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Abstract 
The field of Marketing is becoming more complex and the turn of yet 
another millenium has not made its practice any simpler. Rather it has 
assumed a greater dimension in complexity owing to intensifying 
material, and energy shortages, worldwide inflation, changing consumer 
life styles, and government involvement, and regulations. In the wake of 
above development marketing firms have always seen themselves in 
varied operational situations as they strive to build, and maintain, 
relationships with their ever-changing markets, that are always 
responsible for their state of affairs. As a panacea for actualizing their 
long run customer, organizational, and societal goals, situations need be 
studied. It is against this backdrop that this paper has dwelt on the nature 
and meaning of cases, why the study, and an analytical approach for a 
proper analysis. The specific actions to be taken by marketing firms in 
emerging situations concluded the piece. 

Introduction 

Marketing activities are quite numerous and largely embracing. Firms combine at various levels, 

the variables under their control in attempt to influence their target markets. They as well, take into 

cognisance the influence exerted by the external forces in pursuit of their goals. The combination of above 

and the emerging trends in the market place have left in their trail, marketing problems that need be solved. 

However, one frustrating development is that marketing problems usually do not have one, and 

only one solution and interestingly, in the face of this, marketing firms must strive to actualise their long run 

goals by finding ways through which they could harmonize the dynamics of change. 

Actualising a firm’s set goals remains a function of understanding the conditions, and 

circumstances facing the firm at various times, and making a detailed analysis of them. Such analysis of 

course, would reveal what should be done, why, how to do them, when to do them, and by whom? Again it 

should leave the firm with the opportunity of having alternative courses of action. 

The above is quite important to enable firm have the right blend of its offers. Again the complexity 

of understanding markets, and coping with the influences of the entire set of forces and institutions that are 

not only external, but relevant to firms bring to the fore the need for studying case analysis since they create 

situations that firms must contend with. 

Nature and Meaning of Cases 

Cases usually present situations involving managerial issues or problems that require management 

decisions. It describes to a very large extent the conditions and circumstances being faced by firms, at 

various times. The descriptions usually reveal the organisation’s objectives, financial disposition, stance of 

its managers and other employees, prevailing market conditions, competitors’ actions, etc. 

Cases are collection of facts, opinions, and judgements relating to an actual business situation in 

which a problem exists and a decision must be made, Onali (1981: pi). They are as well business problems 

where facts, opinion and principles and judgement are in conflict. Brown (1981: p 19). 

Why Cases? 

The field of marketing is quite broad, hence it calls for the execution of number of activities. Again 

playing the role of link between organisation’s offers and societal needs is quite cumbersome owing to the 

resulting conditions or situations that firms find themselves. These conditions have far- reaching effects on 

the strategies, operations, and decisions of the firms and which if not carefully studied, and handled may 

negatively influence the organization’s present, and future plans of achieving its goals. Thus, case analysis 

should be studied for proper appreciation of a firm’s given situation and subsequent design of strategies that 

would make the firm take due advantage of such situation. 

Therefore, cases are studied for the following reasons: 

• Analysing business situations; 

• Defining problems; 

• Developing alternative courses of action; and 



• Developing analytical ability and judgement, Onah (1981: p2). 

Apart from above, it as well: 

• Grants one the opportunity to acquire knowledge and applying same to actual marketing problems. 

• Helps in bridging the gap between classroom teachings and practice of marketing management. 

• Grants one the opportunities to develop, sharpen, and test our analytical skills at. 

• Assessing situations. 

• Sorting out and organizing key information. 

• Asking the right questions. 

• Defining opportunities and problems. 

• Identifying and evaluating alternative courses of action. 

• Interpreting data 

• Evaluating the results of past strategies. 

• Developing and defending new strategies. 

• Making decisions under conditions of uncertainty, Cravens (1988: p612). 

Moreover the study of cases - 

• Exposes one to broad range of situations facing all forms of firms in varied industries. 

• Places on one specific fundamental responsibilities that include active participation, interaction; critical 

evaluation and effective communication. 

Having said this much, how would one then analyse cases? This calls for a systematic approach 

as has been discussed below. 

Analytical Approach to Case Analysis 

Case analysis we have seen plays significant role in decision making. But coincidentally, there’s 

no single method of treating cases or one best way to analyse a case. This therefore, demands that in 

analysing cases, the analyst must have a thorough knowledge and understanding of the problem and the 

ability to express himself logically for decisions taken. This gives credence to the approaches suggested by 

some schools of thought, notably, that opined to be made up of the below steps, enumerated and explained 

thereafter: 

Situation audit. 

Problem/Decision statement. 

Identification of alternatives. 

Criteria. 

Analysis. 

Recommendation, Cravens (1988:614). 

■ The Situation Audit 

The situation audit X-rays the firm’s current situation, opportunities and constraints and is 

usually determined by the nature and scope of the case situation. Thus, each case will be different from 

another because of the information available and nature of decision to be taken. That’s why there exists 

two views as regards its breadth and scope. One view has it that situation audit should be thorough while 

the other, is on the contrary. When thorough, a comprehensive assessment of the firm’s corporate goals; 

marketing mix strategies; financial disposition; potential and actual customers; and overall firm’s 

situation, is made. On the contrary, a short and concise analysis of the firm’s strengths and weaknesses, 

opportunities and treats is rather made. Situation audit is better when- 

 

diagnostic in nature than when descriptive. To buttress the above, if a company XYZ Ltd has its current and 

quick ratios as 1.05 and 0.66 respectively, it’s descriptive, recognising this. A diagnostic approach reveals 

that this company may not be able to meet due obligations. This being the case, the analyst shall be able to 

channel his efforts appropriately. 

The Problem/Decision Statement 

This stage is of paramount importance in case analysis. This is because, if the problem is not 

properly defined, the entire work may turn out meaningless as the recommendations might not solve the 



firm’s problems. Poor problem definition most times is as a result of confusing symptoms with problems. 

Symptoms are effects, while problems are causes. If a firm’s sales are low, and same firm- witnesses low 

morale and increasing costs of doing business then something must be wrong in the firm. The above are not 

problems but symptoms. After all declining sales, low morale, increasing costs could be as a result of poor 

compensation plan that has occurred as a result of low profit margins in turn caused by may be low level of 

awareness, or poor distribution network etc. So one has to make a detailed study to arrive at the real 

problem. 

Identification of Alternatives 

This involves the determining of the options or actions that appear to be solutions to the 

problems. The analyst should prepare a list of these alternatives and refine them so as to see whether they 

are feasible, considering the details of the situation audit. 

Criteria 
This entails drawing or developing a list with which to evaluate the strategies or options believed 

to address the problems determined. This enables the analyst make clear the measures for comparing the 
alternative courses of action so as to go for the most promising. If for instance, one has the task of 
identifying the most attractive territory out of four say territories A, B, C, and D he might use the following 
as the set of criteria for his judgement-contribution to profit margin, potential sales volume; Level of 
competition; market shares; etc. Note that criteria most times are linked to profits because they command 
greater attention. 

Analysis 

This is the stage at which every alternative action is evaluated against the variables outlined in the 

criteria listing stage. Here, the merits and attendant shortcoming of each alternative action are made, after 

the alternatives are analysed against each criterion. Such analysis provide a summary assessment of each 

alternative and eventually, form the basis for preparing the recommendations. 

Recommendations 

This is the concluding part of the analytical guide to case analysis. It flows directly from the 

analysis when the latter has been well made. Its first major part addresses the specific actions to be taken 

and why. Here, the analyst should state his reasons for upholding the chosen course of action. The second 

part largely addresses the implementation. In this context the analyst should state vividly who should do 

what, where, and when? 

Finally, the recommendation should reveal a tentative budget. This aspect of the recommendation 

is of importance so that the management of a firm should see that the solution is worth the cost 

implications and within the firm’s financial capabilities or disposition. Recommendation to serve its 

purpose should be specific and operational, possible and practical, and finally, very specific. 

Conclusion 

Firms seek to achieve their long run organizational, customer, and societal goals through the 

performance of certain activities. Certainly, they find themselves in varied operational situation as a result 

of above. These situations pose various problems that need managerial attention hence the need for case 

analysis as a basis for finding solution to these problems. Solution when they are got help in reaching 

decisions that enhance business operations. Because situations must exist, problems shall occur and 

constrain business activities. Firms on the other hand strive to achieve set goals and must 

 

contend with the problems. Thus, the way out is a perfect analysis of situations, and coming up with courses 

of action to cope with entire constraints hence the relevance of case analysis. 

Firms should therefore: 

Study the situation in which they find themselves Define the problems Map out alternative 

courses of action Evaluate these alternatives and 

Take a specific line of action by determining what to do, when and where, and by whom. 

Such lines of action should be tracked for corrective measures and adjustments to be taken, and 

made so as to not only survive, but withstand competition, and grow. 
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