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Best Buy Fights Against Electronic 
Waste 

INTRODUCTION 

Although  Best Buy  has  not been  in  business  as  long as  other  established  brands, the  
company  is  a  well-known  name both within  and outside of the  United  States.  As  the  
largest consumer  electronics  retailer  in the world, it ranks  number  72  on  the  Fortune  
500. To  maintain its competitive  advantage  against rivals in specialty  electronics, Best  
Buy  is engaging in competitive  pricing  strategies, international expansion, and the  t progr
In the  process, Best Buy  earned  itself a  name  as a  socially  responsible  company. The 
company  also adopted programs  and systems  to provide flexibility  and aid to its  em-
ployees. 

This case  provides a brief history of Best Buy, including details on its expansion  and  the  
models it implemented to become a  success. Next, we  discuss  Best Buy’s  vision, along  
with  the  actions the  company is taking to  turn its vision into  a reality. We briefly  analyze 
Best Buy’s  community  outreach  programs and look  at  its large-scale  environmental ini-
tiatives, particularly  those  regardingstory. The

company  was  founded by  Richard Schulze, who worked as  a  representative  for  a  con-
sumer-electronics  manufacturer. Schulze  recognized  that a demand  existed  among  col-
lege-age consumers for audio equipment, and in 1966 he opened an audio specialty 
store  called  Sound  of Music  in  the  Twin  Cities  (Minnesota)  area. A  year  later, the  compa-
ny  acquired  the  Kencraft Hi-Fi Company. The  company  continued  to  grow and  flourish  
over  the  next few  years, hitting  $1  million  in  annual revenue  by  1970. Best Buy’s  equip-
ment was originally targeted to college students who wanted electronic goods at the 
higher  end  of the  spectrum. However, because  of increasing competition  in  the  consum-
er  electronics  industry during the  1970s, Schulze  realized  his  stores  had  to  adapt to 
compete  effectively. 

In  1983  Schulze  converted  his  Sound  of Music  stores  into a  high-volume  discount chain 
selling  electronics, consumer  appliances, videocassettes, and  records. He  renamed  this 

This case was prepared by Jennifer Sawayda and Danielle Jolley for and under the direction of  O.C. Ferrell and 
Linda  Ferrell. Amanda Solosky and Shelby Peters  contributed to a previous  edition of this  case. It  was prepared 
for classroom discussion rather  than to illustrate either  effective or  ineffective handling of an administrative, 
ethical, or legal decision by  management. ©2015 
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chain  Best Buy. Competition  remained fierce  from companies  such as  Sears  and Wards, 
and Schulze was  once again  forced to innovate. He came up  with an  entirely  new model 
that revolutionized  the  retail industry  as a  whole. The  changes  Schulze  implemented
included eliminating  the  backrooms  of  stores  and bringing  all merchandise  onto the  
sales  floor, paying  salespeople  hourly  wages  rather  than  commissions, and retraining 
salespeople  to  be  more  customer-focused. 

Best Buy  embarked  on  partnerships  and  acquisitions  to  increase  its  market share, such  
as  acquiring  the computer  repair  service the Geek  Squad. With the downward trend in  
computer  sales  in  the  2000s, Best Buy  embraced what it calls  Concept 5 stores—
companies  that would not only  sell products  but also teach  consumers  how  to  use  them. 
With the acquisition of the Geek Squad, Best Buy furthered this goal and significantly 
reduced  its  service  turnaround  time, leading  to  higher  customer  satisfaction  and a  new 
chapter  in  the  consumer  electronics  industry. 

In 2009 the  company  became  the  primary  online  and  brick-and-mortar provider  for  the  
eastern  United  States  after  its  rival Circuit City  closed  its  doors. Unlike  Best Buy, Circuit 
City failed  to  adapt to  a fast-paced  marketplace; it chose  to  hire  workers  at lower  wages 
and encountered severe inventory  backlogs  that resulted in  less  loyal employees, great-
er  inefficiencies, and  customer  dissatisfaction. 

Best Buy  has  also  experienced  slumping  sales during the  past few  years, especially  with
increased competition from Amazon.com. However, a two-year  turnaround strategy  is  
paying  off for  the  firm. In  2014  store  sales  rose  during  the  holiday period for the first  
time in  four  years, despite  an  overall decline  in  sales  for  the  consumer  electronics  indus-
try  as a  whole.  With 2015 annual revenue of  more than  $40.3  billion, Best Buy  domi-
nates  the  marketplace  for  brick  and  mortar  electronics  retailers. The  company  currently  
employs  about 125,000  people.  

VISION 

“People. Technology. And  the  pursuit of happiness.” This is  the  corporate  vision  Best Buy 
strives  to  achieve. The  company  attempts  to  apply  best practices  in  every  facet of its  op-
erations. To  meet the  needs  of customers, employees, vendors, and  stockholders, Best 
Buy  adopted  a  stakeholder  orientation  that focuses  on  quality relationships  5"#$ 
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employees  remain  satisfied, Best Buy  conducts a  formal survey to  solicit feedback, de-
termine  employee  engagement, and identify  ways  to increase satisfaction. 

COMMUNITY  ENGAGEMENT 

Best Buy  adheres  to  the  belief that being  a  socially  responsible  company  requires  con-
tributing to  the  communities  where  it operates. Thus, Best Buy  frequently  engages 
stakeholders  in  these  communities, particularly  in  the  areas  of  education  and technolo-
gy. For  instance, Best Buy  established the  Best Buy  Foundation to  provide grants  to eli-
gible  nonprofits  committed to creating  opportunities  through technology  for  increasing 
education  and  skills  among  teenagers. While  Best Buy’s  community  programs  give  back 
to  the  communities  where  it does  business, it also  provides  the  company  with  opportu-
nities  to  create  long-lasting  relationships  with  consumers, employees, and  other  stake-
holders. Best Buy  supports  corporate  philanthropy  through  programs  such as  technolo-
gy  access  for  teens  and  disaster  relief funds. 

TECHNOLOGY ACCESS FOR  TEENS 

In  efforts to  expand its  local  community presence, Best Buy began to extend its reach to 
teens  by  establishing a program titled  Best Buy  Teen  Tech  Centers. Here, teens  go  after  
school and    
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COMBATING  E-WASTE  

As  the  world  moves  toward  sustainability, the  issue  of e-waste  takes on an increased
importance among  consumers. Best  Buy surveys  revealed  that both  its  employees  and  
consumers  were  concerned  about the  growing  amount of electronic  waste  that occurs 
after  an  item breaks  or, more frequently, becomes  obsolete. Without any  clear  idea  of 
how  to  recycle  these  electronic items, consumers  were  often  forced  to  throw  them
away—contributing  to a  greater  amount of  e-waste  in landfills. Stakeholders desired  
programs  that could  help  them determine  how to  recycle  their  used  electronics, and  
Best Buy  met that demand  with  its  Best Buy  Consumer  Electronics  Recycling  Program. 
This program brought the  recycling of electronic waste  to  a whole  new  level. Consumers 
drop  off their  used  electronics, and Best Buy  recycles  them regardless  of  their  condition 
or  brand. If Best Buy  does  not recycle  a specific product, it helps  the  customer  find  a  way  
to  recycle  it.  Its tech  trade-in service prints out  a  shipping label so customers  can  send  
their  unwanted  products to  places  that will recycle  the  item. The  stores  take  cell phones,  
tablets, and  most other  electronic  products. Customers who  trade in their older prod-
ucts  are  provided  with  a Best Buy gift card. 

Recycling kiosks  have  become  a familiar  site  at Best Buy  stores. Every  Best Buy  retailer 
in the United States now has recycling kiosks located near the front entrance. During  
2009  Best Buy  installed  recycling kiosks  across  its  stores  in  Canada as  well. These  kiosks 
take  products  that include  rechargeable  batteries, wires, cords, ink  and  toner  cartridges,  
and plastic  bags. Best Buy  was  able  to  collect 143,000  pounds  of rechargeable  batteries  
for recycling  in 2014. 

Best Buy  also  offers  haul-away  services  for  large items. If  a  customer  buys  a  television  
from Best Buy and has it delivered, Best Buy offers to haul the old television  away  and 
recycle  it for  free. If consumers  want to hire  Best Buy  to haul a  large  item off  without a  
purchase, Best Buy  charges  a  fee. This  is  Best Buy’s  attempt to  gain  environmentally  
conscious  customers. The  company  is  dedicated to its  mission  of  recycling  unwanted 
materials and, if possible, giving  the  products  a  second  life. It has  partnered  with  
Call2Recylce, a consumer battery recycling program, and  has been elected  as  a  leader  in 
the  program  for  three consecutive years. 

Managing such  an extensive recycling program requires that Best Buy  collaborate  with 
other  organizations  committed  to  the  same  cause. As  a result, Best Buy  has  partnered  
with  various recycling companies, many that attempt to  give  used  electronics a “second  
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can  have  positive  implications  for  the  business  world as  well. For  example, if  a  product 
like a  cell phone  can  be  fixed, it can  be  sent to  outlets  like  eBay  who  can  resell the  prod-
uct. If not, the  products  are  taken  apart so  the  materials  can  be  reused. Best Buy  splits 
the  profit made  from  recycled  products  with its  partners. 

Recycling programs  encourage  manufacturers  to  take  greater  responsibility  in  product
design. With  the  growing demand for sustainability, many manufacturing  companies 
began  to embark  on  new and innovative  designs  to make  their  products  more  recycla-
ble. For  example, Dell began  using  fewer  screws  in  its  computers  to make  them easier  to 
recycle. Best Buy  supports  this  movement toward  lighter  recyclable  electronics, as 
demonstrated  by  product offerings  like  its  organic LED (OLED) televisions  that are  
lighter  and  easier to  recycle. 

Of course, with  the  benefits  of recycling  come  costs  as  well. Televisions  are  heavy  to 
handle  and  not as  recyclable  as  other  goods. Dealing  with  them costs  companies  like  
Best Buy  time  and  money. However, Best Buy  feels  the  connections  developed  between 
Best Buy  and  the  community  make  the  company’s  effort worth  the  cost. Best Buy  hopes  
its status as  a  sustainable and ethical company  attracts  more loyal customers, aiding 
both its  reputation  and its  bottom line. 

In  2015 Dow  Jones announced that  Best Buy  made  the  Dow Jones  Sustainability  Index 
for the fifth year  in  a  row. The  index evaluates  2,500  companies globally, including  600 
within the  United  States and  Canada. The  index measures and  compares companies 
across  57 industries  on  environmental, social, and corporate governance standards. To 
qualify  for  the  index, the  companies  must score  better  on  sustainability  than  most of 
their  contemporaries  within  their  industry  (best-in-class). The  index  is  used by  inves-
tors to  evaluate  sustainability  leadership  and  risk  management. Best Buy  scored better  
than  the  average  retail organization within the 88th percentile. 

CHALLENGES  FOR BEST  BUY 

Best Buy  faces  intense  competition  from retailers  such  as  Amazon  and  Apple. Analysts
believe  the  reason  for  this  loss  is  based on  pricing  considerations. It is  more  common  for  
consumers  to visit Best Buy  stores, find items  they  want, and  shop  for  those  items  on 
Amazon  or  other  e-commerce  sites  at lower  prices  (a  practice  known  as  showrooming). 
One  strategy  Best Buy  began  to  implement to  combat showrooming  started  during  the  
holiday  season  of 2012. Best Buy  began  a holiday-price matching policy that  stated the
company  would match online  prices  in  hopes  to win  consumers  back. Deducing  they  
could not lose  any  more  market share  to online  competitors, the  company  decided to 
extend  the  policy  indefinitely. In  2013  they  implemented  the  price  matching  policy, and 
their  stock  price  increased  95 consumers    
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completely. A  year  earlier  the  firm had  pulled  out of Europe  and  discontinued  its joint  
venture  with  its  U.K. partner. The  moves  are  part of a  reorganization  focused  on  simpli-
fying  its structure and increasing return  on  capital. 

CORPORATE GOVERNANCE CHALLENGES 

One of the  greatest blows  to  Best Buy—which  nearly led  to  its downfall—came  with  the 
ouster  of CEO  Brian  Dunn, who  was  recognized  as  an  ethical business  leader. In  April 
2012, CEO  Brian  Dunn  resigned  after  an  internal investigation  from the  audit committee  
led to  accusations  he  violated  company  policy  by  having a  ‘close personal relationship’
with  a female  employee. The  investigation showed  Dunn did  not misuse  any company 
resources  while  engaging  in  inappropriate  behavior. However, some  of the  behavior  that 
occurred  included  lunch  and  drinks  on  multiple  occasions, along  with the distribution  of 
concert and sporting  event tickets  as  gifts. The  audit committee  spoke  with current and 
former employees, who stated they witnessed evidence of  the relationship. A supervisor 
of the  employee  informed  the  committee  the  employee’s  workplace  behavior  was  im-
pacted, thereby  contributing  to  a  distracting  work  environment. This  violated  the  com-
pany’s  policy  against creating  a  negative  work  environment. Brian  Dunn  was  pressured  
to  resign  and  was  provided  with a  $6.6  million  separation  package. 

Even  more  distressing  for  Best Buy  came  the  decision  of founder  Richard  Schulze  to  step  
down  from his  position  as  Chairman  after  it was  revealed  he  had  knowledge  of the  rela-
tionship. This, along  with  continual declining  sales, may  have  contributed to  the  deci-
sion. The  inappropriate  relationship  between  the  CEO  and  the  employee  became  known  
by  other  employees  and was  reported to Schulze  by  an  executive. Schulze  approached 
CEO Brian Dunn about the incident, but he  did  not inform the  board  of the  matter. The  
audit committee found Schulze acted inappropriately by not making other board mem-
bers  aware  of  the  incident. They  also stated Schulze  did not act according  to good gov-
ernance  practices. In  confronting  the CEO, Schulze divulged the name of  the executive 
who  reported  the  inappropriate  relationship. The  company  believed  this  could  have  po-
tentially  created a  situation  of  employee  retaliation. 

The  actions of Best Buy’s board  show  that all employees, no  
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