


stream of income they produced for Hershey’s twelve thousand res-
idents, nearly all of whom had a connection to the company after
which their town was named.

It was a day like any other—until the news that turned July 25,
2002, into what the townspeople of Hershey still call Black Thurs-
day. It came in a story in the Wall Street Journal, which revealed that
the board of the Hershey Trust, the charitable organization that
owned a controlling stake in the Hershey Foods Company and
thereby in the future of everyone in town, was planning to sell the
company to the highest bidder.3

The news flashed through town. The questions followed in an
instant. Who might the new owners be? What would they do with
the Hershey plant, the theme park, the spa and hotel and gardens,
and all the other attractions that had made their town a center of
tourism? What would happen to the chocolate-related jobs that
drove the local economy? Would Hershey, Pennsylvania, become a
ghost town?

No one could say.
It is a story that has been told in one company town after

another all across America: corporate interests, under pressure to
pursue short-term gains, decide to sacrifice the local economy, cul-
ture, and tradition in pursuit of profit. And in some towns, after a
period of dismay and anger, the citizens quietly accept their fate.

Not in Hershey.
A coalition of angry citizens formed within hours. It included

former CEOs of Hershey who hated the idea of selling the company
they’d nurtured; leaders and members of Chocolate Workers Local
464 of the Bakery, Confectionery, Tobacco Workers and Grain
Millers International, the union that represented twenty-eight hun-
dred employees at the Hershey plant; alumni of the Milton Hershey
School, the remarkable educational center for orphans created by
company founder Milton S. Hershey himself; and thousands of
business owners and residents of central Pennsylvania who feared
the death of a town they cherished.

A week later, five hundred townspeople converged on Choco-
latetown Square for the first protest rally in the history of bucolic,
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conservative Hershey. The protestors clustered under the trees in the
little plaza, handed out leaflets, carried signs reading “Derail the Sale”
and “Milton’s Dream Has Become a Nightmare,” and cheered a series
of fiery speeches as startled tourists looked on. Former Hershey
chairman and CEO Dick Zimmerman angrily denounced the sale
idea as unnecessary and unwise. The president of the Hershey
School Alumni Association, New York attorney Ric Fouad,
appealed to Milton Hershey’s founding vision. And union leader
Bruce Hummel mocked the board as sacrificing the community for
profit. “You don’t sell the children to save the house,” he roared.
The crowd roared back.

The rally was only the start of a series of headaches for the top
brass of Hershey Foods and the leaders of the trust. And it came as
quite a shock. The emergence of a broad coalition of activists vow-
ing to fight the sale was the last thing they had expected. How had
it happened? And how on earth had Hershey’s leaders so badly mis-
gauged the reaction to their plan?

Patriarch of Chocolate

The connection between the town of Hershey and its largest
employer is more than geographic or even economic. The fate of
the company and that of the community are closely entwined, and
that’s the way Milton S. Hershey wanted it. The deeply religious
Hershey, a member of the socially conservative Mennonite sect,
wanted his wealth to be used “for a purpose of enduring good,” and
he viewed his little Pennsylvania town as a Utopian community,
designed and managed for the good of all its inhabitants.4

Hershey built the town in the early years of the twentieth cen-
tury. Through his Hershey Improvement Company, he founded
most of its leading institutions, including the local bank, depart-
ment store, zoo, and public gardens modeled on those at the French
royal court in Versailles. He laid out the bucolic street design, built
a trolley company, and designed houses for factory workers and big-
ger houses for corporate executives. He even founded a community
college that local residents and company employees could attend
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free of charge. During the Great Depression, despite a 50 percent
drop in chocolate sales, he kept the workers from his factory busy
building a hotel, a community center, a sports arena, and public
schools—all, of course, bearing the Hershey name.

Milton also founded the Hershey Industrial School—now
known as the Milton Hershey School—which provides free room
and board, clothing, medical care, and schooling for some thirteen
hundred disadvantaged children. The charitable trust that Hershey
created in 1909, which owns and operates the school, also owns or
controls over three-quarters of the voting shares of Hershey Foods.

The result: the town of Hershey and the students and teachers
at Milton Hershey School are completely dependent on and closely
linked with the company Hershey founded. For decades, Hershey
Foods executives managed the business accordingly. “I was always
told that we had a fiduciary responsibility to the trust,” says John
Dunn, who rose over the course of thirty years from a Hershey sales-
man in Chicago to the company’s director of marketing. “And I was
always reminded that we must never do anything that would com-
promise our business or our financial success—because the Trust was
relying on us.”5

Logic would dictate that, in such circumstances, the management
of the company would never lose sight of the profound connections
among the business, the school, and the community that houses and
sustains them both. That, after all, is what Milton Hershey had made
clear he wanted. But company managers were governed by neither
Milton’s dreams nor simple logic.

The remarkable battle for control of Hershey Foods that
erupted in the summer of 2002 illustrates many of the central
themes of this book and raises a host of questions that business lead-
ers everywhere need to consider—questions like these:

• Do the responsibilities of a business manager go beyond earn-
ing the highest possible profits? If so, what are those responsi-
bilities, and how should they be balanced with the pursuit
of profits?
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