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Harris Health System
• Hospital district established by the State of Texas in 1965 to provide 

healthcare to the indigent residents of Harris County (the third most populous 
county in the United States). 

• Total operating expense of approximately $1.8 billion annually and accounts 
for over 1.5 million patient visits per year.

• Owns and operates two acute care hospitals and an extensive network of 34 
outpatient facilities. 

• Harris Health provides care in partnership with its affiliated medical school 
partners, Baylor College of Medicine and McGovern Medical School at 
UTHealth.

Harris County Hospital District (HCHD) Foundation
The Harris County Hospital District Foundation, a charitable 501(c)3 organization, 
raises funds and awareness in support of Harris Health System. Established in 
1992, the HCHD Foundation has raised in excess of $51 million for Harris Health 
System Programs and Services.



🚨 2021 TMC Case Competition 🚨
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Health Advances (healthadvances.com)
• Strategy consulting firm that focuses exclusively on 

the healthcare industry. 
• Employs over 180 full-time professionals in full-service 

offices in Boston, SF, Hong Kong and Zug.
• Scientists, clinicians, researchers, and business 

professionals who share a passion for 
supporting healthcare product commercialization and 
driving adoption of innovations that improve healthcare. 

Openings:
Senior Analyst and Consultant (Case Team Leader) 
positions. 
• Senior Analyst (September 2021) -

https://healthadvances.hrmdirect.com/employment/job-
opening.php?req=1366429&&&nohd#job

• Consultant (September 2021) -
https://healthadvances.hrmdirect.com/employment/job-

opening.php?req=1366441&&&nohd#job

https://urldefense.proofpoint.com/v2/url?u=https-3A__healthadvances.hrmdirect.com_employment_job-2Dopening.php-3Freq-3D1366429-26-26-26nohd-23job&d=DwMF-g&c=ZQs-KZ8oxEw0p81sqgiaRA&r=6K5r9-KqTLnwC159tMFzDjSnJ5XrwwlkDDKM0k12XXI&m=q76k_Xns4WuJL3kf7Mpk8cQAdz0i0JJnYATOWMIAJ1g&s=iko_mhtFSPfo6codbPIIEDYWn12AnuO50C-Wi-L_T3E&e=
https://urldefense.proofpoint.com/v2/url?u=https-3A__healthadvances.hrmdirect.com_employment_job-2Dopening.php-3Freq-3D1366441-26-26-26nohd-23job&d=DwMF-g&c=ZQs-KZ8oxEw0p81sqgiaRA&r=6K5r9-KqTLnwC159tMFzDjSnJ5XrwwlkDDKM0k12XXI&m=q76k_Xns4WuJL3kf7Mpk8cQAdz0i0JJnYATOWMIAJ1g&s=g46mxzcWaViphAH6kxm9jU8ha2FuEvKgL5t3mchufNA&e=
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Problem-solving in consulting



Fast, unstructured thinking can be wildly incorrect
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Asia = big
Tech + Hollywood =  $$

Flight: longer

Europe = tourists
Finance + fashion =  $$

Flight: shorter

LA-Tokyo NY-Paris

My analysis (20 minutes) Consultant’s analysis (20 seconds)An airline is considering 
expanding its international 
routes and can only choose 
one:
1. Los Angeles to Tokyo
2. New York City to Paris



1. Ambiguous, many 
potential solutions

2. No single root cause
3. “One-shot” operation: no 

trial and error
4. Involves many 

stakeholders
5. Have very large impact

Cammilus J. Strategy as a Wicked Problem. Harvard Business Review, May 2008
Garrette, Phelps, and Sibony. Cracked it!: How to solve big problems and sell 

solutions like top strategy consultants. Springer Press, 2018
Boston Consulting Group, 2021

Consultants are hired to resolve “wicked” problems
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“Our client is a grocery store 
experiencing declining profitability in 
its frozen foods section. What could 
be the reason for this and how can 

they solve it?”

“Our client is a conservation 
organization in the southwest U.S. 

How can they address recent declines 
in the local coyote population?”

“Our client is launching a new 
medical device in Europe. How 

should they think about pricing it?”

Wicked questions in case interviews
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“Should our client enter the smart 
greenhouse market or remain in the 

open air, large scale agricultural 
vertical?”

“What strategy should our client 
employ in designing its health system 

of the future?”

”Should our client, a CBD 
manufacturer, continue to operate 

only in Canada or enter the US 
market?

Wicked questions in Case Competitions
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Case competition example

admin@medcenterconsulting.commedcenterconsulting.com

“Our client is a technology startup company that has recently 
expanded into the agricultural space. Should the company enter 
the smart greenhouse market or remain in the open air, large 
scale agricultural vertical?”
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• Excellent data analysis supported by appendices
• Great presentation style and cohesiveness
• Focus on “so-what?” after each page
• State where assumptions came from, e.g. pricing
• Deeper dive on opportunity for partnerships and other go-to-market 

strategies
• More precision in framework (unsure what “competitive gap” means)
• References on every slide

Judges and clients’ feedback on presentation

admin@medcenterconsulting.commedcenterconsulting.com



admin@medcenterconsulting.commedcenterconsulting.com

Getting to the deck



• Set communication channels, 
expectations, and timeline

• Set parameters for output 
quality

• Obligation to dissent

• Set up a master slide format 
early

• Have final slides at least 3 days 
before

• Iterate on slides and script at 
least 2x

Team Dynamics
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Week 1

Brainstorm
Initial 

Hypothesis
Data 

Research
Retest 

Hypothesis

Week 2

Begin 
finalizing 
solution

Complete 
draft of 
slides

Final Slides
Script 
writing

Iterate on 
script, 
record

Submit

Example timeline



1. State – do you know 
enough to state the real 
problem?

2. Structure – build 
hypothesis/ issue tree

3. Solve – perform analyses
4. Sell – design storyline, 

produce and deliver results

For Case Competitions:

1. Define the problem
2. Structure the problem
3. Brainstorm approach
4. Test possible hypotheses
5. Research and analyze
6. Create a deck

Garrette, Phelps, and Sibony. Cracked it!: How to solve big problems and sell solutions like top 
strategy consultants. Springer Press, 2018

Solving wicked problems
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• Trouble – Gap between current and 
desired state
• Success Criteria – What will success 

look like, and when?
• Constraints – Any resource, 

capability, or criteria constraints?
• Actors – Who are the stakeholders?

“Should our client enter the smart greenhouse market or 
remain in the open air, large scale agricultural vertical?”

Defining the problem
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Garrette, Phelps, and Sibony. Cracked it!: How to solve big problems and sell solutions like top 
strategy consultants. Springer Press, 2018



• Group and prioritize issues or 
key questions
• If possible, come up with an 

initial hypothesis (usually most 
useful for root cause analysis)
• Divide and conquer, but keep 

priorities in mind

Structuring the problem
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• Group and prioritize issues or 
key questions
• If possible, come up with an 

initial hypothesis (usually most 
useful for root cause analysis)
• Divide and conquer, but keep 

priorities in mind

Structuring the problem
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1. Break down the 
problem into first-level 
drivers

2. Prioritize the drivers

3. Add depth and 
insight

Should FashionCo
acquire eFash as part of 

its growth strategy?

Standalone value 
of eFash

Market Growth

Expected Market 
Share

Profitability

Synergies with 
eFash

Revenue Synergies

Cost Synergies
Capabilities to 

execute the 
acquisition

What is the growth of 
the middle class in Asia?

Competition from direct 
distributors?

Are the brands 
compatible?

Building your structure
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How can profit 
be improved?

Revenue
Volume

Price

Costs
Fixed costs

Variable costs

Possible structure: Improving profits
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How do we grow the 
business?

Grow the core business

Growth within the 
current segments

Focus on the fastest-
growing segments

Grow outside the core 
business

Sell new products to 
existing clients

Use our capabilities to 
get into new businesses

Acquire, retain, or 
increase customer 
spend

Geographies, 
customer types

Possible Structure: Growing the business
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Should we enter a new 
market?

Market opportunity

Market size

Market growth

Potential share

Competitors

Customer needs

Our offering

Potential profit

Investment needed

Running costs

Revenue
Capabilities and 

Risks

Possible Structure: Entering a new market
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“Should our client enter the smart greenhouse market or 
remain in the open air, large scale agricultural vertical?”



How do we launch 
a new product?

Choose target 
segments

Market size

Market growth

Define our strategy
Competitors

Customer needs

Our offering

Implementation

There are a lot more! See appendix 🤓

Possible Structure: Launching a new product
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Other second order drivers to think about

admin@medcenterconsulting.commedcenterconsulting.com

Market
Size and growth
Geographies
Customer segments
Distribution channels

Customers
Segments
Preferences
Purchasing decision 
(cost/benefit)

Competition
Market shares
New entrants
Substitutes

Industry
Competitors
Profitability
Key success factors
Barriers to entry

Execution/Implementation
Skills
Capital
Brand
Partnerships

Macro factors
Regulations
Unions
Technology
Economy
Political issues



• Do your homework beforehand, 
focus on main question to answer
• Come up with a hypothesis/set of 

hypotheses and attack them
• Make sure everyone gets 

involved:
• No bad ideas or dumb questions
• Be prepared to kill your babies
• Know when to say when
• Document the results

Rasiel E. The McKinsey Way: Using the Techniques of the World’s Top Strategic 
Consultants to Help You and Your Business. McGraw-Hill, 1999

Brainstorming
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Some hypotheses:
1. The outdoor market might be larger but is 

declining, so it will have a smaller addressable 
market in the future

2. The outdoor market opportunity is so large that 
capturing even a small fraction would be highly 
profitable vs greenhouses

3. Smart greenhouse customer base is way more 
amenable to technology than outdoor. Outdoor
farms don’t really use this type of tech.

4. Smart greenhouses spend way more on tech vs
outdoor farms.

Brainstorming Axes:
• Market size + Growth
• Product adoption
• Profits (Customers x spend)



• Set guidelines for 
sources and data
• Don’t reinvent the wheel
• Look for outliers
• Look for industry best 

practice

Rasiel E. The McKinsey Way: Using the Techniques of the World’s Top Strategic 
Consultants to Help You and Your Business. McGraw-Hill, 1999

Research Strategies
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• Insights, not just information
• Synthesize and regroup
• Find key drivers (80/20 rule)
• Don’t accept “I have no idea”
• Know when to stop

Rasiel E. The McKinsey Way: Using the Techniques of the World’s Top Strategic 
Consultants to Help You and Your Business. McGraw-Hill, 1999

Getting to conclusions
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Getting to conclusions
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For each subtopic, 10-20 pages of 
these synthesized into 1 table per 
subtopic



Possible analyses to do:
• Competitive landscape
• Key target segments
• Market size – top-down or bottom-up
• Market share (e.g. 10% of market 

yields $X million)
• Revenue/profit forecasting
• Investment amount and payback 

period
• Net present value (future value of an 

investment)

Key Tools in MS Excel

• Data filters – to filter data using 
specific criteria

• Pivot Tables – to gain insights 
from large amounts of data. 
Data must be formatted in 
multiple columns

• Index Match / VLookups – to 
match 2 sets of data together

Analysis
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For calculations, assume 
average acreages of:
• 300 acres (100-500 acres)
• 1250 acres (500-2000 

acres)

Assume greater adoption in 
larger farms due to higher 
upfront costs

Example: Forecasting revenue for pricing model #1

admin@medcenterconsulting.commedcenterconsulting.com



Example: Market sizing
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Outdoor farm calculations

Greenhouse calculations

Note: only 16% of greenhouses do not have internet. Assume marketing to all 
greenhouses. 

Outdoor Farms
• Precision farming market size in $: Allied Market Research

• % Adoption of IoT: Agronomy 2020, 10(2), 207

• Internet availability, # farms by type: USDA 2017 Census

Calculation

• Total # of farms using precision agtech: 

• # of crop farms by type: 
• Crops: 1.28M farms, Animals: 853k farms

Greenhouse

• 2020 smart greenhouse market size in $: Allied Market Research 2020

• Smart greenhouse CAGR: Allied Market Research 2020

• Cannabis/Hemp cultivation CAGR: Markets and markets 2019

• % Adoption of IoT -
• 60% non-cannabis - Greenhouse Grower 2018 report
• 80% cannabis/hemp - Cannabis business times 2020 report

• Internet availability: USDA 2017 census

• # of non-cannabis greenhouses: USDA NASS 2020

• # of cannabis/hemp growers: Hemp industry daily 2020

https://www.marketsandmarkets.com/Market-Reports/industrial-hemp-market-84188417.html
https://www.skagithort.com/wp-content/uploads/2018/10/Greenhouse-Grower-2018-Top-100-White-Paper.pdf
https://www.cannabisbusinesstimes.com/article/2020-state-of-the-industry-report-nexus-greenhouse-systems/
https://www.nass.usda.gov/Publications/Highlights/2020/census-horticulture.pdf
https://hempindustrydaily.com/2020-outlook-licensed-u-s-hemp-acreage-falls-9-from-2019-but-grower-numbers-increase-27/


• Find good presentation examples

• Top-Down communication

• Use appropriate frameworks
• SWOT
• PEST
• Porter’s Five Forces
• 3 C’s
• BCG Matrix

• Write scripts and rehearse

• Use appendices to your advantage

McKinsey Example Presentation: http://www.consultantsmind.com/2016/02/28/mckinsey-presentation/
Additional presentation frameworks: https://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-
insights/enduring-ideas-classic-mckinsey-frameworks-that-continue-to-inform-management-thinking

Creating a presentation
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Set the stage

• Who the client is
• What the client does
• Etc.

Identify the 
problem

• What the client’s objective is
• Main causes or issues to resolve

Lay out the 
solution

• Argument 1
• Argument 2
• etc

Show the 
impact

• By doing X, our client will achieve A, B, C, in Y years

http://www.consultantsmind.com/2016/02/28/mckinsey-presentation/
https://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/enduring-ideas-classic-mckinsey-frameworks-that-continue-to-inform-management-thinking


Examples of consulting slide decks
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https://about.usps.com/future-postal-service/mckinsey-usps-future-bus-model2.pdf http://www.nyc.gov/html/film/downloads/pdf/Media_in_NYC_2012.pdf

https://about.usps.com/future-postal-service/mckinsey-usps-future-bus-model2.pdf
http://www.nyc.gov/html/film/downloads/pdf/Media_in_NYC_2012.pdf


More Resources
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McKinsey Slide Decks
https://about.usps.com/future-postal-
service/mckinsey-usps-future-bus-
model2.pdf

https://assets.publishing.service.gov.uk/
government/uploads/system/uploads/at
tachment_data/file/48456/5776-
capturing-the-full-electricity-efficiency-
potentia.pdf

BCG Slide Deck
http://www.nyc.gov/html/film/downloa
ds/pdf/Media_in_NYC_2012.pdf

Winning Case Competition Presentations
medcenterconsulting.com > Resources

https://about.usps.com/future-postal-service/mckinsey-usps-future-bus-model2.pdf
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/48456/5776-capturing-the-full-electricity-efficiency-potentia.pdf
http://www.nyc.gov/html/film/downloads/pdf/Media_in_NYC_2012.pdf
https://www.medcenterconsulting.com/case-competition-presentations


• Don’t be a jerk. Consultants work in teams. Jerks are a net negative.
• Communicate frequently. Make sure you are always on the same page 

with your team.
• Be helpful. Go the extra mile for your team.
• Be open to feedback and criticism. Judges will be 10x more critical.
• Get to the deck structure early.
• Give very specific recommendations. Give projections and targets given 

certain assumptions.
• If client data is provided, use it to the fullest.

Final tips
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For those without teams or 
need more members, stick 
around afterwards!To register, visit medcenterconsulting.com





Outdoor Farms
● Precision farming market size in $: Allied Market Research
● % Adoption of IoT: Agronomy 2020, 10(2), 207
● Internet availability, # farms by type: USDA 2017 Census

Calculation
● Total # of farms using precision agtech: 
● # of crop farms by type: 
○ Crops: 1.28M farms, Animals: 853k farms

Greenhouse
● 2020 smart greenhouse market size in $: Allied Market Research 

2020
● Smart greenhouse CAGR: Allied Market Research 2020
● Cannabis/Hemp cultivation CAGR: Markets and markets 2019
● % Adoption of IoT -
○ 60% non-cannabis - Greenhouse Grower 2018 report
○ 80% cannabis/hemp - Cannabis business times 2020 report
● Internet availability: USDA 2017 census
● # of non-cannabis greenhouses: USDA NASS 2020
● # of cannabis/hemp growers: Hemp industry daily 2020

Outdoor farm calculations

Greenhouse calculations

Note: only 16% of greenhouses do not have internet. Assume marketing to all 
greenhouses. 

38

Appendix: Market Sizing

https://www.marketsandmarkets.com/Market-Reports/industrial-hemp-market-84188417.html
https://www.skagithort.com/wp-content/uploads/2018/10/Greenhouse-Grower-2018-Top-100-White-Paper.pdf
https://www.cannabisbusinesstimes.com/article/2020-state-of-the-industry-report-nexus-greenhouse-systems/
https://www.nass.usda.gov/Publications/Highlights/2020/census-horticulture.pdf
https://hempindustrydaily.com/2020-outlook-licensed-u-s-hemp-acreage-falls-9-from-2019-but-grower-numbers-increase-27/


Appendix: Market Segmentation by farm size

Data source: USDA NASS
39



Appendix: Market Segmentation by total annual revenue

Data source: USDA NASS
40



Appendix: Market Segmentation by revenue/acre

Data source: USDA NASS
41



Appendix: Per-acre pricing revenue projections

42

For calculations, assume average 
acreages of:

● 300 acres (100-500 acres)
● 1250 acres (500-2000 acres)

Assume greater adoption in larger farms 
due to higher upfront costs
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Appendix: Per-seat pricing revenue projections



Appendix: Per-seat pricing payback period and NPV

Comparison vs acreage model
● Likely faster growth rate
● Faster adoption when proven
● Likely to incur higher variable 

cost (maintenance requests,  
server fees, etc.)

● Capital-intensive: only works at 
100’s to 1000’s of customers

Likely case Best case Suboptimal case

Year 1 # customers 40 60 15

Annual customer growth 
rate 30% 50% 20%

Basic/Premium split 60/40 50/50 80/20

Payback period* >5 yrs 5 yrs >5 yrs

5-year NPV** ($ 213k) ($ 86k) ($ 277k)

44

Assume 2 BizDev personnel, $300k Year 1 initial investment 
*Assume 40% overall margin (including COGS,  operating expenses & overhead)
**Assume 10% discount rate
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Appendix: Market Demographics
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Appendix: Outdoor farm atlas
% farms with internet 
access

Number of farms

High farm density, low internet 
access in CA, AZ, NM, TX

Source: USDA NASS



Appendix: Sensor use by crop farms
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USDA ERS



Indoor climate controlled farms: 
Market Sizing and Growth

Type Total revenue 
(CAGR)

Outdoor area
(CAGR)

Total indoor/ 
greenhouse area 
(CAGR)

Ornamental 
and food

13.8B (0%) 551k acres (10% 
CAGR)

38.5 M sq ft

Cannabis Est. 20.9B 230k planted 
acres (34% 
CAGR)

780M sq ft est

USDA NASS 2019
Cannabis business times 

Brightfield group
48
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Appendix: Cannabis Market Opportunities and Risks

Fast declining prices Increasing competition 
from imports

Rapid growth

Sources: USDA ERS 2020
Hemp Benchmarks 2020



Indoor climate controlled farms: 
Market Segmentation by revenue and Growth

50

Type Total # 
operations 
(CAGR)

<1M 1M-2.5M 2.5M++

Ornamental and 
food

20,655 89% of 
total 
operations

6% of total 
operations

5% of total 
operations

Cannabis 21,496 66% of 
total 
operations 

10% of total 
operations 

24% of total 
operations 

USDA NASS 2019
Hemp industry daily

Cannabis business times 



51

● 20% of horticulture farms are 
interested in expanding to 
cannabis

● 29% of cannabis growers 
noted revenue growth in 2020

● 21% planned to add more 
than 80,000 sq ft or more in 
the next 2 years

Hemp industry daily
Cannabis business times 

Appendix: Cannabis cultivation market
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● Shift to mixed 
greenhouse-outdoor 
models

● 42% have outdoor 
growing farms

● 80% use automation 
technology

● Very high energy use 
(200 W/sq. ft) accounts 
for 20-50% of total 
costs Hemp industry daily

Cannabis business times 

Appendix: Cannabis cultivation market
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USDA ERS
Hemp industry daily

Cannabis business times 

Appendix: Cannabis cultivation market



Appendix: Indoor farming and analytics market

54

Farms
Small to medium-scale analytics providers



How structuring works

• Focus on the right 
question
• Break down the question 

in to an exhaustive set of 
independent drivers
• Provide an approach to 

solving the problem
• Share insights

AIM Test:
Answer-focused
Insightful
MECE



Example

Should FlashFash
acquire LaMode

as part of its 
growth strategy?

Standalone value 
of LaMode

Market Growth

Expected Market 
Share

Profitability

Synergies with 
FlashFash

Revenue 
Synergies

Cost Synergies
Capabilities to 

execute the 
acquisition



Being answer-focused

Should 
FlashFash
acquire 

LaMode as 
part of its 

growth 
strategy?

Market

Competitors

Synergies

Should FlashFash
acquire LaMode as 
part of its growth 

strategy?

Standalone value 
of LaMode

Synergies between 
LaMode and 

FlashFash

Capabilities to 
execute the 
acquisition

Check that each key 
driver answers a 
specific question, 
necessary to solve the 
case



Being Insightful

Would your structure 
work for any other 
situations of this 
type? If so, it’s not 
insightful enough

Should FlashFash
acquire LaMode

as part of its 
growth strategy?

Standalone value 
of LaMode

Market Growth

Expected Market 
Share

Profitability

Synergies with 
FlashFash

Revenue 
Synergies

Cost Synergies
Capabilities to 

execute the 
acquisition

What is the growth of 
the middle class in 
Asia?

Competition from 
direct distributors?

Are the brands 
compatible?



Being MECE (mutually exclusive, collectively exhaustive)

Should 
FlashFash
acquire 

LaMode as 
part of its 

growth 
strategy?

Market

Price of 
acquisition

Products

Costs

Locations

Funding

Should FlashFash
acquire LaMode

as part of its 
growth strategy?

Standalone value 
of LaMode

Synergies between 
LaMode and 

FlashFash

Capabilities to 
execute the 
acquisition

Don’t have more than 
4-5 drivers of similar 
levels
Make sure they have 
limited overlap

Mutually exclusive



Being MECE (mutually exclusive, collectively exhaustive)

Should FlashFash
acquire LaMode

as part of its 
growth strategy?

Standalone value 
of LaMode

Synergies between 
LaMode and 

FlashFash

Capabilities to 
execute the 
acquisition

Collectively Exhaustive

Should FlashFash
acquire LaMode

as part of its 
growth strategy?

Standalone value 
of LaMode

Capabilities to 
execute the 
acquisition



Building your structure

Should FlashFash
acquire LaMode

as part of its 
growth strategy?

Capabilities to 
execute the 
acquisition

Standalone value 
of LaMode

Synergies between 
LaMode and 

FlashFash

1. Break down the problem 
into first-level drivers



Building your structure

Should FlashFash
acquire LaMode

as part of its 
growth strategy?

Standalone value 
of LaMode

Synergies between 
LaMode and 

FlashFash

Capabilities to 
execute the 
acquisition

1. Break down the problem 
into first-level drivers

2. Prioritize the drivers



Building your structure

1. Break down the problem 
into first-level drivers

2. Prioritize the drivers

3. Add depth and insight Should FlashFash
acquire LaMode

as part of its 
growth strategy?

Standalone value 
of LaMode

Market Growth

Expected Market 
Share

Profitability

Synergies with 
FlashFash

Revenue 
Synergies

Cost Synergies
Capabilities to 

execute the 
acquisition

What is the growth of 
the middle class in 
Asia?

Competition from 
direct distributors?

Are the brands 
compatible?



Getting to the structure

1. Make sure you understand the question
2. Ask 2-3 key questions that will help you solve the problem
3. Create a structure



Example: ShoeCo

Your client is ShoeCo, the #5 global player in sports shoes. They make a 
variety of lifestyle shoes along with sneakers for running, general fitness, 
tennis, basketball, and football.

They have been left behind as the market leaders have diversified into other 
product types.

The VP of strategy has been tasked with increasing growth through 
diversification and has asked you to look into the possibility of releasing a 
line of tennis rackets. You have an hour before the first meeting, where they 
would like to hear your initial thoughts on this new idea.



ShoeCo

Clarifying questions:
What is the specific target for growth?
ShoeCo would like to grow revenue by 10% per year for the next 3 years

Does ShoeCo manufacture and distribute the product themselves?
Manufacturing is outsourced. They design and distribute their products 
themselves, through their website and a network of stores

Should we just look at tennis rackets or should we consider other options?
The focus of the meeting is just on tennis rackets but other goods can also be 
considered if they prove to be a better opportunity



ShoeCo
Possible Answer
1. Is the tennis racket market attractive?

1. What is the size, growth, and profitability of the 
market?

2. Are there areas in the market that are growing 
faster?

3. What are the competitors doing in this market?
2. Can we succeed in this market?

1. Is our brand relevant to the target client segments?
2. Can we leverage our existing distribution channels?
3. Can we produce at a lower cost?
4. Do we have other strengths to leverage?

3. Are there other, better options to consider 
instead?
1. Options closer to the core (e.g. clothing)
2. Other fast-growing sports to consider (e.g. yoga)

Why this structure?

This is based on a very 
simple market entry 
framework, but tailored to 
the specific situation

If we have clarified that the 
client is interested in 
alternative options, this 
should be included in our 
answer.



Common case types

Case types that 
MBA students 
faced in 
consulting 
interviews

Profit 
Improvement

19%

Market Entry
17%

Company Strategy
10%

Other
54%



10 common business questions and 
frameworks
1. Improving profits
2. Growing the business
3. Reducing costs
4. Whether to enter a new 

market
5. How to launch a new product

6. Pricing a new product
7. Whether to acquire a business
8. Whether to make an 

investment
9. How to respond to a 

competitive threat
10. How to optimize a process



1. Improving Profits

How can profit be 
improved?

Revenue

Volume

Price

Costs

Fixed costs

Variable costs



2. Growing the business

How do we grow the 
business?

Grow the core business

Growth within the 
current segments

Focus on the fastest-
growing segments

Grow outside the core 
business

Sell new products to 
existing clients

Use our capabilities to 
get into new businesses

Acquire, retain, or 
increase customer 
spend

Geographies, customer 
types



3. Reducing Costs

How do we reduce 
costs?

Reduce the need

Eliminate the need 
entirely

Reduce the service 
level

Meet the same need 
with less resources

Eliminate waste

Improve productivity

Reduce the cost of 
the same resources

Find cheaper 
alternatives

Renegotiate costs



4. Entering a new market

Should we enter a 
new market?

Market 
opportunity

Market size

Market growth

Potential share

Competitors

Customer needs

Our offering

Potential profit

Investment 
needed

Running costs

RevenueCapabilities and 
Risks



5. Launching a new product

How do we launch 
a new product?

Choose target 
segments

Market size

Market growth

Define our 
strategy

Competitors

Customer needs

Our offering

Implementation



6. Pricing a new product

How do we price a 
new product?

Costs

Investment costs

Fixed costs

Variable costsClients’ 
willingness to pay

Competitors or 
substitutes

Margin to cover 
investment and fixed 
costs

Should we price above 
or below?



7. Whether to acquire a new business

Should we acquire 
a new business?

Standalone value?

Future revenue

Future cost

Valuation 
multiples

Synergies

Revenue growth

Cost reduction
Capabilities and 

risks

NPV/ Future cash flows



8. Making an investment

Should we make 
this investment?

Impact on costs

Impact on 
revenue

Implementation



9. How do we respond to a competitive 
threat?

How do we respond to 
a competitive threat?

Potential impact on 
business

Segment affected

Estimated loss

Opportunity pursued 
by competitor

Size

Profitability

Possible responses

Some possible responses, depending on 
context:
• Do nothing
• Mitigate (e.g. retain clients)
• Align (e.g. lower prices)
• Replicate (e.g. launch competing 

offer)
• Collaborate



10. How do we optimize a process?

How do we optimize 
a process?

Map out current 
process

Look into each step, 
find interventions

Eliminate

Reduce cost

Increase speed

Increase quality

Estimate gains

Capacity?
Utilization?
Bottleneck?



10. How do we optimize a process?

How do we optimize 
a process?

Map out current 
process

Look into each step, 
find interventions

Eliminate

Reduce cost

Increase speed

Increase quality

Estimate gains

Capacity?
Utilization?
Bottleneck?


