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The “Corporate Brand Management and Reputation: Master’s cases” is a case series for 

applying the case method of teaching and learning in higher education. The cases are 

relevant to brand strategists in private and public sector organizations, as well as academics 

and students at universities, business schools, and executive education.  

 

The cases are written by groups of master’s students as a course project. The specially 

developed case format is defined as: “A management decision case describes a real business 

situation leading up to a question(s) that requires assessment, analysis, and a decision reached by 

discussion in class. The alternative approaches and recommendations from the class discussion are 

followed by a description of the choices made by the case company. This description is then discussed 

by the class.” 

 

The student groups select the topics of their case providing updated and relevant insights 

into the corporate brand management. The cases can be used as “written cases” (handed out 

and read in advance, later to be discussed in class) and/or as “live case” (presented by the 

teacher following a discussion in class). Each case includes teaching notes, visuals with 

speaker’s notes, learning objectives, board plans, and references.  

 

The mission of the series is “to develop cases for discussion providing insights into the theory and 

practice of corporate brand management and reputation, with the intent of bridging the gap between 

academic teaching and managerial practice.”  

 

The series is a result of co-creation between students and teachers at the elective course 

Corporate Brand Management (BUSN35 – five-credit course/eight-week half-time studies), 

part of the master’s program International Marketing and Brand Management at Lund 

School of Economics and Management, Sweden. The cases represent the result of the 

intellectual work of students under the supervision of the head of course.  

 

Although based on real events and despite references to actual companies, the cases are 

solely intended to be a basis for class discussion, not as an endorsement, a source of primary 

data, or an illustration of effective or ineffective management. The cases are free to be used 

and are to be cited following international conventions. 
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A reputational mass-crash for the Tour de France? 

In 142 days, the Le Tour de France will start in Düsseldorf, ending 21 stages later 
in Paris and crowning the 104th winner of “Le Tour”. Nonetheless, the scandals 
rising during the past decade fuel one question: how long will the winner keep his 
title this time before being accused of doping? How could the “world’s greatest 
cycling race” - the Tour de France - fall into such disrepute? Will it take scars from 
the biggest “reputational mass-crash” in the Tour’s history?  

History & Background of Tour de France 

On 18th of July 1903, Maurice Garin won the first Tour de France title in history. 
During the 2428 km route starting and finishing in Paris, he could prevail against his 
competitors during the six stages. The race with mainly French cyclists competing 
was sponsored by the L’Auto (now L’Equipe) for advertisement purposes only and 
gained the attention of the sporting public in its first year already.  Ever since its 
establishment, Le Tour took place annually, only pausing during World War I and 
World War II. In 1910, the race spanning 15 stages by then, included mountain stages 
for the first time, crossing parts of the Pyrenees. Moving with times the race 
regulations opened up for a “globalisation of participants”, encouraging other 
countries to enter the competition. However, this was limited to mainly Europe for a 
few more years, and it took time till 1981 that the first American rider would start. 
Big changes happened in 1930: Not only was a team structure introduced and cyclists 
ride for their country now (“team”- fewer cyclists were still allowed to participate), 
but also a modern era seemed to break through. For the first time, publicity caravans 
appear, and a radio station broadcasted live from the events on site. Twelve years 
later television coverage appears for the first time. After several years of changing the 
rules back and forth, in 1969 the definite decision was made to have commercial 
teams. The same year Tour de France’s had its first big cycling star: Eddy Merckx, 
who dominated the international cycling scene for several years, winning mere five 
Tour de France titles between 1969 and 1974. In 1989 the first American rider Greg 
LeMond won the general classification of the Tour. The participating teams were 
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then selected by FICP (International Professional Cycling Federation, later integrated 
into the UCI rankings (Top 16) plus four teams could race through a wild card.  
 
The Tour de France kept and keeps developing, the Tour becomes harder, the 
sponsors more, the invested money higher, the public interest and spectator numbers 
increase. This attracts investors and encourages business development. The whole 
pro-cycling industry grows enormously, highly depending on one another. 
 
Ever since the Tour de France has been organised, there have been rumours and 
speculations about doping - for a good reason. In the early years of the Tour de 
France doping was accepted to stand the torture of pain and exhaustion during the 
race. Back then riders used alcohol, cocaine and other substance to reduce pain and 
enhance their performances. However, it was only in 1965 that drug-taking to 
increase the performance became illegal in France and one year later the first anti-
doping test were conducted during the Tour de France. Sadly enough, several 
doping-related incidents had happened before causing serious health issues and 
even death to Tour de France riders. In 1960 Roger Rivière whose amount of 
painkiller intake paralysed the sensitivity in his fingers, hence he could not use his 
brakes properly anymore, fell and broke his neck. Only seven years later, in 1967, 
when doping was already prohibited and penalised, the British cyclist Tom Simpson 
died climbing Mont Ventoux, it was later proven he took amphetamines. In 1998, 
only a few days before Tour start, a “Festina”-team car loaded with performance 
enhancing drugs was discovered at the French/Belgium border. 
 
Unfortunately, doping rumours never settled nor became silent. Instead, steroids and 
cortisone replaced cocaine, alcohol, and amphetamines, later by hormone injections 
and blood doping transfusions like EPO, continuing to cause health problems and 
preventing the Tour de France and the cycling industry to become “clean”. 

 

The Incident 

Lance Armstrong has faced persistent allegations of doping throughout his 
professional cycling career. The earliest accusations were at the 1999 Tour de France, 
the first of his seven Tour victories during his time with the U.S. Postal 
Service/Discovery team. Armstrong adamantly denied the allegations with the 
support of the American Press.  

However, in June 2012, the United States Anti-Doping Agency (USADA) accused 
Armstrong of doping and trafficking drugs. The accusations were based on blood 
samples from 2009 and 2010, along with testimonies from key witnesses including 
his former teammates during his U.S. Postal Service days. Armstrong filed a lawsuit 
to prevent USADA from pursuing the case, which eventually got denied by the U.S. 



03–2017 | A reputational mass-crash for the Tour de France? 

WRITTEN CASE 
 
 

 

 

Corporate Brand Management and Reputation | MASTER CASE SERIES 3 

District Judge Sam Sparks who questioned USADA’s “single minded determination 
to force Armstrong to arbitrate” while noting “in direct conflict with Union Cycliste 
Internationale’s (UCI’s) equally evident desire not to proceed against him”.  On 
August 24, 2012, USADA officially charged Armstrong of doping.  

The UCI requested that USADA issued an explanation of why they felt 
Armstrong should be stripped of his titles. Which resulted in USADA publishing a 
1000-page report constituting of evidence and testimonies portraying Armstrong as 
the mastermind of what was described by UCI President Pat McQuaid as “the most 
sophisticated, professionalised and successful doping program that sport has ever 
seen”. Furthermore, USADA accused UCI of covering up suspicious samples from 
Armstrong, accepting financial donations from him and assisting Armstrong in 
avoiding detection in doping tests. Travis Tygart, the head of USADA stated during 
a French Senate that he had evidence of UCI’s involvement while suggesting that 
Armstrong might hold the key to revealing the extent of UCI’s involvement. In an 
interview with The Associated Press, Tygart said: 

“Armstrong led us to believe -- during the course of our interaction with him -- that he 
had evidence of their complicity in this situation, and of course we've developed additional 
information that will come out through our process, that I can't comment on right now.” 

-  Travis Tygart, Head of USADA. 

On October 24th, the route of the 2013 Tour de France was announced and 
presented in Paris. The Tour marked the 100th edition of the race and would be 
commenced nine months later. The Tour de France organisation was facing its 
biggest crisis in the history of the Tour.  

In addition, the UCI have been responsible for the testing of doping at the Tour. 
However, after the emergence of the USADA report, questions have been raised 
about UCI’s handling of the Armstrong case, while raising suspicion of UCI officials 
being in league with Armstrong. This may indicate that the Amaury Sports 
Organisation (the organisation behind the Tour) may need to take their measures in 
regards to doping tests. 

The Armstrong Scandal has in many ways sullied the reputation of the cycling 
sport. The fallout had already begun with Rabobank, a major Dutch bank group who 
have sponsored the Tour for over 28 years, ending its sponsorship by stating “We are 
no longer convinced that the international professional world of cycling can make 
this a clean and fair sport. We are not confident that this will change for the better in 
the foreseeable future”. This comes only a week before the announcement of the next 
2013 Tour de France.  
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Signs of the crisis impacting not only the Tour but the cyclist sport, in general, 
has also been noted by Michel Rochefort, who runs a small amateur cycling club. He 
experienced a decrease of new members after the doping scandal. In his opinion, the 
incident penalises amateur cycling a lot whether it impacts the image of the Tour de 
France. According to Mr Guimard, a former cyclist who won the Tour seven times in 
his career, the future of the cycling sport would depend on how the Tour de France 
handles the situation.  

“There can be changes in cycling if the Tour de France takes the right decisions. If they 
miss the opportunity, they may have to bear the responsibility for the degradation of the sport 
that will follow.” 

-   Cyrille Guimard, Technical Director of French 
amateur cycling team “Vélo Club Roubaix.” 

 
Managerial question: 

How should the organisers of the Tour de France respond to the crisis?  
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Exhibit 1 List of Tour de France winners 1996-2012 (Telegraph Sport, 2012) 

 
 

 

Exhibit 2 Model of the Tour de France network 

 

 
 

 


