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1.2.2 N AT

ERBERNEEEH AT ZHGEWATF (Mckinsey and Company)

F A A M TR AR R A F . [ 1926 SERT LK, 2w B8 dy gl 2 5 Bh ARG 1 4
WAL IR 2 . FEARISEN G, FTIERIRG] . R AH A A RS H LWL .
EV BRI AT R B EAK S RBIRE, fE4AEK 52 MEKAH 94 AN ATl Z 8P E S w
Jbnt. . BRSEIIIRS AR, A7 40 ZLHEFM 250 LG . et L H4EF, B
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McKinsey — EL AN & SRBE EH 0 ] o (HEORE W BIN 208k 5 r& %), McKinsey tHI2 %0 1d
Nio ] SRS T RNVER TP A% . (M FE S, WiHAE, G7, 103, W2vitd, s E /REE, [
Wk, BiEE, RIE BRI S McKinsey 3221 50& g I AHZS 5. McKinsey AT L 1140 1IE
o Hal TAEN B EEHIIR =y, McKinsey & @Al i & L 2K brdE i We? 05 75 1 L2z, sde 240 14Tk
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UERARAEAE McKinsey TAF, AR EAUA IR ] TARRRES . TAER AR AL DT 60 M, A<
IEF 90 £ 100 /Mo 2 F RIE W DU 7] SR U, McKinsey b 63 TR RAFIR TS, 2 6y THE
e [ ot 2w 84Tk, McKinsey 25 AT 4R BEVF 2 ANRIPO AT S0, B TATR 2 s, A —
PB4 A HEd P 101, SY—R, WERGEAFIEANS, A MRS B 102 Brll. 1T s IR Bz
RKidi, o E] AR 5 AR R ISR A T RTAE R BN B, P e B S PR — R W AR %
140 Excel @RI, ERERR TS0 B 6t TAE McKinsey (5 —FEf k25 b5, WIEE
T AAT A LR, B TR AR T, AR AT ATk, R KT RIIAEA, AR U
figf I FTBAEART A A5 A5 85I, MeKinsey 7 BT 03 TACAE A ATTAZ N 21152 3 533 1

RITRM: BERR TR AR

AP RIS T, AR T A NSO, JESEl R B A AR RN R T, B AFKA R, B
MIARAK . DA% A B HR G T, 76 Rt Ak SCHC PR 2H s Fs 4 i i EA AR o
A E WA TR R TR, RNV A, JEEIR Ta gl MR AR, P ERE
NRH CEO s BB B MBUA R o WA AT 22 F BB AT T 22 8 IR A R T AR K
DUk, ARZ 7NV T B R K AR CEO JEIEHE T2 5 B b JLJTAE 28 W] (R )

2.3 k% R

2.3.1 HHAHLH]

B BRI AT B
“UP OR OUT” Z 858 N A Bl HLA

FRN: ZHEUEWAFLE IBU. INTEL 55 KA RAHE, 7628 EHEA QR LB, HEZ0
TP AT — G BRE LT TR AR, XA KETHAA KRERRIEE, XTEHLImn S
ANA TR E o 22 58 N NI B2 SRR (924 R R (R I 2 75 R e L T [ 2

RN TN EAE W FZHEOHN TS BE T r, P REEE N M AR e 20~
304 . ARSI A A RHERT UL E A AR, KR NEZ — R YA AR
FHFE LR LT RSB RT  m A A, Rz LA 2R E L 75 24

FHEBIINRT0%K B HA MBA 22N, 30%K H B @ IR (LAt BE2E25) A
W, BT HOEN I G TAEL TR AN, FEE A IR R RE . F B HIIE N G
B NE TR, TR P E e B 7 b A9k 2 Ay TSR A3 BT R A v e R RE DRI EE . P LL, — R R
FHFE . BELBEEE NSRS K.

—HHEAEEH AT, ARSI MR UP OR OUT AR IE . AR il , &g 24F
I ERAART @R, HEE2EA L E I R PRI H &8, XSS A HERN S . e, @
gz T M E S FTLL, AN Y. AMSTALE6~T SR AT LM A, (R
NEFHII B, NGRS BB K, BB OUT (BT 5 %)

TS T R AL BN S, i HLZE o e HIA )51, BB D) g S A3 2 [ A5 4T Rtk
TS, AR TR FESEA PN, ALy, SHELHHMARRSIE 25%~30%, XA
FA T A AR SR LR = ), (AR Hin s, A TAEENEREN . IR, SIFEEH A
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NHIEE, QR TEIKN, A AERE OUT GRIK =) ek

RO AN ERE WM ATE], ZHHIHEA 700 2435, RGN, =ZIohtn], T2z st
Fr G T, W H B EHENER . (BRI ERATTRA L AL I TR, 58, LY
M 600 244 AR N AR T LA S AN LRGPP T /AL, XS LA AR A RNL St AT 2 i, AR IR 31 22
K, FIREEYOE R A, AN RS H SR 2. PrLL, ZHEHA = A R EifrE
(HRATHE AT LAfE 3 o

2.3.2 Bl

XN RBEATIPNY B YIE — TR i, 2% T I — TAF R B I W 5 A el o ]
AR AT B A TR, AR AR A LTI IR, AW it S 5 45 i i 28 =) MR DS L%
UL XEANFRIBGAL, ASFIBPUL AT L T TR XL A m RS A, A TR (et i 1) 1%
UL, BEEAA B SG2 7 AR, RN ARBGRAIE T AR RS XA AL S T %l
NG EIPNEZTR, s TABA T TAERE S e — TIRNEEE . MW TAER P A TAE %, RIE T4
NI AR Dok BRI MUR SN St 1 s A RISy, A AR I e 25 A

ZEBIATIROT S AE R HIRE, B A T Sk AR, SEEL NI RERANTRIE . X2 AE
22 B BB A FR 1 e S BRI o FLIH A BES e R R K A AR NI [ 22 PRATL:, AT 6 300 H /N
AT AN SR, BB IREIREE S, WAL B .

B T AE AR 340, 22 B BRI N KRB, 5 AR A AT LA ) 7 B TR 2 .
TR H YRR, T LU AN RN R GEL e B AE [ 22w Jedsk A i S ), #E gk B
CUR R, A= p R, JFRERSAES T I TR AT A AL .

I, MRAEAE ML SR, A H AR E RN R EM T BRI . AL
BN S—EE, EBR AT S S R R I RUN e 7 YR A 5 TN T I I M S 55 s i 1
AT B 3 28 4 J R amAL T MBAPEHI, 27 5] — BUE BENUPUREPES e CINRIOW A B2« <l ),
ATIEA M TR, Qs R (e oA -

BV AR, ] A PR32 i GBI ERAE, /SR IR e il 5 52 PATBMVE BE L 30
HRRL s didss. 5ok, s N e a2 5K f e, £2 0 CHmEdiin. L5
BIE NI E A B WA T, N IR RAEAS [ A RAT 2 %24 2T 1Y

Bl “EE K

PE S B WA A, 2 B R R R A BEES, A w R — s B, IUH
SRR R, WEBAME NA WG] HR RIS, ZHBIAARIRER — B A PTES:

RN A AR G T AR e o AT — NS W A8 — N IUH, T H 20 AR At i,
TR T IR LE s AT 4, IR G, JF gy R TERAEVERE . SRR H AR DAY, M
WG TR E.  XTHRK AT, R LKL 7RI R= I, EANTE, 25T
TR, B~ AR S M, SRR, ZH A TS I AR I . AL
N GUERBC A 44 24w PR R NS, AR FIb ) SO s LA i3, 745 ) AT D 52 AN e
JETT ALK IS ¥ . BN, SIMR A EE 2 BB SR A e A S 2 —. AESEbR
TAET, IR A T AT ik, e RN I H N, — R 2~3 N, Al
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b, H AR E WA LRI, AL FHEIZ AR, AL L8R i 2>/ )
SPECEIARR . R, TUH /NS R R G, AR CRAEZR A B LR g8, P OB B
TAFLERNKGIT T, RN ORI N g BRI RE ST, X170 Fogh Al ) AR #SREME A H KSR
EAE A A AR i R [ IR 42 1 2 W) g e i 14 15 o

BRI IR T B AN D TP R 2 /DA A R I ) A R AR T S8 A e iR 15
o2 R BERRE I, R4 BRI A 5 L] 2 7 4 BRI 2% (R L2

R MAIE . BUREN N AF RIS SCVEA R R . 28 7] AR H A B i AN BEA Y 1 TR
SE HEMENHT IANE, OB RERAAE S OIS L, Al i — L2 AR Py T e A (. L &8I, 22
FB A G TIRMEZ MR R . DNRARIFANOCE LR MR, B HRNRE. 5054
HIPEAL AR S BRI R . FEZ BB R, — LA E AT, S S ORAIE A AR BB R A5 2 78 70
MR RE. A HAEBUE H AR RIRE — BRI bsE, SRR (AN U WIE XA ARG T B —A
P ASRA T RESE IR FI AR, AT B BRARLE LR P AN A NG 7 AR o2l 7870 A% o AT L
KRIERWEZL, BREREZHIAEN. ZHHEE TN NKRETH. SR HE — M Ak
JET5l, RN NERR SR B ANKRESS], BFEAFANEN, 25 TASS, 5T
VRN AR S R R, F A STt N NSk RE . Z2 BB IERE R, JFERE
WL ESE BRI H R IS 1R, BN ARSI . NBRAZAERE S AT AE 55— R R M ERE,
M HEPr B AN ER . BRI AL, ZHHN— 2R SAT 360 B2 SBHLEN,  RIREANE
W) ZE R AT Mg g, LR BT BN S B HATAGE M A RPP . 22 i 8iaAT L2 A
KBGO Trid, & T DA ST T v

=, KRR
3.1 2013 £ 5 HEEE HEER

3.1.1 R NAL&EK

FHH2013HIEHE BHALBiA (Business Analyst)

EHRAE AR B 52 49 20 1 3EE BN 1) B S F 7 A/ A RLE, sRERNV R AT 1-24F TAER I # .

V) (Business Analyst) Bi1E 42215800 H BN IATRR 5L, ST scbrin i, 5%/ %04
Yo DRI, o MU B i) A W2 o R R T Py R A5 e PR 40 5 i

BATHE R WOW HAT 2R 1S 5o AT g A IS, ok Z2 S B e o FE A2 > i
g, H&ROMASET, JFHILEE NRBFEE. RIS G, & T-00E M FRE sk
SR BRATARAE XA 1) S N2 ) e ) S5, 025 5 3 N T IR BRA

HEREES, WA SR EA RN A, F AR I S S e Ab AT T I e B KBk
Wi FEXHL, ARAT DU BB URBE FIR AR . W AR R I 1, BATBE R A TEATIRN TR, T
fRA B TAE,  LASCERA AR A R () I A B

L] HIi

L BB ) A

FATTHIHENY, £ 75 I 32k 4 1k Ay
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http://www. mckinsey. com/careers/apply/apply now current students, iffE Full-time Roles (4>
HRERAT) Fi%$% Business Analyst (FMEiA]) o

2. WG scpE

S HHERE, 1HE LA 26 A8 Nk S0

BHE—: PDF g NI e Sy, 3 Bk P 25 23 a4 A E — D2 N (ST [ ok b 20)

= BAAE CEX)

PR = 0% PR B IR e P (A 200

3. FRTRAE Y

Abst & Bifgsyam] s 20124F10 314 H FA6 L. @I BRI I s, BATHA ST A% &,

4. HIET R

T eIk TAT T RN, F Do sl PR 22 1 B A6 R B3 53 28 W] 20 1 34F B ML ) (Business Analyst) IR
Bro N T ORUEFRATT S Iy AER b A BRAES (1) FR, 35 AN S0 I A Ar] HLAth 238 H i

3.1.2 R NALXS L

FEH2012(:[H#H B #iILEiA Business Analyst

i db Bl

IR BRI 5 R 20 1 24F iF 5 A/ R 2 B Jm B AE - s BRI 5 A 1-24F TARL 504 .

F bt ) R 10 H BT Y, A SRS BrRIn L, e % i SR P UIA AR BRIk, R e A L
SLERIN ] P 2R A5 Fh A B 5 U g

BATAEH AN BAT # P St A5 0 I SR, o2 SR rb iR . HE 2 X Gt
5, BRI TEYS, JFHFER NSRRI E, RS FHRIELE BT w1 003G MR sk Ak
It FATAEIXFE B WG N 22 2T Re ) S0, T2 5y 38 R IR

TR ES — I TARRE A SO S W AT AR 55 . BRI MR B A5 O R, A Rk
IRIGAbIR AT 2 ) 2. AR DA H 580K 3RS 4 11 1 A ke 1) /L RE T o

PRI A A S I

1. HIEIRA.

T R AT A HRAS, R sk & 4 DS, 54 Position (HRAV) R A% “Business Analyst” (i)
IR T

2. HIVESCHE

S HHERI, HE MRS R SO, IR B A S 75«

BHE—: SSCHITER . EE TP BT SR B A

PR R g SR D AR i I — DU N o 9 SR A A J0 )

PR = iR . IR AN 5E AR Y PDF A% X i it o NS N TR 1) FR R 3 T 1 4 K Al
RS

3. WAL H Y

bR K gy m] s 201 4RI AT H A6t B IR i s, — R4,

4. HE R

AP i oy FRE 22 B AL ORI 2 W] 201 24F R ML 7] (Business Analyst) BRAZIME-—3RIE., h T £
UEFATT S HER AR PR () i, E A EEE AR A IR B W, BFRELE . MRS i w Ak

P
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UML), ZHHR AR — R NRE G| FEIR. WOR . WU R A A B Al TR S —
HII S — Pt R R B A T R NI A T . ZE e N R, 3806 10— AN 2 Js gt 2 «
BTE, MAZIENE. EHEERARN, ZH8EIEEN NRED, 1AL ke Kbkt
JI TR ZR PG o

Y N HTEGE

(1) ANWAEE R RS XA HA LR A TAE P22, PrAZEE WA AN
ANZEBZAT, CHAMAINESLR, Hel Ul LK.

(2) A RIFFESZRN L8 AAERRE S, RARHA BRI AL AR ST 5 E
Je

(3) EAARPR . KHHHREMEMSE, MAZIEME, RTEAHCEA, BT
FY), JFECT SRR, IRk

(4) BAEKHE MAMIRFIR ) FRBR) B TARR e, P8 — R = RefEt 7%, BRT
PERFE#ARAE 10 AN EL L, BATmilsm (st BORS MO IRMEREAEI . 22 B 8 I N B 70%k B B A
MBA % JJj [ Ni%&, 30% KB BAT SRV QR L BEALA) A, BT Bk I A &
A TARZE I MTEINL S 5E4h, B TP AT vk 1) A fie

ZEH BRI N B N FE T, TP T 3 R MY S5 R P LB AT A B [ R RE A
2. L, R T R B2 R ASEN A K. ZHEY LR TR EAA IS
RESIHIN, AATAT LA ) U i L AR e BEAHE NG 58 o ] Bk T RAFHOFERE AL 75 1) 32 s LASE,
R A I TROC . 2 H RIS R AR TV R A IR B A NS AR TR
e DB 8 AW, RENBUR S 1 ADAEIREG. AT R A e NS AR
RENS AL A AL I T P HA s AR W, A gk vl 1 fo LB A A 1 0 ) i U S PR 2 B
TR S0 3 Al 2 T PP A AT TR A Ak fie g o 22 1 B AR (0 A AT 3 Qe 90 ] R 2H 2 K (T
i, FINSEEE R AW RE Sy, LAR NS E ] il B QR IS N . Rt EZ HH A4
S ER S5

3.22013 sEREBERIZE&AE

M - ZE3k - pre-interview reception — —#¢ [fili(behavior interview F case interview )-offer
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4.1 ENSEREN

EEH2013EREBIEEBERETHE

20124F10H12H 15:30 - 17:30
g B e iR S

N Je BENP AR B S Y i ERMV A SR BRI B YRS B W R G, N0 s e EHSE R
HHSHEMARLAN: http://www.yjbys.com/xuanjianghui/, ARG A H TSR A SIS BN
T A E PSS I .

4.2 EiHS/ T

MR I LR
TN E PR R BE il B 56X 22 B ) CARNVEAT IR, 63 I A T A FRAR SR AR THX DU 45 22 15 85

P N IRIA T A

1. problem solving: smart (SR RIG MM, A7 =M RE) practical (SEHIME) numerical (%%
A EAR R, HAZNECF) creative (BiE )

2. leadership: ownership GRIHTI(E, A ML ERM, ANEGE) risking (BT B, MAAZEEHH
1))

3. personal impact (MM A#k71): appearance (#83) communication (K 5 & 4&HE#E, 1. 2. 3. 4725
W) empathy (AT H AR & N T AN 2V UKUK I B H)) coaching (55 3 AW HE )

4. achievement (EH — S .L)): energetic determine self—confident
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For what positeon Sré you a;;l',llng' Busingss Analyst L

LOCATION PREFERENCE

Please provide us with the preferences on the lecations where you would like to work! You can provide up te four
praferences, and va recommend that you prowvide more tham one preference

For candidates subemitting an apolicatan for a summer or intern pesition, pleass prefarance locations that weu wauld
#lgo be interested i oommitting te for the longer-term, &s swccessful summer asssciates or intarns would recenve.a full-
tme retuen offer to the lecatn whare they spent the Summer,

(Freferences 2, 2, and 4 are opticnal)

Preference 1
Raole L

Regian [alacr Retle first o

Locatign | Seboct Role and Region first M|

I_ Add another location prefe "e-r.:el

Fleage choose the option that best describes your dagree of flexbility across the locations you have sgpecified

IFlesibility [ |

Flease provede us with &ny wertten cormments that help ecpla in youer office chotces and degres of fleobility, This
infermation will help se match yaur neads to the greatect axkept possible; (eptional, 1800 characters )
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1=k

- LATEST SCHODL INFORMATION

Flease provide details about your current or most recent place you went to school. Alse, please make sure you seiect
waur schogl from the existing peckdist, This will help ensure the proper recruiting team receives your application. IF you
are certain your school does not axist in the picklist, then please select "Other.”

Cowntry af most racent echoal | L3
Mpgt recent school L '-5]
Dagres 1
Drscigline
Grade Paint Average (GPA) )1 have & firs! SPA 1o Fegart
31 have 8 GPA ta repert which is net final
1 do ot bave & GPA to repart because this school dess not issue gne
{41 do not have @ GRA to report because of my schacl or student bedy’s palicy
regarding. GPA disclesure
{ri do net have 3 GFAto report because one has not been issusd yet at this stage
of my degres
Graduston Date I w;i l
- 28 L

WORK EXPERIENCE

Fizage praovide details of your mest recent employment positicn. I your most recant pasition was &n intemship, pleass
provide detads of thas, Otheraise, pleass provide detsds of wour mast recant permansnt pasition.

Industry Exparsnce el

TEST SCORES

Fianza pravide the score you abtened in any of the teds below.

| I did mect take any of the tasts listed below

| Lede EnG Sa, Wgrial

|aesne caon, ot 2 ek Toal Muth Crisizal

Exam ~ame it adr rapaeing (T Cusnr  Rasding . Anslsie Wiriting

[ G2E {taken priar 1071/2002) 3 [ &
LBAT [ ] 0
MCAT (| i |
GHAT ] 0
LSAT (zaken prior 03/2005) e, [0 O
BT il ] O
TOEFL ] Bl

IF vau checkad 1 tesic thae ez, bat am not reparting” for ans or mase taste, plaags provide an explanation balaw.

- .

Fosnble ressons you may have taken a test, but may not be reparbng your scores inciude:

* You doonet remernber and cannct easily access your Dest scores
& Your school does not altew you to disclose test scores

ATTACHMENTS
Plgase provide the following attachments.

Aemimer [ =)

Cower Lettar eptianal) L |

COMHENTS

Flease add any additional commients that you feal are important te your application, {opticnal, 1800 character max)

b |

4, EHEAEPIRSEE Y, fEEH] GPA A%, S HIL GPA [ F ik
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WIORE EXPERIENCE

Flease provide details of your most recent employment position. If your most receént position was an internship, glease
provede detads of thes, Ctherwse, please provide details of wour most recent permanent position.

Industry expenenca Agribusiness b

F chional axpanenoe it

6. 4% CV. cover letter. K.,

ATTACHMENTS

2 provide the fellawng attachments
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McKinsey Problem Solving Test (2010)

Practice Test Overview and Instructions

This practice test has been developed to provide a sample of the actual McKinsey Problem Solving Test used for
selection purposes. This test assesses your ability to solve business problems using deductive, inductive, and
quantitative reasoning.  This practice test contains a total of 26 questions. The actual test contains 26 questions
and you will be given 60 minutes to answer as many questions as possible.

You will be presented with three scenarios based on actual McKinsey client cases. Information related to
each scenario will be shown in text, tables, and exhibits. This information is presented in double-bordered areas
and is distributed in sections throughout the scenario. The questions ask you to find the most appropriate answer
to the problem as described using only the information presented. You should select one and only one answer to
any question.

While completing this practice test, do not use any electronic devices (e.g., calculator, computer)when performing
calculations to answer the questions. Electronic devices will not be permitted to be used during the actual test
administration. Also during the actual test administration, you may use all blank space in the test booklet as
scratch paper to assist you in performing any calculations and recording any notes. No scratch paper will be
allowed.  Booklets will be destroyed after you complete the test and will not be used in any way to determine
your test scores.  Your final test score will be based on the number of questions you answer correctly.

The practice scenarios begin on the next page of this booklet. Only consider information contained within the

scenario when determining your answer. Considering all information presented within the scenario is critical to
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answering questions correctly.

After you have completed the test, score your answers using the answer key located on the last page of this
booklet. Add the number of correct answers to determine your final total score.

Kosher Franks
Kosher Franks is a company that sells hot dogs and other packaged meat products, such as salami
and lunch meats, in the United States. Kosher Franks’ products are primarily sold through grocery stores. While
not a very large company, it has strong brand recognition in the packaged meat market and a reputation for high
quality products.

Kosher Franks’ customers are large grocery store chains or grocery distributors, who sell to smaller chains or
independent grocery stores across the US. The prices, which Kosher Franks presents to these chains or
distributors, are negotiated individually and depend on many factors. =~ Some of these factors include the volume
to be purchased, whether the customer is a new customer or an existing one, and any promotional or marketing
arrangements that have been agreed upon with the customer. The stores then sell the products to consumers at a
higher price in order to make a profit.

Table 1 shows Kosher Franks’ data on this year’s sales revenue and the average annual revenue growth over the
last 5 years. The data in Table 1 is broken down by major product category.

Tabhble 1

Recent Revenue and Revenue Growth Data for Kosher Franks

Average annual revenue

Revenue this vear -
- egrowth over last 5 years

All beef hot dogs $366.7m 4.2%
Other packaged meat $65.3m 1.5%
Sliced meat $55.3m 1.2%

Other products (e.g.,
pickles, sauces)

Kosher Franks manufactures all of its own products and invests significantly more resources than its competitors
to ensure superior quality. This is especially valuable to them because this type of product has a poor overall
reputation for quality in the United States.

Kosher Franks was founded almost 100 years ago, and until recently, was run as a family business. However, after
almost a decade of poor sales growth, the company was acquired last year by a major conglomerate, Foodlnc,
with the goal of increasing sales.

The CEO of Kosher Franks has asked a McKinsey team to help him identify ways to improve sales growth while
maintaining good levels of profitability.  He states that a 10% annual sales growth should be the target. In five
years time, he wants to be able to look back and see an annual sales growth of 10% or more for each of the
previous 2 years, or Kosher Franks will no longer be part of Foodlnc.  Exhibit 1 represents four potential
scenarios for Kosher Franks’ future sales growth, with Year O representing this year.
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Exhibit 1
Scenarios for Growth of Kosher Franks’ Sales over the Next 5 Years
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Year0 Year1 Year2 Year3 Year4 Year5

1. According to the CEO of Kosher Franks, which of the scenarios presented in Exhibit 1 would satisfy
FoodInc’s requirements?

A) Scenario A

B) Scenario B

C) Scenario C

D) Scenario D
2. Which of the following measures, if done alone, would definitely NOT help address the objectives of the
CEO of Kosher Franks?
A) Lowering the price of select Kosher Franks’ products

Sales as a percentage of Year 0 sales

B) Introducing new products into the Kosher Franks’ range

C) Removing a category of products from the existing Kosher Franks’ range

D) Increasing the advertising of Kosher Franks’ products in the mass media
3. Which of the following statements is valid based on the data in Table 1?

A) Revenue for “Other products” was more than $20 million five years ago

B) Hot dog revenue was more than $350 million five years ago

C) Sales of sliced meats grew by no less than 1.2% in each of the last five years

D) Total sales for Kosher Franks did not grow at all in the last five years
4. Which of the following values is the best estimate of Kosher Franks’ revenue in Year 4 under Scenario C in
Exhibit 1?

A) $441m
B) $495m
C) $549m
D) $603m

The team decides to focus more on the all beef hot dog product category, as it is by far Kosher Franks’ largest
percentage of sales. As part of the work, the team decides it is worthwhile to investigate Kosher Franks’ current
consumer base for this category. This consumer base is thought to consist mainly of Jewish households because
the product satisfies their kosher food requirement.
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The team decides to investigate the potential impact of different types of marketing efforts on sales of Kosher

Franks’ hot dogs. In particular, the idea of a 5% retail price reduction coupled with mass media advertising of
the reduction is suggested, especially for cities known to be more price-sensitive. Los Angeles is an example of
one of these cities and the team decides to estimate the potential of this strategy in Los Angeles. The head of sales
for Kosher Franks gives you the following information:

* The advertising campaign would cost $2.1 million

* Kosher Franks has 1 million hot dog purchasers in Los Angeles, who buy one pack of six hot dogs per month on
average

» The average price to grocery chains and distributors of a pack of six hot dogs is $10

* The retail price of a pack of six hot dogs is $11

* Kosher Franks makes a 20% profit margin on hot dogs

* This campaign will not impact the profit in dollars made by the store per pack of six hot dogs sold
5. Which of the following statements, if true, would best support an argument AGAINST implementing this
price reduction campaign in Los Angeles?
A) Consumers purchase Kosher Franks’ hot dogs because they believe they taste better than other hot dogs and are
made from fresher ingredients
B) Kosher Franks has never used a price reduction marketing strategy on hot dogs in the 100 years of its existence
and many of the senior management would feel that such a move would not suit the brand values
C) All large grocery chains stock one premium, one mid-range, and one economy hot dog product and the 5%
reduction would move Kosher Franks’ hot dogs from premium to mid- range
D) A similar strategy was attempted for one of Kosher Franks’ pickles products recently and only resulted in a 2%
growth in sales volume, which translated to a 3% reduction in sales revenue
6. What is the average profit, in dollars per hot dog, made by Kosher Franks before implementing this campaign?

A) $0.33
B) $0.67
C) $1.67
D) $2.00

7. Foodlnc requires all marketing campaigns to pay back the initial investment within the first year. What
percentage increase in the number of hot dogs sold would be required in the first year of the Los Angeles price
reduction campaign in order to pay back the advertising investment?

A) 20%
B) 30%
C) 40%
D) 50%

The marketing manager of Kosher Franks expresses concern about the impact of this price reduction campaign on
consumer perceptions of the brand. He states that a price reduction of 5% is pretty significant and may in itself be
detrimental to the premium brand image, which drives a lot of sales.

8. Which of the following statements, if true, would best support the marketing manager’s assertion?

A) In a recent survey, Kosher Franks’ consumers quoted “price” as the second most important indicator of quality
in a list of ten factors

B) In a recent survey, Kosher Franks’ consumers quoted “price” as the eighth most important factor out of ten in
their decision to buy a product

C) In a recent survey, 78% of Kosher Franks’ consumers said they would still buy Kosher Franks’ hot dogs even
with a 10% price increase
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D) In a recent survey, 34% of Kosher Franks’ customers said they would never consider buying another brand of
hot dog

After conducting some analysis, the team compiles overall summary profiles of the hot dog market in two of the

cities being studied. These profiles are given in Table 2.
Table 2

Overall Profiles of 2 Cities Being Studied
City 1 City 2

Kosher Franks is the dominant brand in the Kosher Franks is a strong brand in the
hot dog category (both kosher and overall) kosher hot dog category, but a weak
brand in the overall hot dog category

There is high potential to increase loyalty Kosher Franks™ hot dogs are priced at a
among existing consumers and convert non- modest premium relative to competitors
kosher hot dog consumers

Kosher Franks' hot dogs are priced at a high | This is a highly price-sensitive market.
premium relative to competitors In particular, non-kosher customers
decide almost entirely based on price

There is low price sensitivity with almost no | Historically, Kosher Franks has a mixed
brand switching by consumers performance on marketing promotions

Historically, Kosher Franks has a very strong | There is a high potential to acquire new
marketing promotion performance kosher hot dog consumers for the Kosher
Franks' brand and build loyalty among
existing consumers of the brand

9. Which of the following potential strategies would suit NEITHER of the two cities in Table 2?



Rz e 52 Ak S I YIBYS con R KEAS B

A) Build awareness through trials and advertising campaigns on the taste and quality of the Kosher Franks’ hot

dogs

B) Develop a program that rewards consumers for frequent purchases of Kosher Franks’ hot dogs

C) Ask all grocery stores to remove Kosher Franks’ hot dogs from the kosher food aisles and instead stock them in
the packaged meat aisles

D) Increase the price of Kosher Franks’ hot dogs by 1% across all grocery stores

The marketing and promotions department of Kosher Franks in City 2 has traditionally used a combination of
mass media (e.g., TV and newspaper) and targeted promotions (e.g., trials and fliers) to drive sales of hot dogs.
The head of this department tells you that he does not know which of these methods, if any, are truly effective at
driving sales.

10. Which of the following courses of action would you recommend to the marketing and promotions department
head of Kosher Franks in City 2?

A) Spend 6 months of the next year doing only mass media marketing and then another 6 months doing only
targeted marketing to determine which is most effective

B) Suspend all marketing campaigns for 6 months to determine whether any of the campaigns are significantly
contributing to sales

C) Increase all types of marketing campaigns slowly, one-by-one, to determine if there is a significant increase in
sales driven by a specific campaign

D) Decrease each type of marketing campaign slowly one-by-one to determine if there is a significant decrease in
sales caused by the removal of a specific campaign

At the end of the project, the team recommends a tailored city-by-city strategy to increase sales. In many
cities, an important part of the strategy is to change the positioning of the hot dog brand from a focus on the ethnic
community to a more diverse and affluent consumer segment. The CEO is pleased with the plan, but has
concerns about the expectations of the new parent company. He states that aggressive sales growth targets are fine
for companies well established in the FoodInc family, but he hopes the parent company is realistic about a newly
acquired company like Kosher Franks.

11. Which of the following statements best reflect the concerns of Kosher Franks’ CEO?

A) He is concerned that Kosher Franks will never be able to achieve the sales growth targets set by FoodInc
because Kosher Franks sells a premium product that can never have a rapid sales growth

B) He is concerned that FoodInc will demand aggressive sales growth targets immediately without taking into
account the time needed to make significant changes to Kosher Franks

C) He is concerned that FoodInc sets sales growth targets that are too aggressive and not realistic for companies
operating in today’s competitive food markets

D) He is concerned that Kosher Franks will never fit into the FoodInc family because the other FoodInc
companies have been owned by Foodlnc for quite some time and are well established

Rent Estate
RentEstate is a company that specializes in developing and acquiring high-quality apartment communities in the
United States, and renting these apartments to individual renters. This part of the real estate sector is
called multi-family real estate (MFR). Historically, RentEstate has been very profitable, but in the last 2 years it
has seen its profitability decline significantly.
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In an initial meeting with the McKinsey team, the CEO of RentEstate states, “I clearly believe that RentEstate's

past formula won’t drive future success. Even before the spectacular collapse of the credit market, the entire MFR
sector was undergoing changes. Our focus on providing high-quality

Class A apartment communities in attractive markets will no longer guarantee continued strong

growth.”

In the real estate industry, housing is categorized in three different classes, from Class A to Class C. Class A
apartments represent the highest quality; these structures are usually less than 10 years old and include a wide
range of additional amenities such as a concierge service or swimming pool. Class B apartments have a more
relaxed quality standard, with apartments that are slightly older and contain fewer amenities. Class C apartments
are considered to be basic habitation.

Exhibit 3 shows projections for the housing ‘starts’ in the U.S. over the next five years. A housing  ‘start’ is the
commencement of construction on a housing unit. The number of housing starts are plotted by quarter each year
under three different forecasting scenarios. Vertical dotted lines indicate the first quarter, or Q1, of the year. Asa
historical benchmark, first quarter housing starts are included for 3 years ago and 9 years ago. Assume that it is
currently the first quarter of the year.

Exhibit 3

Housing Starts by Quarter
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12. Which of the following statements BEST describes the CEO's aims for the McKinsey study?

A) The CEO wants to understand changing industry trends and how RentEstate needs to adapt to ensure continued
growth

B) The CEO wants to know why the previous success factors are no longer sufficient for RentEstate to grow like
in the past

C) The CEO wants to understand if McKinsey would recommend that RentEstate provide different quality
apartments in other markets

D) The CEO wants to verify that the outlook for RentEstate's current business growth is poor
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13. Which of the following would be LEAST helpful for the McKinsey team to analyze with regard to future
sources of profit for RentEstate?

A) Future demand growth of RentEstate's current apartment portfolio in current markets

B) Whether or not Class B and C products in the market have generated similar profits to Class A products in the
past

C) Whether or not RentEstate would have the capability to move into new segments of the MFR sector

D) Current RentEstate research on what customers like and dislike about the company

14. Assuming housing starts declined at a constant rate, which of the following is the closest estimate of the
annual percentage drop in the number of first quarter housing starts between 3 years ago and this year?

A) 20%

B) 25%
C) 40%
D) 55%

15. Which of the following statements CANNOT be concluded from Exhibit 3?

A) Quarterly housing starts will reach 1 million again between Q4 of Year 2 and Q3 of Year 3

B) More construction projects will be completed in the next 3 years in Scenario 3 than Scenario 2

C) An earlier recovery of the housing market is forecasted in Scenario 2 than in Scenario 3

D) Housing starts increased by more than 25% between the first quarter 9 years ago and the first quarter 3 years

ago

One potential opportunity the team explores is for RentEstate to expand and enter the Class B sector in
geographical regions where it is already present, while still maintaining the Class A sector as its core business.
To assess the attractiveness of the Class B sector, the team develops a thorough customer segmentation model to
identify the needs of potential Class A and Class B customers.

Exhibit 4 shows the 4 age group segments the team identified who are interested in multi-family apartments in the
geographical areas where RentEstate is already present. Exhibit 4 displays each age group segment’s current and
forecasted number of households (in thousands). Exhibit 4 only includes households who have the
respective minimum income to afford Class A or Class B rents. The percentage on the right-hand side of the
exhibit shows the percentage growth of the segment over the next 10 years.
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Exhibit 4
Percentage
Growth
Age Group
?
18-34 ?

1,192 2D

35-49 1,147
50-65 986 e @
65+ @

Current In 10 Years
16. Assuming the overall RentEstate market shown on Exhibit 4 will grow by 10% in the next 10 years, what is

the BEST approximation of the size of the 18-34 segment currently?

A) 1,360 households

B) 67,800 households

C) 1.36 million households

D) 4.42 million households

17. What can you conclude from the information given in Exhibit 4?

A) There are about 10% fewer 65+ households than 50-65 households in the areas explored

B) The 35-49 segment will experience the lowest growth rate in the next 10 years in the locations explored

C) The number of 65+ households in the areas explored will grow by more than 15% over the next 10 years

D) Over the next 10 years, 178,000 new tenants aged 50-65 will take residence in the areas explored

18. Which would be the LEAST relevant question for the team to answer in making a recommendation on whether
RentEstate should expand into Class B apartments in its current locations?

A) Would it be possible to reclassify some older Class A apartments as Class B apartments in the future?

B) Will people who currently rent Class A apartments from RentEstate be willing to rent Class B apartments?
C) Which amenities would Class B customers be willing to pay for?

D) Would there be sufficient demand for Class B apartments in the areas where RentEstate is already operating?

Another potential opportunity the team explores is for RentEstate to sell real estate as well as rent it.

19. Which of the following facts would be the BEST argument for RentEstate to explore a move into real estate
sales?

A) RentEstate has a large apartment portfolio, some of which they could choose to sell

B)  RentEstate rental agents have a large network of contacts that could provide RentEstate with early
information on what is for sale

C) A move into real estate sales will diversify RentEstate's product portfolio and hence lead to stronger growth
in the future

D) Most people who rent from RentEstate leave their rentals to become first-time homeowners in the same

region
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Way Forward Greater London Area (WFGLA)
Way Forward (WF) is a non-profit organization that consists of more than 50 local offices in the United Kingdom.
Way Forward Greater London (WFGLA) is one of these local offices based in the Greater London Area, a
metropolitan area surrounding the city of London. Typically the local offices work together with private and social
sector organizations to pool efforts in fundraising campaigns. These campaigns typically address pressing
community issues, usually around education, income or health. WF first seeks to educate the population about

these campaigns, then solicits donations.

Currently, there is an economic downturn in the United Kingdom. This presents a challenge for WFGLA, because
donations are decreasing when community need is at its highest. The President of WFGLA has reached out to
McKinsey to ask for support. He tells the team: “I need your help on improving our campaign effectiveness,
which we define as the number of pounds donated per pound spent on the campaign. ~ We really need to focus

on increasing donations in these times!”

A campaign is usually organized by a group of people called a “campaign cabinet”. Thisgroup includes
WFGLA staff, as well as volunteers from the general public; the actual campaign work is conducted by
volunteers.

20. Given the aims of the President of WFGLA, which would be the LEAST relevant question for the team to
answer?

A) How can WFGLA get better at targeting people who are likely to donate?

B) How can WFGLA engage with people in ways that are more likely to result in donations?

C) How can WFGLA contact and communicate with their donors in a more efficient way?

D) How can WFGLA improve the execution of campaigns by the campaign cabinet?

21. Which of the following pieces of information would be LEAST helpful in better understanding the current
WFGLA situation?

A) Total amount of donations, in British pounds, collected by other WF offices across the U.K.

B) Comparison of donations made to WFGLA by one-time donors versus regular donors over the past 5 years

C) Market research on the public awareness generated by WFGLA campaigns over the past 5 years

D) Comparison of campaign effectiveness with other local WF offices

The team gathers more data on WFGLA and on other WF offices. Exhibit 5 shows the total donations and total

campaign costs in million British pounds (£) for various WF offices last year.
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Exhibit 5

WF Offices Donations Campaign cost
WEFGILA 20.8 :|3.D
Region A 35.7 4.4
Region B 15.8 : 1.9
Region C 40.9 | 2.0
Region D 23.6 : 2.1
Region E 17.6 :|1.3
Region F 38.1 3.2
Region G 43.8 ]1.9
Region H 16.4 :|'I.'I

22. How should Regions A to E in Exhibit 5 be ranked according to their campaign effectiveness from highest to

lowest?

A)
B)
©)
D)

23.

C,E,D,B, A
C,A,D,E, B
C,E,D,A,B
A,B,D,E,C

Assuming WFGLA could reach the average campaign effectiveness of all other regions included on Exhibit

5, by what percentage could their current effectiveness be increased?
A) 81%
B) 87%
C) 94%
D) 101%

One potential opportunity the team explores is a segmentation of potential donors according to the

type of work they do, with the aim of taking different fundraising approaches for employees working in different

occupations. The team identifies 3 segments of workers:

B Blue Collar: Employees doing mostly manual work

B White Collar: Employees doing mainly office work

B Executive: Employees who mostly have college or advanced degrees, and who typically work as senior

managers in business
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Exhibit 6 shows the number of employees in thousands in each segment in the Greater London Area. Employees

are categorized by the size of the company they work for, as well as their level of contact with WFGLA so far, or
‘relationship intensity’. The goal is to subsequently increase the relationship intensity for each segment, so that
each segment moves closer to the ‘frequent contact’ group.

Exhibit 6
Small 86.1 86.5 45.1 2.1 9.9 5.1 1.4 29 2.0
Medium | 79.6 99.6 62.0 15.8 23.4 13.7 3.8 32 3.4

Large 50.0 137.5 40.0 125.6 8.7 100.4 20.7 14.9 14.1

Blue White Executive Blue White Exescutive Blue White  Executive
Collar Collar Collar Collar Collar Collar
No contact Little contact Frequent contact

L J

Relationship intensity

24. Which is most likely to be TRUE based on the information given on Exhibit 6?

A) WFGLA has had contact with slightly more than 50% of all employees in the Greater London Area

B) Small companies have received the least attention by WFGLA in the past

C) The biggest proportion of the total amount donated has come from employees with frequent contact

D) The biggest opportunity to increase donations is to get in touch with those employees who work for large
companies WFGLA is not in contact with yet

The team explores the donation potential for each of the segments according to the company size.
The team concludes that a medium Blue Collar company employee with frequent contact currently donates double
the amount of a medium Blue Collar company employee with little contact. They also determine
that, if targeted with the right approach, all employees of medium Blue Collar companies would increase their
donation by £50 per person per year. This will include employees who do not have any current contact with
WFGLA, whom do NOT make any donations currently.

25. If WFGLA implements the targeted approach, the expected total donation estimates for medium Blue Collar
companies will be £6.13 million. What is the current annual donation of a medium Blue Collar company
employee with frequent contact?

A) £50
B) £100
C) £150
D) £200

26. In addition to donation potential, which would be the LEAST helpful information to consider when deciding
the prioritization of the different employee segments to WFGLA?

A) The amount of disposable income of the various employee segments

B) The number of volunteer hours to be invested per segment to increase employees’ relationship intensity to the
next level

C) The eftectiveness of past campaigns with similar employee segments

D) The additional budget amounts WFGLA would need per segment to increase employees’ relationship intensity
to the next level
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Answer Key
Kosher Franks
1. B — Observation of Exhibit 1 shows that Scenario B is the only scenario involving a 10% or greater sales
growth for each of the previous two years (Year 3-4 growth is approximately 12 points on a base of approximately
104 = 11.5% growth, while Year 4-5 growth is approximately 14 points on a base of 117 = 11.9% growth).
2. C—From Table 1, there is no single product category that, if removed, would improve annual sales growth to
the level of 10% required by the CEO. Options A, B and D all have the possibility of generating additional sales
growth.
3. A — Using the information on current revenues and growth rates in Table 1, it can be calculated that this
response is the only one that is valid. Since the average revenue grew - 7.0% every year, the revenue five years
ago was approximately $21.71 million, which is more than $20 million.
4. D - From Table 1, total revenue this year is $502.4m. According to Scenario C in Exhibit 1,
Year 4 revenue will represent 120% of this year’s revenue. The closest figure to this is $603m.
5. C—Options A, B and D do not provide a direct factual argument against the price reduction campaign for hot
dogs. Option C does provide this argument, as it indicates that there is a risk that Kosher Franks would lose
grocery chain customers because of possible competition in the mid-range category.
6. A — The average profit per pack of hot dogs is $2 (calculated by taking the information presented before
question 6 that states that Kosher Franks makes a 20% profit margin, and sells a pack of hot dogs to grocery store
chains and distributors for $10. 20% of $10 would be a $2 profit per pack). With 6 hot dogs per pack, this
translates to an average profit of $0.33 per hot dog.
7. D — Currently a total of 12m packs are sold annually. A 5% retail price reduction means that Kosher Franks
would lose $0.55 in profit per pack, which comes to a total of $6.6m profit lost on current sales. Therefore, to pay
back the advertising investment, Kosher Franks would need to sell enough additional packs to obtain $8.7m in
profit (which is $6.6m lost profit plus the $2.1m investment). At a new profit of $1.45 per pack, this would
require 6m packs of hot dog, a 50% increase on the 12m currently sold.
8. A — This is the only option which indicates a relationship between the product price and the perception of
product quality among Kosher Franks’ consumers. Thus, this implies that a price reduction could impact
consumers’ opinion of Kosher Franks as a premium brand, which supports the assertion of the marketing manager.
9. C - Options A, B and D each positively address a characteristic of at least one of the two cities. However,
Option C would negatively affect the dominance of the product in the kosher category in both cities.
10. D — Options A and B should not be considered as they would risk a severe impact on sales. Option D will
certainly help, because if any of the current marketing activities are effective, this will certainly be revealed if a
sales drop is noticed following a decrease in a certain marketing activity. It is not clear that Option C would help
as current marketing activities may be maximally effective, so an increase in these may have no impact on sales.
11. B — The CEO’s comment indicates that he is concerned about the aggressiveness of the sales targets given
Kosher Frank’s newly acquired status. The only option reflecting both of these concerns is Option B.

RentEstate

12. A — The CEO stated that “the entire MFR sector was undergoing changes”, and “RentEstate’s past formula
won’t drive future success”. Option A is the only answer that summarizes the CEO's aims to understand these
changes and ensure continued growth. The other options provide answers that are either not complete or not fully
accurate.

13. D — Information provided from Options A, B and C would all help to assess future growth. However, it is not
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clear from the information provided how or if Option D would help determine future growth strategies.

14. C — Exhibit 3 shows that housing starts have dropped from approximately 2.1 million starts 3 years ago to
about 500,000 this year. A 40% annual decline from 2.1 million, compounded over 3 years is approximately
1,260,000 million 2 years ago, 750,000 1 year ago, and 450,000 this year. This percentage decrease yields an
answer closer to the 500,000 starts than any other percentage listed.

15. B — While options A, C and D can all be determined from Exhibit 3, the exhibit does not state anything about
when the specific projects in each scenario are expected to be completed.

16. C — The equation to solve with the information given in the question and Exhibit 4 is: (3,032,000 + x) * 1.1 =
3,403,000 + 1.05x. Solving for x brings you to 1.356 (or 1.36) million households.

17. B — The percentage growth for the 35-49 segment equals 3.9%, which is the lowest of the four segments.
Options A and C refer to 65+ and 50-65 households in the areas explored. However, the exhibit only includes
Class A and Class B rental segments for the areas explored, and does not say anything about other rental classes or
housing ownership. Option D is incorrect — the number will be more than 178,000 because some current residents
will have moved away during this time period.

18. B — Option A, C and D are all related to additional revenue opportunities for RentEstate from moving into
Class B. Option B is least relevant to the issue at hand, as RentEstate still regards Class A apartments as its core
business sector.

19. D — Option D provides an indication of a customer segment where there is demand and where RentEstate
would have a competitive advantage. Options A through C provide no indication whether such a customer
segment might exist and thus no reassurance that such a move into real estate sales might be successful.

WFGLA

20. C — The President’s aim is to increase donations. Answer choices A, B and D would help to increase
donations. Option C is about becoming more efficient, which is not the stated aim of the President, and hence
would be the least relevant question for the team to answer.

21. A — The total amount of donations collected by other WF offices would be least helpful in and of itself, as
different offices will target different population sizes and demographics and direct comparisons would be
meaningless. B would help determine which types of donors to focus on. C and D would help determine the
effectiveness of current campaigns.

22. A — Calculating campaign effectiveness (defined earlier in the scenario as pounds donated per campaign pound
spent) gives you C =40.9/2.0=20.5,E=17.6/1.3=13.5,D=23.6/2.1 =11.2,B=15.8/1.9=8.3,A=35.7/44 =
8.1.

23. B — Calculating the average campaign effectiveness of Region A-H gives you 13.0 (total £ donated/total £
spent). To reach 13.0 WFGLA's current effectiveness level of 6.9 would need to increase by 87% (calculated by
13.0/6.9-1 or (13.0-6.9)/6.9].

24. B — Given that WFGLA is in contact with only ~10% of employees in small companies, which is a much
smaller proportion than for medium and large companies, this option is the most likely to be true. Exhibit 6 does
not represent ALL the employees in the greater London area so Option A cannot be concluded. Nothing is stated
about the amount donated by the various segments, so it is not clear whether Option C is true. Option D is not
correct because there are more people not contacted in medium-size companies than in large companies.

25. B — The equation to solve is 79,600 * £50 + 15,800 * (£50+x) + 3,800 * (£50 + 2x) = £6.13 million — solving
for x gives you £50. However, as the question is how much a frequent contact customer is currently
donating. ,This would be 2 * £50, i.e. £100.

26. A — Option A is only relevant in determining donation potential, which is not the topic of the question.
Options B and D both refer to the amount of resources required in targeting the employee segments successfully,
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which would be an important consideration in prioritizing the groups. Option C will give an indication of the

probability of success of campaigns with the various segments based on past experience — another useful indicator

in prioritizing the segments.
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