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1 Halifax Hair Extensions 1 – Teaching Note 

________________________________________________________________________________________________ 

Conor Vibert developed this teaching note to guide the use of the multimedia case entitled Halifax Hair Extensions 1 for 

instructional purposes.  It is not the purpose of this material to serve as an illustration of how to effectively or ineffectively 

address a managerial situation.   

  
Copyright @ 2014, Acadia International Executive Insight Series  

______________________________________________________________________ 
 

SUMMARY  
 
This case explores the options Tiffany James faces as she creates a cloud based e-commerce platform to 
enable entry for her startup company into the regional market for hair extensions in Atlantic Canada. 
Advice is being sought as to how to proceed in resolving this real life issue. Students are offered access to 
a set of transcribed video clips that outline the issue and its cause along with providing context for the 
issue.  In order to arrive at alternative solutions and justify their choice of a solution, students are 
expected to use sources of information not found in the case. 
 
 

KEYWORDS  

 

• Personal Care Products 

• Hair Extensions 

• E-commerce Platform 
 
 

CASENET VIDEOS 

 

Each video in this multimedia case features a segment of an interview with one of the organization’s key 
decision makers. The videos describe: 

1. the Issue facing the individual or organization 
2. the Cause of the issue 
3. Background information for the individual, organization and industry 
4. Alternatives for addressing the issue 
5. A suggested Solution and justification 

 
Transcriptions for each video are also available.  Students may not access the Alternatives and Solution 
videos or transcripts. 
 
 
OBJECTIVES FOR TEACHING 

 

There are a number of instructional objectives for this case.  
 

• To enhance the decision making skills of students by having them address a real life issue faced 
by managers of Canadian or international companies.       

• To provide students with a brief introduction to the Personal Care Products industry. 

 
1 The Author wishes to thank Tiffany James for her support of this project. At Acadia University, thanks are in order for Dave 

Sheehan.   
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• To offer students an opportunity to analyze a situation using concepts that illustrate the choices 
surrounding the creation of an e-commerce platform.. 

 
 

 

POSSIBLE TEACHING STRATEGY 

 

This case is ideal for in-class case analysis or as an assignment. Assuming an 80 minute class, here is an 
approximate class schedule: 
 

Time 

(minutes) 

Task 

5 Introduce case and divide students into groups. 
15 Students view Background case videos and make notes. 

5 Instructor plays the Issue and Cause clip(s). 
25 Students identify alternatives, a solution and rationale. 

20 Instructor guides a discussion around alternatives, solution and rationale. 
10 Instructor plays the Alternatives and Solution clips.  

 
If the case is used as an assignment, the instructor may want to focus assessment on: 

1) Decision-making process. The instructor would evaluate writing style, appropriateness of 
information sources, alternatives, solution and rationale. This approach recognizes that the 
alternatives and solutions offered in the case are not necessarily optimal, and other choices may 
be equally effective. Students can be rewarded for their selection of decision making approaches, 
analytical frameworks and cited reference material. 

2) Outcomes. The instructor would evaluate how closely student responses match those offered in 
the Alternatives and Solution video clips. Or, the instructor could use the insight of an existing 
research paper or analytical framework as the basis for judging outcomes. 

3) A combination of process and outcome. The instructor may apportion the grade between 
process and outcomes.       

  

 

POSSIBLE QUESTIONS FOR ASSIGNMENTS 

 

Students can be asked to identify a set of alternatives to address the issue outlined in the case, a solution 
and rationale. Other questions that will help students prepare for their case analysis include:   
 

• Are social media outlets financially economic advertisers for startups? 

• Are websites a profitable means for small businesses? 

• How to consumers like to make their purchases online? 

• What online resources do consumers use to make their purchasing decisions? 
 
CASE ANALYSIS 

Issue:   The Issue and Cause video clips outline the problem or challenge of the case.  

• Hi I am Tiffany James, I am the CEO and owner of Halifax Hair Extensions, an online 
store selling hair extensions. The issue that we had to face was determining which 
commercial platform we were going to use for the store front. It is very important for us 
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to create a site that directly represents our company, our brand and our image. We needed 
to have customizable access to all the features. We need to know where our customers are 

coming from, which social media platforms and how we could track it. It was very 
important for us to have something that enabled us to do this. 

Analysis: 

To start their analysis of the case, students should view the Background video clips.  These clips should 
help students grasp the following points or case facts.   

• Halifax Hair Extensions began as a university project 

• A university employed business councilor was instrumental in helping the entrepreneur acquire 
needed skills 

• Typical customers are between sixteen and twenty eight years of age 

• The business model is drop shipping enabled by an e-commerce platform 

• Competitors are primarily beauty care stores 

Researching information sources other than the content of the cases should enable students to garner the 
following insights: 

• 46% of web users look towards social media when making a purchase (Digital Information 
World) 

• Marketers plan on increasing their use of blogging (68%), YouTube (67%), Twitter (67%), 
LinkedIn (64%), and Facebook (64%), in that order (Social Media Examiner).  

• Facebook has more than 1 million advertisers, but only 25 million businesses have active FB 
pages (Mashable) 

• As of 2014 social media accounted for 9% of marketing budgets and is expected to  increase to  
21% by 2020 (Wall Street Journal). 

• In 2007 36% of small businesses had their own websites, but only 7% of good/services were 
actually sold online (most recent statistics available) (Startup Canada). 

With this information in hand students can be challenged to identify an analytic framework that will help 
them organize their thoughts.   

• At its core, this is a make or buy decision. Although no numbers are provided in the case, 
instructor can guide students by having them consider possible solutions with two dimensions. 
These two dimension are financial costs and level of effort to get a platf orm up and running.  
Each dimension can range from high or low.  With this in mind students can be guided to provide 
solutions that can then either be plotted on a graph or positioned in a quadrant of a two by two 
matrix with the axis being either Cost or Level of Effort.  
 

• Although costs are not offered, it is not difficult for students develop some estimates to 
accompany their alternatives.   A simple Google search using the question ‘How much does it 
cost to set up an e-commerce site?’ returns many sources of information.  The same can be said 
for the Googled question, ‘what is the hourly rate of a web site developer?’ Further, specific 
commercial sites such as Shopify provide their rates on their site. 
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Effort focused on research coupled with analysis should enable students to present a series of options.  
These can be compared to the options offered by the interviewee which are also summarized below and 
found in the Alternatives video clip. 

• Our alternatives were to use my own software and programming background to 

customize my own website. Option two was to hire a software team to develop it for me. 
Option three was to use a blogging site such as WordPress and use the plug-ins and 
installs to create our own online store. Option four was to go with an e-commerce 

platform and see with we can customize our own site. 

The Solutions video clip offers the interviewees’ solution to the issue along with a rationale.  Highlighted 
below, this can be compared to the student response and explanation. 
 

• We decided to go with the e-commerce platform because it was built specifically for what 
we wanted to do which was the online store. If I had used my own background and my 
own software development training to develop the platform, it would take too long. If we 

used an external source it would be very costly. WordPress seemed like a great option but 
the plug-ins are all open source and built by different people so we were not sure if we 

could get it to work the way we wanted it to. Ultimately the e-commerce platform 
allowed us to customize a lot of our own features but the entire back end platform was 
already in place. The system we chose was Shopify. 

 
Returning to the discussion of the analytic framework above, low cost alternatives would be to 

create the platform on her own followed most likely by using open source Wordpress and then a 
platform such as Shopify.  The highest cost alternative would be to hire an outside contractor to 
do the work for her.  In regards to level of effort, Shopify would be the easiest followed a custom 

build platform created by an outside contractor. Creating the platform herself or using word press 
would involve the highest levels of effort. 
 
 
SUGGESTED COURSES 
 

We suggest that this case would be suitable for a number of courses. These courses include: 
 

• Management Information Systems 

• Organization Theory 

• Management 
 
ADDITIONAL RESEARCH 

 
The case offers students opportunities to undertake interesting additional research.  
 
Students may want to delve deeper into how managers make decisions. Classic approaches to decision 
making include works by Cyert and March (1963) and Tversky and Kahnemann (1974).     
 
Students interested in learning more about the industry in general might make use of numerous online 
information sources some of which are noted below.  
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• Social Media Examiner, http://www.socialmediaexaminer.com, a guide to social media jungle.  

• Mashable, http://www.mashable.com, a leading source for news, information & resources for the 
connected generation.  

• Start UP Canada, http://www.startupcan.ca a source for information about entrepreneurial growth 
and success.  

• The Site Wizard.  http://www.thesitewizard.com.  This web site provides a basic cost breakdown 
of arranged according to categories, and guides for more details so that people will have a clearer 
idea of what is involved in creating a site. 

• Web hosting Search  http://www.webhostingsearch.com/web-hosting-companies.php, 
This web site has a list which has great resource of web hosting providers, prices, and 
recommendations. 
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