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Case 5.1: The Harvard Graduate Student Housing Survey (9-505-059)
Case 5.2: BizRate.Com (9-501-024)
Case 5.3: Cola Wars Continue: Coke and Pepsi in the Twenty-First Century
(9-702-442)
Case 5.4: TiVo in 2002 (9-502-062)
Case 5.5: Compaq Computer: Intel Inside? (9-599-061)
Case 5.6: The New Beetle (9-501-023)
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