
 

 
 

The authors prepared this case solely as a basis for class discussion and not as an endorsement, a source of primary data, or an 
illustration of effective or ineffective management. Although based on real events and despite occasional references to actual 
companies, this case is fictitious and any resemblance to actual persons or entities is coincidental. 
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Reactions and Decisions  

When the crisis hit, New Balance’s reaction to the entire issue was luke-warm. 
Even though the accusations could be perceived as quite hurtful to their brand, they 
initially did nothing, no public announcement, explanation or apology. They used the 
Silence strategy. Whether they did this to buy time or because they did not feel the 
situation called for action. 

New Balance finally broke the silence a week after the initial tweet that set the 
situation in movement. Thus, five days after the neo-nazi endorsement and 
immediately after the major media coverage of the situation. They did not make a big 
spectacle when they did. Hey kept it very quiet and only posted a statement on their 
webpage. The statement read: 

“New Balance does not tolerate bigotry or hate in any form. One of our officials was 
recently asked on a trade policy that was taken out of context. As a 110-year old 
company with five factories in the U.S. and thousands of employees worldwide from all 
races, genders, cultures and sexual orientations, New Balance is a values-driven 
organization and culture that believes in humanity, integrity, community and mutual 
respect for people around the world. We have been and always will be committed to 
manufacturing in the United States.” 

In this sense, New Balance arguably changed strategy to more of a Advocacy 
approach, meaning they affirmed the brand values publicly, in order to change the 
perception of the brand “back to normal”. The statement only vaguely mentions the 
actual crisis, and only between the lines does the company take a stance against the 
ideology they have been connected to. The statement pushes on values such as 
equality and humanity, and other characteristics that they believe make up the core of 
the brand.  

There was no lasting hit on New Balance’s brand or reputation. After only a few 
weeks, you had to go several pages into a Google search to find sources of the incident. 
It seems that the company suffered no long-term losses as an effect of the issue, but 
instead experienced more Google searches on their brand. Whether this was pure luck 
or very skillful handling of the situation is impossible to say. However, now 
afterwards one can understand that what they did worked for them in that specific 
situation. 

Something that might have played in favor of New Balance was the fact that the 
new election and president elect attracted a lot of media attention and much other 
news at the moment was not given too much attention since the election was 
considered quite controversial. Another thing that might have impacted the very mild 
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reaction to New Balance’s controversial statement is the timing. It happened only a 
week before Thanksgiving, which might have calmed the oceans a bit. 

This case can be seen as a very open ended case since there was no big reactions 
or changes made by New Balance in result of the crisis. Presenting a case where the 
management did not take any big measures to save the situation can be very 
interesting as it shows the audience that acting is not always needed. Also, that there 
are many implications to take into consideration before deciding on an action plan. 

     


