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WHARTON CONSULTING CLUBCASEBOOKDecember 2010, Wharton Consulting Club
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Case 1: Whisky Brand TurnaroundIntroduction51Problem Statement NarrativeOur client has been in business for close to 90 years. The original founder started in the whiskey business and over time expanded theproduct line so that today it is a multi-million dollar business with less than 5% of sales coming from whiskey.The whiskey market in the US (our relevant market) has been declining at 2% over the last 20 years and our client’s brand has beendeclining at the same rate.While the company has great passion for the whiskey brand, in recent years they have been paying limited attention to it. Last yearhowever, events happened that caused our client to pay attention to their whiskey brand. While sales of the market declined at 2% ourclient’s brand declined by 15%, despite selling 10m bottles.ppand how to growgthe brand back without loweringg the profitsptheyy wereOur client has come to us to understand what has happenedmaking on it.Overview for InterviewerTo help understand why our client’s whiskey brand has declined it helps to use ani tinternall vs. externaltl fframework.k PossibleP ibl internali tl reasons: Reduction in marketing spend Decline in quality of marketing or product quality Product availability (production/supply chain)Some possible external reasons: Negative PR New competitor launch Increase in competitor marketing Pricing effectsInformation to be Provided Up FrontThe information provided in the statement is all thecandidate receives at this pointpoint. Once thecandidate reaches the point of talking aboutcompetitors and their products the hand out (nextpage) should be given.
Case 1: Whisky Brand TurnaroundProvided Data52CCompetitori AAnalysisl iInterviews with advertising experts and an examination of competitors’ ad pages have shown that while marketing spend hasn’t changedsignificantly, there has been significant changes in prices within the industry.BrandPlace of saleCost to produce2007 price2008 price2009 priceClientGrocery SpecialtyGrocery, 8 00 8.00 14 75 14.75 14 75 14.75 15 00 15.00storesCompetitor A –Specialty stores 8.25 15.00 17.00 19.00PremiumCompetitor A – Own Grocery 6.50Not launchedNot launched 9.00brandCompetitor B –Specialty stores 8.25 16.00 17.75 19.75PremiumCompetitor B – Own Grocery 6.50Not launchedNot launched 9.75brand
Case 1: Whisky Brand TurnaroundQuestions to Answer53How could we determine if there has been change in relativemarketing spend against our major competitors?First we need to gather information on our own marketing spend to have abasis for comparison.Secondly, we need to determine our competitors’ marketing spend, which wecould do through several sources: Internal interviews External benchmarking through competitor company reports Analyze number of pages in various publications Interviews with experts within the advertising and marketing industryAfter discussions about the industry and the competitors the handout shouldbe given to the candidate and they should be given a couple of minutes totake in the data.What are the options our client has assuming they want to stay inthe whiskey business and how should they price their whiskeybrand?It is important for the candidate to realize that our client’s product is apremium product and that is based on the cost to produce. Given thisinformation it would seem that our client needs to try and increase prices inorder to be perceived as a premium product comparable to the competitorpremium brands.It would be reasonable to suggest a price of 19.00- 20.00 for our client’sbrand. The candidate should be asked to justify any answer provided.What conclusions can we draw from the table?We have 2 main competitors, each with two differentbrands (premium and own brand).Competitors have been steadily raising prices in theirpremium category, aiming at a segment of consumerswho are willing to pay more. These consumers it seemsprefer to buy at specialty stores. It is likely that ourcompetitors have succeeded to capture a lucrativeshare of the market.Additionally both competitors have launched this pastyear “ownown brands”brands and selling them through grocerystores. These own brands are significantly cheaperthan the premium brands and have a lower cost toproduce.It seems that competitors have been capturing thelucrative topp end of the market while also launchinggnew own brands that have captured the price sensitiveconsumers, effectively squeezing our clients brand outof the market.
Case 1: Whisky Brand TurnaroundMath54M thMathOnce the options have been discussed the following information should be provided:Based on market research our client believes that if they increase their price to 20.00 they will be able to sell 8m bottles. The costsof producing whiskey are 75% variable and 25% fixed.The candidate should now calculate the total profit of the two options to see which one is better. Notice that they all ready know the pricetoday ( 15.00) and the quantity today 10m and this information should not be given again.Today:New Pricing Option:(The fixed costs do not change!)Examining the two options it seems that an increase of price to 20.00 would increase total profits by 22m an increase of 30%.
Case 1: Whisky Brand TurnaroundFinal Questions and Conclusions55It wouldld appear ththatt ththe hihigherh pricingi i optionti iis veryfavorable to our client. What complication might arisefrom such a price increase?In the short term, we need to be aware of how our competitorsreact to this move in pricing, branding and advertising. Our movecould provoke additional price increases from our competitorsleaving us in the same position we were before. We should also beaware of possible difficulties in marketing our brand in thepremium category as the third mover.Further complications could arise given that our changes in ourwhiskey brand may impact negatively our wider liquor portfolio, ifcustomers who stop purchasing our whiskey brand will also stoppurchasing other liquor brands that our client owns.Lastly we should be careful with the number of 8m bottles as givento us byy the client. If this number is too optimisticpthe results couldbe significant.C l iConclusionsRecommendation:Our client should increase its price to 20.00 per bottle. Thisincrease will generate an additional 22m in profits, an increaseof 30%!Some potential risks of this move include: competitor response,optimistic data from client and consumer perception of our brand.Some next steps include: Validating data, creating marketing andadvertising plan, preparing the market for significant priceincrease.
Case 2: Copper Ore Mining InvestmentIntroduction56Problem statement narrativeOur client in this case is Excavator Mining Co, a large diversified mining company. Excavator is considering developing a mine site toproduce copper ore. Excavator has two options for developing the site. Develop alone, or enter a JV with a competitor – DrillhammerMining Co. In addition, Drillhammer owns a nearby mining site which it could develop to produce copper ore, supplying the same market.Should Excavator develop the mine alone, with Drillhammer, or not at all? What arrangements should be made with Drillhammer, if any?Overview for interviewerThis case has two main components. First, evaluate the financialattractiveness of each option for both Excavator andDrillhammer. Some cost and pricing information will be providedto do this. After this analysis, it should be evident that the JV isthe preferred option as it creates the highest overall value forthe industry. The second question is how should the value be splitbetween the players under a JV arrangement.After the candidate presents his/her framework, give candidatethe handout containing an overview of the situation. Thecandidate can then be given cost and pricing as requested.Case Type:Type Investment decision/JV negotiationCase Style: Command & ControlInformation to be provided upfront(hand candidate attached exhibit)The information on the following page is to be givenimmediately. And provides an overview of the situation. Thepage that follows shows the calculation that the candidateshould be working towards – estimated the value for eachplayer under the different scenarios.
Case 2: Copper Ore Mining InvestmentFinancial Analysis of Investment Options57Excavatorowned siteRail from mineto rail link 1 million tones pastand alone 2 million tones paunder JV 20 year mine lifeRail linkCopper oremarketRoad from mineto marketDrillhammerowned site 1 milliontonnes pa 20 yearmine lifeRoad from raillink to market
Case 2: Copper Ore Mining InvestmentFinancial Analysis of Investment Options58MINE FINANCIAL ASSESSMENTExcavator aloneDrillhammer alone1,000,0001,000,000JV at Excavator siteCapacityTonnes pa2,000,000Minei lifelifYears202020Copper ore price per tonne505050Operating CostsMining costsRail transport costsRoad transport costs per tonne per tonne per tonne20.00.010.05.028.08.025.015.05.010.05.0Total operating costs per tonne35.053.030.0Operating profit per tonne15.0(3.0)20.0Total profit over mine life Millions300.0(60.0)800.0Capital investment Millions(180.0)(140.0)(340.0)Total Value Millions120.0(200.0)460.0
Case 2: Copper Ore Mining InvestmentDiscussion Points59K discussionKeydii pointsi tIndustry overview The overall industry is not particularly relevant here, so steer the candidate away from any five forces analysis or similarFinancial calculations Provide information as requested by candidate Ignore time values of money A relevant question is why the mine production at Excavator’s site is larger under the JV – this can be attributed to capitalrequirements for Excavator alone, or regulationJV discussion Once the value of each option has been calculated, it is clear that the JV is the highest value option The next question is what JV arrangement would be acceptable to both parties? Is a straight 50/50 split ( 230M) fair? A discussion should follow around how each player would view the JV and what their next best alternatives are (we assume neitherhas copper ore mining options beyond those here). Without the JV, Drillhammer will not invest in its site (loss-making) and so the value it receives is 0. Excavator will invest alone, andwill receive 120M of value. The total value for both players is 120M.playersy is 460M. So the JV adds 460M - 120M 340M for the industry.y This 340M With the JV, the total value for both pshould be split evenly between the two parties vs their next best alternative. Drillhammer receives 170M 0 170M. Excavatorreceives 170M 120M 290M. This is the most likely outcome of a negotiation between the two parties. Other broader discussion points: History of JVs between the two parties? Alternative use for the mine site – could it be sold for more than JV value? PPotentiall forf infrastructurefsharinghbetweenbtheh two sites?
Case 2: Copper Ore Mining InvestmentDiscussion Points60SampleRecommendationExcavator should pursue the JVand settle for not less than 290Mworth of value from the site.BONUSSensitivity to pricing assumption: Forecasting the Copper ore price over the next 20 yearsis a difficult exercise - how would a higher or lowercopper price affect the decision? What if prices werehigh enough for Drillhammer’s site to be profitable?
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Case 3: Telecom Service ProviderIntroduction61Our client is a telecommunications service provider.provider They have been experiencing customer retention problems.problems What do you think can bedrivers of such a problem?Drivers of Retention Problems Voluntary Deliberate Technology (Handsets, Features, New Technology) Economics (Per minute, Activation, Subscription fee) Quality (Coverage, Call quality, Customer Service,g)Billing) Social (Image, Family and friends) Convenience (Internet, Retail Channels) Incidental Finances Location Major life changes Involuntary: Fraud Non paymentInformation to be Provided If AskedInformation to be provided if asked:There are 3 major players in the marketOur client has the higher coverage on averageIts voice services are more expensive than other providers.
Case 3: Telecom Service ProviderQuestion 262Question 2A recessionary environment is expected next year and churn rate isexpected to increase in favor of cheaper service providers. To maintainthe current number of subscribers, how many customers should the firm stealfrom its competitors?I fInformationti tot beb ProvidedP id d If AskedAk dMarket size: 100MMarket growth rate:1%Market shares for the companies:Our client: 50%Firm A 30%Firm B 20%Current churn rate 3%Recession increases churn rate by 50%Calculations Number of current subscribers: 50% of 100M 50M Assuming that our client gets 50% of new subscribers as well: 0.5 M newcustomers ChurnCh ratet thisthi year isi 3%*13%*1.5 4.5%5 4 5% 50M(1-4.5%) 0.5M Customers to be stolen from competitors 50M 47.75 0.5 Customers to be stolen from competitors 50M Customers to be stolen from competitors 1.75MWhat can our client do to decrease the churnrate?Recommendations: New price plans. Customized price plans for eachcustomer/segment Predict defection. Create an offer for the possibledefectors Sell them other products. Create switching barrier Thank and survey existing customers Send customized product and service offerings Customize the response and communication to customers ReviewR i usage reall timeti Set up referral programs Develop a loyalty program Watch the seasonal churn Improve coverage: Number one reason for churn
Case 4: Major Magazine PublisherIntroduction63Problem Statement NarrativeYour client is a Major Magazine Publisher. Currently, they own a Women’s magazine (similar to Cosmopolitan) and a Personal Financemagazine (similar to Fortune). They are considering launching a new magazine about Fine Living, targeted to Wealthy Males (similar toGQ). What is the market size, and should they do it?Overview for interviewerThis is a straightforward case, covering Profitability, Go/No Go Investments and Market Sizing. Information will likely be given at thebeginning of the case, and then more throughout the case, as calculations are made.Information to be given with handoutIs there a goal that the company is trying to reach with the launch of the new magazine?Yes, the company would like to hit 10M in annual revenue.Does the company have the resources to launch a new magazine?Yes.I theIsh new magazinei offeredff d onlyl ini print,i or onlineli as well?ll?It will be offered only in print.In what ways can the magazine be purchased?It is offered as a yearly subscription - 12 issues per year.It can also be bought retail - one issue at a time.What is the target geography for the magazine?It will be offered in the U.S. only.What are the costs of the magazine?Costs can be ignored in this analysis.
Case 4: Major Magazine PublisherMarket Size64Potential approach to solving the caseQ1. Market SizeQ2. ProfitabilityQ3. Recommendation (Risks and Other Considerations)Q1: What is the market size (in people)?Information to be given if asked:300M people in the U.S.50% Male Æ 150M males in the U.S.Age demos split evenly (Age 0-20, 21-40, 41-60, 61-80)Market research shows that 10% of Age 21-40 demographic is Wealthy, that 10% of Age 41-60 is Wealthy and that 5% of Age 6180 is WealthyPeople under 20 are too young for the magazineCalculations:Can be split evenly by age group:groupAge 0-20:25% Æ 150M(25%) 37.5MAge 21-40:25% Æ 150M(25%) 37.5MAge 41-60:25% Æ 150M(25%) 37.5MAge 61-80:25% Æ 150M(25%) 37.5MCan be broken down further byy targetg demographicg pAge 21-40:Assume that 10% are Wealthy Æ 37.5M(10%) 3.75MAge 41-60:Assume that 10% are Wealthy Æ 37.5M(10%) 3.75MAge 61-80:Assume that 5% are Wealthy Æ 37.5M(5%) 1.875MTotal market size 3.75M 3.75M 1.875M 9.375M people, or rounded to 9.4M people
Case 4: Major Magazine PublisherProfitability65P t ti l approachh toPotentialt solvingl i theth caseQ1. Market SizeQ2. ProfitabilityQ3. Recommendation (Risks and Other Considerations)Q2: What is the market size (in )?Information to be given if asked:There are two ways that the magazine can be purchased.Subscription:p12 issues perp year,y , 3 revenue/issue/Retail: Assume 4 issues per year, 5 revenue/issueAssume that the market is split 50/50 subscription and retail.Calculations:9.4M(50%) 4.7M subscribers, 4.7 retail customersS bSubscriptionrevenue 4.7M(124 M( 2 issues)( 3))( 3) 169.2M 69 2MRetail revenue 4.7M(4 issues)( 5) 94MTotal market size 169.2M 94M 263.2M
Case 4: Major Magazine PublisherRecommendation66P t ti l approachh toPotentialt solvingl i theth caseQ1. Market SizeQ2. ProfitabilityQ3. Recommendation (Risks and Other Considerations)Q3: Should they do it?Information to be given if asked:Market is not growingCompetition is made up of:GQ: 60% of the marketOther magazines/fragmented: 40%Survey data shows that we can capture 5% of the marketCalculations:Potential revenue for client 5%( 2625%( 262.2M)2M) 13 13.16M16M
Case 4: Major Magazine PublisherRecommendation67The client should move forward with the launch of the new magazinemagazine. We expect to get 13 13.6M6M inrevenue per year, which is higher than the stated goal of 10M per year.RecommendationRisksCosts need to be less than 3.6M. Costs can include fixed cost for a new manufacturing plant, R&Dfor new topic, etc.Need to consider cannibalization of Finance magazine revenues - may be targeting the sameaudience/have content overlap.y g for client mayy be able to be achieved byy addingg another magazinegto the portfolio.pCost synergiesSynergies may include manufacturing, marketing and distribution.
Case 5: Tulsa Hotel - OK or not OK?Introduction68Problem Statement NarrativeOur client a major hotel chain. They are considering acquiring an existing hotel in Tulsa, OK for 20M and expect an ROI of20% over three years. Should they make the investment?Overview for interviewerThis is a profitability case. Discussion should quickly turn to P R-C and thevarious drivers of costs and revenues.On the revenue side, price and volume (hotel occupancy) should beconsidered, with some discussion about different price and occupancyscenariosi – isi thishi a bbusinessihhotell or a vacationi llocation?i ?DDo occupancyrates/prices vary throughout the week? Seasonally? The interviewee shouldalso include other sources of revenue, such as a restaurant in the hotel,events, etc.On the cost side, fixed and variable costs should be discussed, such as hotelupkeep utilities,upkeep,utilities labor,labor insurance,insurance booking system etc.etcAdditional factors:Changes in the economy and hotel industry that might affect number ofguests or guest WTPCompetitor response and potential for new entrants into the marketSpecifics about our client such as synergies with other hotels in the chain,name recognition, hotel management expertiseRisks such as lower than expected demand, entry of new competitors, etc.Information to be given withOnce thehandoutinterviewee has explained theirframework, give them the following page. Alsotell them the following:Assume single occupancy (only one guest perroom).If several rooms are reserved at once ((for a ggroupptraveling together) a discounted group rate isgiven to each group member.Assume 50 weeks/year or 350 days/year in yourcalculations. Round yearly profits to the nearestmillion.Assume no seasonality in demand. Assume nogrowth. Ignore time value of money.
Case 5: Tulsa Hotel - OK or not OK?Information sheet69On weekends Tulsa has 600 visitors/day and 50% stay in our hotel (The rest stay with friends/family, or at small bed and breakfasts)Group room rate is 120/nightIndividual room rate is 150/nightOn weekends 75% of guests are individuals (i.e. not groups)On weekdays 40% of guests are individualsWeekend hotel occupancy rate is 60%Weekday hotel occupancy rate is 75%It costs the hotel 30/room/night for each occupied roomFixed costs for the hotel are 5750/nightAssume no growth, ignore time value of money
Case 5: Tulsa Hotel - OK or not OK?Question 170Profitability QuestionShould our client make the investment? (Do not remind interviewee that the client plans to invest 20M, or that they expect anROI of 20% over three years, this information was given up front and should be remembered)Solution Method 1WeekendWk dddays:600 town visitors * 50% stay at our hotel 300weekend guestsAverage weekend rate 0.75* 150 0.25* 120 112.5 30 142.5Average weekend day profit /guest 142.5- 30 112.50Weekdays:Hotel is 60% occupied on weekends with 300 guests 500 roomsin hotelOn weekdays, hotel is 75% occupied 500*75% 375 guestsAverage weekday rate 0.4* 150 0.6* 120 60 72 132Average weekday profit / guest 132- 30 102Total profits:π/week (300* 112.5*2) (375* 102*5) – (5750*7) 218,500π/year 50weeks* 218,500 10,925,000, round to 11Mπ over 3 years (assuming no growth/TVM) 33Mq 12M π over 3 yyears to meet20% ROI on 20M is 4M,, so requiregoal. 33M 12M, so invest!Solution Method 2Weekend days:da s600 town visitors * 50% stay at our hotel 300weekend guestsRevenues from individuals: 300guests*75%* 150/room 33,750Revenues from groups: 300guests*25%* 120/room 9,000Variable costs: 300 guests* 30/occupied room/day 9,000Fixed costs 5750/dayP f /Profit/weekendk d dayd ( 33750 9,000) 9 000) - 9,000 9 000 - 5750 5750 28,000 28 000Weekdays:Hotel is 60% occupied on weekends with 300 guests 500 rooms in hotelOn weekdays, hotel is 75% occupied 500*75% 375 guestsRevenues from individuals: 375guests*40%* 150/room 22,500Revenues from groups: 375 guests*60%* 120/room 27,000Variable costs: 375 guests* 30/occupied room/day 11,250Fixed costs 5750/dayProfit/weekday ( 22,500 27,000) - 11,250 – 5750 32,500Total profits:π/week 2( 28,000) 5( 32,500) 218,500/ 50weeks* 218,500 10,925,000, round to 11Mπ/yearπ over 3 years (assuming no growth/TVM) 33M20% ROI on 20M is 4M, so require 12M π over 3 years to meet goal. 33M 12M, so invest!
Case 5: Tulsa Hotel - OK or not OK?Question 271Average Rate QuestionNow instruct the interviewee to disregard the numbers given in question 1 and use only the information given in the following question:Suppose that on each weekend day, 100 rooms are occupied at a group rate of 100, and 300 individual rooms are occupied at a rateof 150. 150 On each weekday,weekday 200 rooms are occupied at the group raterate, and 200 at the individual rate.rate There are 500 rooms in thehotel. It costs the hotel 30/room/night for each occupied room.What is the average revenue per customer per day for any day of the week? Round your answer to the nearest 10 dollars (e.g., if theroom rate is 147, round your answer to 150)Suggested SolutionAverage weekend day: (100* 100 300* 150)/(100 300) ( 10,000 45,000)/400 55,000/400 137.50Average weekday: (200* 100) (200* 150) /(200 200) ( 20,000 30,000)/400 50,000/400 125.00Overall average rate: (2* 137.5 5* 125)/7 ( 275 625)/7 900/7 128.57 130 revenue/room/night
Case 5: Tulsa Hotel - OK or not OK?Question 372Strategy QuestionNow suppose that our client would like to increase revenues at the hotel. What would be some ways that they could accomplish this?Assume that costs are held constant.Suggested responsesThe goall iis to bThbrainstormiidideas to iincrease revenues. PPushh iintervieweeito provideid as many idideas as possible.iblAnswers might include:Increasing room price, perhaps positioning hotel as a luxury destinationPartnering with a local convention center to attract large groups of guests, or building their own conference centerAccommodating wedding receptions or other large social gatheringsConducting an advertising campaigncampaign- with a travel agency, online, on TV, etc.Expanding the hotel to accommodate more guestsOpening a restaurant in the hotel, or adding additional dining options if interviewee assumed there was already a restaurantBreakeven QuestionIn order to increase profits, your client is considering launching a threeyear advertising campaign. The campaign will cost 1.5M. Useinformation from question 2 in your calculations. Do not use anyinformation from question1. Ignore fixed costs.How many additionalHddi i l guests willill needd to stay at theh hhotell ffor ourclient to break even?Should they launch the campaign?Breakeven Question 1.5M over 3 years 500,000 per year spent on the campaignFrom question 2a, the average revenue/room/night 130.Variable cost/room/night 30Profit/room/night 100 500,000/ 100 ,/ 5,000,additional gguests/year/y5,000/350 about 15 additional guests per nightSince the hotel occupancy is 400 on both weekends and weekdays,and the hotel has 500 rooms, this increase seems reasonable
Case 5: Tulsa Hotel - OK or not OK?Recommendation73RecommendationRisksOur client should acquire the hotel because its projected profits exceed the expected ROI by 21M.However, if the 20M investment could be used for another project with an even higher ROI, theother project should be prioritized ahead of this one. ( Bonus answer!)Our client should also launch the advertising campaign because the required additional 15 guestsper nightpg to breakeven seems reasonable. Some other optionspto increase revenues mightg includepartnering with a conference center or contracting with a travel agent to attract additional guests.Some potential risks include:National or global economic downturn could reduce business travel and tourism in generalA new unfavorable local economic environment in Tulsa could lead to businesses leaving thearea and reducing business/visitor traffic (e.g. higher local taxes on businesses)A competitor could build a large hotel in TulsaGovernment could impose new taxes on hotel profits, reducing projected ROI
Case 6: The Coffee GrindIntroduction74P bl statementProblemt tt narrativetiThe CEO of a major client has requested a short-term study examining a small part of the client’s product portfolio. The company has asmall division that manufactures automatic drip coffeemakers for the US and Canadian market. The division has been steadily producingcoffeemakers for 20 years, and has made few changes to the business over its history. The client has always enjoyed healthy margins forthe coffeemaker division, and annual volumes have been steady. Recently, however, the coffeemaker division's profits have been declining.Th CEO wants to understandThedd whath iis goingi on. WhWhat broaderb d insightsi i h wouldld you want to explorelfirstfi to answer theh CEO’sCEO’ question?i ?Overview for the interviewerInformation to be provided (if asked)Although this looks and feels like a profitability case (which itultimately is), the point here is to push the interviewee to developa framework beyond the standard profitability setup.Additionally, the case is meant to train the interviewee to listen tothe question being poised: the interviewer is asking for “broader”insights,g , not basic pprofitabilityy analysis.yRegarding changes in fixed or variable costs:costs the production linesand facilities are mature, the business has been steady, overallproduction is rather efficient given the advantages of a long-termsteady state. No major changes to fixed or variable cost inputshave occurred recently.If the interviewee tries to go down the typical profit price xvolume – fixed variable costs, push him or her a little harder tothink bigger picture. This case was done at the partner level, andthus involves a little more ambiguity.Production: All production occurs at a facility in Michigan. Theplant is operating at about 90-95% capacity.Volume: Relatively constant.Product Mix: The division produces 4-cup, 10-cup, and 12-cupcoffeemakers. The overall mix between these categories has beenfairly consistent.
Case 6: The Coffee GrindPotential Frameworks75C did t may propose actionCandidateti in:iMarketHow are competitors performing?Have new competitorspentered?Have new substitutes emerged?Are we missing new technologicaldevelopments?Where are our prices relative to ourcompetitors?CustomerAre customer preferences changing?Has pproduct mix changed?gAre customers more or less price sensitivethan before?Have customers become moreconcentrated?Are customers shopping in new channels?ChannelHow do we reach our customers?Has distribution changed?gAre retail outlets changing?How are sales prices established?Are channels consolidating?MarketCustomerChannelThere have been some new entrants,primarily for very low pricedcoffeemakers. The client’s coffeemakersare mid-price range and there areseveral other competitors at this pricepoint. New technology and substitutes areminimal Try to not let the candidate gominimal.too far down this area, the real issues arein distribution.Volumes by coffeemaker size have beenrelatively steady, indicating that customerpreferences have not undergone dramaticchanges. Again, try not to let thecandidate go too far down this path.Channel is the real issue. When thecandidate reaches this area, present themwith exhibit 1.
Case 6: The Coffee GrindExhibit 176N b off coffeemakersNumberffk SSoldld (i(in ththousandsd off units)it ) byb RetailerR t il CategoryC tNationalNtil ChainsCh iBest BuyTargetWalgreensSearsOffice MaxKohl'sBed, Bath, & BeyondCostcoBJ'sWalmartTotal NationalMemo: Percent of Sales2
Case 4: Major Magazine Publisher 56 61 63 Case 5: Tulsa Hotel - OK or not OK? Case 6: The Coffee Grind Case 7: FoodCo Case 8: Candy Manufacturing 68 74 81 85 Case 9: Chickflix.com Case 10: Skedasky Farms Case 11: University Apartments 93 103 108 Case 12: Vidi-Games Case 13: Big School Bus Company Case 14: American Beauty Company 112 118
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Wharton Chamber of Commerce members. For additional information, contact the Wharton Chamber of Commerce at 979-532-1862. Wharton Chamber of Commerce & Agriculture 225 N. Richmond Road Wharton, TX 77488 Phone: 979-532-1862 Fax: 979-532-0102 Email: admin@whartonchamber.com whartonchamber.com Wharton Journal-Spectator 115 W. Burleson St. Wharton .
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You can also contact one of the Wharton MBA Consulting Club Officers: President: Neel Bhatia neel.bhatia.wg04@wharton.upenn.edu Executive Vice President: Creighton Schenkel creighton.schenkel.wg04@wharton.upenn.edu Executive Vice President: Ry
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The Wharton Behavioral Lab 


Wharton scholarship. Though we were unable to run in-person studies during much of 2021, demand for online studies remained high. In 2021, The Wharton Behavioral Lab supported the research of 53 faculty across 8 Wharton departments. Reflecting this broad engagement, the Wharton Behavioral Lab supported 40 published articles and 112 working .
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A Wharton Executive MBA pays off in more ways . than you can imagine, right from the beginning . Chicago, IL . Previously: Portfolio Manager, GE Ventures; San Francisco, CA . University of Pennsylvania. Wharton San Francisco 415.777.1000 . mbaexecwest-admissions@wharton.upenn.edu 2 Harrison St., Sixth Floor
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PiXL KnowIT! 


The PiXL Club The PiXL Club The PiXL Club The PiXL Club The PiXL Club The PiXL Club The PiXL Club The PiXL Club The PiXL ClubThe PiXL Club The PiXL Club The PiXL Club .
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12 PUBLIC LAW AND PRIVATE LAW - Home: The National .

INTRODUCTION TO LAW MODULE - 3 Public Law and Private Law Classification of Law 164 Notes z define Criminal Law; z list the differences between Public and Private Law; and z discuss the role of Judges in shaping Law 12.1 MEANING AND NATURE OF PUBLIC LAW Public Law is that part of law, which governs relationship between the State
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Dr. Ram Manohar Lohiya National Law University, Lucknow

2. Health and Medicine Law 3. Int. Commercial Arbitration 4. Law and Agriculture IXth SEMESTER 1. Consumer Protection Law 2. Law, Science and Technology 3. Women and Law 4. Land Law (UP) Xth SEMESTER 1. Real Estate Law 2. Law and Economics 3. Sports Law 4. Law and Education **Seminar Courses Xth SEMESTER (i) Law and Morality (ii) Legislative .
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Faculty of Juridical, Social and Political Sciences Year .

Law L Law IV 8 Drept procesual civil II / Civil Procedure Law II 5 Law L Law IV 8 Dreptul comerțului internațional / International ommercial Law 4 Law L Law IV 8 riminalistică / Forensics 4 Law L Law IV 8 Practică de cercetare pentru elaborarea lucrării de lincență(3 săptămân
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Companies Law - Cayman Islands dollar

Law 1 of 1971-15th December, 1970 Law 7 of 2000- 20th July, 2000 Law 7 of 1973-28th June, 1973 Law 5 of 2001-20th April, 2001 Law 24 of 1974-22nd November, 1974 Law 10 of 2001-25th May, 2001 Law 25 of 1975-9th December, 1975 Law 29 of 2001-26th September, 2001 Law 19 of 1977-10th November, 1977 Law 46 of 2001-14th January, 2002
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It’s the Law!

ciples stated in Boyle’s Law, Charles’ Law, Gay-Lussac’s Law, Henry’s Law, and Dalton’s Law. Students will be able to explain the application of Boyle’s Law, Charles’ Law, Gay-Lussac’s Law, Henry’s Law, and Dalton’s Law to observations or events related to SCUBA diving. MateriaLs None audio/visuaL MateriaLs None teachinG tiMe
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WHAT LAW IS ? An Introduction to Law

common law system civil law system!! sources of law in civil law !! a1. primary: statutes (written law) enacted by legislative power are the principal source of law. ! a2. two subsidiary sources of law: ! a2.1 administrative regulations a.2.2 customs!! ! sources of law in common law !!! b1. two primary sources of 
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Ohm ’s Law

Ohm ’s Law Ohm's law states that, in an electrical circuit, the current passing through most materials is directly proportional to the potential difference applied across them. 3-1—3-3: Ohm ’s Law Formulas There are three forms of Ohm’s Law: I V/R V IR R V/I where:File Size: 1MBPage Count: 40Explore furtherOhm's Law Quiz MCQs with Answers Ohm Lawohmlaw.comOhm’s Law Worksheet - Basic Electricity - All About omohms law worksheet - eering.orgOhm’s Law Worksheet - Richmond County School Systemwww.rcboe.orgOhm's Law with Examples - Physics Problems with Solutions ended to you b
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Intermediate Law Law and You Worksheet 3: Australian law - Home Affairs

4. There are different kinds of law to deal with different kinds of problems. Four important kinds of law are civil law, criminal law, family law and administrative law. Civil law deals with disputes between individuals; for example, if someone sells you goods that are faulty, or that cause you injury or damage, you can take that person to court.
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Public International Law

3. "International Law' is part of the law of the land' - Discuss. Refer to the leading cases & to the British & U.S .practice. 4. State the importance of codification and the steps taken to codify International Law. Assess the contributions of the International Law Commission. 5. "States only are the subjects of International Law' Discuss. 6.
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A Trail Guide to Careers in Environmental Law

law, constitutional law, property law, bankruptcy law, criminal law, food and drug law, land use planning law, and international law. A distinctive aspect of environmental practice is the role of science in advocacy efforts.
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Public International Law: Treaties and International Organizations

of public international law. Public international law is a body of law that defines the relationships, rights, and responsibilities of states. You can think of it as a set of rules for how states interact and associate with each other. Public international law is composed of international treaties, customs, organizations, and even legal .
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The Philosophy of International Law - University of São Paulo

law, such as human rights law, international economic law, international criminal law, international environmental law, and the laws of war. Of course, the volume is not exhaustive and many more issues could have been addressed in an even longer book. This volume is distinguished by its 'dialogical' methodology: there are two essays
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Kingsbury Gal Dimensions of International Organizations Law

Law", 20 European Journal of International Law (2009) pp. 23-57. Symposia on GAL have been published in: 68:3-4 Law and Contemporary Problems (2005); 37:4 New York University Journal of International Law and Politics (2005); 17 European Journal of International Law 1 (2006).
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Accounting Technicians Diploma (ATD) Examination Syllabus

Apply law of contract and tort in various scenarios Apply general principles of business law in practice. CONTENT 2.1 Elements of the legal system 2.1.1 Nature, purpose and classification of law - Meaning of law - Nature of law - Purpose of law - Classification of law - Law and morality 2.1.2 Sources of law - The Constitution
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PRINCIPLES OF BUSINESS LAW - DPHU

ABE Diploma in Business Administration Study Manual PRINCIPLES OF BUSINESS LAW Contents Study Unit Title Page Syllabus i 1 Nature and Sources of Law 1 Nature of Law 3 Historical Origins 6 Sources of Law 9 The European Community and UK Law: An Overview 13 2 Common Law, Equity and Statute Law 23 Custom 25 Case Law 26 Nature of Equity 32
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