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INTRODUCTION

At FeverTreeConsulting we are looking for people who love to reach out. People who want to stretch
their talents and grow. People who will drive themselves to achieve meaningful, measurable results
for their clients, the firm and themselves. People with ideas.

Your interest in a consulting career with us suggests that you may be one of those people and we
have designed our interview process so that you will have every opportunity to demonstrate it.

Recruitment at FeverTreeConsulting is a peer-based process. Interviews are led by consultants and
their sequence consists of three rounds. The first includes two 60 minute interviews conducted by
experienced consultants. The second involves another two 60 minute interview with the most senior
professionals who make a selection and recommendation of candidates for a final interview with the
CEO.

Interviews will be a combination of case and fit\interviews. This means that in addition to discussing
our firm and your future with it, the FeverTree @@nsultants ygdu meet will also present you with real-

world business problems and ask y8gLto deyelgppiSelution

Experience shows that the applican @ 6 sful in a cgse interview are those who
enter it with the right frame of mind w ( ‘ owing information is designed
to help you achieve both. A '

Why the case format?

While we look for many quajfties; 6 &7 taff is one’s ability to think and
communicate as we believe interview offers you the

opportunity to demonstrate yo¥

The case format is a simulation in whidh®yo@lE int@fVieer, inEhe role of client, presents you with a
specific business problem and seeks y@ur initial dmmendations for solving it. In the process of
developing and conveying your ideas, you will have $he chance to display many of the characteristics
that will make you successful for consulting. These include your ability to gather and synthesize
information, to postulate alternate solutions, to formulate the one with the greatest impact, and to

communicate it with power and poise.

Ultimately both you and the person who interviews you will emerge from the case interview with a
better sense of your “fit” with the consulting profession in general and with FeverTree in particular.

What to expect

The case format presents challenges different from those of a more conventional interview. Here,
you will not only discuss your qualifications but also demonstrate them. The cases you encounter
will be based in part on actual FeverTree engagements or projects. They will focus on such areas
such as the following:



= Industry Analysis

= Market Expansion

=  Profit Improvement
=  Pricing Alternatives
®= |nvestments

How to succeed during your case interview

In general the best way to approach problems like those listed is to enter the interview as a
consultant would enter a client’s office or boardroom ready to use your imagination, gather and
analyze information, arrive at solid conclusions, and communicate them persuasively.

We asked for the advice of FeverTree consultants who have conducted case interviews, and have
documented the following guidelines for your benefit.

1. Approach the case logically. The most im@ertant thing 4s to rely on what your education has
trained you most to do: use yowr logic and KRlowledge #@ identify the essence of a problem and
shape a solution that will produ¢&itangiblen ,‘1- psults.
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= Think “top down.” As 3 M A ;' A Q ecelve, Pegin with the “big picture.”
Understand the oveffidifig lssu @ 1@ pripritise and organise those of lesser
consequence.

= Hypothesize. While you listén and quétion, begin developing alternative solutions.

Continue questioning until you are confident as to which will offer the greatest potential for

impact

= Frame. Test your hypothesis with further questions and fine tune it based on the answers.

= Communicate. Present your solution in a way that is poised, clear and concise. State your
assumptions and revisit them when the need arises. Be “coachable,” soliciting feedback and
integrating it quickly. At the same time, be firm about the things in which you believe
strongly.

= Know your limits. If things aren’t going well, do not try to “tough it out.” Acknowledge that
you are stuck, seek more information or pursue a different logical path. Remember, the
simulation is designed to reflect the reality of consulting, including the fact that it can be
complex and ambiguous.



Think creatively. In the consulting profession it is not enough to be logical you will also need to
be creative. With this in mind, here are some things you should try to do during your case
interview:

= Challenge conventions. Be willing to be different. Step outside the proverbial “box.” Resist
the temptation to rely to rely on past problem-solving approaches and, instead, allow
yourself to engage in free association. At FeverTree we are looking for people who can offer
a new say that ours is a firm where your ideas make a difference.

= Approach the problem from multiple directions. Look for a different ways to characterise
the issues facing the hypothetical company. Consider each as a different starting point
towards a potential solution. Look beyond the numbers to the products, processes, people
and politics behind them.

=  Adopt the CEO/Shareholder perspectie. Remember, you are not simply trying to solve a
problem —you are solving,it for someo benefit. Igfithis case it is a CEO in his or her role as

a chief strategist and proté@tor ofzsilarghold@rallie. Ultimately, producing results means

increasing the underlying valueioia 3 ‘
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problem, the busine v '

=  Don’t speak before thinking ca|

The above are somg
the “don’ts.”

= Don’t search for a “silver bullet.” Complex ptoblems rarely have simple solutions.

= Don’t use “buzz words.” Be simple and direct

Send the right signals. The success of an engagement will often rest on the strength of working
partnership that develops between the consultant and client. The same is true during the case
interview.

With this in mind, approach your interview not only as an audition but also as a relationship
building process. Maintain consistent eye contact. Engage in dialogue, not monologue. Express
your ideas in ways that speak directly to the interviewer’s concerns and objectives. And be sure
that your demeanour sends the right signals, demonstrating your -

= Passion for learning
= Commitment to benefit from adversity



= Good business acumen
= Confidence (but not arrogance)
= Poise under pressure

CASE TYPES

Above we identified six kinds of cases you may encounter in your interview. Here are examples of

each as well as some of the key points you should be prepared to consider of address.

1.

Industry analysis. These are cases in which many of the most important issues will have to do

with the opportunities, trends and conditions inherent in a specific industry.

Examples

Key points to explore

A group of investors contemplates building a 40,000 seat concert pavilion in the suburb of a

managed care facilit hys S \A ¢ d the client consider in making

A leading manufactute ji8Ttion of a national rental car
company. What facto il e

Market

Analyse product demand/tfends

Identify customer requirements
Competition

Analyse competitive economics

Determine levels of product differentiation, market integration

Industry concentration

Customer/supplier relations
Evaluate negotiation power
Identify substitutes
Assess vertical integration

Barriers to entry/exit
Evaluate companies entering/ exiting
Determine competitor reaction to new entrant



Analyse economics of scale
Predict learning curve
Research government regulation

Financials
Identify key financials
Evaluate potential ROI
Assess risk factors of industry
Determine fixed and variable costs

2. Market expansion. Here the emphasis in on developing strategies to increase market share or to
enter a new market.

Examples

Key points to explore

A U.S. domestic express package.conipahy with _b@th air and ground transport capability,
more than S7 billion in reve a tFORS 4orOfifSNis approached by a European company
suggesting that they form fan @ ﬁ. serfice_besveen the U.S. and Europe.

Should the client-egter the i '@r A W v ﬂ hafhould the client’s strategy be?
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Should revenues be sp -
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A European manufacturg e U.S. market with a

premium produ

A national retailer has 3 Ot '€lient er of fast-moving consumer
products, and asked i i'; v & e [abe"dBreduct line for them. The
manufacturer is bygde i @ ring capacity, so the proposal looks
attractive. What factors should AP conside@in \making the decision?

Size of the market
Identify data sources for market size
Understand growth trends

Understand competitors
Identify current service providers
Evaluate strengths/weaknesses
Estimate competitors’ cost structures

Analyse customer needs
Identify key customer segments and respective needs
Identify gap in current services
Discuss cost-benefit trade-offs



= Understand economics
Project expected revenues and costs
Estimate capital expenditures
Perform sensitivity analyses

3. Profitability improvement. These cases involve a complete analysis of the enterprise as well as
its suppliers, customers and environment with the aim of improving its profitability.

Examples
= A U.S. subsidiary of a French spring water bottler is experiencing a drop in profits. Why?

= A Japanese automotive components (brakes, shocks, struts) manufacturer with a 12% share
of the U.S. market is experiencing declining profits. Currently, 20% of its products are
shipped to the U.S. from Japan and 80% are manufactured in U.S. facilities. What might be
causing the decline and

=  What actions should be tak®
=  Your client is a consum s to know if its advertising
campaign for thé ” How would you evaluate the

campaign performang

Key points to explore

= Cost
Fixed and variable
Labor costs
Suppliers
Materials
Plant utilization
Quality
Economies of scale
Distribution

=  Customers
Price sensitivity
Segmentation
Cost —benefit trade-off

= Competition
Pricing
Capacity
Basis of differentiation



= Channels
Relative leverage
Market segmentation
Strategy

4. Pricing. With these cases, the focus is on developing alternate pricing models and evaluating
their potential impact on the business.

Examples

= Your client is a concert pavilion. Revenues at performances are declining. Given that the
concert pavilion’s goal is to maximise exposure while covering costs, what should be done?

= An inventor of a new athletic shoe wants to know: (1) what the market is for goods; and (2)
how to produce them. What steps should be taken?

= How should a major retailer determine prices in its electronic and appliance service business

Key Points to Explore
= |dentify the type of market
Monopoly
Oligopoly

= Consider the issues

The use of strategic tactics a8 cré g gers” or “traffic builders”

5. Investment. Here the consultant is asked to project the consequences, both short-term and
long, of a major acquisition or a large-scale capital expansion.

Examples

= A German manufacturer of consumer products would like to develop a manufacturing facility
in Poland to meet Eastern Europe’s growing demand for its products. What factors should
the company consider?

= A Midwest-based pharmaceutical company is considering opening distribution warehouses
on the West Coast to handle the growing Western territory. What factors should it consider

= An automotive manufacturer is considering consolidation three of its East Coast assembly
plants into one location. What factors should it consider?



= A company that makes chocolate and confectionery products is considering acquiring a
regional soft drink manufacturer. Are the distribution synergies sufficient to justify the
acquisition?

Key point to explore
=  Sustainability of products in segment
= Market size and dynamics
= Competitive position
=  Product differentiation and standards
=  Price dynamics
=  Distribution of costs

PREPARATION FOR CASE INTERVIEW

Reading this document is not enough to get red@y for our caée interviews. We strongly recommend

you to seek for information and magerial. ™ ,& natwdrkito contact professionals working in our
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We look forward to meeting /0@ ﬂ A > h @ ial aS“@member of the FeverTree

Consulting team. ‘ ’

industry asking for advice, browse the
there are plenty of literature onTa

Remember, everything you dQ 1€
preparing, some of them consi

If you have any questions about an intgfview with erTree we Would be pleased to answer them.
Phone 011 384 7800
Email recruitment@ftcsa.com
Web www.fevertreeconsulting.com





