland, Oregon, sports-apparel maker 
has given traditional baggy outerwear a complete style make-
over. Unlike ski-apparel brands that focus on utility at the ex-
pense of looking good, Holden believes technical garments can 
look cool. “What I love most about Holden is that they take 
cues from fashion and they’re not looking at what everyone else 
in the outerwear market is doing,” says Nikki Brush, design and 
development manager at Holden.
 For Mikey LeBlanc, Holden is the perfect vehicle for ex-
pressing his two favorite interests, snowboarding and urban 
wear. When the pro boarder is not out taming the mountain, 
he’s somewhere talking about his company’s approach to de-
sign. “We brought an element of old world tailoring to our 
stuff , so we deal with paper patterns and fi t, and we work with 
the shape of a garment—that was new to the industry,” LeBlanc 
says. Most outerwear brands focus on keeping skiers warm and 
dry, not on fashion. Not so with Holden. “We were the fi rst to 
bring a couple diff erent fi ts,” LeBlanc adds. “We had a standard 
fi t and a skinny fi t on our pants, for example.”
 Soon after Holden launched, the company was heralded as 
the new and improved outerwear maker because of its atten-
tion detail. “We use a lot of genuine leather, a lot of wool, and 
things that weren’t found in outerwear,” LeBlanc says. Holden 
pants and jackets possess unique features like leather covered 
snaps, leather shoulders, and urban-style snaps and stitch-
ing. LeBlanc and his design teams keep a close eye on runway 
brands like Marc Jacobs and G-Star, as Holden is always look-
ing to bring new elements of style to the slopes. “It’s all about 
bringing that element of fashion design instead of technical 
design to outerwear,” says Holden’s founder. “We’ve been 
labeled as the brand that pushes the style portion of technical 
outerwear.” 
  As a trained designer, Nikki Brush relishes the innovative 
aspects of working at Holden. “I have a pretty solid background 
in development and designs, so I get excited about technology, 
whether it’s working with the fabric mill or a garment manu-
facturer,” Brush says. In particular, the designer enjoys taking 
a standard industry garment and doing it diff erently, as with 
Holden’s use of denim. “I think our denim is very exciting. 

Most companies are working in cheap nylons that are printed 
to look like denim, but we are not.” Unlike brands that substi-
tute faux materials, Brush works with true cotton twill, which 
is fi rst cut for style and then laminated with waterproofi ng.  “It 
performs on the mountain as high performance outerwear, but 
looks like jeans,” Brush says.
 By far Holden’s greatest innovation has been the creation of 
a new eco-friendly fabric. In 2005, LeBlanc and a business part-
ner had an idea to make a natural-fi ber waterproof breathable 
fabric, which didn’t yet exist. So the partners pioneered it. In 
addition to being technically durable, the new garment material 
was hailed as an environmental breakthrough.
 Today Holden has the attention of everyone in its industry. 
Retailers wait anxiously to see LeBlanc’s newest collections, 
and competitors from Burton and Salomon to Bonfi re and 
Walmart borrow heavily from Holden’s collections. LeBlanc 
doesn’t worry too much about the rampant plagiarism that goes 
on in his industry. As the pro-boarder sees it, imitation is the 
highest form of fl attery. Plus, Holden’s business is based on 
fi nding the next big thing. When it comes to style, Holden is 
the leader, never the follower.

Discussion Questions

1. Identify the type of change that Holden’s leaders are man-
aging on a daily basis.

2. Is Holden’s creative approach to outerwear an example of 
disruptive innovation? Why or why not?

3. What resistance has Holden encountered while introduc-
ing innovative garment designs?

Chapter 12
Barcelona Restaurant Group: 
Managing Human Resources
Th e restaurant business is always in fl ux, with workers coming 
and going in a revolving-door fashion. Th is is true even of high-
end concepts like Barcelona Restaurant Group, a collection of 
seven wine and tapas bars located in Connecticut and Atlanta, 
Georgia. 
 At Barcelona, life is all about authentic cuisine, exceptional 
service, and a great time. Th e restaurant group off ers eclectic 
Spanish cuisine with an authentic ambience that recalls a 
neighborhood eatery in Milan or Rio de Janeiro. At Barcelona, 
wait staff  are friendly, and chefs are known to create personal-
ized dishes that impress regulars. Barcelona’s fl avorful tapas are 
infused with olive oil, lemon, and smoky paprika, and the com-
prehensive wine list features top vintages from Spain, Portugal, 
and vineyards around the world.
 It takes the right mix of people to deliver this upscale cu-
linary experience, and that’s a job for Barcelona COO Scott 
Lawton. “Human resources is one of the most important things 
we do in our business,” says Lawton. “Th is is a transient busi-
ness, so people are constantly moving. Th e minute you stop 
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looking for talent you’re actually sliding backwards—so, we’re 
always hiring.”
 For anyone who has waited tables, restaurant turnover is 
a familiar experience. Cooks, servers, and bussers have short 
careers in most establishments; managers typically stick around 
longer. But Barcelona has exceptionally high standards for 
service, and this requires letting go employees who aren’t up 
to snuff . “In the three years I’ve worked here, only one or two 
managers has quit,” Lawton states. “However, we’ve turned over 
probably 60 to 70 percent of all management in the past three 
years, and that’s because we were not afraid to let people go. We 
demand a certain level of quality, and we’re continuously raising 
the bar on our expectations.”
 With so much talent revolving through the organization, 
Lawton integrates recruitment into daily operations. Th e 
restaurant keeps want ads running at all times, and managers 
conduct interviews each and every day. Th e process is highly 
strategic. According to Barcelona’s operations chief, smart res-
taurant managers can hire their way out of problems simply by 
selecting the right people. “We can train people all day,” Lawton 
states, “but we can’t train happy people with good attitudes—
we can’t train that into people.” Lawton instructs managers to 
hire the right people with the right work attitudes.
 Judging an applicant’s work attitudes is no easy task, 
however. To ensure that Barcelona fi nds the right employees, 
Lawton uses a three-stage recruitment process. First, lead-
ers conduct 20-minute interviews with dozens of candidates. 
Next, applicants are sent on “a shop”—an assignment during 
which candidates spend $100 dollars at a Barcelona restaurant 
and write an essay about the event. For applicants who survive 
the fi rst two stages of the selection process, there is one fi nal 
assessment: “the trail.” At Barcelona, the trail acts as a kind of 
test drive in which job candidates command the fl oor, interact 
with wait staff  and customers, and demonstrate job skills. Ap-
proximately one-fourth of the candidates who go on a trail can 
expect to be hired.
 At the end of the day, according to Scott Lawton, people 
either possess the necessary intelligence and skills to run a res-
taurant or they don’t. Th e industry doesn’t have much time for 
learning curves, and the success or failure of any establishment 
depends on the performance of competent self-motivated em-
ployees. No one knows this more than Lawton. “For any com-
pany that is involved in customer service,” states the restaurant 
veteran, “the most important thing you can do is have the right 
people in front of your customers.”

Discussion Questions

1. List the three main activities of human resource manage-
ment (HRM) and identify which activity is examined at 
length in the video.

2. Of the various steps in Barcelona’s employee selection 
process, the job interview is the most brief. Do you agree 
with the company’s approach to interviewing? Why or 
why not?

3. Identify Barcelona’s three-stage process for matching job 
applicants with its organizational objectives, and explain 
how each stage reveals the fi t between job applicants and 
the needs of the restaurant.

Chapter 13
Mitchell Gold + Bob Williams: 
Managing Diversity
When Mitchell Gold and Bob Williams started their furniture 
company in 1989, the rules governing the upholstery industry 
were so outdated that the two businessmen had to write their 
own. Trends taking hold in the larger business community 
were far from the minds of most furniture executives, and 
service throughout the industry was inconsistent. But Gold 
and Williams had a vision for how they wanted to run things: 
they would guarantee comfort, minimize costs, enact rigorous 
controls, and produce the styles they liked for their own homes. 
Most importantly, they would never skimp on quality.
 But the entrepreneurs had one other important goal: to 
foster a diverse workplace where employees could labor un-
burdened by stress, worry, or discrimination. To achieve their 
ideal company, the partners began devising creative benefi ts and 
worker-friendly facilities. More than 20 years later, Mitchell 
Gold + Bob Williams (MG+BW) has some of the most gen-
erous benefi ts in the industry, and the company’s eff orts have 
earned high marks on the Corporate Equality Index—a business 
diversity measure sponsored by the Human Rights Campaign.
 To better understand the inclusive management practices 
at MG+BW, it helps to know something about the Corporate 
Equality Index rankings. For starters, MG+BW receives points 
for having nondiscrimination policies and diversity training. 
Next, all employees at the furniture company receive the same 
benefi ts, regardless of race, gender, or religion—another ratings 
booster. Maria Th ompson, a manager of the fl agship MB+BW 
store in SoHo, says glass ceilings aren’t a worry for employees. 
“As a woman working for this company, I don’t feel that my 
gender has any correlation to my performance, my evaluations, 
or my relationships with other coworkers—and that’s some-
thing very diff erent,” she remarks.
 Simply put, Mitchell Gold and Bob Williams believe 
employees will be happier and more productive if they are 
treated positively and have access to a comprehensive wellness 
program. Th e benefi ts at MG+BW are so useful that many 
employees satisfy personal needs through perks like gym facili-
ties, on-site daycare, and the café. To help working parents, 
MG+BW built a child enrichment center next to its headquar-
ters in Taylorsville, North Carolina. With the help of the af-
fordable daycare, parents spend less time driving around—and 
that means more time with kids. Parents can even have healthy 
lunches with their little ones at the café. Once the kids are 
grown, MG+BW off ers a college scholarship program to give 
them a head start on their careers. 
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 Such benefi ts are not merely a means of attracting good 
talent. Like other companies, MG+BW must manage em-
ployee stress if it wants to avoid poor employee performance, 
absenteeism, burnout, turnover, aggression, and lawsuits. If em-
ployees are experiencing stress-related problems, the company 
can’t expect high-performance results. To combat stress related 
to harsh work environments, MG+BW has an air-conditioned 
factory with good lighting. For stress related to health worries, 
the company off ers an annual health fair that delivers preven-
tive care for common health issues. To alleviate stress arising 
from diversity challenges, Gold and Williams maintain an ef-
fective diversity policy.
 As employees have come to recognize, Mitchell Gold + Bob 
Williams is a diversity trendsetter. Th e company’s founders en-
visioned a workplace where individuals felt safe and respected, 
and now, some 20 years later, the business is reaping rewards of 
diversity. With more than $100 million in annual sales, it’s clear 
that people-focused business strategies are paying off .

Discussion Questions

1. What are advantages and disadvantages of diversity at 
Mitchell Gold and Bob Williams?

2. Which belief is championed at MG+BW: ethnocentrism 
or ethnorelativism?

3. How might a commitment to diversity at MG+BW help 
managers with globalization? 

Chapter 14
Mitchell Gold + Bob Williams: 
Understanding Individual 
Behavior
When Information Technology (IT) Manager Kim Clay began 
answering phones as a consumer inquiry representative for 
Mitchell Gold + Bob Williams (MG+BW), she was not par-
ticularly self-confi dent, nor was she certain about the direction 
of her career. “When I fi rst started working here, I defi nitely 
wouldn’t say that confi dence was something I exuded,” Clay 
says of her early days at the furniture company. Clay took the 
position because the company was near to her apartment, and 
she also liked interacting with people. “In Consumer Inquiry, 
I would answer the phone and tell people about our furniture 
and where they could fi nd it,” she recalls. 
 Although Clay’s start at MG+BW was uneventful, cowork-
ers noted her positive work attitudes. “Kim was someone you 
could really rely on and trust—she was a great communicator,” 
says Dan Gauthreaux, vice president of human resources. “You 
knew that if Kim was given an assignment or project, or needed 
to follow up with this customer or expedite something, she 
would make it happen.”
 Clay soon moved on to the Customer Care department, 
where she dealt with customer issues at the retail level. Her 

good-natured personality was popular not only with custom-
ers, but also with coworkers who frequented her cubicle to get 
help with computer issues. “It seemed that when people had 
problems with their computers, they typically came to me and 
asked for help,” Clay remembers.
 In many organizations, hidden talents often remain hidden. 
But at Mitchell Gold + Bob Williams, management pushes 
employees to discover their talents and seize new opportunities. 
In this case, MG+BW managers recognized Clay’s knack for 
computers, and they came to her to discuss a new idea: a com-
puter help desk. “We decided to create the help desk, which we 
never had before,” Clay states. “Since everybody was coming to 
me with computer questions, it seemed a good fi t for me.” Al-
though Clay lacked formal computer training, she was willing 
to put herself out there and see where the opportunity might 
lead. “I felt like it was a big challenge to move from customer 
care to technology. I had never done anything with computers 
before, so I was really excited to try it,” she says. 
 Today Kim Clay is the IT manager for the entire BG+BW 
organization. Her positive work attitudes have made her an up-
and-coming leader over a high-tech process. At MG+BW, all 
new furniture pieces begin with a production ticket generated 
from a computer enterprise resource planning (ERP) system. 
As items move through the process, computers track develop-
ment all the way to fi nal shipping and invoicing. Clay oversees 
the computerized system from end to end. “It’s a constantly 
changing fi eld, and we have to stay on top of it to keep the 
business competitive,” Clay states. “We have to know the new 
technology that’s out there and incorporate it into our business 
as quickly as we can.”
 Although Clay’s rise through the ranks was no surprise to 
those who saw her early potential, few could have predicted the 
career path she made for herself at MG+BW. Vice President 
Dan Gauthreaux, who recognized Clay’s work ethic and or-
ganizational commitment early on, never imagined she would 
become a top manager over technology. But as Gauthreaux is 
quick to add, MG+BW seeks maximum development for all 
its employees. “Th ere is a tolerance for letting folks expand and 
develop on their own,” Gauthreaux says of the company’s ap-
proach to human resources. “We’re the kind of company that, 
whomever Kim reports to, they’re not going to let her step off  
that ledge and not be successful.” He adds that personal devel-
opment is a learning partnership between the employee and the 
organization: “Employees are encouraged to push themselves, 
but we’ve created a culture where we’re not going to let each 
other fail. Th ere’s a sense that your success is my success.”

Discussion Questions

1. Which component of attitudes does Vice President Dan 
Gauthreaux express when he says, “I think you can learn 
from any job you do and try to make the best of it”?

2. How did Kim Clay’s organizational citizenship behav-
ior lead to the creation of a new computer help desk at 
MG+BW?
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3. What role did management play in fostering Kim Clay’s 
high organizational commitment? In what ways does this 
commitment benefi t the organization?

Chapter 15
Camp Bow Wow: Leadership
Some of the world’s most iconic leaders have come from busi-
ness. During the twentieth century, Henry Ford, Th omas J. 
Watson, Sr., Sam Walton, and Bill Gates made contributions 
that defi ne how we live and work in the modern era. More 
recently, executives like Indra Nooyi, Oprah Winfrey, and Meg 
Whitman have reshaped leadership for a new century and in-
spired a generation of businesswomen in the process.
 Heidi Ganahl, the 44-year-old founder of Camp Bow 
Wow, is among the most recent leaders to take the business 
world by storm. A little over a decade ago, while Ganahl was 
laying tile in her new pet care facility in Boulder, Colorado, a 
powerful passion gripped the young entrepreneur and inspired 
confi dence that her doggie daycare concept would catch on 
with pet owners. Today Camp Bow Wow ranks among the 
fastest-growing chains in America, with annual revenue of 
nearly $50 million.
 As the owner of a wildly popular pet franchise, Ganahl 
is top dog to an increasing number of employees. “At Camp 
Bow Wow, leading a franchise company means leading 2,000 
employees that work at camps, at Home Buddies, and at Bow 
Wow Behavior Buddies franchises,” Ganahl said of her expand-
ing pet care empire. One challenge Ganahl faces in leading so 
many talented people is getting everyone to follow a single busi-
ness model. “One of the most important things about franchis-
ing is being able to duplicate and replicate the original business 
and, as it evolves, keep everybody on the same page, with all the 
facilities looking the same, the service the same, and the attri-
butes of the brand the same,” Ganahl said.
 While consistency and conformity are critical to the suc-
cess of any chain, Camp Bow Wow seeks creative input from 
the franchisees who bought in to the system. To maintain a 
standard business template while encouraging fresh ideas, Ga-
nahl keeps a door open for anyone who wants to meet and off er 
feedback. “I found that the best way to get people committed 
to a vision is to have an open door policy and let people com-
municate their ideas and be part of the growth and execution of 
the brand,” says the CEO. “If you do that, you’ll come up with 
amazing things that you wouldn’t have if you were not open to 
involving your team, franchisees, and staff .” Th e policy has pro-
duced many visible improvements to the company, such as the 
new Tea Cup Pup Lounge, a play zone for small dogs. Origi-
nally recommended by a franchisee from Pittsburgh, the new 
play lounge has increased the safety and happiness of smaller 
pups that play at the camps.
 Since franchise companies attract hundreds of indepen-
dent business owners into the system, Ganahl has to work 
with many strong leaders. Sue Ryan, a Boulder businesswoman 

who bought one of Ganahl’s original camp locations, says that 
the hand-off  of the business required two-way cooperation 
and respect, especially since the location had pre-established 
processes, goals, and staff . Despite some expected diffi  culties, 
Ganahl’s approach made the transition as smooth as possible, 
and Ryan came away from the experience with a deep appre-
ciation of Ganahl’s leadership qualities. “She’s very down to 
earth, so she doesn’t bring a lot of ego to the table,” Ryan said 
of Camp Bow Wow’s founder. “Heidi knows what she has to 
off er and is confi dent with it, but she doesn’t take it beyond 
there.”
 Another tricky part of Ganahl’s job involves managing per-
sonal relationships. Heidi founded Camp Bow Wow with the 
help of family and friends, and many of these early contribu-
tors work at the corporate offi  ce today. “Th ere’s a line between 
friends, family, and business, and I’ve had a lot of friends and 
family join the company,” Ganahl states. “It’s diffi  cult at times to 
hold folks accountable and to separate the business relationship 
from the family or friendship.” She adds that the culture of a 
family business is very diff erent from the culture of a franchise, 
but she insists that everyone in the organization is equally re-
sponsible for meeting the company’s performance metrics and 
goals, regardless of personal connections.
 Whether employees think of Heidi as boss, friend, or fam-
ily, the Camp Bow Wow chief knows how to keep every indi-
vidual focused on business. “We’re all in this together, and we’re 
all representing the brand,” Ganahl states. “Th ey’re all on the 
front lines working with the customers and dogs; they are all a 
vital part of Camp Bow Wow.”

Discussion Questions

1. Does Camp Bow Wow CEO Heidi Ganahl possess quali-
ties associated with contemporary leadership?

2. In what way is Heidi Ganahl’s leadership charismatic and 
visionary? Give examples.

3. Where does Heidi Ganahl’s leadership fall on the Leader-
ship Grid discussed in the chapter? Explain.

Chapter 16
LivingSocial Escapes: 
Motivating Employees
When today’s young professionals look to catch a break from 
hectic city life, they look to LivingSocial Escapes. Founded in 
2008 by Maia Josebachvili and Bram Levy, the social travel fi rm 
has earned high praise for its array of exciting outdoor adven-
tures. Whether the moment calls for a lazy campfi re gathering 
or a thrilling encounter with nature, expert guides at the East 
Coast trip service have a weekend getaway for any occasion.
 LivingSocial Escapes off ers a range of outdoor excursions. 
From whitewater rafting in the Poconos to camping in the 
Catskills, the company’s trips help customers escape the bubble 
and recapture their lust for life. Th e fi rm’s passion for all things 
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outdoors is rooted in the active lifestyles of founders Maia 
Josebachvili and Bram Levy. Josebachvili’s adventure resume in-
cludes such titles as “professional skydiver” and “mountain-bike 
racer.” Levy’s “outdoor cred” includes hikes in the Himalayas 
and scuba diving in Australia’s Great Barrier Reef.
 Not surprisingly, the business partners have a non-
traditional approach to career development. Josebachvili’s 
journey included a brief stint on Wall Street before launching 
LivingSocial Escapes. Levy, a former management consultant, 
joined LivingSocial Escapes because “it seemed like something 
fun to do.” Levy says he fi gured he could “always come back to 
the safe world” if things didn’t work out.
 For the LivingSocial Escapes employees who work behind 
the scenes to deliver “Zen Escape Yoga Hikes” and “Boulder 
and Brew Tours,” work motivation comes naturally. Th e compa-
ny’s managers, guides, and directors are driven by the freedom 
that only a start-up company can off er. “We gave everyone a lot 
of ownership in their cities,” Josebachvili says. “We said every 
time you want to run a trip, you run it by us. We’d talk about it 
and we’d see if it works. Within a few months I was like, ‘Okay, 
if you know it’s going to work, don’t come to us—you got this’. 
After a year, I felt really good about what they were doing.” 
 Although his start-up is yet in early development, Levy says 
founding a company taught him important lessons about peo-
ple and motivation. “When people are excited about something, 
they’ll do virtually anything,” Levy states. “We had employees 
across the country working for us for virtually no income and 
no stability, and merely because they enjoyed what we had to 
off er and they were having fun.” As part of his training for new 
hires, Levy off ers only the most basic outline of job responsibil-
ities. “Th ink about the brand and what we’re trying to develop,” 
Levy tells new recruits. “Now take it and formulate what you 
think will be best and run with it.”
 Since 2008, the LivingSocial Escapes roster has grown to 
more than eight directors, twenty city managers, and dozens of 
adventure guides. Josebachvili claims that the company’s direc-
tors, many of whom are in their mid-twenties, are excited about 
rapid expansion. “We’re asking someone who’s 23 years old to 
manage fi ve diff erent cities and city managers, as well as teams 
under the city managers.” LivingSocial Escapes demands high 
commitment from teams, but if the company succeeds, employ-
ees can share in the fi nancial rewards—even part time guides 
get special bonuses if trips are profi table.
 At this early stage, working for LivingSocial Escapes is not 
about stability or following a traditional career path: it’s about 
adventure. “We’re selling the nontraditional path,” Levy states. 
“Th ere are plenty of opportunities to have the stable career 
path that our parents’ generation had and wants us to have as 
well. I think we’re selling the opportunity to do something truly 
unique and diff erent and have fun.”

Discussion Questions

1. Which needs in Maslow’s hierarchy are most important to 
the employees who work for LivingSocial Escapes, and how 

can managers use this information to develop a highly mo-
tivated workforce?

2. According to equity theory, how might a LivingSocial Escapes 
guide react if he or she feels underpaid or unappreciated?

3. What outcomes or rewards possess high valence for man-
agers and guides who work at LivingSocial Escapes?

Chapter 17
Plant Fantasies: Managing 
Communication
Can companies really Twitter their way to profi ts? Is Facebook 
replacing face-to-face meetings? Do personal hand-written 
business letters have any place in the digital age? If Plant Fanta-
sies is any indication, reports concerning the death of traditional 
business communication are greatly exaggerated. “In terms of 
e-mails and e-blasts and Facebook and tweeting, I don’t do it,” 
says Plant Fantasies owner Teresa Carleo. “I feel it’s more sig-
nifi cant and meaningful to make a connection with somebody.” 
It’s hard to argue with success: since founding Plant Fantasies in 
1987, Carleo has become gardener to some of New York City’s 
most prestigious property owners—including Donald Trump.
 At fi rst glance, Carleo’s preference for traditional commu-
nication methods seems out of touch with twenty-fi rst century 
technologies. Far from being neo-Luddites, however, the leaders 
at Plant Fantasies demand communication that works—and 
that means matching the right communication methods with the 
right business situations. For example, some tasks at Plant Fan-
tasies involve installing and maintaining gardens. Other situa-
tions require collaboration with landscape designers. Still others 
involve speaking with clients. Not all communication channels 
are equally suited for each situation; tweeting may be eff ective in 
one situation yet hopelessly inappropriate within another setting.
 According to Steve Martucci, the sales director for Plant 
Fantasies, nothing beats a personal meeting with clients. “When 
there’s time, I think it’s a great idea to always do face-to-face—
it’s good for the customer,” the director states. “You want them to 
see you and remember you. You want them to see that you took 
the time to come there, and that you didn’t just shoot them an 
e-mail in a cab going somewhere else.” According to Martucci, 
most new business at Plant Fantasies is generated by word-of-
mouth. In the past, the sales director spent time and money on 
brochures and e-mail marketing strategies. Martucci returned 
to face-to-face interaction after watching people ignore his elec-
tronic messages. “You need to meet people so they can put a face 
with a name,” the sales director states. He also notes that e-mail, 
while useful for some tasks, can eat up precious time. “E-mail 
is the best way to get the basic information across, but the back 
and forth for a conversation that would take a minute on the 
phone is a waste of time. I’d rather just make the phone call.”
 Although face-to-face interaction is preferred at Plant 
Fantasies, electronic communication is part of the company’s 
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overall communication strategy—especially when it comes to 
coordinating labor-oriented tasks. For example, if the company 
has 15 gardening jobs to fulfi ll in any given day, each job will 
require coordination of trucks, tools, plants, equipment, and 
laborers. To establish a daily agenda, Carleo sends a batch of 
e-mail messages fi rst thing in the morning. Th en, as needed, 
landscape workers use cell phones and text messaging to ad-
dress issues on site. “We all have Blackberrys, so we all do direct 
connect—which is very helpful because I have the trucks and 
people going around,” Carleo explains.
 To keep leaders on the same page at the offi  ce, Carleo 
hosts daily meetings. “I try to have a meeting at least once in 
my offi  ce.” Carleo says. We talk and try to problem solve and 
throw ideas around.” According to Martucci, the daily meet-
ings are useful, and each member comes away with diff erent 
perspectives. “We all listen diff erently. I’ll go into meetings 
with Teresa, and she’ll hear some of it and I’ll hear other 
things—so we both take away diff erent things from the meet-
ing.” Frequent contact is also important to Martucci, who ad-
mits being “a control freak” when it comes to staying connected 
with subordinates. “I always need to know what’s going on, and 
I constantly check in. I don’t think you can ever be too annoy-
ing,” he said.
 Despite the many digital communication technologies at 
her disposal, Teresa Carleo insists on making a personal con-
nection with customers. After a friend’s hand-written note re-
cently touched her in a unique way, the Plant Fantasies founder 
decided to launch a personal letter writing campaign to clients. 
“I think I have a better chance of my customers opening that 
envelope than opening an e-blast,” Carleo remarked. “Maybe 
I’m archaic, but my clients aren’t 20.”

Discussion Questions

1. Using the concept of channel richness, explain why lead-
ers at Plant Fantasies place a high value on face-to-face 
communication.

2. What impact might gender have on the communication 
styles of Teresa Carleo and Steve Martucci? Give examples.

3. Which of the three types of formal organizational commu-
nication would you expect to originate from Teresa Carleo 
and Steve Martucci, and why?

Chapter 18
Holden Outerwear: 
Leading Teams
“I like the word ‘team’ because it brings people together,” says 
Mikey LeBlanc, professional snowboarder and founder of 
Holden Outerwear. Th e Portland resident launched Holden 
in 2002 to support his snowboarding addiction, and today 
LeBlanc’s company produces some of the most interesting 
designs ever to appear on slopes.

 With their stylish zippers, fi t cuts, and leather shoulders 
and snaps, Holden technical garments have more in com-
mon with urban skate wear than with traditional ski suits. 
Recreational snowboarders wear Holden Outerwear because 
the collections are sleek and fashionable; experts like Holden 
because the performance outerwear promotes the right state of 
mind for taming mountains.
 When asked about the advantages of his company’s team 
development process, LeBlanc waxes philosophical. “You can 
watch an NBA team that has a superstar who doesn’t work well 
with anyone, or you can watch a great team that works together. 
Th at’s what we’re trying to have here at Holden,” LeBlanc says. 
Th e soft-spoken snowboarding pro adds that working in teams 
is necessary for practical and inspirational reasons. “It can’t be 
just one person because you get spread too thin, and the inspi-
ration of design would be lost,” he states.
 Nikki Brush, a design and development manager at 
Holden, shares LeBlanc’s perspective. Her appreciation of 
teams was an evolution, however. Brush says her fi rst work-
group experiences in college were anything but inspirational: 
one student would cut a pattern, another person would cut 
fabric, and still another would have to sew—but no one took 
ownership of the project. Th ings changed when Brush entered 
the workforce and received a team assignment that proved to be 
transformative. “It was the fi rst time I really felt like I worked 
with someone as a team, because we were both on the same 
page,” Brush remembers. “I trusted her, she trusted me, and 
in the long run it made us so much better as designers—and 
more eff ective at delivering the product.” Th e experience taught 
Brush that teams make a diff erence when individual members 
hustle, take ownership, and collaborate on shared goals.
 Holden’s use of teams is something that emerged out of 
necessity. For much of the company’s brief history, managers 
worked independently on design projects—a preference that 
off ered ultimate control over the process. But as the company 
grew, LeBlanc needed more designers, and he began looking to 
outside freelancers for help. For the fi rst time, Holden manag-
ers formed virtual teams to produce new apparel lines, and 
many of the team members were outside contractors. LeBlanc 
states that the transition was exciting and harrowing at the 
same time: “Bringing new people in is always really scary. You’re 
opening up your secrets, and you’re opening up the way you do 
your process.” He likens the experience to inviting guests for 
the holidays. “Bringing someone in is like bringing someone 
home for Th anksgiving dinner—it’s like a family here,” Hold-
en’s owner says with characteristic earnestness.
 As for Nikki Brush, she remembers being the “guest” in-
vited over for the holidays. Th e young designer was a freelancer 
when Holden’s design chief fi rst contacted her. In a matter of 
months, she designed one of the most popular pieces of a new 
Holden collection. Today she is a full time manager at the com-
pany. “What I bring is my strong attention to detail, as far as 
both development and design go,” Brush says. 
 Th e switch from freelancer to in-house manager has been 
positive for Nikki Brush, although her role on the team has 
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changed. “Freelancing is interesting because you’re not invested 
in the company, and you don’t know 100 percent where they’ve 
been or where they’re going,” she says. Even so, she is happier 
working inside the fi rm. Not only does she now know where 
Holden is going, but she helps set the course.

Discussion Questions

1. Is Design Manager Nikki Brush a part of a group, or part of 
a team? Explain the diff erence. 

2. What type of team did Nikki Brush participate in when 
she was a freelancer? What type of team does she partici-
pate in as a full-time employee at Holden?

3. What are potential disadvantages of teams for Holden’s ap-
parel designers? What can managers do to help avoid these 
downsides?

Chapter 19
Barcelona Restaurant Group: 
Managing Quality and 
Performance
“We’re a chain that’s not a chain,” Andy Pforzheimer says of 
his Barcelona Restaurant Group, a collection of seven wine 
and tapas bars located throughout Connecticut and Atlanta, 
Georgia. Launched in 1995 by Pforzheimer and business 
partner Sasa Mahr-Batuz, Barcelona is the restaurant of choice 
for diners who crave fl avorful European tapas, sophisticated 
modern ambience, and the largest collection of Spanish wines 
of any restaurant group in the country.
 An entrepreneur and renowned chef, Pforzheimer began 
cooking his own meals in high school as a way to control his 
weight for the school wrestling squad. While a freshman in 
college, he routinely cooked dinners for black-tie events. At 
age 19, while studying under a chef in France, Pforzheimer 
learned a restaurant philosophy that would guide his man-
agement decisions throughout his career: “Th e French chef 
used to say, ‘Restaurants are very simple things: good food, 
good service, reasonable price.’ He’s right, and I’ll throw in 
good location and management that pays attention to how 
they’re running the business. Th at’s it—it’s really not that 
complicated.”
 But Barcelona is not just about good food: it’s about a 
dining experience. Pforzheimer estimates that food makes up 
50 percent of the total Barcelona experience, and the rest is 
comprised of important intangibles: the music, the lighting, the 
clientele, the atmospherics, and the conversation with managers 
and wait staff . “Quality in a restaurant is about lots of tiny de-
tails,” Pforzheimer says. Barcelona’s owner notes that managing 
a restaurant’s performance entails managing food quality, wait 
times, hospitality, bussing, restrooms, prices, and more. For 
Barcelona to be successful, each employee must deliver his part 
of the total experience night after night.

 To ensure consistent quality across the board, Barcelona 
uses fi ve “feedback loops” that gauge restaurant performance. 
First, Barcelona participates in a Secret Shoppers program in 
which restaurant reviewers make four unannounced monthly 
visits to Barcelona locations. During the outings, the covert 
shoppers rate Barcelona on 120 aspects of the dining experi-
ence. “We started doing it a few years ago with one or two 
shops per month, and we’ve increased the frequency because it’s 
really eff ective,” states Barcelona COO Scott Lawton. “We’re 
actually fi nding out details on things that are important to 
us.” Second, Barcelona off ers a credit card rewards network in 
which customers get meal discounts and airline miles in return 
for off ering survey feedback. Th ird, the company issues com-
ment cards in the check presenter, and owners read through all 
comments. Fourth, the chain receives e-mails from friends and 
family, and every e-mail addressed to Barcelona goes directly 
to Pforzheimer. Finally, surveillance cameras allow owners to 
monitor all work areas from any computer.
 Although Barcelona’s feedback loops provide good quan-
titative data, the owners and general managers are the true 
eyes and ears of the company. Pforzheimer and his leadership 
teams walk the fl oor constantly to advise wait staff  and gather 
feedback from customers. On one occasion, a Cuban customer 
complained that the bar’s mojitos had lost their zing after the 
restaurant switched to inexpensive $9 dollar rum. Th e customer 
suggested using Castillo brand rum, informing management 
that it was inexpensive yet perfect for mojitos. Managers fol-
lowed the customer’s advice, and now Barcelona serves great 
tasting mojitos at lower expense. According to Pforzheimer, this 
tactic of management by walking around has led to similar im-
provements in menu choices, recipes, music, artwork, and more.
 And while managing costs is important, Barcelona refuses 
to sacrifi ce quality to pinch a few pennies. “Th e fi ne line that we 
walk,” says Scott Lawton, “is determining how can we give the very 
best product and the very best service and still make a good profi t. 
It doesn’t have to be the best profi t, but it has to be a good profi t.”
 Th ere’s plenty at stake if Barcelona fails to control its 
performance. Pforzheimer notes that disappointing one’s cus-
tomers is the quickest way to kill a business. However, failure 
is about more than losing money: it’s also about losing face. 
“What’s at stake is my business and my self-respect,” says the 
restaurateur. “Making people happy is what motivates chefs.” 
Pforzheimer says if he can’t do that, he wouldn’t be able to stay 
in the restaurant business.

Discussion Questions

1. How do managers at Barcelona control the company’s 
fi nancial performance?

2. What is the “balanced scorecard” approach to measuring 
corporate performance, and in what ways does Barcelona 
utilize this approach?

3. List the four steps of the feedback control model and 
describe an instance where Barcelona followed this process 
to improve its performance.

79531_job_video_cases.indd   1679531_job_video_cases.indd   16 3/15/11   2:37 PM3/15/11   2:37 PM


