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“The fact that God owns Hobby Lobby has influenced our decisions about how we run the company in many different ways” – Hobby Lobby Founder and CEO David Green (Green & High, 2017, p. 66).

Introduction

“Why would ANYONE purchase a Christmas ornament that featured Ammunition? ‘Prince of Peace’... remember???...Just one more reason to stay away from that store,” Sunbow Pendragon (2023) posted on Facebook when discussing Hobby Lobby’s Shotgun Shell Christmas ornaments. Pendragon wasn’t alone in her anger with the privately owned art-and-crafts retailer. “This is one of MANY reasons why I don’t do Hobby Lobby,” Amber Jensen (2023) said on Facebook while sharing a photo of the controversial ornaments. Jenson’s photo noted, “They don’t stock Halloween items bc evil, but do sell ammo ornaments for the birth of Christ?”

According to Reinhard (2023), some Hobby Lobby customers “weren’t too pleased with some of the retailer’s ornament offerings, taking to social media to call the retailer out and even suggest a boycott.” Was the customer outrage justified or an example of political correctness run amok? Either way, were the ornaments consistent with Hobby Lobby’s (2026A) mission of “Honoring the Lord in all we do by operating the company in a manner consistent with Biblical principles”? Finally, was Hobby Lobby guilty of contributing to gun culture and how, if at all, should they respond to the public relations kerfuffle over its gun-themed Christmas ornaments?

Hobby Lobby

Hobby Lobby Stores, Inc. was a privately held arts-and-crafts retailer founded in 1972 by David Green in Oklahoma City, Oklahoma (Hobby Lobby, 2026a). The company began as a small, family-owned business and expanded into one of the largest craft retailers in the United States, operating hundreds of stores nationwide (Encyclopedia.com, 2005). Reflecting on the company’s origins, Green described Hobby Lobby as a “little garage venture” and framed its growth as the result of faith-guided decision-making rather than conventional corporate strategy (Green & High, 2017, p. 24).

Hobby Lobby’s mission statement reflected the company’s commitment to operating according to Christian principles. The company stated that its purpose was to honor the Lord by operating in a manner consistent with biblical practices, provide value to customers, support employees and their families, and reinvest in both the business and the community (Hobby Lobby, 2026a). For Green, this mission was not symbolic but foundational. He stated that he believed “God belongs in what my company does,” arguing that placing faith at the center of operations allowed the company to flourish (Green & Merrill, 2010, pg. 197). 
 
Green frequently framed business leadership as a religious vocation, asserting that “a man can be as called to business as any preacher has ever been called to the ministry” (Green & High, 2017, pg. 37). In this view, commercial activity and religious responsibility were inseparable. He rejected the idea that faith should be confined to private or weekend observance, stating that God was not merely a “Sunday deity,” but one who “understands margins and spreadsheets, competition and profits” (Green & Merrill, 2010, pg. 198). 
 
These beliefs shaped Green’s understanding of corporate ownership and stewardship. He asserted that Hobby Lobby ultimately belonged to God and that the Green family’s role was custodial, explaining that “it is God’s company” and that it had been entrusted to the family to lead in a manner that honored Jesus Christ and impacted others (Green & High, 2017, pg. 123). According to Green, this conviction influenced how the company approached corporate culture, employee treatment, and long-term strategic decisions. 
 
From the outset, Green articulated a philosophy of retailing grounded in religious conviction. He described what he viewed as the four essential keys to retail success, beginning with the belief that businesses should “run… in harmony with God’s laws,” followed by focusing on people over profits, maintaining a strong merchandising identity, and installing systems to support those priorities (Green & Merrill, 2010, pp. 11–12). Green emphasized that this sequence was intentional, as ethical grounding and faith-based leadership were foundational to all other operational decisions. 
 
While presenting this framework as a guiding principle, Green acknowledged that Hobby Lobby’s growth involved missteps. He stated that the company had “made its share of bad decisions over the years” (Green & Merrill, 2010, pg. 109). Describing his management style, Green explained that when he questioned purchasing decisions, he resisted immediate correction, noting that he would “give the product time to see how the customers respond” rather than reprimand employees (Green & Merrill, 2010, pg. 109). This approach reflected an emphasis on consumer feedback as a determinant of success. 
 
Hobby Lobby’s customer base primarily consisted of individuals interested in arts, crafts, home décor, and seasonal decorations. The company developed a strong reputation for its extensive holiday offerings, particularly its emphasis on Christmas merchandise. Green noted that Hobby Lobby invested heavily in seasonal inventory, stating that the company spent approximately $220,000 per store on Christmas-related items such as wreaths, ornaments, and crafts (Green & Merrill, 2010, pg. 28). 
 
Green consistently emphasized a customer-centered retail philosophy. He stated that he was “not into complicated theories,” but instead focused on asking what home-and-craft customers were looking for and how the company could provide it (Green & Merrill, 2010, pg. 17). He emphasized that customer loyalty was essential to financial sustainability, warning that “the customer who repeatedly doesn’t find what she’s looking for is going to migrate to your competitor” (Green & Merrill, 2010, pg. 146). Green further reinforced this perspective by stating that long-term loyalty was owed not to vendors or sales representatives, but to customers, noting that “our loyalties in the long run are… to the customer” (Green & Merrill, 2010, pp. 63–64). 
 
At the same time, Hobby Lobby’s faith-based mission directly influenced product selection. Green’s leadership philosophy was deeply rooted in his Christian faith, and this conviction directly influenced Hobby Lobby’s business decisions. As Green (2010) explained in More Than a Hobby, “Our Christian conviction affects the kind of merchandise we carry and don’t carry. For example, you won’t find ash-trays at Hobby Lobby, simply because we believe cigarettes are a poor way to take care of the body God created for every human being” (p.166). Hobby Lobby also does not sell shot glasses for the same reason. This statement illustrated how Green integrated personal religious beliefs into corporate strategy, allowing faith-based values to shape product selection and brand identity. Rather than pursuing profit maximization alone, Green positioned Hobby Lobby as a values-driven organization.  
 
Green recognized that openly expressing Christian beliefs could generate controversy. He acknowledged that “Jesus offends some people,” but asserted that his faith was too central to his identity and leadership to conceal for the sake of broader appeal (Green & Merrill, 2010, pg. 164). This willingness to prioritize religious conviction over universal consumer approval shaped public perception of Hobby Lobby and informed how customers, critics, and policymakers interpreted the company’s actions. 
 
Hobby Lobby’s religiously motivated business practices gained national attention in Burwell v. Hobby Lobby Stores, Inc. (2014), a U.S. Supreme Court case in which the Court held that closely held corporations could claim religious exemptions under the Religious Freedom Restoration Act. Green explained that the company was not opposed to providing employee benefits generally, but objected specifically to requirements that conflicted with its religious beliefs, stating that “our problem with the requirements of the Affordable Care Act was their insistence that we pay for medications that terminate pregnancies after conception,” which he equated with being required to pay for abortions (Green & High, 2017, pg. 47). The Court’s decision reinforced public awareness of the company’s faith-driven decision-making and solidified the company’s public image as a corporation willing to prioritize religious conviction even when doing so resulted in legal, cultural, or consumer backlash (DiAntonio, 2014). 

Shotgun Shell Ornaments

Hobby Lobby (2026b) sold four plastic and/or resin shotgun-themed Christmas ornaments that ranged in price from $2.99 to $4.99 each. Two of the ornaments are shown in Figure 1.

Figure 1
Hobby Lobby’s Shotgun Shells Ornaments
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Hobby Lobby (2026b) described the Shotgun Shell Wreath Ornament as follows:

Personalize your Christmas tree with this Shotgun Shell Wreath Ornament! This resin ornament features metallic gold shotgun shell caps arranged together to look like a wreath. The caps have the debossed title "12 Gauge" for a realistic look. At the top, there's a red bow to give it a charming Christmas finish. Display this with its included string to enjoy all season long! 

On its website, Hobby Lobby (2026b) encouraged customers to “En-gauge the visitors in your home with this Shotgun Shells Ornament on display,” noting the ornament featured “realistic shotgun shell cases in red and green, this ornament is topped with faux brass heads and hung on a jute strand.”

In a Snopes article that rated Hobby Lobby’s Shotgun Shell Christmas ornament controversy as “True,” Liles (2023) noted the “ornaments were intended for Hobby Lobby customers who enjoyed hunting and fishing.”

U.S. Gun Culture

Boine, Siegel, Ross, et al. (2020) defined gun culture as “the social, durable, and layered pattern of cognitive and normative systems embodied in firearms as both artifacts and vehicles of that culture” (p.2). According to Boine, Siegel, Ross, et al., gun culture “encompasses how both individuals and institutions consciously and unconsciously interact with firearms, through beliefs, thoughts, behaviors, social and legal norms, as well as the social structures they project onto them” (p. 2). Roth (2002) described guns as “symbols of freedom and masculinity” and attributed the growth of U.S. gun culture to the mass-production of affordable guns and “art, propaganda, and war.” When describing America’s fascination with guns, Bellesiles (2000) said, “it is not just a small minority of individuals who idolize and even fetishize firearms. Guns are central to the identity of Americans, to their self-perception as a rugged and violent people, as well as to their perception of others” (p. 8).    

In a study of the sociology of U.S. gun culture, Yamane (2016) identified research that found there were 270 million civilian-owned firearms and that most U.S. gun owners identified self-defense as the main reason for owning a firearm. “Gun culture is part of the broader American culture,” Yamane said (p. 7). It’s important to note that gun culture extended beyond simply owning firearms. According to Bellesiles (2000), “at every level of American culture, through all the layers of culture from lowbrow to highbrow, firearms abound” (p. 8). Bellesiles added that signs of American gun culture were found in movie posters, newspapers, book jackets, and CD covers. “The gun is so central to American identity that the nation’s history has been meticulously reconstructed to promote the necessity of a heavily armed American public,” Bellesiles said (p. 9).

Hunting was closely linked to gun culture in the United States and was defined as “the shooting or attempting to shoot wildlife with firearms or archery equipment” (U.S. Fish & Wildlife Service, 2023, p. 55). According to the U.S. Fish & Wildlife Service, 14.4 million U.S. residents hunted in 2022 using “center- and rim-fire rifles, shotguns, muzzleloaders, primitive firearms, handguns, and archery equipment” (p. 2). Baum (2013) described hunters as “a diverse group, attracted to the sport for myriad reasons” (p. 83).

In a classic study looking at the relationship between toy guns and aggression in children, Watson and Peng (1992) found that gunplay was associated with higher aggression levels in 3–5-year-olds. “The amount of toy gun play correlated positively with real aggression and negatively with nonaggressive pretend play,” Watson and Peng concluded (p. 381).  Similarly, in a study examining war toys and behavior, Hellendoorn and Harinck (1997) concluded that boys who played with war toys were more aggressive. More recently, Romer et al (2025) conducted a study examining gun violence’s relationship to its portrayal in 30 popular movies and televisions dramas. Romer et al found “rates of firearm portrayal in movies closely paralleled the increase in homicides but not suicides attributable to firearms over the study period. The relation was weaker for TV, especially at the end of the series” (p. 708).

Corporate Responsibility

Ganti (2025) said corporate social responsibility “involves ethically-focused business practices that can affect societal and environmental well-being in positive ways.” Patagonia founders Vincent Stanley and Yvon Chouinard (2023) described how corporate responsibility changed over time. “The responsible company of 1860 was one that paid a return to its shareholders, honored its commitments, and kept honest books,” they said (p. 91). Stanley and Chouinard believed that contemporary businesses had a responsibility to the community, nature, society, workers, and customers. Commitment to customers included goods that performed well, responsible marketing claims, and “safe, high-quality products and services” (p. 109).

The Business Roundtable (2026) appeared to agree with Stanley and Chouinard when, in 2019, it said corporations had a “commitment to all of our stakeholders,” including customers, employees, suppliers, communities, and shareholders. “Each of our stakeholders is essential,” they concluded. “We commit to deliver value to all of them, for the future success of our companies, our communities and our country (Business Roundtable, 2026).

In a study looking at the social responsibility of companies and Christianity, Cundill (2023) concluded that “Christians, not businesses, have social responsibilities and can and should discharge these in the world of business” (p. 615). In his book on Corporate Integrity, Brown (2005) suggested that corporations should be held responsible for their conduct, noting “corporations do make decisions, and they can be held responsible for them” (p. 180).

What’s Next?

[bookmark: _Hlk219724524]Faced with customers angry over its shotgun-themed Christmas ornaments, Hobby Lobby had to decide what do about the controversial products and how to respond to its customers. More broadly, was it responsible to sell shotgun-themed ornaments that could contribute to gun culture, and was selling them consistent with Hobby Lobby’s commitment to “Honoring the Lord in all we do by operating the company in a manner consistent with Biblical principles”? In other words, what would Jesus do?
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Case Overview
This case is about Hobby Lobby, a privately held art-and-crafts retailer, and their controversial gun-themed Christmas ornaments. Faced with customer criticism, Hobby Lobby had to decide how to respond to angry customers and decide if selling shotgun-themed ornaments contributed to gun culture and/or was consistent with its commitment to “Honoring the Lord in all we do by operating the company in a manner consistent with Biblical principles”?
This decision-based case is appropriate for courses in business ethics, management, and public relations.
Research Methods 
This case and names used were real and based on publicly available secondary sources, including company websites, social media, and press reports. As such, names have not been disguised. AI was not used in writing the case or teaching note. The case was classroom tested.

Learning Outcomes (DRAFT)

In completing this assignment, students should be able to: 

1. Defend the role of corporate responsibility and ethical decision-making in business.
2. Examine the issues involved in selling gun-themed products. 
3. Apply ethical decision-making to a business case regarding selling gun-themed merchandise.
4. Develop an appropriate strategy to respond to a public relations controversy.
Discussion Questions
1. Using the concepts of corporate responsibility and stakeholders, what overall responsibility does Hobby Lobby have for the products it sells? (LO1). 
2. What role, if any, should Hobby Lobby’s commitment to “Honoring the Lord” and “Biblical principles” play when deciding what to do with its shotgun-themed Christmas ornaments? (LO2).
3. Using the Markkula Center for Applied Ethics’ (2019) 5-step model, how can Hobby Lobby determine the best ethical course of action for moving forward? What course of action do you recommend and why? (LO3).
4. Using Tybout and Roehm’s (2009) framework, how should Hobby Lobby respond to the controversy surrounding its gun-themed Christmas ornaments? (LO 4)

Answers to Discussion Questions

1. Using the concepts of corporate responsibility and stakeholders, what overall responsibility does Hobby Lobby have for the products it sells?

Under the modern view of corporate responsibility, like the one shared by the Business Roundtable, Hobby Lobby isn't just responsible to its owners, the Green family. They also have a responsibility to their stakeholders, which includes their customers and the communities where they operate. While David Green says his main goal is "honoring the Lord," the case shows that this translates to a responsibility for the type of products on Hobby Lobby’s shelves. For example, since Hobby Lobby already refuses to sell ashtrays and shot glasses because they believe those items harm the "body God created," they’ve set a standard that their inventory should reflect their values. This means their "overall responsibility" includes vetting products to see if they align with their mission. If shotgun ornaments are seen by a large group of stakeholders as "fetishizing firearms" or contradicting the "Prince of Peace," then the company has a responsibility to listen to that feedback. Basically, as a "values-driven" business, they can't just claim it's about the money; they must answer how their products affect the culture and their customers' perceptions.

Alternatively, one could argue that Hobby Lobby did nothing wrong. In fact, the ornaments were consistent with Stanley and Chouinard’s suggestion that a company’s commitment is to provide customers with “safe, high-quality products and services.” While controversial, the ornaments themselves caused no physical harm as they were not real shotgun shells or firearms. Green’s position on questionable products seems consistent with the free market when he said he’d “give the product time to see how the customers respond.” In short, customers will either purchase or not purchase shotgun-themed Christmas ornaments.
 
2. What role, if any, should Hobby Lobby’s commitment to “Honoring the Lord” and “Biblical principles” play when deciding what to do with its shotgun-themed Christmas ornaments?

According to David Green, Hobby Lobby is "God’s company," so their commitment to Biblical principles should be the primary factor in this decision. Green has stated that he doesn't believe in a "Sunday deity" and that faith should influence "margins and spreadsheets." As Cundill concluded, “Christians, not businesses, have social responsibilities and can and should discharge these in the world of business.” Therefore, Hobby Lobby shouldn’t just look at whether the ornaments are selling well; they have to ask if the product fits the "Prince of Peace" message of Christmas. The conflict here is that while the ornaments might appeal to the "hunting culture" part of their base, other Christian customers see a contradiction. If the company’s goal is "Honoring the Lord in all we do," they must decide if a symbol of a weapon belongs on a tree celebrating the birth of Christ. Since Green has already shown he is willing to lose money or deal with "legal and cultural backlash" (like in the Burwell case) to stand by his religious convictions, the company should use that same logic here. If they feel the ornaments lean too much into "gun culture" rather than "God’s laws," their own mission statement pretty much requires them to pull the items, regardless of whether it’s "politically correct" or not.

3. Using the Markkula Center for Applied Ethics’ (2019) 5-step model, how can Hobby Lobby determine the best ethical course of action for moving forward? What course of action do you recommend and why?

To figure out the right move, Hobby Lobby needs to look past just the sales numbers and use a structured approach like the Markkula model: 

Step 1: Identify the Ethical Issues: The core issue is whether selling symbols of weapons, even as "hunting" gear, conflicts with the "Prince of Peace" message of Christmas and the company's goal of "Honoring the Lord." There is also the question of whether they are unintentionally promoting a "gun culture" that some studies link to higher aggression levels. 

Step 2: Get the Facts: The facts show that while the ornaments are cheap, ranging from $2.99 to $4.99, and intended for hunters, they have caused a public relations "kerfuffle" on social media. People are pointing out the perceived hypocrisy of banning Halloween items for being "evil" while selling ammo-themed Christmas decorations. 

Step 3: Evaluate Alternative Actions: First, they could do nothing and keep the ornaments, hoping the social media anger blows over. Second, they could pull the ornaments immediately to align with the "peace" theme of the holiday. Third, they could move them from the Christmas section to a general "outdoors" or "hobbies" aisle, so they aren't tied specifically to the birth of Christ. 

Step 4: Choose an Option and Test It: I would choose Option 2: Pull the ornaments. If you test this against David Green’s own standard, which is essentially "would Jesus do this?", it is hard to justify keeping them. If ashtrays are out because they harm the body, then items that symbolize weapons, which also harm the body, probably should not be celebrated on a Christmas tree. 

Step 5: Implement and Reflect: Hobby Lobby should remove the items from their website and stores. Afterward, they should reflect on their "merchandising identity" to make sure their buyers are vetting products through the mission statement before those items hit the shelves. 

I recommend that Hobby Lobby pull the shotgun-themed ornaments immediately. Even if they have a hunting focus, the brand’s entire identity is built on being values-driven and Biblical. When customers start calling out a contradiction between products and the mission statement, the company loses the "long-term loyalty" David Green discusses. Removing them shows that they actually care more about their "stewardship" than a small profit on a wreath.

4. Using Tybout and Roehm’s (2009) framework, how should Hobby Lobby respond to the controversy surrounding its gun-themed Christmas ornaments?

To handle this situation effectively, Hobby Lobby should follow the four steps of the Tybout and Roehm framework, focusing on how their response aligns with their brand identity. 

Step 1: Assess the Incident: Instead of looking at this from a management perspective, Hobby Lobby needs to see it through the eyes of the angry customers on Facebook. To people like Sunbow Pendragon and Amber Jensen, the ornaments look hypocritical. The customers see a store that bans Halloween for being "evil" but sells shotgun shells to celebrate the birth of Christ. Assessing this correctly means realizing the controversy is not about the ornaments themselves, but about them contradicting the brand's religious promise. 

Step 2: Acknowledge the Problem: The company should quickly acknowledge that they hear the concerns being raised on social media. They should avoid making defensive statements right away, such as saying that "hunting is part of American culture." Instead, they should focus on the process by stating they are reviewing their seasonal inventory to ensure every item aligns with their core mission of "Honoring the Lord." This prevents further harm by showing them taking their mission seriously. 

Step 3: Formulate a Response: When evaluating the long-term benefits and costs, the company has to realize that their core customer base values their "Biblical principles" more than they value a $4.99 novelty ornament. While they might lose a few sales from people who like the "hunting" aesthetic, they risk much more damage to their reputation if they appear to be "fetishizing" weapons while claiming to be a Christian organization. The most logical response for the long-term health of the brand is to remove the items. 

Step 4: Implement the Response: When they pull out the ornaments, their communication should align with their brand function as a faith-based retailer. They should explain that after reviewing the feedback and their own mission statement, they decided these specific products did not appropriately reflect the "Prince of Peace." This reinforces David Green’s idea that the company is a steward of God’s business and is willing to make changes to stay true to that calling. 

General Discussion

This case provides students with an opportunity to explore ethical decision making and the potential conflict between Hobby Lobby’s espoused corporate values and, considering U.S. gun culture, its selling of gun-themed Christmas ornaments. The case also asks whether this controversy is a public relations crisis and how, if at all, Hobby Lobby should respond to its critics.

According to the Santa Clara University’s Markkula Center for Applied Ethics (2026), ethics are “standards and practices that tell us how human beings ought to act in the many situations in which they find themselves—as friends, parents, children, citizens, businesspeople, professionals, and so on. Ethics is also concerned with our character. It requires knowledge, skills, and habits.” This case asks students to apply a Framework for Ethical Decision Making to Hobby Lobby which, according to the Markkula Center, “is intended to serve as a practical tool for exploring ethical dilemmas and identifying ethical courses of action.” Markkula’s 5-step framework identifies ethical issues, gets facts, evaluates alternative actions, chooses an alternative and implements it, and reflects on the outcome of the decision. (Instructors are free to ask students to apply other ethical decision-making frameworks that may be covered in Business Ethics texts and/or courses).

The public relations nature of the Hobby Lobby case is centered around the reality that companies often face unplanned controversies. “You know your company will make mistakes, but you don’t know when they will come, what they will be, and who they will offend,” Kerpen said (p. 190). Hobby Lobby faced this with the social media posts about its controversial gun-themed Christmas ornaments. It’s unlikely they anticipated the controversy, and the customer criticism was shared via Facebook. As Kerpen concluded, “The major difference now is that word spreads much faster online than ever before” (p. 190). Public relations is often used when faced with a scandal or controversy.

The Public Relations Society of America (2026) defined public relations as “a strategic communication process that builds mutually beneficial relationships between organizations and their public.” This includes protecting the organization’s reputation, tracking public opinion, and crisis communications by “taking into account their public ramifications and the organization’s social or citizenship responsibilities” (Public Relations Society of America). In addition to ethical issues, if and how Hobby Lobby could effectively use public in this incident is central to the case. Tybout and Roehm’s (2009) provide a framework for a crisis response that students are asked to apply to this case. Of course, instructors teaching courses in Public Relations can ask students to apply other crisis management frameworks. 

Epilogue

Hobby Lobby did not issue a public statement or apology about its gun-themed holiday ornaments. In late 2025, the ornaments were still sold in its retail stores and on its website.
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Other Pedagogical Material

Prior to assigning this case, instructors may want to introduce students to Hobby Lobby’s founder David Green, share the Markkula Center’s (2026) 5-step Framework for Ethical Decision Making (Table 1), and discuss Tybout and Roehm’s (2009) framework for managing scandals (Table 2).

David Green

Hobby Lobby’s founder could be introduced by sharing The 700 Club’s (2022) 13-minute interview with David Green titled, The Man Behind Hobby Lobby Inspires Next Generation of Business Leaders (https://www.youtube.com/watch?v=LosORsqx4FA).

Markkula Center’s Framework for Ethical Decision Making

According to the Markkula Center for Applied Ethics (2026), “having a method for ethical decision-making is essential” so they developed the 5-step process in Table 1.

In addition to sharing Table 1, instructors could introduce the framework by showing the Markkula Center’s (2020) 1-minute video,  A Framework for Ethical Decision Making (https://youtu.be/CRqOWScCjJM?si=I0Yvxq4Ltqmoj1gn), in class.

Table 1
Markkula Center Framework for Ethical Decision Making (2026)

	Markkula Center Step
	Hobby Lobby Notes

	Identify the Ethical Issues


	

	Get the Facts


	

	Evaluate Alternative Actions


	

	Choose an Option for Action and Test It


	

	Implement Your Decision and Reflect on the Outcome

	



Tybout and Roehm’s Framework for Managing Scandals

Tybout and Roehm (2009) introduce a “step-by-step guide to tailoring your crisis response” (p. 82) which includes assessing the incident, acknowledging the problem, formulating a response, and implementing the response. When assessing the incident, Tybout and Roehm suggest looking at the controversy from the perspective of the customer and quickly acknowledging the problem. Formulating a response, if any, should come after evaluating “the benefits and costs of customer relationships over the long run” (p. 85). Implementing the response comes after management has decided how to respond to the controversy or scandal. Table 2 is provided for instructors to share with students when asking them to apply Tybout and Roehm’s (2009) framework to Hobby Lobby’s gun-themed Christmas ornament controversy.
 
Table 2
Framework for Managing Scandals (Tybout & Roehm, 2009)

	Tybout and Roehm Step
	Hobby Lobby Notes

	1. Assess the Incident: adopt the customers’ point of view rather than management’s perspective.


	

	2. Acknowledge the Problem: avoid premature statements related to the cause, focus on the process of investigation, and prevent further harm.
	

	3. Formulate a Response: evaluate the benefits and costs of the response in terms of customer relationships over the long run.

	

	4. Implement the Response: align scandal communications with customers’ perceptions of the brand’s function.
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