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II. What Interviewers Want 
The business of consulting is all about charging clients large sums of money to tell them 
what you think.  For them to value your services they need to have confidence in what 
you are telling them and they need to like 
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question posed and providing logical support for you answer based upon the facts 
discovered during the case. 
 
Let me emphasize: You must answer the problem posed by the case to pass the case 
interview.  
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III. Types of Cases 
As you ints5tew with different firms,s youwill lik 
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You still need to drive these cases, but doing so is more difficu
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IV. Using a Framework 
 
Having a framework memorized and at your fingertips is essential to doing well in cases.  The 
framework allows you to quickly pull up areas for questioning and exploration without having to 
think.  You should use a framework that you can remember and that makes sense to you.  It is 
essentially a starting point for 
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Figure 1: Sample Plan Slide 
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Nailing the Conclusion – At some point, you will have to conclude.  If you have run the 
Probing for Information part of the case well,
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VI. Practice Cases 
On the following pages you will find practice cases that have been written by fellow 
WCC members.  These are based on cases that were actually given during the recruiting 
season last year and will provide an accurate view of the types of questions you should be 
prepared for.  Please seek out peers to interview you and help you prepare for your 
upcoming interviews! 
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Successful Roadmap: 
The key focus of this case is in the product mix. Most interviewees may be really 
confused when they get the info that sales ha
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Successful Roadmap: 
The interviewee should understand the market dynamics, which products are more 
profitable than others and where this happens, and should brainstorm to figure out how to 
exploit this information. 
 
 
 
 



Page 17 

 
 
 
 
Exhibit A:  
 
 
 Units Average Price Profit Margin % Unit Cost 
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Exhibit B: 
 
 
 Units National Price Profit Margin 
Product A 200 10 ____________ 
Product B 150 5 ____________ 
Product C 75 4 ____________ 
 
 
 
 
 
 
 Expor5(P3375( )ic115(Mece)45( )3415(P3380t )6115(Mar)4.4(g)0.6(in )]TJ
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Exhibit C: 
(for use after case or to help interviewee if they get stuck on calculations) 
 
 
 Units National Price Profit Margin Unit Costs 
Product A 200 10 55% 4.50 
Product B 150 5 34% 3.30 
Product C 75 4 30% 2.8 
 
 
 
 
 Units Export Price Profit Margin Unit Costs 
Product A 200 8 44% 4.50 
Product B 50 6 45% 3.30 
Product C 25 4 30% 2.80 
 
 
Product A is more profitable nationally 
Product B is more profitable internationally 
Product C has the same margins for both markets 
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Successful Roadmap: 
Candidate should spend most of his time brainstorming all the factors that should be 
considered to understand the situation. He w
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Exhibit 2
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Exhibit 3
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D. Practice Case #4 – Retirement Homes 
 
Question (posed by interviewer): 
Our client is a company that owns and ope
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Successful Roadmap: 


