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Course goals and objectives  
Business confronts increasingly com plex challenges in both the m arket  and non-

m arket  dim ensions of it s act iv it y, and the two are increasingly intertwined. I n the m arket  
dim ension, businesses face increasingly assert ive com pet itors, investors, custom ers, and 
suppliers. The non-m arket  challenges are just  as ser ious:  growing pressures from  legislators, 
regulators, social m ovem ents, com m unity groups, and unions;  an increasingly diverse 
workforce with new expectat ions of work;  new ethical dilem m as;  and all these com plicated by 
the greater global span of business organizat ions. Other m anagem ent  courses equip students 
to deal pr im arily with the m arket  challenges;  this course is designed to equip you to play a 
leadership role relat ive to the non-m arket  challenges and to their  interconnect ion with the 
m arket  challenges.  

The course is designed pr im arily for  students planning careers in business;  it  will also 
help prepare students with career goals outside business, in roles where they will need to 
interact  with the business world, whether as public servants, in non-profit s, or  act iv ist  
m ovem ents. A broad m ix of goals and views am ong students helps prepare us all becom e 
m ore thought ful about  the im portant  issues under discussion this course. 

Given this goal, the pr inciple teaching object ives of the course are these:  to help you 
see business decisions through the eyes of a broader set  of stakeholders;  to understand how 
these diverse interests interact  in shaping the role and conduct  of business in society;  and to 
give you the conceptual tools, personal skills, and basic dom ain knowledge you will need to 
play a const ruct ive leadership role in this dem anding and com plex arena.  

This course fulfills USCÕs Div er si t y  Req u i r em en t  by addressing four form s of 
difference:  class, race, nat ionalit y, and gender;  of these, class will be the m ain focus. Class 
refers to social groups different iated by their  relat ive cont rol over key econom ic resources 
(and by the result ing differences in life chances) . Students will learn how class and other 
form s of difference affect  and are affected by the pract ices and st ructures of contem porary 
business. They will learn how business as an inst itut ion in our society overcom es som e 
differences but  reproduces and exacerbates others, and also how the result ing inequit ies can 
be com bated by people within m anagem ent  and in the var ious stakeholder groups that  
influence m anagem ent .  

The big quest ions guiding this course will be:  can and should business leaders step 
beyond their  shareholder-wealth-m axim izing roles to act  as stewards of other stakeholdersÕ 
interests too? How does our societyÕs basic capitalist  st ructure enable and const rain the 
corporat ionÕs abilit y  sat isfy these var ious interests? How do other actors in society interact  
with business to advance their  interests? How do you Ð whether as a m anager, in a 
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professional role outside business, or as a cit izen and com passionate hum an being -  want  to 
posit ion yourself relat ive to these challenges? 

Course outcomes 
 To reach these goals and object ives, students will (a)  m aster key conceptual tools, (b)  
develop key skills, and (c)  fam iliar ize them selves with the applicat ion of these skills and tools 
in understanding diverse stakeholders in key problem  dom ains.  

 The key tools are:  
*  ethical analysis Ð egoism  versus var ious ethical obligat ions to others;  
*  polit ical-econom y Ð var ious com pet ing theor ies;  
*  st rategic analysis - -  expanded to encom pass non-m arket  as well as m arket  forces. 

 The key skills include:   
*  thinking clear ly about  am biguous, com plex problem s;  
*  m aking com pelling argum ents, oral and writ ten;  
*  balancing advocacy and inquiry;  
*  clim bing the ladder of inference. 

 The key domain knowledge encom passes:  
*  var ious levels of analysis:  global/ societal,  indust ry, f irm , indiv idual;  
*  var ious stakeholders:  investors, governm ent , the natural environm ent , local com m unit ies, 
suppliers, custom ers, em ployees, unions, and act iv ist  groups;  
*  and var ious indust ry set t ings. 

Course structure and themes 
  There are m any issues that  should to be explored under the heading of Òethical and 
social issues in businessÓ Ð far too m any to be covered in a single course. But  there are som e 
m ajor headings that  are clear ly essent ial,  and our course will address them  in the following 
order:  

*  I nt roduct ion 
*  Business as a contested social inst itut ion 

*  Tools for  analyzing m arket / non-m arket  problem s 
*  Ethical analysis 
*  Polit ical-Econom y 
*  St rategic analysis 

*  BusinessÕs relat ions with key stakeholders 
*  I nvestors 
*  Governm ent   
*  Natural environm ent  
*  Custom ers 
*  Em ployees 
*  Unions 
*  Com m unity 
*  Act iv ist  organizat ions 

*  Governance 
*  Corporate governance 
*  Personal challenges. 

  Within this broad out line, the course focuses on cases that  reflect  the object ive 
im portance of the issues as well as recent  studentsÕ interests. Since environm ental issues rank 
high on both lists, this year we will em phasize environm ental sustainabilit y  issues in our choice 
of cases. 
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Class process 
During m ost  of the sem ester, class sessions will alternate between discussion of cases 

and of assigned readings.  

Case discussions will usually begin with short  oral presentat ions by one or two student  
team s, present ing to the rest  of the class as if they were consultants and the rest  of the class 
were the client  in the case. (Each team  will do two consultant  team  presentat ions over the 
course of the sem ester. The appended guidelines and grading sheets will give you a clear idea 
m y expectat ions of these.)  We then open the discussion to the class as a whole. As a group, 
we will t ry to build a com plete analysis of the situat ion and address the problem s and issues 
it s presents.  

Som e class t im e will be devoted to discussion of readings rather than cases. This will 
take the form  of a facilitated discussion rather than a lecture. Students will be expected to 
com e to these sessions prepared to present  and evaluate all the assigned readings. 

The following paragraphs descr ibe these two aspects of the course in m ore detail.  

Case discussions 
The detailed Session Descr ipt ions below give m ore specific Òstudy quest ionsÓ for the 

case discussions. However, these study quest ions are just  prom pts to get  you going, not  an 
agenda for your analysis or for  our discussion. I t  is for  you to ident ify the specific issues posed 
by the case, to decide how they can be best  addressed, and to com e to class prepared to 
present  your analysis and engage a dialogue with others who present  alternat ive v iews.  

The basic challenges for case analysis are always essent ially the sam e:  

1 Who are the m ain stakeholders involved here and what  are their  concerns and interests? 

2. Focusing on one stakeholder as your client , what  is the Òroot  issueÓ at  stake? 

3. What  alternat ive Òst rategiesÓ should your client  consider to resolve this issue, which of 
these alternat ives do you recom m end, and why is it  super ior to the others? 

4. How im plem entat ion issues should your client  ant icipate and how do you think they should 
address them ? 

I  encourage you to m eet  in team s to prepare these case discussions. You should t ry to 
schedule a regular t im e for your team  to m eet  pr ior  to each case discussion class to share 
ideas and form ulate a deeper analysis of the case issues. Your learning from  this course will be 
great ly augm ented if you do this team  preparat ion. 

Team case presentations 
You should think of these presentat ions as if they were presentat ions by a group of 

outside consultants ( your team )  report ing to the client  you have chosen to focus on. ( I  leave it  
to you to select  the client  you would m ost  like to work for.)  The class will represent  both your 
client  and representat ives of other stakeholder groups.  

Two or three team  m em bers should present  the team Õs analysis to the class, using 
Powerpoint  slides and whatever other v isual aids they find useful.  The opening presentat ions 
m ay range from  10-12 m inutes. Those who take longer than 12 m inutes will be penalized. I n 
order to facilitate grading, each team  will give m e a copy of their  slides, notes, and relevant  
back-up m ater ials.  

 I  have found that  these presentat ions and the discipline you will learn by doing them  
are one of the things about  this course that  students find m ost  valuable. Your career in 
m anagem ent  depends crucially on the skills these presentat ions rely on Ñ  your abilit y  to 
reason your way through the m aze of considerat ions to get  to the heart  of the m at ter, and 
your abilit y  to com m unicate com plex ideas effect ively.  

To ensure m axim um  value from  the work you invest  in the preparat ion of these 
presentat ions, I  will m eet  with present ing team s as soon as possible after class for 60 
m inutes, to discuss their  presentat ionsÕ st rengths and weaknesses, and to brainstorm  how 
these presentat ions could be st rengthened. After the m eet ing, I  will send you and the class 
further feedback. 



 4 

Note: As concerns the grading of the oral delivery, I  will not  penalize people for 
language diff icult ies when their  f irst  language is other than English. 

Note too: I tÕs not  a good idea to have too m any team  m em bers part icipate in a single 
12-m inute presentat ion. But  each team  m em ber should part icipate in present ing at  least  once. 

Note finally: Since these presentat ions require considerable team work, and since 
team work is an im portant  skill in m anagem ent , students will conduct  peer evaluat ions of their  
team  m em bers after their  second team  presentat ion (see Peer Evaluat ion Form  below) . These 
will count  towards your final grade. 

Discussing the readings 
I n the class t im e devoted to discussing readings as dist inct  from  cases, I  will assum e 

that  you will com e to class having read all these assigned readings. I  wonÕt  waste your t im e by 
sim ply repeat ing in class what  you have already read;  m y goal is to add value to your efforts 
by helping you push to a deeper level of com prehension. I  m ay ask indiv iduals or team s to 
prepare short  presentat ions to the class of the key points as they understand them . I  will also 
be cold-calling other students in the class to sum m arize the key points they noted in their  own 
reading, or to com m ent  on potent ial applicat ions. To be sure you are ready for such 
discussion, ask yourself:  

!  What  is the basic argum ent  the author m akes?  
!  What  are the key concepts and pr inciples inform ing their  analysis? 
!  How does this argum ent  differ  from  com pet ing alternat ive argum ents? 
!  Where do you com e out  on the focal issue, and why?  

Engagement 
Act ive Òengagem entÓ is a key part  of learning in this course. Your engagem ent  grade 

will reflect :  (a)  your pre-class cont r ibut ions of Òdiscussion quest ionsÓ on the readings and 
cases, and (b)  your in-class cont r ibut ions to discussions. To elaborate on these two 
com ponents:  

(a)  I  would like you to share your responses to the cases and assigned readings. To this end, I  
would like you to prepare one discussion quest ion for each set  of m ater ials. Your quest ions will 
lead help us all reach a deeper understanding of the issues at  stake. From  Jan 15 through Jan 
29, you should subm it  one discussion quest ion per class session:  for  these sessions, please 
post  your quest ion to our Blackboard Discussion board no later than 8: 30pm  on the day before 
the class. For the weeks from  Feb 3-5 through Apr il 14-16, you should subm it  one discussion 
quest ion on the m ater ials ( readings and/ or case)  covered in the whole week,  and for these 
weeks, please post  your quest ion to Blackboard no later than 8: 30pm  on the Monday of that  
week. I  will not  be able to read quest ions subm it ted after these deadlines.  

(b)  As in m any of your other classes, your act ive part icipat ion in the class discussion is a 
crucial part  of the learning process:  your cont r ibut ions help both you and the rest  of the class. 
Since dur ing class I  m ay call on students at  any t im e, please avoid em barrassm ent  by telling 
m e before class if you are not  prepared. And if you are uncom fortable with class part icipat ion, 
please let  m e know at  the beginning of term  and I  will work with you to help you overcom e 
this barr ier . An Appendix descr ibes the grading st ructure for assessing in-class part icipat ion. 

Written case analysis assignment 
I n lieu of a final exam , you will need to prepare one indiv idual,  in-depth, wr it ten case 

analysis or do a project  ( see below) . For the indiv idual wr it ten case analysis you have a choice 
of either of the last two cases of the course. These assignm ents m ust  be em ailed to m e 
before the class or handed in at  the beginning of the class session devoted to the case. Details 
on m y expectat ions are out lined in the sect ion on ÒWrit ten case analysis assignm ent  
guidelinesÓ below.  

Please note: this is an indiv idual assignm ent , and I  expect  you to respect  USCÕs 
corresponding Academ ic I ntegr it y standards.  
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Note also that  if you assigned to do a team  presentat ion on one of these cases, your 
wr it ten assignm ent  m ust  be on the other. 

“This I believe” 
Originated in the 1950s, Nat ional Public Radio recent ly brought  back the ÒThis I  

BelieveÓ radio ser ies. The course culm inates by having you each writ ing a 500-word essay for 
the ser ies. This assignm ent  asks you to cr isply and com pellingly art iculate your fundam ental 
beliefs. Obviously, I  hope that  our t im e together will inform  what  you have to say;  however, 
your essay will not  about  the course per se. Rather, it  is about  you. Subm it  your essay to NPR. 
You can either subm it  it  to NPR when you subm it  it  to m e or you can wait  for  som e feedback 
from  m e and then send it  off.  Either way, I  would like you to share your beliefs with the world. 
This is due on April 28.  Here is the link to NPRÕs website and your inst ruct ions for wr it ing the 
essay:  ht tp: / / www.npr.org/ thisibelieve/ about .htm l. You m ight  also find the recent ly published 
com pilat ion of essays to be helpful:  J. Allison, and D. Gedim an, This I  Believe. New York:  Holt  
Paperbacks, 2007. 

Projects (optional) 
As an alternat ive to the indiv idual wr it ten case analysis, students m ay choose to do a 

project . You m ay also do both the project  and the final wr it ten assignm ent , and I  will use the 
bet ter of the two grades in calculat ing your course grade. 

For the project , you can work as a team  (4 students m axim um )  or as an indiv idual.  
You will choose the topic as a funct ion of your personal interests and in consultat ion with the 
inst ructor. There are two gener ic types of topics:  (a)  an Òethics and social perform anceÓ audit  
of an o r g an iza t ion  that  you are interested in, and (b)  an analysis of a social i ssu e that  you 
are interested in. Possible topics include:  a m arket ing plan for a social-ent repreneurship 
venture, Wal-MartÕs em ploym ent  or environm ental pract ices, sweatshops in LA, pollut ion 
cont rols at  the LA ports, etc. You m ay n o t  rely exclusively on library research:  you m ust  also 
m eet  with or at  least  interview by phone som e of the relevant  stakeholders.  

You are encouraged to select  an indust ry of interest  to you, and ident ify a 
social/ ethical issue relevant  to actors within that  indust ry. For exam ple:  
*  autom obile:  pollut ion, green m anufactur ing, alternat ive t ransportat ion 
*  food:  agr iculture supply chain, farm  subsidies, organics 
*  finance:  m icrofinance, social investm ent  funds 
*  energy:  alternat ive energy sources 
*  housing/ real estate:  urban developm ent  

 An Appendix gives m ore inform at ion on m y expectat ions concerning these projects. 

Grading 
The com ponents of the final course grade will be weighted as follows:  
 

First  team  case presentat ion 10%  

Second team  case presentat ion 30%  

Class engagem ent  15%  

ÒThis I  believeÓ 10%  

I ndiv idual wr it ten case analysis o r  project  35%  

Class attendance  
Class at tendance is essent ial to your learning in this course. Each student  is allowed 

three absences, no quest ions asked and no penalty. All fur ther absences over that  lim it  will 
reduce the student 's course grade, at  the rate of one- third a let ter  grade for every further two 
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absences. Students with an excessive num ber of absences are therefore at  r isk of failing the 
course. Only official universit y engagem ents, such as scheduled debat ing or sports events are 
exem pted. Job interviews, etc.,  are not  excused, so choose your absences carefully.  

You will be asked to elect  a Class Representat ive dur ing our third session. The selected 
student  representat ive will act  as a liaison between students and m yself,  to provide inform al 
feedback and com m unicat ion, part icular ly on issues that  indiv idual students m ay not  wish to 
raise personally with the inst ructor. 

Classroom etiquette 
An atm osphere of m utual respect  is in order. So please...  

!  arr ive at  class on t im e:  late arr ivals are disrupt ive to your fellow classm ates and to the 
conduct  of the class;  

!  avoid leaving the classroom  while the class is in progress:  biology has it s im perat ives of 
course, but  our class is a collect ive conversat ion of which you are an integral part ;  

!  turn off your cell phones before you enter the classroom ;  

!  do not  engage in side conversat ions dur ing class;  

!  do not  pack up and leave towards the end of the class unt il it  is clear the class is over.  

Use of laptops etc. during class 
 Laptop and PDA use is not  allowed dur ing class. I n this course, it  is far  im portant  to 
part icipate than to take detailed notes or do any on- line real- t im e research. After each class, I  
recom m end you can take som e t im e to reflect  on the discussion and type up whatever notes 
seem  useful.   

Academic integrity 
The honor code was writ ten by Marshall students and is upheld by Marshall students. 

I t  is not  m y place to ÒenforceÓ the honor codeÑ it  belongs to you, not  to m e. I  have agreed to 
support  the Marshall Honor Com m it tee in it s effor ts to m ake the code relevant  and m eaningful 
by providing this rem inder and endorsem ent  of the code. A copy is posted in every classroom . 

The following inform at ion on academ ic integr it y, dishonesty, and the grading standard 
are placed here at  the recom m endat ion of the School of Business Adm inist rat ion Faculty and 
are taken from  the Faculty Handbook:  

ÒThe University, as an inst rum ent  of learning, is predicated on the existence of an 
environm ent  of integr it y. As m em bers of the academ ic com m unity, faculty, students, 
and adm inist rat ive officials share the responsibilit y  for  m aintaining this environm ent . 
Faculty have the pr im ary responsibilit y  for  establishing and m aintaining an 
atm osphere and at t itude of academ ic integr it y such that  the enterpr ise m ay flour ish in 
an open and honest  way.  Students share this responsibilit y  for  m aintaining standards 
of academ ic perform ance and classroom  behavior conducive to the learning process. 
Adm inist rat ive officials are responsible for the establishm ent  and m aintenance of 
procedures to support  and enforce those academ ic standards. Thus, the ent ire 
Universit y com m unity bears the responsibilit y  for  m aintaining an environm ent  of 
integr it y and for taking appropr iate act ion to sanct ion indiv iduals involved in any 
violat ion. When there is a clear indicat ion that  such indiv iduals are unwilling or unable 
to support  these standards, they should not  be allowed to rem ain in the University.Ó 
(Faculty Handbook, 1994:  20)  

 Academ ic dishonesty includes:  (Faculty Handbook, 1994:  21-22)   

!  Fabr icat ion -  any intent ional falsif icat ion or invent ion of data or citat ion in an academ ic 
exercise will be considered a v iolat ion of academ ic integr it y. 

!  Plagiar ism  -  the appropr iat ion and subsequent  passing off of anotherÕs ideas or words as 
oneÕs own.  I f the words or ideas of another are used, acknowledgm ent  of the or iginal source 
m ust  be m ade through recognized referencing pract ices. 
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!  Other types of academ ic dishonesty -  subm it t ing a paper wr it ten by or obtained from  
another, using a paper or essay in m ore than one class without  the teacherÕs express 
perm ission, obtaining a copy of an exam inat ion in advance without  the knowledge and consent  
of the teacher, changing academ ic records outside of norm al procedures and/ or pet it ions, 
using another person to com plete hom ework assignm ents or take-hom e exam s without  the 
knowledge or consent  of the teacher. 

Students with disabilities 
 Any student  request ing academ ic accom m odat ions based on a disabilit y  is required to 
register with Disabilit y  Services and Program s (DSP)  each sem ester. A let ter  of ver if icat ion for 
approved accom m odat ions can be obtained from  DSP. Please be sure the let ter  is delivered to 
the inst ructor as ear ly in the sem ester as possible. DSP is located in STU 301 and is open from  
8: 30 am  to 5: 00 pm , Monday through Fr iday. The phone num ber of DSP is (213)  740-0776 
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COURSE OUTLINE  
 

 

Date Theme Case 

INTRODUCTION 

Tues Jan 13 What  is a life worth? Ford Pinto 

Thurs Jan 15 The contested place of business 
in society 

 

THREE TOOLS 

Tues Jan 20 Ethical analysis < revisit  Ford Pinto case>  

Thurs Jan 22 Polit ical-econom y   

Tues Jan 27 Polit ical-econom y (contÕd)   AI DS in Afr ica 

Thurs Jan 29 St rategic analysis UBS 

DOMAINS/STAKEHOLDERS 

Feb 3, 5 I nvestors Sustainable developm ent  and socially 
responsible invest ing:  ABB in 2000 

Feb 10, 12 Governm ent  Fuel econom y standards 2007 

Feb 17, 19 Environm ent  Wal-MartÕs sustainabilit y st rategy 

Feb 24, 26 Custom ers Obesity and McLawsuits 

Mar 3, 5 Suppliers Charles Veillon (A)  

Mar 10, 12 Em ployees Deloit te & Touche 

Mar 24, 26 Unions La Conexion Fam iliar  

Mar 31, Apr il 2 Com m unity Canyon Johnson Urban Fund 

April 7, 9 Act iv ist  organizat ions St rategic act iv ism :  The Rainforest  Act ion 
Network 

GOVERNANCE 

April 14, 16 Corporate governance WorldCom  

Tues April 21 Standing up Martha McCaskey 

Thurs April 23 No class  

Tues April 28 Standing up (contÕd)   

Thurs April 30 Wrap-up  
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SESSION DESCRIPTIONS 
 

INTRODUCTION  

Tues Jan 13: What is a life worth? 

Case:  Ford Pinto  

Study quest ions:  

1. Who has a ÒstakeÓ in FordÕs decision to retain or m odify it s Pinto fuel tank design? 

2. How would each of these stakeholders evaluate FordÕs conduct? 

3. What  lessons should Ford learn from  this episode? 

4. What  lessons do you personally learn from  this episode? 

 

Thurs Jan 15: The contested place of business in society 

Assigned readings:  

!  M. Fr iedm an:  ÒThe social responsibilit y  of business is to increase it s profit s,Ó New York 
Tim es Magazine, Sept  13, 1970 

!  H. Levit t ,  ÒThe dangers of social responsibilit yÓ HBR Sept -Oct  1958 

!  C. Handy, ÒWhatÕs a business for?Ó HBR Dec 2002 

!  Corporate Watch Report  2006:  WhatÕs wrong with corporate social responsibilit y?  

Study quest ions:  

1. I n your v iew, should corporat ions at tem pt  to take on social responsibilit ies beyond 
those to their  investors and the law? How do you respond to the argum ents against  
your posit ion? 

2. What  condit ions external to the corporat ion would encourage or discourage corporate 
social responsibilit y? 

Opt ional background reading:  

!  T. Donaldson and L.E. Preston, ÒThe Stakeholder Theory of the Corporat ion:  Concepts, 
Evidence and I m plicat ions,Ó Academ y of Managem ent  Review, 20, 1, 1995 

!  K. Sundaram  and A. C. I nkpen, ÒThe corporate object ive revisited,Ó Organizat ion 
Science, May-June 2004 

!  R. E. Freem an, A. C. Wicks, and B. Parm ar, ÒStakeholder theory and ÔThe corporate 
object ive revisited,ÕÓ Organizat ion Science, May-June 2004 

!  D. Doane, ÒThe m yth of CSR,Ó Stanford Social I nnovat ion Review, Fall 2005 

!  Michael Bradley and Cindy A. Schipani, Anant  K. Sundaram , and Jam es P. Walsh. 
(1999)  ÒThe Purposes and Accountabilit y  of the Corporat ion in Contem porary Society:  
Corporate Governance at  a Crossroads.Ó Law and Contem porary Problem s 62:  9-47  

!  John Kay and Aubrey Silberston. (1995)  ÒCorporate Governance.Ó Nat ional I nst itute 
Econom ic Review 95 (3) :  84-97.  

!  D. Millon, ÒTheories of the corporat ion.Ó Duke Law Review, 1990 

!  W. T. Allen, Ò Our schizophrenic concept ion of the business corporat ionÓ Cardozo Law 
Review 1992 

!  Chr ist ian Aid, 2004, ÒBehind the m ask:  The real face of corporate social responsibilit yÓ 

!  D. Vogel, The lim its of the m arket  for  v ir tue, Ethical Corporat ion, 2005 
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THREE TOOLS 

Tues Jan 20: Ethical analysis 

Case:  Ford Pinto ( reread it )  

Assigned readings:   

!  A note on five t radit ional theor ies of m oral reasoning (UVA-E-0092)  

!  D.A. Gioia, ÒPinto fires and personal ethics,Ó Journal of Business Ethics, 11, 1992:  379-
389 

!  Select ions from  P. Senge et  al. ,  The Fifth Discipline Fieldbook (1994)  

Study quest ions:  

1. What  assessm ent  of FordÕs behavior would you m ake from  each of the five points of 
v iew descr ibed in the Note? 

2. I s there com m on ground across all these five points of v iew? 

3. Does this analysis lead you to reconsider any of the answers you gave to Quest ions 3 
and 4 of our first  sessionÕs Study quest ions? 

(Note:  we read the Senge m ater ial as background to a class discussion about  how we are 
engaging each other in this course on such cont roversial issues)  

Opt ional background reading:  

!  A. Sen, Markets and the role of ethics in capitalism , in Developm ent  as Freedom  (1999)  

!  A. MacI ntyre, A short  history of ethics (1998)  

 

Thurs Jan 22: Political-economy 

Assigned readings:  

!  M. Fr iedm an, Capitalism  and Freedom , Chs. 1,2,10 

!  E. O. Wright , ÒCom pass points:  Towards a socialist  alternat ive,Ó New Left  Review, Sept -
Oct  2006 

Study quest ion:  

1. What  do these var ious concept ions of the polit ical-econom y of capitalism  suggest  about  
how we should think about  FordÕs behavior in the Pinto case? 

2. What  do these var ious concept ions suggest  about  the desirabilit y  and feasibilit y  of 
corporat ions assum ing broader social responsibilit y? 

Opt ional background reading:  

!  L.O. Kelso, The Capitalist  Manifesto, Random  House, New York, 1958 

!  Marx and Engels:  The Com m unist  Manifesto 

!  Socialist  I nternat ional,  Declarat ion of pr inciples:  
ht tp: / / www.socialist internat ional.org/ v iewArt icle.cfm ?Art icleI D= 31 

!  Shar ing Catholic Social Teaching:  Reflect ions of the U.S. Catholic Bishops:  
ht tp: / / www.usccb.org/ sdwp/ catholicteachingpr inciples.shtm l 

!  R. Long, ÒCorporat ions versus the m arket ;  or , whip conflat ion now,Ó Cato I nst itute 
2008 

 

Tues Jan 27: Political-economy (cont’d) 

Case:  Life, death, and property r ights:  The pharm aceut ical indust ry faces AI DS in Afr ica (HBS 
702-049)   

Assigned readings:  

!  Alan F. Holm er, ÒThe case for innovat ion:  The role of intellectual property protect ion,Ó 
Statem ent  before the Econom istÕs Second Annual Pharm aceut icals Roundtable, Nov 20, 
2002 

!  M. Perelm an, ÒThe polit ical econom y of intellectual property,Ó Monthly Review, 2003 
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Study quest ions:  

1. What  does the pharm aceut ical indust ryÕs behavior look like from  the var ious ethical 
points of v iew we have discussed? 

2. How do the com pet ing perspect ives in polit ical-econom y interpret  this case? 

3. What  solut ions would you argue from  as a representat ive of Doctors without  Borders? 
The South Afr ican Health Minist ry? A Brazilian pharm aceut ical com pany? The WHO? 
Pfizer?  

Opt ional background reading:  

!  S. Taurel,  ÒThe Worldwide Cam paign against  Pharm aceut ical I nnovat ion.Ó Am erican 
Enterpr ise I nst itute, March 19, 2003  

!  Doctors Without  Borders, ÒEquitable access:  Scaling up HI V/ AI DS t reatm ent  in 
developing count r ies,Ó Dec. 2002 

!  P. David:  The evolut ion of intellectual property inst itut ions and the pandaÕs thum b, 
2003 

!  M.A. Heller  and R.S. Eisenberg, ÒCan patents deter innovat ion? The ant i- com m ons in 
biom edical research,Ó Science 1998 

 

Thurs Jan 29: Strategic analysis  

Case:  UBS and clim ate change:  Warm ing up to global act ion? (HBS 707-511)  

Assigned readings:  

!  Global clim ate change and em issions t rading (HBS 707-015)  

!  St rategies beyond the m arket  (HBS 707-469)  

Assignm ent  quest ions:  

1. Which of the four opt ions should Suter support  and why? 

2. I f UBS decides to adopt  any of the four opt ions, do you recom m end reducing the 
com panyÕs own energy consum pt ion, or should UBS buy carbon offsets? I f you 
recom m end the lat ter , is your recom m endat ion to invest  in CERs, ERUs, or VERs? 

3. What  will it  take for hum anity to avoid a clim ate catast rophe? 

Opt ional background readings:  

!  M.E. Porter and M.R. Kram er, St rategy and society:  The link between com pet it ive 
advantage and corporate social responsibilit y , Harvard Business Review, Dec. 2006 

!  D. Cullenward and D. G. Victor, ÒMaking carbon m arkets work,Ó Scient if ic Am erican, 
Sept  24, 2007 

!  Bill Baue, ÒEm issions t rading com m odifies carbon, but  does it  really solve clim ate 
change?Ó 2007 

!  Public policy and the m anager:  Conceptual fram ework (HBS 9-794-028)  

!  G. Hardin, ÒThe t ragedy of the com m ons,Ó Science. 162:  1243-124 

!  I .  Angus, ÒThe m yth of the t ragedy of the com m ons,Ó Socialist  Voice August  2008  

 

DOMAINS/STAKEHOLDERS 

Tues Feb 3: Investors 

Assigned readings:  

!  When invest ing and social object ives m eet  (HBS 106-043)  

!  Social I nvestm ent  Forum , 2005 Report  on Socially Responsible I nvest ing Trends in the 
United States, Washington DC, Jan 2006 

!  J. Ent ine, ÒThe m yth of social invest ing,Ó Organizat ion and Environm ent , 16, 3, 2003 

Study quest ions:  
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1. How far do you think socially responsible invest ing can or should go in rem edying the 
worldÕs ills?  

Opt ional background reading:  

!  Peter Cam ejo, ed., The SRI  Advantage:  Why Socially Responsible I nvest ing Has 
Outperform ed Financially. New Society Publishers, 2002. 

 

Thurs Feb 5: Investors (cont’d) 

Case:  Sustainable developm ent  and socially responsible invest ing:  ABB in 2000 (HBS 701-
082)  

Assigned reading:  

!  The Fiduciary relat ionship:  A legal perspect ive (HBS 304-064)  

Study quest ions:  

1. The I nt roduct ion to the case ident if ies three issues that  St rom blad is st ruggling with. 
What  are the com pet ing views in content ion in these three debates?  

2. What  posit ion would you recom m end to St rom blad on these three issues?  

3. What  cr iter ia do you think m anagers of SRI  funds should use in evaluat ing firm s like 
ABB? 

 

Tues Feb 10: Government 

Assigned readings:  

!  Spend som e t im e cruising around the Opensecrets.org website:  
ht tp: / / www.opensecrets.org/ index.php 

!  W. Dom hoff:  Who rules Am erica? 
ht tp: / / sociology.ucsc.edu/ whorulesam erica/ power/ who_has_the_power.htm l 

!  W. Dom hoff:  Alternat ive theoret ical v iews, 
ht tp: / / sociology.ucsc.edu/ whorulesam erica/ theory/ alternat ive_theor ies.htm l 

!  T. Shannan, ÒI n defense of lobbying,Ó 1998 

Study quest ions:  

1. Does business have too m uch power over public policy in the USA today? 

Opt ional background reading:  

!  Am erican Dem ocracy in an Age of Rising I nequalit y, by Am erican Polit ical Science 
Associat ion Task Force, 2004 

!  M. B. Valverde, I nterest  groups in Am erican polit ics:  Conceptual elem ents and key 
literature, CI DE, 1997 

!  I nfluencing power:  reviewing the conduct  and content  of corporate lobbying 
(Sustainabilit y , WWF)   

 

Thurs Feb 12: Government (cont’d) 

Case:  Fuel econom y standards 2007 (Stanford P-58)  

Assigned reading:  

!  Note on lobbying (HBS 707-471)  

Study quest ions:  

1. What  object ives should the Big Three pursue? Can they stop the 35 m pg standard? 
Should they t ry? 

2. What  specifically should the autom akers seek to preserve from  the Senate bill?  

3. Form ulate a nonm arket  st rategy for the Big Three to influence Congress and the 
subsequent  im plem entat ion of any legislat ion that  m ight  be passed.  

4. What  should Toyota do?  

Opt ional background reading:  
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!  C.E. Coon, ÒWhy the Governm ent 's CAFE Standards for Fuel Efficiency Should Be 
Repealed, not  I ncreased,Ó Heritage, 2001 

!  Nat ional Research Council,  Effect iveness and I m pact  of Corporate Average Fuel 
Econom y (CAFE)  Standards, 2002 

 

Tues Feb 17: Environment 

Assigned readings:  

!  J. Howard, J. Nash, J. Ehrenfeld, ÒStandard or sm okescreen? I m plem entat ion of a 
voluntary environm ental code,Ó California Managem ent  Review, Winter 2000 

!  Terrachoice Environm ental Market ing I nc.:  The six sins of greenwashing, 2007 

!  J. Shanahan, The conservat ive as environm entalist ,  Her itage, 1991 

!  J.B. Foster, Global ecology and the com m on good, Monthly Review, 1995 

!  B. Elgin, ÒLit t le green lies,Ó Business Week Oct  29, 2007 

Study quest ions:  

1. How can we best  assure respect  for  the environm ent? What , realist ically, should be the 
role of business self- regulat ion versus governm ent  regulat ion? 

Opt ional background readings:  

!  M.J. Epstein:  I m proving environm ental m anagem ent  with full environm ental cost  
account ing, Environm ental Qualit y Managem ent  Aug 1996 

!  Geyer and Jackson, ÒSupply loops and their  const raints:  the indust r ial ecology of 
recycling and reuseÓ California Managem ent  Review, Winter 2004 

 

Thurs Feb 19: Environment (cont’d) 

Case:  Wal-MartÕs sustainabilit y  st rategy (Stanford OI T-71)  

Study quest ions:  

1. Given the fact  that  Wal-MartÕs custom ers generally are unwilling to pay a prem ium  for 
environm entally fr iendly products, how is the com pany der iv ing business value from  it s 
sustainabilit y  st rategy, or if not , how can it  ensure that  it  does in the future? 

2. I m agine that  you are Andy Ruben or Tyler Elm , evaluat ing the progress of the 
elect ronics, seafood, and text iles networks. Which networks have been m ost  
successful? What  explains the success or lack of it  in these networks? 

3. How is Wal-Mart  m ot ivat ing it s suppliers to cont inuously reduce the environm ental 
im pacts of their  products and process, and to share inform at ion about  how they do 
that? How can the com pany st im ulate the developm ent  of disrupt ive, breakthrough 
innovat ions? 

4. As evidenced by Ex 12, Wal-MartÕs sustainabilit y  st rategy has generally been very 
profitable. However, two init iat ives descr ibed in the case benefit  society and the 
environm ent  while apparent ly reduced Wal-MartÕs profit s. I dent ify those two init iat ives 
and im agine that  you are their  internal cham pion. How do you propose to just ify 
pursuing those init iat ives? 

5. What  posit ion should environm ental act iv ists take in relat ion to Wal-Mart  now, at  the 
t im e of the case? 

 

Tues Feb 24: Customers 

Assigned readings:  

!  G.T. Woodward, sum m ary of CBO report :  The econom ics of US tort  liabilit y :  A Pr im er 
(sum m ary) , 2003 

!  P.H. Rubin, Tort  reform  saves lives, Am erican Enterpr ise I nst itute, 2005 

!  D. Zegart ,  The r ight  wingÕs dr ive for Ôtort  reform ,Õ The Nat ion, Oct  7, 2004 

!  J.C. Lane, The m yth of the fr ivolous law suit ,  www.corpreform .com  
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Study quest ions:  

1. How can consum ers best  be protected from  possible harm s caused by the products they 
buy? What  should be the role of law suits in this process? How else can consum ersÕ 
m ake their  concerns heard loudly enough? 

Opt ional background reading:  

!  Congressional Budget  Office:  The econom ics of US tort  liabilit y :  A pr im er, Oct  2003 

!  M. E. Drum wright  and P. E. Murphy, ÒHow advert ising pract it ioners v iew ethics,Ó Journal 
of Advert ising, Sum m er 2004 

 

Thurs Feb 26: Customers (cont’d) 

Case:  Obesity and McLawsuits (Stanford P-49)  

Assigned readings:  

!  Go to Centers for Disease Cont rol and Prevent ion website:  search for m ater ials on 
obesity and childhood obesity 

!  G. Ruskin and J. Schor. Junk food nat ion, The Nat ion, Aug 29, 2005 

Study quest ions:  

1. Given current  US tort  law, assess the likelihood of a plaint iff prevailing against  
McDonaldÕs on an obesity lawsuit .  (Find inform at ion about  the law of tor ts through 
som e web research:  Wikipedia is a good place to start .)  

2. What  m arket  and nonm arket  st rategies should McDonaldÕs use to address the obesity 
issues? 

3. What  st rategies should advocate of public and childrenÕs health pursue in relat ion to 
McDonaldÕs? 

 

Tues Mar 3: Suppliers 

Assigned readings:  

!  J. Miller ,  ÒWhy econom ists are wrong about  sweatshops and the ant isweatshop 
m ovem ent ,Ó Challenge, Jan-Feb 2003 

!  I nequalit y and globalizat ion (HBS 705-040)  

!  J. Bhagwat i,  ÒWhy the cr it ics of globalizat ion are m istaken,Ó De Econom ist , 2007 

Study quest ions:  

1. Does the globalizat ion of supply chains help the poor? Under what  condit ions? 

Opt ional background reading:  

!  I .  Mait land, ÒThe great  non-debate over internat ional sweatshopsÓ Brit ish Academ y of 
Managem ent  Proceedings, 1997 

!  Locke, R., Kochan, M., Rom is, M., and Qin, F.,  ÒBeyond corporate codes of conduct :  
Work organizat ion and labour standards at  NikeÕs suppliers,Ó I nternat ional Labour 
Review, 2007 

!  Watkins, ÒTrade, globalizat ion and poverty reduct ion:  Why the rules of the gam e 
m at ter,Ó presentat ion at  the Carnegie Endowm ent  for  I nternat ional Peace Sem inar on 
world t rade and poverty, July 2002 

!  W.K. Tabb, Progressive globalism :  Challenging the audacity of capital,Ó Monthly Review, 
Feb 1999 

!  E. Aisbet t ,  ÒWhy are the cr it ics so convinced that  globalizat ion is bad for the poor?Ó 
NBER, 2004 

!  J.E. St iglit z, The overselling of globalizat ion, in Globalizat ion:  What 's New, edited by 
Michael M. Weinstein, Colum bia Universit y Press, 2005, pp. 228-261. 

 

Thurs Mar 5: Suppliers (cont’d) 

Case:  Charles Veillon (A)  (HBS 307-002)  
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Study quest ions:  

1. Did Zwahlen term inate relat ions with exist ing carpet  suppliers too quickly? 

2. To what  extent  if any is the use of child labor and other supplier  pract ices the 
responsibilit y  of Zwahlen and his com pany? 

3. As Zwahlen, what  if any further act ion would you take regarding child labor and supplier  
work pract ices? 

4. I f Zwahlen decides to take further act ion, would you recom m end that  Veillon act  
unilaterally or that  it  collaborate with others? I f the lat ter , what  k ind of collaborat ion 
would you recom m end? 

5. And m ost  urgent ly, should Jacques Zwahlen accept  the invitat ion to appear on French 
television? 

 

Tues Mar 10: Employees 

Assigned exercise:  I m plicit  Associat ion Test .  

Assigned readings:  

!  N. Lopez, Free m arkets, free choices, Pacific Research I nst itute, 1999 

!  S.J. Rose and H.I .  Hartm ann, St ill a m anÕs labor m arket , I nst itute for Wom enÕs Policy 
Research, 2004 

!  B. Welle, M.E. Heilm an, ÒForm al and inform al discr im inat ion against  wom en at  work:  
The role of gender stereotypes,Ó Kennedy School of Govt , 2005 

Study quest ions:  

1. I s the gender Òwage gapÓ in the USA today a problem  or is it  the natural result  of free 
choices? What , if anything, should be done about  it? 

Opt ional background reading:  

!  F. Dobbin, A. Kalev, and E. Kelly, Diversit y m anagem ent  in corporate Am erica, 
Contexts Fall 2007 

!  J. Pfeffer, ÒProducing sustainable com pet it ive advantage through effect ive m anagem ent  
of people,Ó Academ y of Managem ent  Execut ive, 19, 4, 2005 

!  William  A. Dar it y, Jr . ,  and Pat r ick L. Mason, ÒEvidence on discr im inat ion in 
em ploym ent :  Codes of color, codes of gender,Ó J. Econom ic Perspect ives, Spr ing 1998 

!  Jam es J. Heckm an, ÒDetect ing Discr im inat ion,Ó J. Econom ic Perspect ives, Spr ing 1998 

!  J. Acker, Hierarchies, j obs, bodies:  A theory of gendered organizat ions, Gender and 
Society, June 1990     

!  D. Meyerson and J.K. Fletcher, A m odest  m anifesto for shat ter ing the glass ceiling, HBR 
Jan-Feb 200 

 

Thurs Mar 12: Employees (cont’d) 

Case:  Deloit te & Touche:  Changing the workplace (B)  (HBS 9-300-013)  

Study quest ions:  

1. What  were the factors account ing for Deloit te & ToucheÕs poor t rack record with 
wom enÕs careers? 

2. What  explains the progress they have m ade? 

3. What  should Copeland do now?   

4. What  should wom en at  Deloit te & Touche do now? 

 

Tues Mar 24: Unions 

Assigned readings:   

!  AFL-CO I ssue br ief:  The silent  war:  The assault  on workersÕ freedom  to choose a union 
and bargain collect ively in the United States, 2005 
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!  P. Levine, The libertar ian cr it ique of labor unions, Philosophy and Public Policy 
Quarter ly, 2001 

Study quest ions:  

1. I s there a const ruct ive role for unions in the USA today? 

Opt ional background reading:  

!  M. Levit t ,  Confessions of a union buster (Crown, 1993)  

!  D.A. Ballam , 2000, ÒEm ploym ent -at -willÓ The im pending death of a doct r ine,Ó Am erican 
Business Law Journal,  37, 4, 653 ff 

!  K. Bronfenbrenner, "The Effect  of Plant  Closings and the Threat  of Plant  Closings on 
Worker Rights to Organize"  Supplem ent  to Plant  Closings and Workers Rights:  A Report  
to the Council of Ministers by the Secretar iat  of the Com m ission for Labor Cooperat ion, 
Dallas, TX, Bernan Press:  June, 1997. 

!  Barry Hirsch, ÒWhat  do unions do for econom ic perform ance?Ó Journal of Labor 
Research (Sum m er 2004)   

 

Thurs Mar 26: Unions (cont’d) 

Case:  Spr int :  La Conexion Fam iliar  (A)  ( I vey 9A97C001)  

Study quest ions:  

1. What  is the problem  that  Spr int  faces? 

2. What  should Spr int  m anagem ent  do? What  im plicat ions will this decision have on the 
future of it s long distance service m arket? 

3. How im portant  is the Com m unicat ions Workers of Am ericaÕs potent ial react ion to any 
decision Spr int  m akes? 

 

Tues Mar 31: Community 

Assigned readings:  

!  Michael E. Porter. ÒNew st rategies for inner-cit y econom ic developm ent ,Ó Econom ic 
Developm ent  Quarter ly, 11, 1, 1997 

!  M. Goozner, The Porter Prescr ipt ion, The Am erican Prospect , Nov 30, 2002 

Study quest ions:  

1. What  should be done to help Am erican inner-cit y areas? What  is the appropr iate role 
of business? 

Opt ional background reading:  

!  Tim othy Bates:  Response:  Michael Porter 's conservat ive urban agenda will not  revitalize 
Am erica's inner cit ies:  what  will? Econom ic Developm ent  Quarter ly, 11, 1, 1997 

!  Bennet t  Harr ison and Am y K. Glasm eier:  Response:  why business alone won't  redevelop 
the inner cit y:  a fr iendly cr it ique of Michael Porter 's approach to urban revitalizat ion. 
Econom ic Developm ent  Quarter ly, 11, 1, 1997 

!  D. Stoesz, The Am erican welfare state at  twilight , Journal of Social Policy, 31, 3, 2002 

 

Thurs April 2: Community (cont’d) 

Case:  Canyon Johnson Urban Fund (HBS 706-442)  

Study quest ions:  

1. What  are Canyon Johnson Urban FundÕs internal rates of return for the Sunset  and the 
Hollywood projects? CJUF believes it  can obtain debt  financing at  a 5%  interest  rate 
for a term  of 25 years. I n your valuat ion of Hollywood and Highland, disregard the 
fundÕs opt ion for part ial ownership of the hotel.  A t ip on this:  on p. 5 we read that  the 
apartm ents at  Sunset / Vine are pr iced at  $2.56 per sq ft ,  but  the retail space goes for 
$50 per sq ft .  That  seem s disproport ionate unt il you realize that  the apartm ents are 
pr iced on a per m onth basis and the retail space on a per year basis. 
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2. Which project  should Turner choose? 
3. What  can local com m unity groups do to help revitalize this area? 

 

Tues April 7: Activist organizations 

Assigned readings:  

!  D. Spar, L. T. La Mur, ÒThe power of act iv ism :  Assessing the im pact  of NGOs on global 
businessÓ California Managem ent  Review Spring 2003 

!  D. Hogberg, ÒThe Rainforest  Act ion Network,Ó Capital Research Center, May 2005 

Study quest ions:  

1. What  role do act iv ist  organizat ions like RAN play in our society? Do they advance the 
causes they advert ise?  

Opt ional background reading:  

!  Franz Nuscheler, NGO Scene in the Twilight  Zone:  I s the Honeym oon over? D+ C 
Developm ent  and Cooperat ion (No. 6, Novem ber/ Decem ber 2001, p. 8 -  13)  

 

Thurs April 9: Activist organizations (cont’d) 

Case:  Anatom y of a corporate cam paign:  Rainforest  Act ion Network and Cit igroup (A, B)  
(Stanford P-42A, P-42B)  

Study quest ions:  

1. Was it  st rategically wise for RAN to launch a cam paign on project  finance? Can RAN 
realist ically expect  to affect  project  finance, which is provided by banks around the 
world? 

2. Was Cit igroup a good or bad target  for  RAN? Why not  focus on project  cont ractors 
them selves? 

3. What  should we m ake of RAN's tact ics? I s this "dem ocracy in the m arketplace"? 

3. At  the end of the B case, what  should Cit igroup do? 

4. I f Cit ibank agrees to negot iate an agreem ent  with RAN, what  should RAN agree to? 
What  should it  not  agree to? 

 

GOVERNANCE 

Tues April 14: Corporate governance 

Assigned readings:  

!  Corporate reform  in the United States (HBS 304-091)  

!  T. A. Kochan, ÒRestor ing t rust  in Am erican corporat ions:  Addressing the root  cause,Ó 
Journal of Managem ent  and Governance, 7, 2003 

!  A. Reynolds, Sarbanes-Oxley in ret rospect , Cato I nst itute 

!  E. Spitzer, ÒBusiness ethics, regulat ion, and the Òownership society,ÕÓ Nat ional Press 
Club, Jan 31, 2005 

Study quest ions:  

1. What  will it  take to restore t rust  in Am erican corporat ions? I s that  the r ight  goal?  

Opt ional background readings:  

!  L. K. Trevino, G. R. Weaver, D. G. Gibson, B. L. Toffler ,  ÒManaging ethics and legal 
com pliance:  What  works and what  hurts,Ó California Managem ent  Review, Winter 1999 

!  S. Jacoby, ÒCorporate governance and society,Ó Challenge July-Aug 2005 

!  Michael Bradley and Cindy A. Schipani, Anant  K. Sundaram , and Jam es P. Walsh. 
(1999)  ÒThe Purposes and Accountabilit y  of the Corporat ion in Contem porary Society:  
Corporate Governance at  a Crossroads.Ó Law and Contem porary Problem s 62:  9-47  

!  KPMG:  I ntegr it y Survey 2005-2006 
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!  John Kay and Aubrey Silberston. (1995)  ÒCorporate Governance.Ó Nat ional I nst itute 
Econom ic Review 95 (3) :  84-97.  

!  J. S. Dem ski, ÒCorporate conflicts of interest ,Ó J. Ec. Perspect ives, Spr ing 2003 

!  R. W. Clem ent , ÒJust  how unethical is Am erican business?Ó Business Horizons 49, 2006 

!  C.S. Lerner and M. A. Yahya, ÒÕLeft  behindÕ after Sarbanes-Oxley,Ó Regulat ion, Fall 2007 

 

Thurs April 16: Corporate governance (cont’d) 

Case:  Restor ing t rust  at  WorldCom  (HBS 404-138)  

Assigned readings:   

Study quest ions:  

1. What  are the three or four cent ral object ives that  Bradeen hopes to achieve with the 
proposals on ÒRestor ing t rustÓ? 

2. Will these proposals be effect ive in prevent ing another WorldCom  or will they devolve 
into a m ere checklist? 

3. Are BradeenÕs recom m endat ions aim ed at  avoiding m ajor m isconduct  or im proving firm  
perform ance? 

4. Which of the five board m odels is ideal from  the point  of v iew of Capellas, the newly 
appointed CEO? From  the point  of v iew of a prospect ive board m em ber? Which will be 
encouraged by BradeenÕs proposals? 

5. Would you sign the Undertaking and Pledge as Capellas did? As the CEO of any public 
com pany? As a prospect ive director? As an em ployee? 

 

Tues April 21: Standing up 

Case:  Martha McCaskey (HBS 403-114)  

Assigned readings:  

!  An int roduct ion to patents and t rade secrets (HBS 9-295-062)  

!  Note on hum an behavior:  Character and situat ion (HBS 9-404-091)  

!  David Luban, Alan St rudler, and David Wasserm an:  ÒMoral Responsibilit y  in the Age of 
Bureaucracy.Ó Michigan Law Review, Aug 1992 

Study quest ions:  

1. What  should Martha do? 

 

Thurs April 23: n o  class 

 

Tues April 28: Standing up (cont’d) 

Assignm ent  due Apr il 27:  ÒThis I  believeÓ 

 

Thurs April 30 : Wrap-up 
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Guidelines For Team Case Analysis Presentations 

[ Note:  Essent ially the sam e guidelines apply to your projects and to your wr it ten case analysis 
assignm ent .]  

Think of your presentat ions as consultant  reports. I m agine that  you have been given a 
chance to study the organizat ion and to com e up with a diagnosis and a set  of 
recom m endat ions. So letÕs first  set  the stage:   

*  Do m ake sure you ident ify a specific client , since your act ion recom m endat ions will need to 
be ones that  this client  can im plem ent . I n som e case studies, it  is not  obvious who the 
relevant  client  really is, and you m ay have som e degree of choice in select ing the client . 

*  The issues to be resolved m ay not  be obvious;  but  this is also t rue of m any real-wor ld 
situat ions. The case quest ions in the session descr ipt ions are offered only to get  your thinking 
going Ñ  they are not  an agenda for your analysis.            

*  Your presentat ion is to the class, but  you should think of the class as if we were the client  
and his/ her leadership team ...  and representat ives of other stakeholder groups that  m ay 
at tend. Therefore you should not  waste t im e repeat ing the case facts that  would be known to 
these folks. ( I n real engagem ents, you m ight  review these case facts to establish com m on 
ground and your credibilit y ;  but  in class, that  wonÕt  be necessary.)  

Now to the substance of your report .  Your presentat ions should include the following 
elem ents:  

First ,  one of the m ost  challenging parts of the assignm ent :  you need a single sum m ary 
slide on which you succinct ly tell us what  (a)  the challenge facing the organizat ion, (b)  the 
root  issue that  m akes it  diff icult  to successfully m eet ing this challenge (see discussion of Òroot  
issueÓ below) , and (c)  the basic idea behind your recom m endat ion. I m agine that  your client  
has to cut  short  the m eet ing due to an em ergency, and you only have one slide on which to 
sum m arize your Òtake awayÓ m essage Ð this is it .  (Note:  this is really hard to do!  But  it  will 
force you to dist ill your analysis down to it s core, and that  will help you pr ior it ize and shape 
the rest  of the presentat ion.)  

Second, you should lay out  an overview of your presentat ion Ñ  the agenda.  This slide 
should not  sim ply tell us what  areas you will address in what  order:  it  will be m uch m ore 
im pact ful if you can sum m arize in a short  phrase the key lesson of each of these parts of the 
presentat ion. I t  should lay out  the substant ive logic of your argum ent . 

Third com es the body of the report .  Here you need to start  by ident ify ing the root 
issue(s) facing the client . The first  step is usually a stakeholder analysis. Who are the part ies 
affected here? What  r ights or interests or concerns of theirs are involved? What  is the nature 
of the client  organizat ionÕs relat ion to these other stakeholders? Stakeholders are any people 
affected by the issue:  som et im es, som e stakeholders m ay not  be obvious at  first  sight  - -  they 
m ay be people far Òdownst ream Ó or Òupst ream .Ó 

After this first  step, your second is to m ake a reasoned argum ent  about  the nature of 
the issue facing the client . The goal here is to define the issue in a way thatÕs act ionable for 
the client . Think of your work as akin to that  of a physician:  the pat ient  ( client )  com es in with 
a whole set  of Òpresent ing sym ptom sÓ and itÕs your j ob to ident ify the under ly ing disease. The 
organizat ion usually faces m ult iple issues, and so ident ify ing a single root  issue under ly ing 
them  all is not  often easy;  but  itÕs a huge advantage if you can do this, since then you can 
focus your presentat ion and your recom m endat ion will be solut ion to this single root  issue with 
m ult iple ram ificat ions. You sim ply donÕt  have t im e to address m ore than one root  issue in a 
short  presentat ion.  

I n som e cases, there are m any issues reflect ing several different  root  issues;  but  in 
the space of a 12-m inute presentat ion you can only hope to ser ious address one of them . You 
m ay need to explain this to the client  - -  acknowledge that  you think they face a num ber of 
dist inct  issues and explain that  you are focusing on what  you think m ay be the m ost  im portant  
one. But  I  will challenge you to m ake sure that  you have not  over looked som e deeper root  
that  under lies a broader range of their  issues. 
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Som et im es the client  has a st rong opinion as to the nature of their  real problem , but  
you think their  analysis is not  accurate Ð in which case, you have to convince them  that  the 
real problem  lies elsewhere. And som et im es the case descr ibes a situat ion without  explicit ly  
ident ify ing any specific issues at  all,  perhaps because the client  organizat ion is doing very well 
Ð in which case, your task will be to ident ify the deep source of their  success and a key source 
of vulnerabilit y  in the future, and what  they could do about  that .  

I n sum , ident ify ing a root  issue is often diff icult .  But  in real life, itÕs m uch m ore 
im portant  and diff icult  to ident ify the r ight  quest ion than to find the r ight  answer.  

Your diagnosis of this root  issue should be argued, not  j ust  asserted, using the 
relevant  facts of the case and whatever analyt ic tools seem  necessary. Som e of the support ing 
analysis m ay need to go into an Appendix. 

Next , you need form ulate a strategic recommendation that  can address the root  
issue facing the client  organizat ion. I  recom m end you m ake a clear dist inct ion between this 
st rategic recom m endat ion and an im plem entat ion plan:  the st rategic recom m endat ion 
specifies a general com pass heading you are proposing to your client  Ñ  the general direct ion 
they should follow to solve their  problem  Ñ  whereas the im plem entat ion plan specifies a 
detailed it inerary (see below) . Your st rategic recom m endat ion should therefore not  be a 
laundry list  of things worth doing:  it  should define the basic approach that  can solve the basic 
problem s facing the client . 

The analysis support ing this st rategy recom m endat ion m ust  convince the client  that  
your st rategic recom m endat ion will indeed solve the basic problem . Rem em ber:  there are lots 
of points of v iew in the client  organizat ion (and in the class)  on how to solve it s issues, and 
your j ob is to convince us that  your analysis is the m ost  plausible and that  your recom m ended 
st rategy is the m ost  likely to achieve success. The best  way to do this is as follows:  

*  To begin, you should ident ify between two or three fundam entally different , mutually 
exclusive, plausible alternatives to your strategic recommendation for  tackling the 
clientÕs problem s. Laying out  these very cont rast ing st rategies is an excellent  way to clar ify for  
the client  the range of opt ions that  m ight  reasonably be considered. (To repeat :  you are 
looking for m utually exclusive alternat ives here, not  var iants of the sam e basic idea) . 

*  Then you need to analyze the pros and cons of each alternative.  The best  way of m aking 
this pros/ cons assessm ent  convincing is to ident ify a com m on set  of cr iter ia against  which to 
evaluate the alternat ives. A broad range of st rategic and operat ional factors are potent ially 
relevant , but  it  is up to you to com e up with a sm all set  of key cr iter ia. You should just ify this 
choice of cr iter ia:  you can often do that  by reference to the pr ior it ies im plied by the 
organizat ionÕs basic m ission and business st rategy. 

*  Third, you need to explain why you believe the pros/ cons balance of your preferred 
alternat ive is super ior to the pros/ cons balance of the others. To this end, it  is often useful to 
develop a ( rough-cut )  form al decision analysis,  where you use the com m on evaluat ion 
cr iter ia (discussed in the previous paragraph) , weight  their  relat ive im portance ( to reflect  the 
pr ior it ies of the organizat ion Ð you need to just ify this weight ing som ehow! ) , score each 
alternat ive on each cr iter ion ( just ify ing your assessm ents) , then calculate an overall score for 
each alternat ive. NOTE:  put t ing num bers to these weights and scores is a great  way to clar ify 
your thinking, but  the num bers will not  convince your client :  you need to explain in m ore 
qualitat ive language the rat ionale for your conclusion, and the num bers will j ust  serve to 
illust rate and m ake m ore concrete your reasoning. 

*  Finally, you should test the sensitivity of the result ing ranking to plausible alternat ive 
est im ates of the weights and scores. Here is where the benefit s of a form al, quant itat ive 
decision-analysis reveal them selves:  first ,  it  can show whether your preferred approach really 
Òdom inatesÓ the alternat ives, or if reasonable people using reasonable but  different  weights 
and scores would reach different  conclusions. Second, if your solut ion is not  ÒrobustÓ against  
such disagreem ents, close scrut iny of the analysis will help you different iate between the Òreal 
issuesÓ Ñ  where disagreem ent  would change the final conclusion Ñ  and the Ònon- issuesÓ Ñ  
where disagreem ent  doesnÕt  m at ter to the final ranking. An easy way to do this is often to 
ask:  what  would proponents of the other alternat ives ( the ones you are n o t  recom m ending)  
argue if they were m aking their  best  case? What  weights and scores would they want  to use? 
Then you can see whether these weights or scores are plausible:  that  gives you a bet ter sense 
of the " robustness"  of your recom m endat ion, or if fur ther analysis (by you or the client )  would 
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be needed. This analysis should be sum m arized on a slide without  any data:  here too, 
num bers rarely convince anyone, so you should use them  just  (a)  to clar ify your own thinking 
and (b)  to but t ress the credibilit y  of your qualitat ive reasoning:  leave the quant itat ive analysis 
it self an Appendix.  

Now, having descr ibed and just if ied the m ain Òcom pass headingÓ you are 
recom m ending, you m ust  t ry to ant icipate likely im plem entat ion diff icult ies. Your 
implementation plan should deal with the st rategyÕs associated hurdles, r isks, t im ing, costs 
and benefit s. Depending on the case, you m ay not  have enough data to develop this part  of 
your presentat ion, but  ideally this is what  would appear in this sect ion:  

*  First ,  you should ident ify the likely hurdles that  would face your client  in pursuing your 
proposed st rategy and explain how your client  could overcom e these hurdles. 

*  You should also ident ify the risks confront ing your st rategy and how they can be m it igated, 
and if they canÕt  be m it igated, how the client  should proceed if these r isks do m ater ialize. 

*  Synthesizing this analysis of hurdles and r isks and and how to m it igate them , your 
im plem entat ion plan should recom m end the timing of it s key steps:  what  needs to be done 
today, next  week, next  m onth, next  quarter, and next  year Ð and who should be responsible 
for these act iv it ies. This plan will be far m ore useful if you support  it  with som e reasoning Ð 
i.e. explain why you recom m end this sequencing and t im ing rather than another. 

*  Finally, to convince the client  that  your recom m endat ion is pract ical,  you should consider the 
overall Òbot tom - lineÓ Ð the costs as well as the benefits of your plan of act ion. Reports often 
forget  this elem entary considerat ion!  I tÕs a nice way to wrap up the presentat ion. 

*  Note:  you m ay not  have enough inform at ion to ground all the details of your im plem entat ion 
plan in the case data. I n that  eventualit y, j ust  m ake som e plausible assum pt ions and show us 
what  it  looks like. At  a m inim um , you will have provided the client  with a tem plate (st raw-
m an)  that  they can build on. 

*  Note too:  I tÕs not  unusual that  your work on the im plem entat ion plan br ings to the surface 
new st rategic issues that  you hadnÕt  considered. I n prepar ing your presentat ion, you m ay well 
f ind that  you need to iterate back to your issue-analysis and st rategic-analysis and redo your 
presentat ion. 

*  Note finally:  your im plem entat ion plan probably has m any facets. I tÕs very useful if,  
alongside an overview of it s m ain com ponents, you dig deeper into one facet  that  seem s to 
you to be part icular ly im portant . I f the plan of act ion involves, for  exam ple, a new st ructure, a 
new com pensat ion schem e, and a new t raining program , you m ight  include a chart  detailing a 
proposed agenda for the t raining program  or a detailed organizat ion chart  for  the new 
st ructure. I n this way, you can m ake m ore concrete the im plicat ions of your plan, and show 
that  you have ant icipated som e of the detailed act ion planning that  it  will require. Here too, 
even if you donÕt  have enough data to defend the specifics, at  least  you will be showing the 
client  the k inds of things they should be working on. 

* * *  

I  will hold you to a 12 minute time-limit. This m ay sound draconian, but  it  is not  
unlike m any real- life situat ions where the t im e accorded you to m ake your case is typically 
very short .  More im portant ly, this t im e lim it  forces you in your preparat ion to Òpeel the onionÓ 
Ñ  to push your analysis of the case issues progressively deeper unt il you ident ify a single root  
cause. You probably wonÕt  have t im e to lay out  alternat ive possible im plem entat ion plans:  j ust  
present  one reasoned plan, and it  can at  least  serve as a start ing point  for  discussion. 

I t  is im portant  to be able to present  your proposal in a logically com pelling and 
rhetor ically convincing fashion. You should work to ensure that  your presentat ion develops it s 
argum ents in a logical sequence. Your presentat ion m ater ials ( slides)  should be clear Ñ  
neither too wordy nor too sparse. (Consult  the standard references on how to lay out  v isually 
intelligible and pleasing presentat ion charts.)  

You  n eed  t o  p r ov id e m e an d  t h e r est  o f  t h e  class w i t h  h an d ou t s that  reproduce 
your Slides, including Appendices, at  2 per port rait  page or 4 per landscape page. That  will 
great ly facilitate our discussion.  
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Project Guidelines 

I f you choose to do a project , you can work as a team  (4 students m axim um )  or as an 
indiv idual.  You will choose the topic as a funct ion of your personal interests and in consultat ion 
with the inst ructor. There are two gener ic types of topics:  (a)  an Òethics and social 
perform anceÓ audit  of an o r g an iza t ion  that  you are interested in, and (b)  an analysis of a 
social i ssu e that  you are interested in. Possible topics include:  a m arket ing plan for a social-
ent repreneurship venture, Wal-MartÕs em ploym ent  or environm ental pract ices, sweatshops in 
LA, pollut ion cont rols at  the LA ports, etc. You m ay n o t  rely exclusively on library research:  
you m u st  also m eet  with or at  least  interview by phone a range of the relevant  stakeholders.  

You are encouraged to select  an indust ry of interest  to you, and ident ify a 
social/ ethical issue relevant  to actors within that  indust ry. For exam ple:  
*  autom obile:  pollut ion, green m anufactur ing, alternat ive t ransportat ion 
*  food:  agr iculture supply chain, farm  subsidies, organics 
*  finance:  m icrofinance, social investm ent  funds 
*  energy:  alternat ive energy sources 
*  housing/ real estate:  urban developm ent  

You will need to select  a specific client  who is the intended audience of your project  
report .  You can choose your client  from  a num ber of possibilit ies:  
*  a firm Õs CEO or board 
*  an act iv ist  organizat ionÕs leader or board 
*  a relevant  indust ry regulator  
*  a relevant  legislat ive com m it tee. 

I n the course of the project  research, you will need to:  
*  ident ify a client ;  
*  ident ify the stakeholders and their  r ights, interests, and concerns;  
*  ident ify and analyze the related polit ical-econom ic, ethical,  and st rategic issues;  
*  ident ify an act ionable Òroot  issueÓ facing the client ;  
*  ident ify and analyze the available opt ions for the client ;  
*  propose and defend a resolut ion for your client  both at  a broad st rategic level;  and  
*  discuss the key im plem entat ion issues the client  is likely to face and propose an approach to 
them . 

Project milestones 

I n order to ensure that  the projects are successful,  I  will m eet  with each project  team  
at  least  twice over the course of the sem ester to review your progress and give you feedback. 
The m eet ings will take place in the weeks of Feb 9 and Apr il 6. I  will grade these interm ediate 
steps as part  of the final project  grade. I  am  available to m eet  m ore frequent ly if that  seem s 
useful. 
* Week of Feb 9: Preliminary analysis: client  ident if ied, prelim inary assessm ent  of the 
issues, tentat ive st rategic recom m endat ion:  15%  of project  grade 
* Week of April 6: Rough cut of final presentation: 40%  of project  grade 
* April 30: final report due: 45%  of project  grade 

Each team  has two final deliverables:  your ÒTalking Docum entÓ and a ÒMem o.Ó 
Your Talking Document is com posed of:  

!  Powerpoint  Slides:  you all know a lot  about  how to com pose good slides ( rem em ber the 
Goldilocks rules:  not  too m uch content , nor too lit t le)  

!  Notes Pages:  where the Slide bullet  points are not  self-explanatory, Notes are im portant . 
These Notes should not  be your voice-over scr ipt  and should not  be a prose report  in 
disguise:  they should sim ply add, in bullet  point  form , whatever ext ra inform at ion the 
reader would need to understand the points being m ade on the Slide. 

!  Appendices that  show backup analysis or data required to support  your analysis and 
recom m endat ion. (Not  a data dum p! )   
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Your Memo:  in about  4-5 pages single-spaced, you should lay out  the key points of your 
argum ent . Write it  as if it  were going to your client  and as if they had not  seen your 
presentat ion. You can refer to the Talk ing Docum ent  appendices for the data under ly ing your 
assert ions. But  apart  from  that , the m em o should be able to stand alone:  i.e. reading it  should 
be a good subst itute for being at  the presentat ion m eet ing. 
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Detailed Case Analysis Assignment Guidelines 
 

*  Integrity:  This is an indiv idual assignm ent , and I  expect  you to respect  USCÕs 
corresponding Academ ic I ntegr it y standards.  

*  Content: My expectat ions concerning the content  to be addressed in this assignm ent  are 
the sam e as m y expectat ions for the presentat ions. I n it s form , however, your paper should 
be ÒproseÓ rather than a Òtalk ing docum ent .Ó  

¥ I t  should be fram ed as a consult ing report  to a leader in the client  organizat ion. Be 
explicit  about  the ident it y of the client .  

¥ Do not  repeat  case data. Assum e that  I  am  fam iliar  with the case as the client  would be. 

¥ The Òcase quest ionsÓ in the Session Descr ipt ions are just  ideas to get  you going, not  an 
out line of your wr it ten analysis. 

*  Grading: You are not  graded on whether your recom m endat ion is ÒrightÓ or Òwrong,Ó but  on 
whether your reasoning is clear and com pelling. I  will also be grading your wr it ing. Clear 
wr it ing is as im portant  to your career as clear oral expression. Make sure your wr it ing is 
technically correct  Ñ  spelling, gram m ar, sentence st ructure, and paragraphing Ñ  and that  the 
logic flows clear ly and com pellingly. Re-write it  a couple of t im es.            

*  Name:  Please put  your nam e on the back of the last page.  

*  Word limit: The word lim it  is 3,000 words plus a m axim um  of six pages of exhibits. Please 
note that  these are maximum lim its. You should t ry to m ake your paper as concise and 
coherent  as possible. Please show the word count  at  the end of paper. 

*  Exhibits: Exhibits should be used to support  your argum ent  with inform at ion that  can be 
presented in a table or chart  ( such as financial analysis, act ion t im elines, etc.)  or  that  would 
be too detailed for the body of the paper. They should not  be sim ply an extension of the text .  
Do not  repeat  case data. 

*  Proofreading: Please proofread your paper. I t  should be of the sam e qualit y that  you would 
provide to the m anagem ent  of a business with which you were dealing professionally. (Note:  
handwrit ten correct ions for t ypographical errors are acceptable in these assignm ents.)  
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Case Analysis Grading Form  
( for  team  case presentat ions and detailed writ ten case analysis assignm ents)  

Each com ponent  is worth 0-4 points 

 

Have you identified the relevant stakeholders and their concerns and interests? 

*  Have you ident if ied the relevant  stakeholders? 

*  Have you ident if ied the r ights, interests, and concerns of these stakeholders? 

Have you identified a root issue confronting the client organization? 

*  Have you ident if ied an act ionable root  issue that  under lies the Òpresent ing sym ptom sÓ facing 
the client? 

*  Have you m ade a com pelling case that  this is indeed the root  issue? 

 Have you argued compellingly for your preferred strategy for tackling the root 
issue? 

*  Have you ident if ied som e plausible, m utually exclusive, alternat ive Òcom pass headingsÓ? 

*  Have you analyzed these alternat ivesÕ pros and cons? 

*  Have you just if ied the evaluat ion cr iter ia you use in this pros/ cons analysis and the relat ive 
im portance (weights)  you assign to each? 

*  Have you just if ied the evaluat ion (scores)  of each alternat ive on each of the evaluat ion 
cr iter ia? 

*  Have you done a sensit iv it y test  on this analysis to see if reasonable people would reach 
different  results using plausibly different  scores or weights? Have you used this analysis to 
pinpoint  where the key under ly ing disagreem ents m ight  lie? 

 Does your proposed implementation plan pass the “reality test”? 

*  Have you ident if ied the key r isks in pursuing your st rategy? 

*  Have you explained how the client  should m it igate these r isks? 

*  Have you ident if ied the internal and external hurdles facing your st rategy? 

*  Have you laid out  a plan for overcom ing these hurdles? 

*  Have you t r ied to assess the overall costs of the plan and to com pare them  to it s benefit s? 

*  Have you laid out  a t im ed sequence of act ions that  m axim izes the likelihood of success and 
explained why you recom m end this sequence and t im ing? 

 Is your argument well presented? 

 *  Does the argum ent  flow in logical way? 

 for  oral presentat ions (Note:  I n grading the oral delivery part  of the presentat ion, I  will not  
penalize people for language diff icult ies when their  f irst  language is other than English:  

*  I s the oral presentat ion engaging? 

*  Are audio-visual m ater ials used to good effect? 

for wr it ten case analyses:  

*  I s the writ ing technically correct  ( spelling, gram m ar, paragraphs)? 

*  Do the exhibits support  the argum ent  effect ively? 

Total Grade (out of max 20 points): 

(Due to MarshallÕs grade curve policy, score- to-grade conversions are only approxim ate:  20-
19= A, 18-17= A- , 16-15= A- / B+ , 14-13= B+ , 12-11= B)  
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Peer Evaluation Form 
( for  team  presentat ions and opt ional projects)  

 

Please use the following scale to rate your team  m em bers and yourself:  

F:  Ser iously deficient  

C:  Weak 

B. Good  

A. Excellent  

 

Please use the back of the form  to provide any support ing narrat ive that  would help 
illust rate notable st rengths or weaknesses and that  would just ify an unusually high or low 
evaluat ion. 

 

Team member (TM) name (you are team member #1): 

TM1:  < your nam e>   TM2:    TM3:    TM4:  

 

 

Evaluations: 

 

Preparation:  Rate the extent  to which the m em ber com pleted the necessary assignm ents, 
had read the related m ater ial,  and was ready to cont r ibute to the team . Rat ings for each team  
m em ber:  

TM1:    TM2:    TM3:    TM4:  

 

Input:  Rate the extent  to which the m em ber provided valuable input  of ideas towards the 
team Õs work. Rat ings for each team  m em ber:  

TM1:    TM2:    TM3:    TM4:  

 

Diligence:  Rate the extent  to which the m em ber took on the necessary roles to com plete the 
team Õs work, their  t im eliness in com plet ing and dist r ibut ing work, and the qualit y of the work 
perform ed. Rat ings for each team  m em ber:  

TM1:    TM2:    TM3:    TM4:  

 

Facilitation:  Rate the extent  to which the m em ber helped the team  m aintain a posit ive 
clim ate and work together effect ively. Rat ings for each team  m em ber:  

TM1:    TM2:    TM3:    TM4:  
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Grading in-class engagement 
 

Your in-class engagem ent  assessm ent  const itutes a crucial learning m echanism , and 
therefore a significant  port ion of your final grade. I  will use the following "anchors"  as a way of 
evaluat ing your cont r ibut ion to our discussions. I  will also give you an opportunity to evaluate 
yourself using the sam e cr iter ia:  

A: Excellent  -  Cont r ibut ions reflected except ional preparat ion and an enthusiast ic com m itm ent  
to our learning exper ience. Had always read the assigned m ater ial and had thought  about  it  
carefully. Em braced the opportunity to learn in our t im e together, brought  out  the best  in 
others, and was open to subsequent  conversat ions. Added considerably to the qualit y of the 
course exper ience for others. 

B: Good -  Cont r ibut ions reflected an adequate preparat ion for class and an average 
com m itm ent  to our learning exper ience. Had read the m ater ial before class and given it  
som e thought . Took advantage of the learning opportunit ies presented here. Added 
som ething to the qualit y of the course exper ience. 

C: Barely sat isfactory Ð At tem pted to cont r ibute occasionally, but  cont r ibut ions often reflected 
either weak preparat ion or an apathet ic or ientat ion to the learning opportunit ies presented 
here. Had read the m ater ial,  but  without  m uch effort  to engage it .  Was indifferent  or 
m aybe even host ile to our learning exper ience. On balance, added nothing to the 
exper ience of the class. 

 


