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INTRODUCTION

1. Everyone should have a big case club notebook/ ipad note: take not
on key learnings and comments

2. Sources for self-study on internet (YouTube, Case Competition GO g|€
Websites, File shared in google drive, etc.)
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3. Basic skills as a case team - business sense, so what...



Let’s form team for today class activities
today !

Team of 4




AGENDA

. The coming case competitions/resources
. Pre-assessment quiz

. Case Simulation

. How to win the case competition?

. Final result sample

. Post-assessment quiz

. Q&A session
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TARGET CASE COMPETITION — YOUR GOALS

Management Case Competition:

- RB Global Challenge: Pepsi Co: P&G CEO Challenge: Schneider Go green
- CBS Open (Feb): HSBC (Mar)

- Maybank go ahead challenge (June): TUBC (Aug)

**Please find case competitions that you are interested in and inform us

Finance Case: CFA: The CFO: YFS: Deloitte: KPMG
Marketing Case: Loreal Brandstrom/ J-MAT Award

Econ Case: LWHSEARANNNL/ NFENTINITA/Y LldUaUTaUE



4 22 0% Global Challenge 2020

Continents | Markets

Global Sl Entrepreneurs with purpose
Chompion? 2 ;
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Entrepreneurs with purpose — -
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Your passion, our purpose (Q o
Together we can change the world!

: Making a difference through hygiene,
Reghter now at health and nutrition

tion and product innovatior

Why Participate?

Home « Why Participate?

D aa & ore §

Chance to attend Mentorship from Chance to have a Chance to Chance to see your
the Global Finale in RB Leaders career with RB represent RB in idea come to life
London One Young World
2021

How to Participate?

If you believe positive change starts with a good ideq, this is the competition for you. Form a
team of 2-3 members, put on your thinking cap and get ready to make a difference!

Stage 2

Stage 4

Business Simulation National Finale

Round

15 Aug - 4
Sept 2020

23 Oct 2020

[0y L R GRS O S SRV TG Bl currently pursuing Master's Degree or Bachelor's Degreein Thailand
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Let’s have a look at our friends

BBA Website



LET’S PLAY

Pre-assessment quiz — Kahoot!

* Kahoot! "u
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LET’S PUT THEM ALL
TOGETHER

Session 3




CASE SIMULATION

1. Effective 3 hours timeline

2. Define Problem Statement, Create Issue Tree, Hypothesis Tree
- Key success factors?

- Solution Space

- Prioritization of issue

3. Strategy formation, Story lining, Research Planning

- Divide our work

- Start your research, analysis and presentation slides

- Share ideas with team

4. Merge slides and finish Executive Summary ... Ready ;D

13



POTENTIAL TIMELINE FOR 3 HOURS
CASE

- Let's draw it
- Don’t make it perfect



Case Competition story typically in 5-6 steps

\

Solution \ Financlal
Situation : Solution(s)

y

/ Frame-work

’

i /

Impact

15



Four key steps: Specify the situation, identify the problem, propose a

solution and discuss impact

Conventional story: builds over time to a

climax, conclusions buried at the end

This =) because ) m " because

BCG Story:
BCG story in four steps

Situation

v
Problem
v
Solution
Propose solution
’v’

lmiact I

Discuss impact and implications

16



& Problem
Solving

e
N 4

Let’'s create your Issue Tree &
Hypothesis Tree




There is huge value in synthesizing your analysis into

a concise story

Example | Example I
Some say the industry is attractive, but it Buy
is difficult to tell. * Industry is attractive
The competitive position is probably good. + Competitive position is solid
I think you should consider what to do, + Valuation shows positive NPV and
even though I think you might buy if you robustness

agree that the NPV is positive

Which of the two recommendations would you follow as the

client?

18



EXECUTIVE SUMMARY

Situation

Critical issue

Recommendation

Impact

Unfavorable
political situations
(i.e. increased
alcohol tax policy,
ban of alcohol
advertisements)
that hinder future
alcohol
consumption
growth

Yet, demand for
premium alcohol
shows growth,
concentrated
mainly among
tourists and rising
middle class
population with
growing
sophisticated
Western tastes

Decision: Hold the
investment

To discuss
post-merger
marketing
strategies that will
offset challenges in
unfavorable
regulatory
environment in
Turkey and the
stagnant growth in
other developed
markets that Diageo
operate in

Optimization
strategy: Optimize
product offering via
Diageo’s spirits to
cater to Turkey’s
emerging middle
class and stronger
growth than raki

International
Strategy: Develop
a raki as “A Drink
for the World”,
leveraging on
grants and
subsidies and
eventually develop
Turkey as a global
platform to serve
the other markets

Deliver revenue of 5
bn for Diageo within
next 5 years

19



Executive Summary
At a Glance

GOAL STRATEGIES

RATIONALE IMPACT

Escape
Decline VC offers, reduce
R&D, improve liquidity
Become
European
leaders in Expand
advanced Expand footprint abroad
immersive media through value-added
solutions with a enhancement

sustainable
business model Explore

Explore new opportunifies with
strategic partners, offering

advanced products and
services

Year 1

VR Owl must quickly Short-term survival and

strengthen current cash cycle
operations improvement

Increased sales value
and volume in both
domestic and
international
markets

VR Owl must grow amid

flat domestic demand

Achieve sustainable

growth as leaders in

advanced immersive
media solutions

VR Owl should ensure
long run

business sustainability

Year 2 Year 3 Year 4

=)

3 months

1 year 3 months

1 year 3 months onward
20



SITUATIONAL ANALYSIS (EXTERNAL
L ANDSCAPE)

How to do?
- Profitability Framework
- Business Situation Framework



COMPANY FACING LOWER PROFIT (OR LOSS)

External

~_E(P=R-C)

Economy
How is the current
economy?
- GDP Growth
- Unemployment rate
- FXrate
- Interest rate
- Household debt
- Qil prices
How long would the
economic downturn
persist?

\

Industry / Market

Industry revenue / margin
trends (3-5 years)

How do competitors perform?
Porter’s Five forces

Intensity of competition
among existing players
New entrants (barrier to
entry)

Pressure from substitutes
Bargaining power of
buyers

Bargaining power of
suppliers

22



Company

Capabilities and
expertise (competitive
advantages)
Distribution channels
Cost structure (FC vs
V()

Financial situation
Organizational
structure

Product

Nature of the product
or services (what is
does, how it’s used,
why it’s useful)
Commodity or
differentiable goods
|dentify
complementary goods
Identify substitutes
(indirect competitors)
Product’s life cycle
(new vs obsolete)

BUSINESS SITUATION FRAMEWORK: 3 C AND 1 P

Who is the customer
- ldentify segments
(segment size,
growth rate,
market share)
- Trends
What does each
segment want

Price sensitivity of each

segment
Distribution channel

preference by segment

Customer
concentration and
power

Customer Competition

Market concentration
Competitors’ market share
(who are the leaders, where
are we, who are new
entrants)

Competitor behaviors
(segments they target,
pricing strategies)
Competitor practices and
strengths (are they doing
things we are not, what are
their advantages)

Barriers to entry

23



COMPANY FACING LOWER PROFIT (OR LOSS)

Internal

E(P=R-C)I
e

Profit Revenue
- Isthe drop in profit - Revenue trends
caused by Revenue, - Price and Quantity

Break down revenue into

- Major revenue streams

- Customer segment

- Product and service lines

- Geography

- Distribution channels

Questions to ask

- Any unhealthy/ unusual
balance of percentages?

- Have the percentages
changed during the past
years?

Cost, or both

Cost

- Cost trends

Break down cost into

- Variable cost VS fixed cost

- Cost categories e.g. raw
materials, fuels, labor,
financial cost, etc.

Questions to ask

- Any major shifts in costs?

- Do any costs seem out of
line?

- Can we benchmark our costs
with competitors?

24



PROFITABILITY MODEL

Profitability framework 6 IGotAnOffer




My (personal) Situational Analysis Guideline

Analysis
for highlighting most important issues

What they are currently doing + what they are doing good e

But challenges awaits...

In which sections e Challenges in HIGHLIGHTED sections
With summaries of reasons

AT of them

26



STRATEGIES



SUPPORTING DATA

. Facts/News
. Case Study (something done before in other countries, etc.)

1
2
3. Benchmark (compare with competitor/ industry)
4. Financial projection/ Market sizing

5

. Qualitative assessment

28






IMPACT SUMMARY - QUALITATIVE

Strategy Justification

l Affection Derives from Good Work-Life Balance

Productivity
217 .
Work-Life Affection in Affection Befo,e
Balance Organization in Career
g Employees who have good

work-life balance work 21%
harder than those who don’t

according to a research from
50,000 global workers.

Improve Your Lower Increase Reduce Staff Increase
Brand Medical Costs  Productivity Turnover and Employee
Perception and Recruitment Engagement
Absenteeism Costs
Source: inc.com PAGE 20

T I I i R
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IMPACT SUMMARY - QUALITATIVE

Synergy Project

l Infroducing SCB Synergy Project

What is ‘Special Project'?

1. Cross-functional 2. Creating project 3. SCB Synergy project
team g

i % r

Key talents from various

departments get together A team creates the Implementation of successful
to form a team Synergy project projects
Benefits
:
Professional Development Sense of Ownership Compensation
« Developing other skills »  Employee feel like they « Commission on
apart from routine own their work success rate & other
works rewards

Experienced Talents Commitment Motivation

PAGE 23

Source: Team Analysis

ANALYSIS ATTRACTION ADOPTION AFFECTION m




IMPACT SUMMARY - QUALITATIVE

Implementation plan

JINCG.

. : V OR
Overview of the recommendations o (Cltely
Break the Loop, Guide the Lost, Unite the society,
Strateqgy:  getthe 2nd generations out of the trap lead the way for the first bring everyone together
ay

generations and others

Job search assistance

Initiatives: Education match II’D

Uo{ Lekker street

Goals
@’ Reduce lifelong inequality Alleviate poverty
Everyone in the society
Stakeholders:

Source : Team analysis

#FeedRotterdam b

Raise awareness

Municipality

Social enterprise

Non profit organizations
Big corporates
Everyone

— oven ~Guveeios ] unne e soce



IMPACT SUMMARY - QUANTITATIVE

Cost structure
Total first year cost for one corporate to become a sponsors is € 96,451

Assuming that this is the amount one corporate €. g. Coca Cola has to paid in order to improve the
life qualities of two families in poverty (parents and one children) through the three recommendation

I en Operating expenses for one year Operating expenses for one year
Education match (during the higher education period) (after applying for a job)
- System development for 1.417 Edu_c:ahon match Educa.hon match
test platform - Tuition fee 2.060 - Salaries 849,091
Lekker street - Partial living expenses 4,165 - Training cost 1,133
- Partial investment in frucks 14,000 - External marketing 5.667 Lekker street
#FeedRotterdam 0 - Training cost 2,834 - Sponsorship (food 3,400
Lekker street ingredients, setup)
Total investment costs €15,417 - Sponsorship (food 3,400 - Marketing expenses 56,673
ingredients, setup) - Evaluation expenses 3,400
- Marketing expenses 56,673 #FeedRotterdam
Underlying assumpfions - Evaluation expenses 4,817 - Online marketing cost 1,417
- Corporates give out two scholarship per year that scholars #FeedRofterdam
ﬁ.‘;%;";’d‘yufé;,.gﬁ.?"ri*;’;i,f;"‘ ﬁg:ég;f;fﬁ;,ﬁ;f - Online marketing cost 1,417 Total operating expenses € 915,115
-The 'ruiﬁgrj fee \.-’._-ill_ be fully covered by the corporate, with For the year 2025 on
zgz’fgfng::?mﬁggfcﬁﬁg??hof eams minimum wage Total operaiing expenses € 811034
through job search assistance in the first year For the year 2021 to 2024

- inflation rote is arounc 1.5%

23

Source : Team analysis




IMPACT SUMMARY - QUANTITATIVE

Impact measurement , OEM
The impact of the solely corporate interventions can be tracked and compared (fw(%

There are various ways to measure the impact of the corporate intervention, in this case, we will show the impact
as the difference in families’ incomes between leaving them in poverty and implementing our recommendations

1,000,000 Parents income €1,000,000 W Parents income
I Children income B children income
78a000 €750,000
500,000 €500,000
€250.000 €250,000
8 10 HR
202V 2022 2023 2024 2025 2026 2027 2028 2029 2030 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030
Incomes of two families living by the Incomes of two families living by the children’s salary of
minimum basic needs budget management trainee salary and parents’ minimum wages

Source : Team analysis
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IMPLEMENTATION TIMELINE

Implementation Timeline

. Laying out sustainable and feasible action plan towards success

Key Activities 2018 2019 2020 2021

ATTRACTION

«  Communicate the MA
program fo the public

+ Infroduce the MA program

+ Conduct campus
roadshow

+ Infernal communication to
push starfup Fast Track

ADOPTION
« Create training
program from survey
conducted -

+ Partner with Degreed
+ Review performance

and effectiveness of m an B e En B e

the program

AFFECTION

Alter working space

- Promote internal
communication -
about the synergy
program
« Infroduce the
program
‘ KPI (Number of application ) 50% 125% 237.5% 406.25%
Source: Team Analysis PAGE 25

ANALYSIS ATTRACTION ADOPTION AFFECTION



RISK AND MITIGATION PLAN

Risk and mitigation
Prioritized risks and mifigation plan is elaborated

JING.
8 Cartely

RISK SEVERITY ABILITY TO MITIGATE

MITIGATION ACTION

There might be less number of
job available than targeted
unemployed

First generations might not be G

willing to learn Duich

Firms might not that be sure
that scholarship students will
sufficiently generate value
to firm

#FeedRotterdam might be viral ‘ A
only for particular period \_ Y,

Source : Team analysis

Seek for more partners to gain higher number of
available job.

Stakeholders can always publish deliverables and
messages in both Duich and English

Provide fraining and competitive scholarship fo
increase competition among students

Stakeholders must take action and publish their
progress foward smaller inequality gap over the
period

Highest Lowest

ogers @ O

OVERVIEW BREAK THE LOOP W UNITE THE SOCIETY IMPACT



Mo
Whatshould be the direction of SAS till 20157 Dy 9N

Increase utilization

loadfacom

Increase load factor Increase freight factor
on short-haul flights with express parcels

37



ASSIGNMENT #1

1. How will you develop your recommendation?
Each team draw storyline to support your recommendation

- 20 mins Brainstorming, draw slide on paper
- Presentation







HOW TO WIN THE CASE
COMPETITION®

- Practice makes perfect!!!

- CBS Case Toolbox
- How to win case competition BCG-CBC (YouTube)



LET’S PLAY

Post-assessment quiz
& Kahoot!




| INTERNAL CASE COMPETITION

SCHEDULES

Date Time

Activities

Sun 30 Aug 09.00-17.00 BE Internal Case Competition 2020

09.00-12.00 Team working on case

12.00-13.00 Case Presentation

13.00-14.00 Lunch

14.00-15.30 Final Case Presentation & Comments
15.30-16.00 Awards and pictures




CONTACT P’JOY P'IM P’KAEW
P’PAIR

FB: Joy Chunhatakij
Line: joypimnipa
IG: joypimnipa



SURVEY

- Please give honest feedback na ka

Link survey, link internal case com

44
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CASE TRAINING CALENDAR |



RECAP - BE CASE CLUB PLAN 2020

Case Internal Case : Case Camp &
Training Competition mBeIZ%Ci;IrSS; Monthly
23-29 Aug 30 Aug P Workshop

Open house

22 Aug

46



| INTERNAL CASE COMPETITION

SCHEDULES

Date Time

Activities

Sun 30 Aug 09.00-16.00 BE Internal Case Competition 2020

09.00-12.00 Team working on case

12.00-13.00 Case Presentation

13.00-14.00 Lunch

14.00-15.30 Final Case Presentation & Comments
15.30-16.00 Awards and pictures




Step 4: A potential timeline for a case competition
with little research

check the storyline by

{ Remember to sense

Discussions are important but going through it - slide
move quickly to drawing
slides (output)

10.00 12.00 14.00 16.00 18.00 20.00 22.00 00.00 02.00 04.00 06.00 08.00 10.00

- - pE— o B BREE ., B EEE >
| Discuss | Research | work | Work/ Bar/ Sleep Work/ Eat Rehearse/
Read/ Eat Draw shides/ Eat Status Take a walk Status / Backup-shdes
think Dmde Gather shdes
Frequent updates keep
__________________ the team aligned and on
j B indvidual : track
Group '

48






CASE COMPETITION

Management Case Competition: USA & Canada

- Heavener International Case Competition by University of Florida
- Ascend at UCLA Case Competition

- USC Marshall School of Business

- Alberta Business Case Competition

- UW Global Business Case Competition — Washington

- John Molson Undergraduate Case Competition (JMUCC)
- McGill Management International Case Competition

- University of Navarra International Case Competition

- Inter Collegiate Business Competition (ICBC) Canada

50


https://www.facebook.com/QueensICBC/

CASE COMPETITION

Management Case Competition: Europe
- RSM Star Case Competition — Sustainability focus - Rotterdam

- CBS Global Case Competition - Copenhagen

- International Case Competition at Maastricht
- BI International case competition, BIICC - Oslo
- Belgrade Business International Case Competition,BBICC - Serbia

- WBS Case Challenge - Conventry, UK

- MlUnster Case Challenge, Germany

51


http://bbicc.org/

CASE COMPETITION

Management Case Competition: Asia & Eurasia
- Global Business Case Competition (GBCC) - Fukuoka
- Trophy Case Competition — Auckland, New Zealand

- HKUST International Case Competition 2018 - Hong Kong

- NUS-UOB Case Competition - Singapore
- Asian Business Case Competition (ABCC) at NTU - Singapore

- Mekong Business Model Case Competition

52


http://cicc.ust.hk/
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BCG HOW TO WIN THE
CASE COMPETITIONE®

Appendix B



BCG method: Five steps to effective problem solving

£ Start with defining the central question in the case

2 Decompose main question into key issues and develop initial hypotheses / current
answers (using issue and hypotheses trees)

Specify analyses/data/output

O
Identify tasks/timing

Do and iterate!

54



Step 2: Let's start simple — Imagine yourself a retailer ...

D How can profits be
increased?
|
How can turnover How can costs be
be Iincreased? cut?

Systematic,

55



Back to DONG: Going from issues ...

How can DONG leverage its portfolio of technologies ..

to profitably .. provide clean and reliable energy?

How much and how can How much and how can
DONG grow within existing DONG grow utilizing
(clean energy) business existing technologies in new o
areas? business areas?
. How much, how and ™ T
where can DONG grow
within wind power - R
segment?z
How much and how - i
DONG grow within YY e
| power segment

Etc.

56



Step 4: Plan your work — make a work plan based on your 4
hypotheses

Hypothesis tree Tasks Project Plan
What are your hypotheses to What do you need to do to Which resources do you need
solve the problem? validate or falsify these? to do this?

Determine for each hypothesis Determine for each task
‘ what needs to be done 1o + Who is in charge?
""" e G validate it (or change it) + Who needs to be involved?
+ Data collection * How long will (read: should) it
: , * Interviews take?
¥ ' + External research
: + Analysis

Ask the right questions Gd‘blum-mn wnm-b

—— — —— e i ——— e e
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Step 4: A potential timeline for a case competition 4]
with little research

Critical point 3!
Critical point 1! \/
10.00 12.00 l/u.oo 16.00 18.00 20.00 2200 00.00 02.00 04.00 06.00 08.00 10.00
s 4 E , 2 . B EREE . B EEE y
| Discuss | Research | Work | Work/ Bar/ Sleep Work/ Eat  Rehearse/
Read/ Eat Draw shdes/ Eat Status Take & walk Status / Backup-sihides
think Dwde FJ\ Gather siides
Critical point 2!
f-.-'---f .........
- Group
B Nonetficient bme

..............
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Step 4: A potential timeline for a case competition
with little research

slides (output)

Discussions are im but
move quickly to m } [ IR pol\m;J

10.00 12.00 14.00 16.00 18.00 20.00 22.00 00.00 02.00 04.00 06.00 08.00 10.00
= == s, . BEEEE . B EEE >
| Discuss | Research | Work | Work/ Bar/ Sleep Work/ Eat  Rehearse/
Read/ Eat Draw shdes/ Eat Status Take & walk Status / Backup-shides
think Dmde Gather slides

Critical point 2!
j B navidual -
Group

I S
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Step 4: A potential timeline for a case competition
with little research

Discussions are important but
move quickly to drawing Critical point 3i
slides (output)

10.00 12.00 14.00 16.00 18.00 20.00 22.00 00.00 02.00 04.00 06.00 08.00 10.00
3 - . B BEEE ., BB EE _ >
| Discuss | Research | work | Work/ Bar/ Sleep Work/ Eat Rehearse/
Read/ Eat Draw slides/ Eat Status Take a walk Status / Backup-siides

think Dmde Gather shides

.................. the team aligned and on

Frequent updates keep
- Il ndvidual : track

60



Step 4: A potential timeline for a case competition
with little research

check the storyline by

{ Remember to sense

Discussions are important but going through it - slide
move quickly to drawing
slides (output)

10.00 12.00 14.00 16.00 18.00 20.00 22.00 00.00 02.00 04.00 06.00 08.00 10.00

- - pE— o B BREE ., B EEE >
| Discuss | Research | work | Work/ Bar/ Sleep Work/ Eat Rehearse/
Read/ Eat Draw shides/ Eat Status Take a walk Status / Backup-shdes
think Dmde Gather shdes
Frequent updates keep
__________________ the team aligned and on
j B indvidual : track
Group '
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Good storylines are logical, compelling and audience appropriate

O Logical

Your slides are united by a
logical thread

+ Structure and sequence of
your argument

Starts with key insights and
provides supporting logic

* Preempt "Where's slide x?"
or "When do we get to y?"
questions

+ Make your conclusions
unquestionable

(2] Compelling

The slides tell a compelling
story to the team / client

+ Explore the topic together,
rather than march them
through a set of analyses

Rather than listing insights, a
story makes all key
relationships and insights
explicit

+ Lists can leave critical
relationships unspecified

&) Audience appropriate

Deck is logistically
appropriate...

+ Right length

* Right level of detail

* Right content, clear slides

... and addresses clients’ key
wants and needs

+ Action initiatives
immediately obvious

« Transparently clear
progression of ideas

* Provides absolutely

convincing support

62



Four key steps: Specify the situation, identify the problem, propose a

solution and discuss impact

Conventional story: builds over time to a

climax, conclusions buried at the end

This =) because ) m " because

BCG Story:
BCG story in four steps

Situation

v
Problem
v
Solution
Propose solution
’v’

lmiact I

Discuss impact and implications

63



There is huge value in synthesizing your analysis into

a concise story

Example | Example I
Some say the industry is attractive, but it Buy
is difficult to tell. * Industry is attractive
The competitive position is probably good. + Competitive position is solid
I think you should consider what to do, + Valuation shows positive NPV and
even though I think you might buy if you robustness

agree that the NPV is positive

Which of the two recommendations would you follow as the

client?

64



Working out a story line differs from analytical dissection

Deriving the messages
Analysis/work planning from data; telling the story
" A
Problem Systematic S
[ 1 disaggregation ‘
- - - L el [N L5
| | |
AR e () (e
Lral | bRl Data | | Data Data Data
involves Story e
ga
Anedissection involves integration \
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Tell your story already in the beginning to make it easy for your
audience to follow the presentation

Winning as a Content Provider within
Social/Interactive TV

e Whet 3 e 20~ e / » o T e
Vend - te~? s Des? *o1 "’ "

Tell them what you are going to tell them - tell it - then tell what
you have Just told them




Strive to build your story around memorable ideas

. Focus of loday's presentation: Enable, Engage and Expand




Make sure that you can always explain your idea in 30 seconds (the
elevator test)

Make sure to clearly communicate your
message at the beginning and the end of
the presentation

68



Mo
Whatshould be the direction of SAS till 20157 Dy 9N

Increase utilization

loadfacom

Increase load factor Increase freight factor
on short-haul flights with express parcels

69



Case Competition story typically in 5-6 steps

\

Solution \ Financlal
Situation : Solution(s)

y

/ Frame-work

’

i /

Impact

70



Agenda

o Structure your work effectively and be efficient in problem solving
° Creating a compelling storyline
o Collect data and quantify your findings

o Communicate your findings clearly

71



You need to show that you understand the opportunities
Show/tell/convince that your estimates are based on data/valid assumptions

The Potential for a TV App is 77m Users in the US
Market

OB potential TV viewsrs in the US ol w122 creen amanrt phhones

= - - - Py -
=AniBiNENENER
BAAT s A s A Vs -

e Pl - . e P s
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2 . i E
B R ] R I e e latomgrod v _oewy AT I N A O Vs

M M or Bo gy el Yyt smart g e wt le metiting TV ~Poteatisl market for & TV App would be
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You need to visualize information clearly

Overview of Revenue and Cost Drivers in Financial
Model

App ad revenues ditven by urer base and urage levels
Wi e ey e e e
e~ < «© Congle
i D @ )
o =

Platforms need to be bull . content needs 10 be developed
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You need to show depth in analysis, while keeping overview
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How to do this better than the other teams?
Get access to the best information!

GlobealDoto

Koninhkiighe Boshalia Westminsler NV (BORA) - Financial Analysis
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You should know in advance where to find what kind of information

Company data

Market reports

Country data

various

NOT EXHAUSTIVE

Investtext - Plus

Business Source Complete (Datamonitor)
Proquest - Topics

Orbis

Investtext - Plus

Business Source Complete (Datamonitor)
Euromonitor

Orbis

Euromonitor
The Economist (EIU)
Eurostat

Google (know what you are looking for, and use “.pdf” etc)
Pictures: E.g. corbis.com
The Global Competitiveness Report
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Do not over-




Show it in a simple and effective manner

However, business sensing is extremely importani

Financial Impact: Break-Even : Q

Project Increasing Sales Force to Extend Research Customer Group
3150 ,000 o




In the end, it comes down to understanding rather than data

What is Social/Interactive TV and where are we '&,
Tedevrsion

Today? Group
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Agenda

° Structure your work effectively and be efficient in problem solving
o Creating a compelling storyline

0 Collect data and quantify your findings

° Communicate your findings clearly
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The two key elements in a strong presentation are content and
delivery

Strong
presentation
[ |
Content Delivery
| |
l |
Message Structure Voice Body language
» Clarity + Engage with an * Volume * Appearance
* Relevance interesting opening + Speed * Eye contact, posture,
+ Call to action - what * Pyramid logic » Vocabulary gestures
the audience is being « Closing that ties it all « Tone * Understanding and
asked to do together + Emphasis engaging audience
+ Main points highlighted * Channeling nervous
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C
§?:gng content (in a case competition setting in particular)

consists of two main elements

Clear and actionable messages on Relevant and logic sequence
individual slides of slides

Good storylines are logical compelling and audience M Roue oo example ® bt
appropriate
o B ©  Competng R e e — T‘
e e e - e =
A R e s So— Sor—
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Find ways to "spice” up your messages to help your audience believe,
remember, interact and be moved

m Help your audience believe

Help your audience remember

Statistics i
ot B ,
Tools , E‘,,“".,, g H_ BN
+ Actions

« Debate .
Tools « Poll b . v

- Challenge the audience \[~ V - Personal feelings
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First impressions count ...

Content is still King
- Your Move
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In a case competition you can consider to use an opening quote to
make your solution more memorable

AMBI TIDIJ

The key to investing is not assessing how much
an industry will grow...

but rather determining the competitive advantage
of any given company

« Wamren Buffer -




What is the message on this slide? Is it clear?




Better?

Three Key Trends Define the Future US Media Market
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Challenge yourself to find a solution that makes you stand out from
the other teams

Novozymes can leverage its full range of enzymes
used in the starch-based ethanol production ..
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What should the management team do Monday morning (when,
where, who, etc.)

The expansion strategy of BA online Is based on three distinct steps

= II-




A possible way to wrap-up and finish strong

“The consuuctonof Tivollis, so to speak, never finished"”
Georg Carstensen, founderof Tivoli




Delivery

Deliver messages that land: use your voice and body effectively

 Eye Contact Using your voice
» Connect with the audience beyond a eye contact scan B
« Look at the decision makers (as well as everyone else) BES (Spaed)
+ Do not break eye contact by looking oo long at the slides, * Slow down through key
laptop or notes Su—
+ Be careful about speaking too

|i

Pitch (tone)

. 1+ Add drama and excitement (and
Facial Expressions - ’ ! other emotions ) to your
* Relaxed and genuine (if you smile, don't grin) o statements and stories
« Look approachable

« Congruent with the message you are delivering

Power (volume)

+ Speak clear (but dont yell) at a

Hand Gestures volume slightly louder than a
* Be natural, dlustrate what you are saying normal conversation
+ Keep hands away from face

+ Do not fidget, or use a ‘crutch’ (e.g. pen, pointer, eic)

Power (volume)

+ Don't forget to pause after a
ey 11—
« Stand or sit firmly but relaxed * Pauses may emphasize and/or
* Make sure you can see everyone draw reactons

* Move delberately. Do not pace, sway, or shift



