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e Specific

e Measurable
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e Value-chain
e Objective

®Money




Entering a new

market framework

ONSIGHT
CASE INTERVIEW

C O ACHING

@ Onsightcasecoaching.com

©® manu@onsightcasecoaching.com

7 Should the client enter this new market?

Entering this market doesn’t appear to be
promising for our client

L

1. Size: if the market is not large enough,

we will

not be profitable.

2. Growth rate: if the market is flat due to
substitute products, then our

profital

ty in future years may be

negative.
3. Customers: since we generally attract

high-end customers, are there enough

of that

segment in this market? If not,

we may not be profitable.

4. Competition: since there are a few
dominant competitors, we likely won’t
achieve sufficient market share to

break-even.

rofi ins: if the average

industry is lower than our

ng portfolio then this market

would be less promising.

6. Barriers to entry: such as capital or
regulatory requirements. If they are
high, then it becomes more difficult for
us to break-even.

2.

not have sufficient log
brand and financial capal
then it may not be able to
sufficiently penetrate this
market.

Product: if our client does not
have a product ready, then

hurdle to overcome.
Competitive advantages: if
our client does not have
sufficient value differentiators

from the competition such as
price, then it may not be able
to gain sufficient market
share.

Risks: entering this market
may harm the reputation of
other successful products in
the client’s portfolio.

3.

low to enter

H
1

Scratch: since we don’t
istical or brand
s, starting
from scratch is not
going to gain us
sufficient market
share.

Joint-venture: in order
to gain logistical and

without the risk of an
acquisition, we can
start off with a joint-
venture.

risky move this early
since we have no
expertise in this
market to execute it
smoothly.

Declining

rofitability

framework
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How can the client reverse declining profitability?

Profitability seems to be declining due to
competitors take market share

]

| towe | T
1 1. Existing business:
E 7 Price 7 Fixed cost 7 cannibalization,
L ) d to brand.
7 Market size 7 7 Market share 7 1. Market-price:if |+ If fixed costs 2. Response:
the market price have been government,

1. Size:ifthe 1. Competitive is declining, it growing, that competition,
market is advantages: if our must be hurting will diminish customers, others.
declining, we client is losing value our margins. profit. 3. Uncertainty: missed
will be not be differentiators over 2. Client-price: if financial projections
profitable. the competition such our client’s price E 4. |mplementation:

2. Growth rate: if as price, then it may is declining . Growing hiccups in execution.
the market is be losing market relative to the variable cost 5. Strategic: F:w.ﬁ.l:
declining due share. market price, our dim trends & disruption.

to trends, then 2. Competition: ifa

competitor is
growing, it may be
taking our client’s
market share.

margins will be

margin
degraded.

cost

* Increasing
investment

cost will
diminish
orofits

Investment




M&A framework
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7 Should our client acquire the target company? i

Our client should not acquire the target company because
synergies do not outweigh the 1-time costs
I

*  Acquisition price: how much *  Brand: our brand could help the *  Leadership: will target’s leaders
are we paying? target grow sales. leave?

*  Target valuation: based on *  Geography: our global presence can *  Culture clash: will we harm the
target’s mediocre profitability help target expand. target’s culture?

and projected growth, it seems Other revenue synergy opportunities:
ke we are paying too much. . E

hd Government: anti-trust

Integration *  Customers: will our brand be
costs ?

+  Shared departments: e.g., IT. It

looks like it will cost a lot to

* Fixed costs: we can downsize

*  Competition: their own M&A?

Opportunity
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integrate. shared departments, e.g., IT,
: costs
* Benefits: how much wi HR, procurement. .
cost? *  Variable costs: we can leverage *  Alternate targets: better targets

* Joint-ventures: less risky.
*  Organic growth: we can
develop these capabi

Anrcahiac

«  Offices: will we be moving our increased size to negotiate
employees? If so, how much lower costs with vendors.
cost? * Investment costs: negotiate or

Aggressive
revenue growth

framework
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i How should our client best pursue aggressive revenue growth? 7

In order to grow its revenue, expanding the e-commerce channel seems to be the
best option because it offers the best return on investment (ROI) with least risk

|
[ [ I I |

Geographic 7 7 Marketing ; Distribution 7 A 7 7 MEA ;
expansion campaign channel expansion

* Revenue Oppty: * Revenue Oppty: * Revenue Oppty: e- * Revenue Oppty: * Revenue Oppty:
there are product line A could commerce channel adjacent services company X is
untapped use focused is rapidly growing, like user support good candidate.
countries we can marketing, but net upside potential can be offered Synergies may
expand into. growth oppty may could be huge. but market may not be sufficient
European be small because of '+ Investment: not be growing. however.
market is large, cannibalization. marketing expense * Investment: we * Investment: since
growing but * Investment: could be have capabilities company X’s
competition marketing expense manageable. so cost may be stock is hot,
crowded. could be significant. ' * cannibalization manageable. acquisition

* Investment: * Risk: cannibalization of other channels * Risk: premium may be
Marketing and to product line B and competitor cannibalization of very high.
startup costs could be massive. response should be other channels * Risk: since
may be high. considered. and competitor company X is

*  Risk: risk of response should doing well, there
being stretched be considered. may be significant
too thin can hurt risk that an
our domestic acquisition may
market disrupt its culture
execution,
hurting our

brand.




Pricing strategy

framework
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7 How should our client price its new product?

Our client should price the product based on triangulation
across the following 4 perspectives:

[ I

Value-based Cost-based

Customer price Competitor-
sensitivity based pricing

pricing
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* Base price on the value

of our product to our Expected
customers: profit

If our competitors use * Cost savings: doesour |+ e need to ensure

Gross profit
maximization

* Gross margin is price

Competitor

minus variable cost moderate pricing, we product allow . that our price and
«  Gross profit is gross should take that into customers to save time forecasted volume
margin times volume account or money? How enable us to break-

much? even.
* Incremental revenue:

* Given tradeoff
between volume and

Investment
price, there is a sweet * Ifour product s does our product help cost
spot price where gross . customer generate
Bep b superior to additional revenue? *  We need to ensure
profit is maximized il ! =
competitors’, then we How much? that our price enables
should price higher us to payback
: then them This value is an indicator _=<mm:=m“=m - 7
. m_Mm% that .oE%Ba:Q of our customer’s reasonable timeframe.
o ﬁ mﬂmi_mnm .1 . willingness to pay so we E
QiSIOmeED are price should price our product - .
accordingly. * Fixed cost analysis will
enable us to estimate
maximized at higher our expected profit
nrira amd baaals cim Aleaa

perational
improvement

ramework
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i How can our client cut its cost or improve its operational efficiency? ;

The largest cost opportunity seems to be
in procurement of raw materials.
[
[ I [ [ I 1
Back-office Raw Marketing &
functions materials Sales

Distribution

Production _ _ 7 Service 7

*First check with the interviewer if the client has its own way of categorizing costs. If so, you should use that
categorization instead of this generic value chain framework.

ﬁ \
|

mo_.mmn:noﬂnmamwo?no:n:oﬁ
following 3 analyses:

Historical Industry E
benchmarks
If costs in Raw Materials * If our competitors have * We can implement new
have been rising the last higher Production costs technologies to reduce
few years as a % of than we do as a % of our Distribution cost.
revenue, that may mean revenue, then that may *  We can find new suppliers
there is an opportunity to mean that we do not have to reduce our Raw
reduce those costs. an opportunity to cut Materials costs.
costs there. *  We can switch to Digital

channels to reduce our
Marketing costs.
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Math structures
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1. Current-state vs
Future-state

2. Market-sizing using
chronological buckets

3. Timeline

&

Custom
framework
approaches
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e Equation-based

e Multiple metrics of focus

o Customized “levers”

e Leveraging information
in the prompt




7 Step PS applied

to Brainstorming
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1. Define Problem: clarify objective and
write at top of page

2.Structure to use for brainstorming

3.Prioritize: hypothesis of where most
value will come from

4.Plan analysis (partially): brainstorm
list of ideas under each bucket
Note: Steps 5-7 not applicable to

brainstorming

7 Step PS applied
to exhibit-

interpretation
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1. Define Problem: clarify objective and write at top
of page

2. Structure to target objective (e.g., revenue, costs)

3. Prioritize: hypothesis of where most value will
come from

4. Plan analysis: carefully study every sq inch of
exhibit

5. Conduct analysis: draw insights from exhibit in
each bucket of your Structure

6. Synthesize analysis: state “so what?” for client

7. Develop recommendations: lay out next steps to
obtain final recommendation




