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A scientific discipline without a large number of  
thoroughly executed case studies is a discipline 
without systematic production of  exemplars.

A discipline without exemplars is an ineffective 
one. 

Social science may be strengthened by the 
execution of  more good case studies.

(Kuhn, 1962)



TWO GENERAL CATEGORIES 
OF CASE STUDIES

I. Case Study Research

II. Practical/Teaching Cases 



I. CASE STUDY RESEARCH



LET’S LOOK AT THE LIST OF CASE 
STUDY RESEARCH TYPES
(WOODSIDE, 2010)

Share with us, if feasible, your research fits 

into one of these categories of case study 

research 









The . . . case-oriented approach places cases, not 

variables, center stage. But what is a case? 

Comparative social science has a ready-made, 

conventionalized answer to this question: Boundaries 

around places and time periods define cases (e.g., Italy 

after World War II). [Ragin, 1989, p. 5]





KINDS OF CASE STUDIES, 
AS ENUMERATED BY DIFFERENT ANALYSTS

(Thomas, 2011)



EXAMPLES OF CASE-BASED THEORY MATCHED 
WITH CASE-IDENTIFICATION 
HYPOTHESES TESTING

• Ordanini et al. (2014, p. 134) demonstrate that recipes “are more 

important than the ingredients” in their “Qualitative Comparative 

Analysis (QCA) of Service Innovation Configurations.”



VISUAL METAPHORS/MEANS-END CHAIN



STORYTELLING AND CASE STUDY RESEARCH 



CASE STUDY RESEARCH 
DESIGN AND METHODS

(1994, Second edition. Thousand Oaks: Sage)

By Robert K. Yin



GENERAL CHARACTERISTICS
WHEN TO USE CASE STUDY METHOD?

1) The type of research question: 

2) Extent of control over behavioral events: 

3) General circumstances of the phenomenon to be studied: 

• contemporary phenomenon in a real-life context



GENERAL CHARACTERISTICS
WHEN TO USE CASE STUDY METHOD?

Case study is an empirical inquiry, in which:

• Focus is on a contemporary phenomenon within its real-life context & 

boundaries between phenomenon and its context are not clearly 

evident

• Suitable for studying complex social phenomena

• Procedural characteristics in the situation include: Many variables of 

interest; multiple sources of evidence; theoretical propositions to guide 

the collection and analysis of data

• Types of case studies might be: explanatory; exploratory; descriptive

• Designs can be single- or multiple-case studies

• Used methods can be qualitative, quantitative, or both



CASE STUDY RESEARCH DESIGN

Central components of a case study design & their functions: 

1) A study’s questions 

• “how”, “why” 

2) Study’s (theoretical) propositions 

• pointing attention, limiting scope, suggesting possible links between phenomena 

3) Study’s units of analysis 

• main units must be at the same level as the study questions & typically comparable to those 

previously studied 

4) Logic linking the data to the propositions 

• matching pieces of information to rival patterns that can be derived from the propositions 

5) Criteria for interpreting the findings 

• iteration between propositions and data, matching sufficiently contrasting rival patterns to data; 

there is no precise way of setting the criteria
(Yin, 2014)



ANALYSIS SHOULD SHOW…

• Relies on all the relevant evidence

• All major rival interpretations are dealt

• Most significant issue of the study is addressed 

• Prior expert knowledge is brought to the study



ADOPTION OF GOOD SCIENCE GENERALIZING TO 
POPULATIONS OF CASES

• High quality research.

• Overcome bad practices of research

• Be “SPOT”!

• Bad to Good: Achieving High Quality and Impact in Your 

Research (2017).

• Diffusion and Adoption of Good Sciences 





ADOPTION OF GOOD SCIENCE GENERALIZING 
TO POPULATIONS OF CASES



CASE STUDY RESEARCH 
ARTICLE GAINS 
RECOGNITIONS

1. WOODSIDE (2016)
JBBM 
BEST PAPER AWARD

- CASE STUDY RESEARCH 



CASE STUDY RESEARCH ARTICLES GAIN RECOGNITIONS

2.
WU ET. AL. (2014)

JBR
HIGH IMPACT AWARD



II. PRACTICAL CASE STUDIES

- Teaching Case Studies 



CASE-BASED TEACHING AND 
PROBLEM-BASED LEARNING

• With case-based teaching, students develop skills in analytical thinking and 

reflective judgment by reading and discussing complex, real-life scenarios. 

• The articles in this section explain how to use cases in teaching and provide case 

studies for the natural sciences, social sciences, and other disciplines.

https://web.stanford.edu/dep

t/CTL/cgi-

bin/docs/newsletter/case_stu

dies.pdf

https://web.stanford.edu/dept/CTL/cgi-bin/docs/newsletter/case_studies.pdf


CASE STUDIES IN 
PROBLEM-BASED LEARNING

(PBL)

• A teaching method and an approach to the curriculum.

• It consists of carefully designed problems that challenge students to use 

problem solving techniques, self-directed learning strategies, team 

participation skills, and disciplinary knowledge. 

• Problem-Based Learning (PBL)

• Transforms learner to expert

• Context dependent, yet, resulting in remarkable changes in student learning

• New paradigm (Khun, 1969)



WHEN IT'S TIME TO EXPAND BEYOND THE BASE! 

(HBR CASE STUDY)

• The new CMO of an extreme-race company is on the hook to come up with a 

way to further monetize the underexploited brand while also fixing customer 

pain points related to the registration process. She and the COO propose a 

premium membership that allows die-hard fans to buy early access to race 

registration, but tests on social media reveal strong animosity toward the 

program among some racers. 

• Should the company pull the plug or move forward, potentially upsetting the 

company's most loyal customers? This fictional case study features expert 

commentary by Michael Bolingbroke and Huib van Bockel. 

• For teaching purposes, this is the case-only version of the HBR case study. 

• The commentary-only version is reprint R1705Z. The complete case study and commentary is reprint R1705N.

• CUSTOMER SERVICE September 01, 2017 PRODUCT #: R1705X-HCB-ENGPAGES: 4

https://hbr.org/search?search_type=search-all&term=Customer service




AMERICAN MARKETING ASSOCIATION 

CASE STUDIES



AMA CASE STUDIES

Innovative and creative marketing strategies are 

imperative to the success of a brand.

The best lessons are learned through experience 

and AMA's Case Study Library offers you insights 

and practical solutions from a wide variety of 

companies and industries.

Within these case studies you will find ideas and 

inspiration for everything from social media 

plans, lead generation, direct marketing, 

research, branding and more.

https://www.ama.org/resources/Case%20Studies/Pages/default.aspx?k=contentsource:%22Main%22%20AND%20(AMAContentType:%22Case%20Study%22)

https://www.ama.org/resources/Case Studies/Pages/default.aspx?k=contentsource:"Main" AND (AMAContentType:"Case Study")


CHARITY- CAUSE MARKETING • https://www.ama.org/resources/Pag

es/emotional-branding-cause-

marketing-ideal-partnership.aspx

https://www.ama.org/resources/Pages/emotional-branding-cause-marketing-ideal-partnership.aspx


• https://www.ama.org/resources/Pages/mba-perspectives.aspx



HTTPS://WWW.AMA.ORG/RESOURCES/PAGES/CREATING-IN-GAME-CUSTOMER-
EXPERIENCES.ASPX

American Marketing AssociationCreating In-

Game Customer Experiences

Key Takeaways

• WHAT?

• FIFA 16 demonstrates three principals that marketers can 

use to be successful with in-game advertising: 

complementing and enhancing the game, moving beyond 

functional and expressive satisfactions, and co-creating 

the brand narrative.

• SO WHAT?

• Understanding that players consume both the content and 

the experience of the in-game advertising, in-game 

advertising needs to both complement and enhance the 

overall game experience through meaningful integration.

• NOW WHAT?

• As in-game advertising is only one manifestation of the 

brand, the advertising needs to be situated in a way that 

helps to shape the overall brand narrative the brand is 

wishing to convey through the players interactions with the 

product.

https://www.ama.org/resources/Pages/creating-in-game-customer-experiences.aspx
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TOPICS AND AIMS OF CASE STUDIES



TOPIC OF CASE STUDIES:

The case studies may focus on any topic and subject are (e.g. 

operations, information technology, marketing, sustainability etc.) 

related to the tourism & hospitality education and industry. 

Case studies published in JHTC may deal with a wide variety of 

tourism and hospitality organizations such as businesses, government 

organizations, destination organizations, educational institutions, non-

profit organizations.



AIMS OF CASE STUDIES:

• Case studies may be compiled from field research, published 

sources and/or generalized experience. Case studies drawing from 

field research should also obtain and submit a publication 

permission from an appropriate representative of the organization 

referenced in the case study.



AIMS OF CASE STUDIES:

• Case studies may be designed to illustrate a specific 

point, business problem, research idea or to facilitate 

student mastery of concepts.(successful/failures 

practices)

• All case studies must be accompanied by a Teaching 

Note, which is also peer reviewed.



GUIDELINES

for

WRITING CASE STUDIES & TEACHING NOTES



GUIDELINES FOR WRITING CASE 
STUDIES & TEACHING NOTES

• Case studies may be compiled from field research, published 

sources and/or generalized experience.

• The case studies may refer to any topic and subject area related to 

the tourism and/or hospitality field and industry.

• The case studies must be of maximum 5,000 words excluding 

figures, tables, annexes and bibliography. Each case study 

submission must be accompanied by a teaching note for which 

there is no world limit (although a teaching note of a minimum of 

1,000 words is expected).



GUIDELINES FOR WRITING CASE STUDIES 
& TEACHING NOTES

• JHTC follows a supportive and constructive editorial policy to the authors. 

• All authors would be provided suggestions and ideas on how to improve the case study and 

they would be encouraged to resubmit an enhanced version.

• Case studies may have been already tested in the classroom(the case study author(s) submit 

evidence of the educational effectiveness and impacts of the case study)

• The case studies and the teaching notes are evaluated against three major criteria: content, 

theoretical underpinning, and presentation.



GUIDELINES FOR WRITING CASE STUDIES 
& TEACHING NOTES

• Case studies do not have to follow a specific structure. 

However, each case study is expected to include sections related to the following 

topics: 

a) A background of the subject organization and/or of the topic

b) An analysis of the dilemma and/or the teaching objective

c) A section explaining the questions and dilemmas of the case study

d) Related bibliography and additional reading



GUIDELINES FOR WRITING CASE 
STUDIES & TEACHING NOTES

• The Case Studies and the Teaching Notes will be evaluated against          

three criteria: 

• Content

• Theoretical underpinning

• Presentation

• All Case Studies and Teaching Notes must adhere and follow the 

submission guidelines of case study writing.

• All Case studies should also be written by following JHTC template 

format.



TEACHING NOTES MUST INCLUDE:

• a summary of the case

• an explanation of the teaching objectives and target audience

• the recommended teaching approach and strategy to be adopted by 

other educators

• analysis of the teaching objectives and the theoretical concepts

• additional readings and/or references



GUIDELINES FOR SUBMITTING CASE 

STUDIES AND TEACHING NOTES



GUIDELINES FOR SUBMITTING CASE 
STUDIES AND TEACHING NOTES

• All case studies, teaching notes and related material should be 

submitted through the EasyChair online platform.

• To access the site, you will first need to complete the pre-

submission form through the ICHRIE website.



REVIEW PROCESS AND ASSESSMENT 

CRITERIA OF CASE STUDIES



REVIEW PROCESS AND ASSESSMENT 
CRITERIA OF CASE STUDIES

• All case studies and teaching Notes are subject to a rigorous double-

blinded peer-review process. 

• The editor of JHTC is responsible for allocating the submitted case 

studies to three anonymous evaluators and for managing the review 

process.

• All reviewers participating in the case study review process are listed in 

the Review Board of the relevant issue of JHTC.



EVALUATION CRITERIA FOR CONTENT AND 

THEORETICAL BACKGROUND



CASE STUDIES MUST:

• Be topical and relevant to current tourism and hospitality issues

• Be engaging in order to deliver an interesting learning 

experience in the classroom

• Explicitly identify, explain and support the teaching objectives 

of the topic subject

• Analyze the theoretical concepts and framework that underpin 

the topic of the case study

• Include questions / management dilemmas that will be able to 

probe class discussions and debates around the teaching objectives, 

the case study topic and/or the theoretical concept



CASE STUDIES MUST:

• Any tables, figures, exhibits, annexes and/or supplementary items 

should also explain

• Support the teaching objectives and theoretical concepts. 

• There is not any (min/max) limit about the number of figures/tables 

that a case study can include. 

• However, case studies will also be evaluated based on the 

appropriateness, the educational value and the explanatory 

the figures / tables that they include.



PRESENTATION CRITERIA



PRESENTATION CRITERIA

The presentation of the case studies manuscripts and teaching notes are judged on 

the following areas:

• Quality of Writing (in English)

• Readability

• Clarity of Format - Presentation of Information And Data

• A Well-defined Structure



LET’S LISTEN TO THE EDITORS!!! 

WHAT IS YOUR CRITERIA FOR ACCEPTING
A CASE STUDY RESEARCH PAPER FOR 

PUBLICATION IN YOUR JOURNAL?

THEY ARE THE VOICE OF EXPERIENCE!



LET’S LISTEN TO THE EDITORS!!! 

• Dr. Levent Altinay

• Editor-in-Chief, Service Industries Journal

• Dr. Cihan Cobanoglu

• Editor-in-Chief, Journal of Hospitality and Tourism Technology (JHTT)

• Co-Editor-in-Chief,  International Interdisciplinary Business-Economics Advancement Journal

(IIBA Journal) 

• Co-Editor-in-Chief, Journal of Global Education and Research (JGER) 

• Dr. Fevzi Okumus, 

• Editor-in-Chief, International Journal of Contemporary Hospitality Management (IJCHM)

• Co-Editor-in-Chief, Journal of Hospitality and Tourism Insights

• Dr. Mathilda Van Niekerk

• Managing Editor, International Journal of Contemporary Hospitality Management (IJCHM) 

• Co-Editor-in-Chief, Journal of Hospitality and Tourism Insights



ADOPTION OF GOOD SCIENCE GENERALIZING TO 
POPULATIONS OF CASES

• High quality research

• Overcome bad practices of research

• Be “SPOT”!

• Bad to Good: Achieving High Quality and Impact in Your 

Research (2017)

• Diffusion and Adoption of Good Sciences 



TWELVE PRINCIPLES RELEVANT FOR DOING CASE STUDY RESEARCH 
(WOODSIDE, 2010, P. 397)

1. Configural not net effects 

2. Unconscious not conscious thinking

3. Dynamic not cross sectional designs

4. Multiple routes not one model only

5. Predictive validity not only a best fitting 

model 

6. Context not context free 

7. Conjunctive-disjunctive not 

compensatory decision-making 

8. Systems thinking not independent 

versus dependent conditions 

9. Multi-person not one-person

10. Satisfy not optimize decisions

11. Unobtrusive evidence not just obtrusive 

interviews or observations

12. Visual not just verbal data collection 

and interpretation



“Case study is not a methodological choice but a choice 

of what is to be studied. . . . By whatever methods we 

choose to study the case. We could study it analytically 

or holistically, entirely by repeated measures or 

hermeneutically, organically or culturally, and by 

mixed methods—but we concentrate, at least for the 

time being, on the case.” 

(Stake, 2005, p.443)



LET’S GET SERVICE MARKETING 
CASE STUDY RESEARCH GOING!!!!

Q & A

Grazi Mille!!!



ADDITIONAL CASE RESEARCH PUBLICATION OUTLETS
- THANKS TO PROFESSOR GEORGE H. (JODY) TOMPSON

Thanks to the suggestions by Professor Dr. George H. (Jody) Tompson,  there are two 

best journals that publish only business teaching cases:

1. Case Research Journal 

• by the North American Case Research Association (NACRA)

2. The Case Journal


