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1 Tempest 3 – Teaching Note 

________________________________________________________________________________________________ 

Conor Vibert developed this teaching note to guide the use of the multimedia case entitled Tempest 3 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  
 
Michael Howell, chef and owner of Tempest Restaurant in Wolfville, Nova Scotia faces a challenge.  
How can he best use his limited resources to market his restaurant? 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  

 

• Restaurant 

• Rural Business 

• Wine Industry 
 
 

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 restaurant industry. 

 
1 The Author wishes to thank Michael Howell for his/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 marketing 
concepts 

 
 

 

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:   
 

• What are some of the common ways that restaurants market themselves? 

• What are inexpensive means of marketing a restaurant? 

• What types of challenges do restaurant owners facing when seeking to build a popular brand? 
 
CASE ANALYSIS 

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

• Hi my name is Michael Howell I am the chef and owner of Tempest Restaurant in 
Wolfville, Nova Scotia. The third challenge that we faced as we grew the business over 
time was how to market it effectively. It is important really because current restaurant 
margins are very small. Indeed, industry averages are pathetically low. The resources 
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available for marketing your business are very limited. As a consequence you need to 
consider return on investment with limited resources to market your business. 

 

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.   

• Howell believes the biggest opportunity facing his restaurant and others in the region is the rise of 
the local wine industry 

• The restaurant is a fifty-seat facility 

• A priority is to buy local produce 

• Mentoring is an important part of his leadership style 

• Individuals experience new ideas abroad and bring them to the industry 

• Local wines are an important product sold in the restaurant 

Researching information sources other than the content of the cases should enable students to garner the 
following insights: (Source: Restaurants Canada) 

• There are 88,000 restaurant locations in Canada and the industry employs 1.1 million people.  

• Annual sales in restaurants in Canada exceed $86 billion. 

• $2,413 Average annual household spending at restaurants 

• $12 is the average hourly wages in a Canadian full-service restaurant 

• In 2011, less than 63% of full-service restaurants in Canada were not profitable. 

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. 

• So, there are really three alternatives. One is to be the chef with uber integrity. The one that 
commits himself to his restaurant. The one that never leaves and is always there. That is a 
marketing tool that is useful. Customers come in and see that the chef is completely dedicated to 
the business. The second one is to cast your net a little wider and involve yourself in your 
industry and to some degree in your community. That way your face is out and about at large and 
you are seen by a lot of people. But you are still relatively committed to your business and 
making customers happy. The third one is to really engage in the community above and beyond 
simply industry engagement. To find some form of volunteer activity or a cause that you are 
committed to in order to expand that sphere of influence. 

 
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. 
 

• I chose both for an ethical and but also a pragmatic marketing decision to engage my 
community at large as much as possible.  Given the fact, a number of years ago, it was 
indicated that local food and things like slow food would be engaging marketable tools 

for the future, I thought that it was important to engage in my community.  Number two, 
from a completely ethical point of view I think it is important that you can brand yourself 
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as a person who care and commit to your community at large, thus earning the trust and 
integrity of your customers who see your brand that they know you represent very well.  

Let me be a little bit clearer about that.  I think it is important for a restaurant that is 
committed to local food, to be committed to local food and to be committed to its 

community. That is not only fulfilling to a business owner and a chef but also attracts 
people to your business because they see that you are committed to everything, not just 
your own business but your society. 

 

SUGGESTED COURSES 
 

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

• Entrepreneurship 

• Marketing 

• 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.  
 

• Canadian Industry Statistics 
https://www.ic.gc.ca/app/scr/sbms/sbb/cis/definition.html?code=722&lang=eng  Food Services 
and Drinking Places, Establishments, Financial Performance Data, Salaries and Wages, 
Companies and Directories 

• Restaurants Canada,  https://restaurantscanada.org/, Industry Association for Canadian restaurants 

• Restaurant Central http://restaurantcentral.ca/Spendingatrestaurants2014.aspx News Aggregator 
for restaurant industry 

• Slow Food Nova Scotia http://slowfoodns.com/ Specialist Interest group promoting food grown 
locally in an organic and sustainable manner. 

• Taste of Nova Scotia, http://tasteofnovascotia.com/, 140 members who set and maintain the Taste 
of Nova Scotia quality standards for food, service and hospitality 

 

REFERENCES 

A number of articles, referenced below, offer insight that might help instructors effectively explore this 
case with students. 

 

• Restaurants Canada, available https://restaurantscanada.org/ 
 

https://www.ic.gc.ca/app/scr/sbms/sbb/cis/definition.html?code=722&lang=eng
https://restaurantscanada.org/
http://restaurantcentral.ca/Spendingatrestaurants2014.aspx
http://slowfoodns.com/
http://tasteofnovascotia.com/
https://restaurantscanada.org/
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