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Case Study: Gary Hirshberg and Stonyfield Farm
Problem Statement 
The case study, “Gary Hirshberg and Stonyfield Farm” provides insightful information in starting and running an enterprise. The case study is based on real life story by Gary Hirshberg and how he grew in becoming one of the most influential entrepreneurs of his time. The case shows the challenges entrepreneurs face, especially during the early period of business operations. The case explains some of the virtues and important characteristics of what make a good leader and an entrepreneur. As the case shows, Hirshberg faced numerous challenges before he could become the market leader in organic yogurt, but he used his passion to want to change the environment to make a product that the larger market could resonate with.
The case study points on the pathway to success in entrepreneurship. Any business starts out with a vision. As a 17year old, Gary had a vision of conserving the environment.  Decades later he started a venture with his vision in mind: creating a product that people can enjoy while still making the world habitable. Just like any other business, starting out on a new business is hard and running the business while managing the challenges is harder.  Through the case study, the aspect of consistency, meeting the needs of the customers, passion, and being goal driven are the main factors that influence the success of a business. 
Background Information 
Both Hirshberg and Kaymen saw an opportunity in 1982 about growing the yogurt market that they sought to capitalize on, which also helped them expand their business. After receiving a call from Jack DeMoulas, the dairy buyer of major one of the stores in their area, Hirshberg, and Kaymen sought to take the advice from DeMoulas and expand their heard. DeMoulas’ conversation with Kaymen ended that “get more god-dammed cows” (p. 9). From this conversation, Hirshberg and Kaymen expanded their herd to 19 cows to meet the growing demand. DeMoulas had complained that his company was not getting enough dairy products that he needed. Hirshberg and Kaymen knew that this was an opportunity that they could not let slip away. As reported in the case, two years later, in 1984, the yogurt product had increased by 20%, which means that they started meeting the demands of the market that they could not meet before. This good reception of their product proved to the founders that they needed to expand the sale of their brand in other markets.
They managed to capitalize on the opportunity by expanding their market into other market areas including the New England market and Boston. Even though they experienced challenges, especially sourcing their milk for yogurt production, they resolved this problem by selling all the cows that they had to source milk from the local daily farmers. They began to change and transform the company to meet the growing demands. This includes changing the wood-boiler to an oil-fueled boiler in 1985 which increased their efficiency in production. Also, they added a new filler and capping machine which enabled them to produce yogurt in a single-serving cup (p. 10).  After 1982, Stonyfield Inc. experienced changes and transformations that aimed at expanding and increasing its market access.
Business as a driver for social change 
Hirshberg’s claims that “business is the most important engine for social change on the planet today” meant that business can be used as an important tool to bring the necessary changes in the environment today. A business person is usually motivated for profits.  Hirshberg was convinced that the environment was destroyed by business people who never thought of anything but profits they got from exposing the planet to more danger. Hirshberg saw an opportunity where one can change the environment while still benefiting from the profits. This became the basis and ground for his business strategy. Hirshberg’s business strategy of making yogurt out of organic materials and making the entire operations 100% organic process was influenced by his early experiences as a young person. Seeing the environment get worse by the day, Hirshberg saw it better to use the opportunity to make the changes that were necessary. He also proved that it is possible to create a profitable business while also taking the necessary measures to protect the environment from further damage. The yogurt Hirshberg and Kaymen made out of organic operations were conscious of the reality of the dangers posed by the businesses that exploit the environment without considering the repercussions. Hirshberg is a representative of the social entrepreneurs who seek to make a profit while still aware of environmental and social responsibility.
Hirshberg and Leadership
Hirshberg is a transformational leader whose leadership is defined by his experience while growing up. He is a transformational leader because he brings changes that not only help his organization to grow but also shape the future success of businesses. One of the key characteristics of a transformational leader that Hirshberg possesses includes adaptability. As explained in the case study, Hirshberg grew up witnessing and experiencing the changes in the environment, which was mainly attributed to intense business activities. This informs why the case reported that Hirshberg never pictured himself as a business person. Now that he is a businessman, which is the opposite of his earlier expectations, Hirshberg tried to adapt to the new reality. He realized that he wanted to change the environmental degradation and the only way to do so was to be adaptable to the changes in the environment. He was aware that every other system had failed to curb environmental degradation. For example, Congress passed two landmark legislations in the 1960s including the Clean Air Act of 1963 and the Water Quality Act of 1965 that intended to control air and water pollution (p. 3-4). However, during his time in the 1980s, these policies seemed not to have changed anything as the situation was getting worse. Therefore, Hirshberg thought that business would be the best tool to bring the changes that were necessary.
As a social leader, Hirshberg possessed the highest level of integrity, which helped build his reputation. While growing up, Hirshberg built a reputation that was valued by many who were inspired by his consciousness of environmental degradation and push to change it. As reported in the case study, “he grew increasingly resistive about the prospects and resources” that could help him the damage caused to the environment (p. 5). He also realized that the only way to be competitive and powerful enough to influence the commercial forces that influenced the environment was to “become a powerful economic force himself” (p. 5).
Successful entrepreneurs like Hirshberg possess certain qualities that propel them through the challenges to emerge at the top. One such quality is persistence. Persistence is the main quality of character that defines a great and successful entrepreneur. From the case study, entrepreneurs, especially during the early days, are faced with great challenges ranging from inadequate capital and resources to lack of experience. Persistence involves programming the mind in advance to see and anticipate the setbacks and disappointments that one may face. Hirshberg and Kaymen faced a real threat that would have brought them down, but persistence to see the business through enabled them to get the courage to overcome these challenges.
Secondly, a successful entrepreneur also has a clear sense of direction to where he or she wants to go. From the case study, Hirshberg had a great sense of where he wanted to go even if he never saw himself as a businessman in his early life. He knew that he had a responsibility to change the environment and even getting a position at Stonyfield Inc. he still had the sense of implementing the changes that he had in mind. The platform may change, but having a sense of direction can help one design the right approach to problems.
In conclusion, the case study highlights on some of the most important aspects to be considered on how to start and run a successful business venture. As a young man, Hirshberg was concerned of the negative impact of human actions on the environment. As he grew up, he realized that profitability drives social change. He created a thriving yogurt business that has been successful ever since. As a social and transformational leader, Hirshberg has worked in creating a business that not only serves the needs of the customers but also the needs of the environment. 
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