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Students’ Research Benefits Washington’s Burgeoning Wine Industry

By Steve Hill

Perhaps Washington’s wine industry should lift a glass to a group of Business School students.
Five MBA students recently conducted market research for Washington’s growing wine industry. The work was part of

Doug MacLachlan’s Marketing Research 560 class and it provided the Washington Wine Country consortium with a
valuable tool to better understand its potential clients. And as useful as the information was to the wine industry, it also
was a fun and valuable learning experience for the students.

“We learned the purpose of market research,” said Kate Lovrien. “We learned how to structure surveys. And we
learned how to deal with clients.” And they enjoyed it, she says, because they were dealing with a fun subject — wine.

The Washington Wine Country consortium was formed last year to benefit wineries in the state by promoting 
business development. The consortium hasn’t finished compiling the data collected from the students’ online survey, 
but Lovrien and her classmates completed an initial report for their class.

The research led them to recommend marketing campaigns targeting two segments. First, the students suggested a 
campaign that focuses on increasing awareness and visibility of the wine-growing regions among households with incomes
less than $75,000. The second campaign, the students said, should demonstrate the benefits of Washington wine and
wineries as compared to competitors and should be targeted at households with incomes of more than $75,000.

Dan Detjen, another student on the team, hopes the project will benefit the state’s agricultural industry. He knows
first hand how important the wine industry could become to Washington farmers.

“I feel good about being a small part of economic development in the state,” 
he said. “I’m from Eastern Washington and my cousin took out half of his

apple trees and planted grapes just two years ago.”
The students found plenty of reason for optimism. The wines, they said,

are as good as those in California’s better-known Napa Valley. The thing 
they think might be hurting the Washington industry is the lack of 
development around some of the state’s five wine-growing areas.

Someday though, the students expect to see a more vibrant industry, 
with increased tourism opportunities.

“If the infrastructure was in place, it really seems like this could work,”
Lovrien said.

And as for the work done by the students, Janet Leduc, a consultant with
the consortium says she couldn’t have been more pleased.

“It was a spirited collaboration,” she said. “Obviously, we’re a nonprofit
with limited resources, but we really needed this information. 

“The students were energetic and, I think it was pretty interesting for
them. It’s wonderful that they could be contributing while they’re learning.
And it was great to have the Business School involved. I’ll take that anytime
I can get it.”

“You’re fired!” 
The now-famous catchphrase of business mogul Donald

Trump from the popular television series The Apprentice is
echoing through American living rooms just as loudly as it
is through the program’s boardroom. Now the slogan has
been introduced in a new environment — the classroom.

Entertainment meets academia this spring in
“Management Lessons from The Apprentice,” a two-credit

undergraduate course. Lecturer
Laura Schildkraut designed 
the class, which uses group 
discussion and viewings of 
program episodes to explore

teamwork, leadership and management strategy.
Schildkraut and her co-instructor professor Tom Jones
believe that The Apprentice offers a departure point for 
discussing the challenges inherent in business.

“I never watched reality television before,” Schildkraut
says, “but I wanted to see how The Apprentice would portray
the interviewing process. Watching the show, I kept think-
ing to myself, ‘I’d love to discuss this with students.’ ” 

And apparently the students are ready to talk. Both 
sections of the class filled to capacity after just three days
of registration. The popularity of the class can be summed
up easily. “People are talking about it,” Jones explains. 
“It’s a link between popular culture and big business.” 

It’s easy to see why a business student might enjoy 
The Apprentice. The series is a months-long game show,
featuring young executives and entrepreneurs competing in
business-related tasks. The prize is a management position
in a Trump company with a hefty annual salary of
$250,000. 

At the end of each episode, Donald Trump personally
eliminates one contestant with an emphatic, “You’re fired!”

The class is patterned after the program. Students 
operate in teams to formulate business plans and are
required to evaluate their peers. The syllabus even calls for

a question-and-answer teleconference with George Ross, 
a top Trump executive featured on the program. “We are
teaching the MTV generation,” says Schildkraut of her
unorthodox lesson plan. “We have a responsibility to 
incorporate various forms of media, and to present new
teaching styles for students with new learning styles.” 

Jones agrees with the approach.
“We want students to examine management issues in

actual context, and in juxtaposition to each other,” he says.
“The ethical issues are cast in bold relief on the television
screen.”

There are some differences between the course curricu-
lum and the program. In the classroom, no participants

will strike it rich or find themselves eliminated, as it works
on television. 

Schildkraut says she’s often asked if The Apprentice repre-
sents an accurate portrayal of a modern business environment. 

“Obviously there are some aspects of the show that are
not realistic,” she responds. “You don’t go into every 
meeting with your boss carrying a suitcase, waiting to be
fired. Some elements are realistic, like having a project
handed to you that needs immediate attention, and 
working with a group of people that you may not like.
Those lessons don’t change, and I think they’re valuable.”
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“We are teaching the MTV generation. 
We have a responsibility to incorporate 
various forms of media, and to present 
new teaching styles for students with new
learning styles.” – LAURA SCHILDKRAUT


