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ABOUT

Founded in 2019, we, at 180 DC SGGSCC, offer a broad range of
consulting services, including strategic planning, financial
management, communications, and social impact analysis.

We are known for our regional expertise, connections to the
non-profit, and development sectors, as well as an impact-
driven and socially conscious student body.

Some of our past clients include:

1. Pestalozzi World 5. Audiopedia Foundation
2. GRINsta 6. SKF
3. Safexpress /. Unnati Foundation

4. One Express Fund 8. CanSupport

MILESTONES

@ 6 Years Completed

@ 33+ Projects Completed

9 200+ Consultants Trained

@ 950+ Deliverables Completed

O 1M Lives Touched




CASE COMPENDIUM

A case compendium is a cohesive collection of different case studies which provides a wide
range of scenarios for analysis and learning. It provides essential frameworks, tools, and
materials to assist the users to understand complex situations, develop essential skills such as
decision-making, and explore alternative perspectives.

It is ideal for people who are willing to learn or even improve their consultancy knowledge. It is
a bridge that connects theory and practice. Case compendium also expose learners to
different types of situations, fostering a deeper understanding of the situation. It is a key to
facilitate interactive learning and serves as a valuable guide for people wishing to participate
in case competitions or even develop knowledge for practical applications.
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Dr. Jatinder Bir Singh

(Principal, Sri Guru Gobind Singh
College of Commerce)

PRINCIPAL'S NOTE

| am pleased to introduce, "Case Compendium 1.0", the First edition of
the case competition guide book curated by 180DC SGGSCC. This is a
valuable resource for all of our students, and it has been carefully
created to provide students with information about case solving and
developing hypothesis and solutions.

As you walk through this Case Compendium, | encourage students to
approach each case with an open mind and a willingness to learn. These
cases are designed to challenge them and help them to develop the
critical thinking skills essential for their success in Case Competitions

| hope that students will find this Case Compendium a useful tool in
their consulting journey and | look forward to the insights and ideas
they will generate after developing an analytical perspective. |
congratulate the team, 180 DC SGGSCC that has worked tirelessly to
develop this Case Compendium.



Prof. (Dr.) Kawal Gill

(Department of Commerce)

CONVENOR'S NOTE

| am thrilled by the launch of our upcoming case competition guide
book, 'Case Compendium 1.0". This resource has been designed to
give students an in-depth understanding of the case competitions

and facilitate an experiential learning process.

Case Compendium 1.0 is a compilation of well-structured frameworks,
30+ winning decks and other essential information that aims to make
students well-versed in the competition process.

| hope that this compendium will be resourceful and will help
students to sharpen their critical thinking and enhance their
problem-solving and communication skills essential to success in
case competitions.



Ms. Shiri Agarwal

Product Specialist at Telstra
Unstop Top Mentor
34+ National Podiums

MENTOR'S NOTE

Nearly five years ago, | participated in a case competition for the first
time and unfortunately, | did not advance to the final round. At that time, |
was unable to identify the shortcomings in the deck | had created, which
left me uncertain about what needed improvement for future
competitions. It was only when | started MBA that | observed the decks
created by seniors and that was a Eureka moment!

Participating in case competition is not solely about presenting a
solution; it encompasses everything from selecting right team members
to adding those final touches on your deck. It's a whole process; it's an
art and one lesson that | have learned on this journey is that some things
can be learnt only by doing. So, while this compendium will provide you
with a head start, ideas, and structure, the path to success begins when
YOU move beyond the overthinking stage and start doing.

| wish | had something like this when | first started, and | sincerely hope
that other students who currently feel the same will benefit greatly from
this compendium!
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CASE
COMPETITIONS

/101

BRIEF
OVERVIEW

GENERAL

COMPETITION FLOW

ROUND 1

DATA ANALYSIS & PRESENTATION & DECK COMMUNICATION &
VISUALISATION SLIDES COMPILATION

« Excel & Googie Shea room: Used for

HOW TO CHOOSEA T

TYPES OF CASE COMPETITIONS
o1 [Yei o2 AT B s

CRISIS POLICY MANAGEMENT
CONSULTING CONSULTING CONSULTING

FORMATS OF CASE COMPETITIONS

1. INDIVIDUAL V/S TEAM 2.VIRTUAL V/S REAL-WORLD




08. LEVERAGING THE EXPERIENCE
Update your resume, network with judges and O1. IDENTIFYING COMPETITIONS

peers, and apply learnings in future

COMPETITION FLOW competitions and career opportunities Use platforms like Unstop, LinkedIn, and

college websites to find competitions, check

eligibility, understand the structure, identify

RO U N D 1 07. RECEIVING case types, and choose a niche
FEEDBACK & RESULTS

Typically a quiz, short video Analyze feedback, identify areas for

submission. or simulation challenge improvement, celebrate achievements,
! and apply learnings to future

to test basic business knowledge competitions

02.FORMING A TEAM

Build a team with complementary
skills, ensure commitment, register
on time, and assign roles based on
expertise and interest

OVERALL

PROCESS
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RO N D 2 06.PRESENTING

U THE SOLUTION

Case study analysis where teams Practice confident delivery, anticipate
submit a PowerPoint questions, and engage judges with

. i e LU data-driven insights and compelling
presentation with their solution storytelling. Adapt effectively to offline

or online presentation formats

U

03. UNDERSTANDING THE
CASE

Analyze the problem statement, research
the industry, identify objectives, and
break down key problem areas

ROUND 3

05. PREPARING THE SUBMISSION

Shortlisted teams present their | o | S IRV (BETTE A e U T
case (offline/online) to judges Create structured, visually appealing slides, refine

J,u ges, insights, rehearse delivery, and submit before the Brainstorm innovative ideas, apply structured
fotowed by 2 &A session deadline after thorough quality checks frameworks, validate solutions with data, and

ensure feasibility and assign tasks effectively and
refine the solution collaboratively




UNDERGRADUATE POSTGRADUATE

o Caseblitz (SRCC) - Mar

e Business conclave (SRCC) - Mar
o« Case 180 (SRCC) - Mar

o Curious case (Hansraj) - Feb

e Just case it (Hindu) - Feb

« Enigma (SSCBS) - Apr or May
 Indian case challenge (lITK) - Jan
e Ignite 180 (KMC) - Oct

e« Case Union (MU) - Nov or Dec

Confluence (IIM A) - Oct
Armageddon (IIMA) - Nov or Dec
Foresight (IIMB) - July or Sep

7 lakes Fest (IIMC) - Nov
Varchasva (lIML) - Feb
Backwaters (IIMK) - Jan

Advaita (ISB) - Oct

CORPORATE

 BrAINwars - May

e Amazon Ace - Jul

 P&G CEO Challenge - Jul

e Flipkart WIRED - Aug

 Google Case Challenge - Aug

e ITC Interrobang - Aug

o L’Oréal Sustainability Challenge - Sep
e Accenture B-School Challenge - Sep

EY CAFTA - Sep

HUL FinAce - Oct

Capgemini L'Innovateur - Oct
Samsung E.D.G.E - Oct

Hero Campus Challenge - Nov
HUL TechTonic - Nov

OYO The Catalyst - Nov

-
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NOTE: This is not a comprehensive list but just includes some examples. The dates may change every year.




TYPES OF CASE COMPETITIONS

MARKETING FINANCE STRATEGY
BASED BASED BASED

CRISIS POLICY MANAGEMENT
CONSULTING CONSULTING CONSULTING

FORMATS OF CASE COMPETITIONS

1. INDIVIDUAL V/S TEAM 2.VIRTUAL V/S REAL-WORLD 3.TIME BOUND CHALLENGES
e Individual- Participants work singly e Virtual: An online competition conducted e Participants generally get strict time
concentrating on their analytical and using digital tools & international limits within which they are supposed
presentation skills participation to analyze a case and formulate a
presentation plus solutions, testing
e Team-Based- Teams work jointly, e Real-world: Happens live and allows people their work under constraint abilities
reproducing real-world consulting to interact face-to-face with peers and
conditions emphasizing teamwork judges while usually allowing more

and collective problem-solving networking opportunities




HOW TO CHOOSE A TEAM

(03 ENSURE COMPATIBILITY

e Have an informal discussion to evaluate interest

01 HOW TOFIND A TEAM?

College Societies

e Reaching out through LinkedIn and teamwork skKills
« Classmates and academic peers e Look for members who are good problem-solvers
« Networking events or workshops and work well under pressure

e Ensure that the teammates maintain a healthy work
environment with minimal quarrels

02 WHOMTO CHOOSE 04 DIVIDE ROLES

 Identify your own skill-set and strengths e Strategist creates a broad strategy by breaking down

e Find teammates with complementary skills the problem & the Financial analyst works on
(specialised in tasks like content, tech forecasting & trend analysis.
work, financials etc.) e Marketer finds profitable collaborations & creates

e A base builder who is well versed with all strategies to drive sales while the design specialist
the content and compiles & allocates it renders storytelling in a deck
efficiently e Each individual must participate in all steps to review

each other’'s work.



RESOURCES & DATA

COMPANY FINANCIALS INDUSTRY REPORTS BUSINESS NEWS & STARTUPS & PRIVATE
& MARKET DATA & MARKET RESEARCH ECONOMIC ANALYSIS MARKET DATA
« MCA o IBEF - Govt backed reports e The Economic Times - « Tracxn - Startup research
« NSE India / BSE India - Stock on industries and trade Business insights, market platform tracking companies,
data, company reports, and . Statista India - Best for trends, financial news and investors, emerging sectors.
investor presentations statistical data across SCIOTENE UPeEtes. e Crunchbase - Global

various sectors e Mint - In-depth economic database of startups, funding
analysis, policy updates and rounds, investor information.
financial perspectives.

e Screener.in-Best for quick
financial analysis, stock NASSCOM Reports - The

ratios, and company best source for IT and e YourStory - Platform sharing

comparisons technology industry insights The Ken - Analytical startup stories,
business storytelling, deep entrepreneurship insights,

dives and startup ecosystem ecosystem news.
coverage.

Tijori Finance - Industry- McKinsey, BCG, Deloitte
specific financial insights Industry Reports

PR
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WHAT SOFTWARES TO USE?

DATA ANALYSIS &
VISUALISATION

* Excel & Google Sheets: Used for financial
modeling, charts, and key calculations

e Power Bl: Transforms data into interactive
charts and dashboards

e Python: Enables advanced statistical and
financial analysis

PRESENTATION & DECK
SLIDES

 PowerPoint: Industry-standard tool for
professional and animated slide decks

e Google Slides: Cloud-based, allowing
real-time team collaboration

e Canva: Provides pre-made templates
for visually appealing presentations

COMMUNICATION &
COMPILATION

e Google Meet & Zoom: Used for meetings,
presentations, and strategy discussions

e Discord: Facilitates team communication
via voice, messaging, and file sharing

* Google Drive: Stores and organizes case
materials and presentations

Y



CONFIDENCE IS KEY

N1

FIRST » Judges prioritize understanding, confidence, and organization
over perfection
e Speak clearly at a steady pace. Engage the audience with body
language and eye contact
» Use hand gestures, but avoid excessive movement, as it can be

distracting
n n DATA-BACKED SOLUTIONS

SECOND

Ve
nn

THIRD

UV

e The solution should be directly relevant to the case problem and
backed by strong financial projections and metrics

e Support recommendations with hard evidence like facts, statistics,
and trends

e Use reliable sources for accuracy and credibility

STRUCTURED PRESENTATION

e The pitch should be well-organized, following a clear outline

» Keep slides clean - minimize text and use charts, graphs, and
tables to communicate data effectively

e Establish a consistent theme with a font set, color palette, and
icons. Avoid hard-to-read colors like yellow and unprofessional
fonts like Comic Sans

PRESENTATION TIPS

n ‘ STRONG OPENING & CONCLUSION
FOURTH

VT

» Start with a compelling hook - a quote, statistic, or a thought-
provoking question to capture attention

e Conclude with a strong summary, going over the key
recommendations and ending with a confident call to action

n E REASONABLE & FOCUSED RECOMMENDATIONS
FIFTH

e Ensure each recommendation is feasible and practical with clear
implementation steps

» Overloading recommendations can distract from the main idea - focus
on a few well thought out solutions for better clarity

n n USE STORYTELLING & REAL-LIFE EXAMPLES
SIXTH

» Not every slide needs to be spoken about in detail, but your
narrative should flow

» Use real-life examples and rhetorical questions to build relatability
and spark reflection

» Rehearse your pitch 2-3 times within the time limit to ensure clarity,
pace, and confidence.



JUDGING CRITERIA

n 1 IDENTIFICATION OF KEY ISSUES
FlRST  |s the core problem clearly defined?
u I  Are the subtopics clearly stated?

e Are the challenges well structured and properly

categorised?

DEPTH OF ANALYSIS

nn

SECOND

n n EVALUATION OF SOLUTIONS

THIRD « Are the proposed solutions practical?
* Are the recommendations well-supported with
u u logical reasoning?
 |Is there an establishment of connection between
problem, analysis and proposed solutions?

» Does the analysis incorporate both the
qualitative and quantitative factors?

e Does the data have logical backing to it?

» |s there evidence present to support the key
insights?

FOURTH

IMPLEMENTATION

e Have the costs and resources been considered?
e Are the potential risks and challenges involved?
e |s there a realistic timeline for execution?

VT
nr

FIFTH e |Is the team able to justify and defend their approach?

 |Is there a balance in contributions from all members?
u u « Are the team members able to be consistent with their
presentation while addressing judges’ concerns?
n n PRESENTATION DELIVERY AND STYLE
SIXTH « Are communication skills clear, engaging and
u u professional?

» |s the presentation creative and structured?
» Has the team effectively managed their time within the
allotted limit?

QUESTION-AND-ANSWER SESSION



BRIEF
OVERVIEW

SWOT ANALYSIS
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PESTLE ANALYSIS

POLITICAL

Government policies, trade tariffs, regulations,
and political stability

ECONOMIC

Economic growth, inflation, interest rates,
and consumer spending

Example: A company relocating operations to a ®
country with lower tax rates to reduce costs

Example: A financial analyst adjusting

LEGAL ° valuation models based on changing
interest rates

Employment laws, consumer protection,

industry regulations, and IP rights

Example: A tech firm evaluating IP SOCIAL

protection risks in international markets
Demographics, lifestyle trends, consumer

PY @ Dbehavior, and health consciousness
Example: Companies adapting to increased
ENVIRONMENTAL demand for remote work after the pandemic

Climate change, sustainability, resource
scarcity, and CSR

TECHNOLOGICAL

Innovation, automation, R&D, cybersecurity,
and digital advancements

Example: A company improving its ESG
reporting to meet new environmental
regulations

Example: Transitioning from on-site servers to
cloud-based data storage




ANALYSIS

SWOT (Strengths, Weaknesses, Opportunities, and Threats) is a strategic tool that helps businesses assess internal and
external factors affecting success.

It aids in market positioning, strategic planning, risk mitigation, and resource allocation by evaluating internal capabilities
and external conditions.

By leveraging SWOT analysis, businesses can adapt, innovate, and maintain a competitive edge in a dynamic market.

(S Jmn(W ) 0 Jp( 7

Strengths (Internal)
Competitive advantages

like strong branding,
skilled workforce, or
advanced technology

Weaknesses (Internal)

Limitations such as
outdated systems, high
costs, or skill gaps

Opportunities (External)

Growth prospects like
emerging markets, new
partnerships, or
technological
advancements

Threats (External)

Challenges like
competition, economic
downturns, or regulatory
changes




Builds sustainability-focused policies and practices.
Maintains strong operational control for efficiency.

FIRM INFRASTRUCTURE

HUMAN RESOURCE

Trains employees on customer service improvements.
Creates incentive programs to support sustainability goals.

Invest in innovative equipments & efficient delivery tech.
Develops data-driven systems for inventory and energy mgt.

TECHNOLOGY

PROCUREMENT

INBOUND OUTBOUND MARKETING CUSTOMER
OPERATIONS
LOGISTICS _ LOGISTICS AND SALES SERVICE

Sources sustainable materials & ingredients from suppliers.
e Focuses on reducing environmental impact in supply chain

e Receiving, e Processes involves in  Distribution including e Promotion, advertising « Installation, training,
warehousing and turning raw materials packaging, sorting, and pricing strategy quality assurance,
investory management and components into and shipping repair and customer

finished products. support

WHY USE VALUE CHAIN FRAMEWORK?

IMPROVE BOOST CUSTOMER GAIN COMPETITIVE ADAPTTO STRATEGIC
EFFICIENCY VALUE EDGE CHANGES PLANNING
Streamline Processes. Enhance Offerings. Focus on key strengths. Stay agile. Align actions with goals.
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BCG MATRIX

,
I This framework helps businesses evaluate their products based on growth rate and market share to decide where to invest. |
I
\

Products fall into four categories: |

STARS:

High-growth and market-leading products that require significant investment but
LOW have the potential to become major revenue generators

QUESTION MARKS:

Rapidly growing products with uncertain market dominance. With the right investment,

they can become Stars but if they don’t show promise, they should be dropped

CASH COWS:

Established products with high market share but slow growth. They generate steady
LOW

profits with minimal investment, making them the financial backbone of a business

DOGS:

Low-growth, low-market-share products that add little value and drain resources.
Businesses should consider discontinuing them




PORTER S FIVE FORCES

58’
D® I
ﬁhl-
«» 2
gcn
3<J~|
Q &
)
» @
5}
o .
S 0
Qm
o 3
=
ar S
L X
S o
- ~+
~
< 3
L
<<
23
(5}
)
o
S
)
3
2
P
~
>
Q
~
>
®
©
n
O
-
23
S
)
5}
7))
o)
n
-
S
Q.
;D
7))
~
Q)
S
Q.
~
>
®
ﬁ
@)
Qo
S
©
)
~
~
<
)
)
>
Y
ﬁ
@)
S
3
o)
>
~
Q)
>
Q.
S
Q
S

T — T — — T — — . — T — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — —

Competitive Rivalry

The intensity of competition among existing players.
High rivalry can lead to price wars, aggressive
marketing and constant innovation, thereby reducing
profitability

Bargaining Power of Buyers

Customers with many alternatives can negotiate
for lower prices or higher quality, forcing
businesses to stay competitive

Threat of New Entrants

If entering the market is easy due to low barriers like
minimal regulations or costs, new competitors can
increase competition and disrupt existing businesses Threat of Substitutes

The availability of alternative products or services
can reduce demand for existing offerings, pushing
businesses to innovate and differentiate

Bargaining Power of Suppliers

When suppliers have strong control over resources
or pricing, they can demand higher prices or lower
product quality, affecting business profits
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PROMOTION

"Tell your story in a way that captures hearts and
drives action."
e Advertising, public relations and sales promotions
e Social media campaigns and influencer marketing
e Tailored messages for target audiences
PRODUCT J J

PEOPLE

"Your people are your brand ambassadors—
equip them to deliver excellence."

e Staff Training and expertise

* Employee-customer interaction

e Customer support and after-sales service

"Your product is your promise—make it valuable
and unforgettable."”

e Quality, Design and features

e Product lifecycle

e Differentiation from Competitors

PRICE

"The right price strikes the perfect balance
between value and profit."
e Pricing Strategies
e Customer perception of Value
e Discounts, payment terms, and credit
policies

PHYSICAL EVIDENCE

"Every touchpoint should scream trust,
quality, and your brand’s essence."
e Store Layout, packaging and branding
e Online Presence including website design
e Customer testimonials and reviews

PLACE

"Be where your customers are, when they need PROCESS

you the most."
e Online and Offline presence "A seamless process turns transactions into delightful
» Accessibility and convenience for customers experiences."
e Inventory and supply chain management e Order Processing and customer journey

e Efficiency in service delivery
e Use of technology to streamline operations



ANSOFF MATRIX

EXISTING
MARKETS

NEW
MARKETS

MARKET PENETRATION:

Here, the management focuses towards the market
they are familiar with and where they have existing
relationships

Example- Starbucks introduces a loyalty program to
increase purchases from existing customers in current
markets

PRODUCT DEVELOPMENT:

e Here, the business that already has a stronger foot in
the market may seek to expand the share of wallet
from that customer base

 Example- Starbucks launches new seasonal drinks
like the Pumpkin Spice Latte for its existing market

MARKET DEVELOPMENT:

Here, the management seeks to leverage the existing
products by taking them to a newer market

Example- Starbucks expands into new countries like
to sell its existing products to new customer bases

DIVERSIFICATION:

» Here, the management seeks to achieve new revenue
opportunities or tries to reduce the reliance on a
single product/market.

» Example- Starbucks acquires a juice company (like it
did with Evolution Fresh) to enter a new market with
a new product

EXISTING PRODUCTS

NEW PRODUCTS



4 A’'s OF MARKETING

ACCEPTABILITY

e |t is the extent to which
the product or the
service provided by the
business meets the
expectations of the
customers.

o Example- Starbucks
offers a customizable
menu (e.g., plant-based
milk) to suit varied tastes
and dietary needs

AFFORDABILITY

e Itis the willingness of a

customer to buy a
product and the ability
of a customer to pay for
the product.

Example- While
premium-priced,
Starbucks introduces
smaller cup sizes and
combo deals in certain
markets

ACCESSIBILITY

e |t is the extent of

convenience offered by
a business to its
customers to have
access to a product or
service.

Example- With stores in
malls, airports, colleges,
Starbucks ensures easy
access for consumers

AWARENESS

e It refers to expanding

reach of a product or
service to both existing
customer base and
potential customers.

Example- Strong global
branding, social media
presence, and seasonal
campaigns keep
Starbucks top-of-mind



UNDERGRADUATE
COMPETITIONS




ORGANISER TYPE

FANTASTIC 4 SRCC CONSILIUM 4.0 MARKETING & STRATEGY

SLIDE OVERVIEW

Strategic consumer market

analysis

Focused Customer Outreach 2
Strategy
Product Enhancement through
Innovation

Strategies for Tech Driven 4
Enhancement

SOLUTIONS OVERVIEW

01 02 03 04 05

New Insurance Strategic Tech-Driven Targeted Implementation &

Products Partnerships Engagement Acquisition Risk Control

‘swapping siatons may dusourage  eHiient e reschuton.

ik FELENtON i haem customes satisfaction and enhance customer eonvenence. Raise
Erand resutation. oL Saiitie oG SABHNg 303 BULERy
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https://drive.google.com/drive/folders/16zUDa9JvaaDhKoYPHXb3Ait0e985w7rI?usp=drive_link
https://drive.google.com/file/d/1-jAKTy2UZPzjXaPypILNn8VioAIrkIJ4/view?usp=sharing

APPROACH

Company Overview,

Industry and
Competitors

Market Positioning
and Customer
Persona

Expansion Plan and
Feasibility Analysis

Appendix

Analysis of existing positioning in respect of income groups and market scenario.
Using a competitive analysis to assess the company’s strengths & weaknesses that are key to gaining market advantage.
Inclusion of a Competitors’ Matrix to identify competitors and their strengths.

Reasoning: This section analyzes Green Wave Vehicles’ customer segmentation, competition, and industry trends,
highlighting pricing as a key challenge and the strengths of major competitors.

Highlighting our USP—280km range per charge—as a sustainable, affordable solution to current EV market challenges.
A Positioning Matrix that maps brands by affordability and value, showing Green Wave Vehicles' place among competitors.
Providing an ideal customer profile to relate the target market with real people and their needs.

Reasoning: By creating an ideal customer profile this section ensures a precise targeting and repositioning strategy. The
Positioning Matrix better explains the differentiating factor of Green Wave Vehicles.

Devising an implementation plan from establishing brand and market presence to transitioning into in-house manufacturing
and expanding to new regions in the long run.

Assessing feasibility with a Risk Matrix (Impact vs. Probability) and evaluating challenges in terms of profitability & impact.

Reasoning: To support sustainable growth, the roadmap prioritizes a strong foundation, wider reach, and better customer
experience. The Risk Matrix outlines potential challenges and mitigation strategies.

Breakdown of the Service Obtainable Market and customer lifecycle using a growth funnel framework.
Inclusion of the Price Reduction to Composition Analysis as well as the Cost Comparison with Strom Motors R3.
Projection of the annual revenue, costs and profit/loss for the upcoming years.

Reasoning: This section boosts credibility with a comprehensive budget analysis, growth funnel assessment, and breakdown
of the serviceable market. These data-driven insights validate the proposed strategies' feasibility and effectiveness.



AMI SHRIVASTAVA

ORGANISER
DDUC

ROBLEM
TATEMENT

PRODUCT ARENA 1.0 DYEE

MARKETING AND STRATEGY

Lack of a clear USP for WhatsApp
Pay

Limited Trust among users 29

Inadequate Differentiation from
competitors

SOLUTIONS OVERVIEW

01

Root cause &
Perception
Analysis

02 03

Competitor Analysis
and Brand
Positioning

Strategies &

Feasibility Analysis

04 05

Market Entry
Strategies and
Success Metrics

Appendix

SLIDE OVERVIEW
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Consumer awareness and Consumer willingness to use the product feature has been presented via a graph.
Consumer responses for not using WA pay have been displayed.

Inferences include Lack of Trust & Lack of USP, Unavailability to Business Owners, Perception of Casual Chatting App.

Reasoning: Primary data helps understand consumer awareness and willingness to use WA pay while a consumer perception analysis
has been carried out to understand root problems as to why customers are not using this feature.

Popular payment apps among people & a brand positioning map for WA pay as a casual & social integration payments app is shown.
A lack in product leadership has been identified and a spider chart is shown to display the importance of various features.
Lastly, a fishbone diagram is used to display the various problems being faced by WA pay.

Reasoning: Market analysis showcasing WA pay’s market standing & a brand positioning map help in identifying areas of
development & direction to work in. The VDF is signaling for innovation and the spider chart helps identify necessary features.

The lack of clear USP, limited user trust and insufficient differentiation is resulting in lower adoption rates and reduced confidence.
“Impact,Confidence,Ease” model is used to prioritize solutions.

Higher-scoring solutions are prioritized for implementation while lower-scoring ones may be further refined.

Reasoning : Understanding WhatsApp Pay adoption challenges, market positioning and competitive landscape is crucial for
formulating effective strategies. The ICE (Impact, Confidence and Ease) Model systematically prioritises solutions.

Correct Positioning of WA Pay, Generating Trust and ease in payments are the focus.
It is planned to launch a Trust Campaign, Promote Splitz and Relaunch WhatsApp Pay with Splitz.
Measuring effectiveness by various metric for Splitz.

Reasoning: A well-defined market entry strategy helps to overcome adoption barriers. Strategies underlined help in building
credibility, foster user confidence and create a competitive edge in the digital payments landscape.

Leveraging data and Utilizing Figma to present a redesigned WA interface with an a new payments tab and free CIBIL score checker.
Applying the Value Discipline Framework to assess strategic positioning and visualizing insights with pivot charts.
Implementing the ICE Scoring Model for feature prioritization.

Reasoning: This section enhances credibility by incorporating data-driven insights from secondary and primary sources, visual
prototypes of WhatsApp’s revamped interface, and analytical tools like the Value Discipline Framework and ICE Scoring Model.
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A list of financial goals with their timelines & outlining the annual tax liability, deductions, and taxable income breakdown.
Due to diverse asset classes & existing liabilities; their wealth is spread across real estate, mutual funds , PPF, FDs and gold.
A comprehensive timeline presenting the time-segmented fund requirements.

Reasoning: A structured financial plan aligns goals with timelines for wealth creation and tax planning for enhancing post-
tax income. Dual incomes and diversified assets provide stability, while efficient asset allocation maximizes returns.

Education & Marriage Planning: SIPs (%3,100- Prateek, ¥600- Alisa) target future costs but depend heavily on market returns.
Retirement Planning: NPS (%6,000/month) aims for ¥1.29 Cr corpus to generate a 25,800 monthly pension.
Emergency & Short-Term Goals: 7,728 monthly savings for emergencies offers limited buffer for unexpected needs.

Reasoning: The plan relies on property sales and SIPs for key goals, but high EMIs and optimistic return assumptions
demand better cash management and a more conservative, stability-focused approach.

A pie chart shows monthly investments across equity, debt, NPS, & savings & a line chart highlights annualized returns.
Debt funds offer lower but stable returns; NPS and PF secure long-term retirement goals.
Savings account maintained for emergencies due to easy accessibility and high short-term liquidity.

Reasoning: Equities outperform FDs and real estate long-term, helping beat inflation. Though small-cap funds offer higher
short-term returns with volatility, large-cap funds provide steadier, lower returns over time.

The appendix showcases the calculations for Gross Total Income, Deductions u/s 80C ans u/s 80CCD (1B), net savings, etc.
It also highlights the assumptions taken for various rates like 20 year home loan, provident funds etc.
The sources for these assumptions are also highlighted increasing the credibility and backing of the aforementioned data.

Reasoning: This provides numerical backing and a thorough understanding of the incomes, expenses and savings of the
company, helping in solidifying the solutions provided.
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Nokia acquisition used 22.15% of Microsoft's operating cash flow, risking liquidity. It inflated goodwill, with a $7.6B write-off risk. Nokia's
3.2% market share showed weak hardware competition.
Post-acquisition losses, layoffs, and limited app ecosystem highlighted poor ROI and innovation gap with Nokia’s DuPont.

Reasoning: The slide outlines Nokia's acquisition failure due to financial overcommitment, inflated asset values, and a weak market
position. Strategic misalignment, integration issues, and limited ecosystem competitiveness worsened outcomes.

Software model: low supplier reliance. Hardware: high costs, low flexibility. Lack of value: weak buyer retention. Integrated services:
limited substitution. Rivals - Android, Apple.
High entry barriers offered protection; low differentiation left market position exposed, hardware focus led to price wars and low profits.

Reasoning: The analysis shows Nokia’'s hardware-focused model clashed with Microsoft's software-driven strategy. Misalignment across
suppliers, buyers, substitutes, and competition led to a weak strategic fit and limited long-term value.

Ericsson ranks highest for synergy and strategic fit. Delivers robust financials with $11.1B net income and 36.2% gross margin.
Between 2013-2020, synergy in 5G, IoT, and cloud indicates strategic continuity And evaluation based on financial stability, tech fit,etc.

Reasoning: Ericsson stands out as the most strategic acquisition, backed by strong financials, global presence, legacy, and tech
alignment with Microsoft. Its consistent growth in 5G, 10T, and cloud supports long-term synergy with Microsoft’s vision.

Integration Risks involves tech, cultural misalignment demand careful system merging and strong cross-cultural strategies.
Financial & Regulatory Concerns with high-medium risk require tight controls and due diligence.

Reasoning: Risk Mitigation Matrix helps in identifying and addressing the most critical risks first. This ensures that risks are minimized,
customer engagement is maximized, and business growth remains sustainable and scalable.

Future deals should prioritize synergy, targeting segments with >10% share and $1B+ potential, backed by due diligence and KPlIs.
Ericsson aligns through its B2B focus, innovation-led culture, and strong patents—boosting Microsoft’s play in 5G, loT.

Reasoning: By learning from Nokia and leveraging Ericsson’s strengths, it justifies a strategic, data-backed approach to future
collaborations that support long-term innovation and market relevance.
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Providing an overview by including metrics like CAGR and market capitalisation.
Hurdles like managing fund allocation whilst having a limited budget and being sustainable at the same time.
The impact section throws a light on the future benefits of the planned strategies.

Reasoning: Provides an overview of the problems, impact and the strategic approach ensuring the audience understands the core
issues and direction. Also includes an industry overview showcasing the market metrics.

NXR Racing uses a modular design approach with outsourced testing to speed up development, cut costs, and boost performance.
Partnerships and Collaborations for innovation, scalability, reduce dependency on prize money and growth of the global fanbase.
Launching a crypto coin in three phases (development, prep, launch) to diversify income.

Reasoning: Modular outsourcing is vital for keeping development fast and cost-effective, especially in high-performance racing.
Eco-sponsorships provide stable funding and help.

Partnerships for performance modeling, regulatory compliance, cost-efficiency, waste-derived fuels and cleaner transport solutions.
Moving to Hungary offers cost savings, political stability, and better access to the European market.
Nexar Racing will publish impact reports highlighting carbon reduction, eco-fuels, energy efficiency, and sustainable sponsorships.

Reasoning: Long-term initiatives are essential for competitive advantage and environmental responsibility. Operational efficiency and
transparent sustainability reporting ensure long-term viability and stakeholder trust.

Evaluated solutions on different basis and an ultra-modular design ranked highest with strong ROI, low complexity & moderate cost.
Sustainability Ties offered high returns but needed big investment; NXR Coin faced high costs and hurdles.
Sponsorships and Streamlining Operations offered lower strategic value despite some benefits.

Reasoning: It brings clarity in choosing the most viable path forward by evaluating each solution across structured criteria. It helps
justify strategic priorities by showing not just what could work, but what makes sense to implement given constraints.

|dentified three key risks: Regulatory & Legal, Partnership, and Operational Relocation.
Legal and partnership risks are managed through expert collaborations, strong agreements, and financial checks.
Operational relocation is low-probability but high-impact, mitigated by proactive planning and stakeholder alignment.

Reasoning: It ensures that risks are preemptively addressed to protect execution and growth. It balances legal safety, partnership
reliability, and operational readiness while aligning investments with projected revenue streams for financial sustainability.
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lllustration of the relative appeal of various countries for renewable energy investments using a Renewable Energy Country
Attractiveness Index.
Employment of a MCDA framework for scoring renewable energy industries based on weighted factors influencing market entry.

Reasoning: This section identifies high-growth markets for maximum returns. The Heat Map enables quick comparison and selection of
countries for investment. The MCDA framework evaluates and prioritizes investment opportunities in renewable energy industries.

Inclusion of a diagram to illustrate the market entry investment strategy in a structured, sequential manner.
A comparative analysis chart using Porter’s 5 Forces Analysis highlights renewable energy investment, detailing market competition,
strategies, financing and partnerships.

Reasoning: This segment presents a structured market entry strategy for renewable energy investments, outlining the key steps in the
investment process and providing a comparative analysis for each location.

Inclusion of a pie chart showing optimal asset allocation, an efficient frontier chart and a beta sensitivity analysis.
Presentation of a strategic green investment strategy focused on using Environmental Impact Bonds (EIBs) to fund sustainable projects.
Employment of risk management strategies combining hedging strategies, diversification and carbon credit reinvestments.

Reasoning: This slide presents a structured green investment strategy, optimizing portfolio allocation while ensuring long-term growth.
Graphs illustrate key analyses to assess market volatility. Additionally, risk management strategies have also been incorporated.

|dentification of key political, economic, regulatory & operational risks using a risk assessment framework.
Incorporation of ESG solutions and impact measurement to ensure alignment with environmental and social goals.
Assessment of the probability, impact, and implementation challenges using a risk mapping matrix and feasibility analysis.

Reasoning: This section uses a risk assessment, ESG, and regulatory compliance framework for renewable energy investments. The ESG
solutions and impact measurement ensure sustainability, while the risk mapping matrix evaluates risk probability, impact, and feasibility.

Mapping Solar Irradiation and Mean Wind flow, and Projecting future energy demand using linear regression models in target countries.
Debt recommendation based on credit ratings and detailed calculations explaining the benefits of hedging strategy.
Identification of risks in wind and solar sectors and implementing mitigation strategies for stability and growth.

Reasoning: This section analyzes resource potential, future demand, and financial structuring. By optimizing funds, minimizing risks, and
implementing financial structuring and risk mitigation strategies, it reinforces the feasibility and stability of the investment approach.
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Strategies

Broke the problem into Situations, Complications, and gave Resolutions for a clear and logical flow from challenges to solutions.
Provided a high-level overview, focusing on actionable strategies aligned with the NGO'’s mission rather than operational details.
Featured AASMA, Time Minds, expansion roadmap with future scaling, innovation, and implementation steps.

Reasoning: Offers a comprehensive view of core issues and strategic direction, using SWOT to identify key gaps and opportunities,
enabling informed decisions and emphasizing ROL’s value proposition.

BCG selected after evaluating CSR partners on education focus, equity, global reach, and funding potential
Partner chosen for education focus, equity, and global capacity — supports vision of scalability and credibility.
Funds allocated smartly, added streams - crowdfunding, internships, and innovative income models.

Reasoning: Combines stable CSR funding with diversified income models, ensuring operational stability, scalable growth, and reduced
financial risk by minimizing dependence on a single funding source.

Recognition and training boost volunteer motivation and skill growth through structured programs and rewards.
Digital tools used for storytelling, content, PR, and visibility via website, social media, and collaborations.
Outreach and partnerships drive scalable volunteer engagement through schools, colleges, and co-branded initiatives.

Reasoning: Focuses on volunteer engagement through recognition, skill-building, digital strategies, and partnerships, ensuring
sustainable participation while expanding reach and fostering stronger connections within the community.

Gantt chart visualizes phased rollout and continuous program improvement with clear timelines and accountability.
Standards certification like ISO, BIS boosts credibility, trust, and funding potential for sustainable program expansion.
Partnerships enable infrastructure use and foster digital, practical learning through schools, colleges, and corporates.

Reasoning: Outlines a phased expansion strategy for sustainable centers, ensuring growth through certifications, partnerships, and
corporate collaborations, while enhancing digital learning and educational impact across Delhi.

CSR Matrix evaluated partners on strategic, impact-aligned parameters with scoring, comparison, and priority mapping.
Estimated BCG funding, CSR allocation, Instagram outreach potential to forecast growth and financial sustainability.
Outlined three-phase volunteer training and detailed expansion roadmap with timelines, execution steps, and scale strategy.

Reasoning: Utilizes data-driven strategies to evaluate CSR partnerships, estimate funding, and forecast outreach growth, ensuring
effective resource allocation and supporting informed, strategic decisions for sustainable expansion.
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Industry analysis showcasing a high CAGR, key growth drivers of the industry as well as the competitor's respective market shares.
Reiterating the problem statement challenges with environmental concerns & inadequate charging infrastructure leading the chart.
A brief highlight of the proposed solutions as well as the impact generated (quantified).

Reasoning: The industry analysis reveals a high CAGR, driven by government policies and demand. Environmental concerns and
inadequate charging infrastructure hinder growth, prompting a need for sustainable solutions to drive impactful change

Battery as a service, where they are sold separately, offering a guaranteed battery buy back to nullify depreciation concerns.
Partnering with 3" party reselling platforms for easy resale ,ensuring transparent pricing and providing a seamless buyback process
Establishing battery swapping stations at 3 strategic NHAIs & highlighting the user flow to ensure seamless onboarding on the app.

Reasoning: Selling batteries separately lowers upfront costs & boosts resale value. Guaranteed buyback reduces depreciation &
builds customer confidence. Partnering with reselling platforms streamlines buybacks, ensuring hassle-free transactions.

Finding a cost-effective way to reach India's middle-class audience, especially in target market’s cities such as Official Car for PKL.
A way for customers to view the real impact of the product in their daily life (convenience, cost saving) like Car Swapping Initiatives.
Synergistic partnerships ensure that Green Wave is achieving its goals like reducing emissions, aligning with giving consumers etc.

Reasoning: Instead of simply promoting EVs, this approach builds trust & familiarity, and makes EV adoption financially appealing.

Risks involved in the sector are highlighted on the basis of Intensity like Customer Skepticism (High) & Regulatory Uncertainty.
The parameters of assessment includes Cost Effectiveness, Degree of Impact, Duration of Implementation and ROI.
Results of the feasibility analysis includes Battery-as-a-Service & Modular Battery Design, followed by attractiveness of each option.

Reasoning: Risk strategy isn't just about reacting to problems—it's about preventing them through smart partnerships and proactive
policymaking, prioritizing affordability, etc.

Certain assumptions are fixed for factors such as charge/km, resale value which are verified with the help of sources.
This helps in calculating and forecasting the insurance and maintenance costs over a time period of 5 years.
The appendix also showcases the total cost in one year and over 5 years to calculate the “Net 5 year cost”.

Reasoning: This provides numerical backing and a thorough understanding of how the company works and what are the expected
costs of EVs over time helping in solidifying the solutions provided.
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Strategies

Appendix

Identification of HPCL's main operations, revenue growth, sustainability initiatives and key challenges.
Categorization of underutilized spaces across urban, rural, and highway stations, highlighting potential for efficiency improvement.

Reasoning: Understanding operational challenges and underutilized spaces is crucial for optimizing HPCL's assets, enhancing
sustainability efforts, and driving revenue growth.

The urban solutions offer smart work pods in HPCL stations.They can be used as micro-distribution centers for hyperlocal deliveries and
mobile health hubs in HPCL stations can provide instant, affordable, and scalable medical care.
For rural populations, stations can accommodate skill training hubs and rural-urban distribution centers optimizes routes.

Reasoning: Using HPCL's existing infrastructure for work pods, delivery points, and healthcare facilities to optimize space utilization,
increase convenience, and create additional revenue streams.

Collaboration with telecom operators, NGOs, and local event promoters. Pilot testing for logistics centers and maintenance contracts for
wellness centers to promote long-term efficiency.

Strategic measures using KPIs to diversify revenue streams, resulting in revenue growth and an increase in station footfall.

Reasoning: Active risk management facilitates the smooth implementation of suggested solutions and maximizes social and economic
returns, consistent with sustainable development. HPCL's diversification guarantees stable revenue growth.

Reaching an approximate for total underutilised area via a guesstimate along with a feasibility analysis for provided solutions.
Estimating space utilised by the proposed strategies.
Ascertaining expected costs & revenues along with cost/revenue comparison to get expected ROI.

Reasoning: Approximating the total underutilized area helps identify coverage strategies, while feasibility analysis assesses their viability.
A cost/revenue breakdown reveals financial feasibility, and ROI highlights each strategy's financial attractiveness.

Projected cash flows for the years 2024-2028 are provided, with assumptions regarding Initial Investment, Operational Costs, Revenue
Projections, Return on Investment, and Net Cash Flow and Utilising the BCG Matrix to evaluate the solutions.

Reasoning: Using projected cash flows alongside the BCG Matrix provides a comprehensive evaluation framework. Cash flows assess
financial viability and ROI over time, while the BCG Matrix identifies market positioning.
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Analysis of existing positioning in respect of target market and geography.
Inclusion of Value Discipline framework to understand the core issue ie Customer Intimacy.
A matrix for competitor analysis on the basis of leisure and quality followed by major industry drivers.

Reasoning: This section lays the foundation by analyzing Costa Coffee’s positioning, competition. The Value Discipline framework
identifies customer intimacy as a key challenge, while the competitor matrix (leisure vs. quality) and industry drivers reveal market gaps.

Analysis of customer personas & repositioning to uplift customer intimacy at both type of needs - Leisurely & On-the-go
Dividing the solutions on the basis of implementation duration in short term (Gen Al Ad campaign, Costa Canvas for Artists, Sponsoring
Fests) and long term (New products, Key partnerships, Pan India Expansion).

Reasoning: This section delves into Costa’s target customers by creating detailed personas with unique needs, motivations, and pain
points, ensuring a precise repositioning strategy. By addressing both leisurely and on-the-go needs, Costa enhances customer intimacy.

Analysing possible partnerships and collaborations for marketing campaigns and aligning them with budget considerations and
assessment of impact created by the campaigns.
Evaluating ways to bring about innovation in menu and product offerings while suggesting a feasible implementation strategy.

Reasoning: A well-structured go-to-market plan aligns partnerships, marketing strategies, and financial considerations to execute
repositioning effectively. Impact assessment ensures measurable results, while menu innovation helps build a distinct identity.

|dentifying potential gaps and demand in the potential geographies.
Exploring B2B partnerships such as educational institutions & fithess centres to expand reach.
Evaluating solutions on the basis of investment, complexity, impact followed by cash flow forecasting and comparative analysis.

Reasoning: Scalability is key, and this section identifies gaps in hew geographies while proposing B2B partnerships (educational
institutions, fitness centers) to expand reach. The evaluation framework prioritizes feasible solutions, with cash flow forecasting.

Sample advertisement with MostlySane.
Computing break even analysis and revenue estimation from partnerships and new product offerings followed by market sizing.
Utilising Scoring Model for evaluating states.

Reasoning: This section strengthens credibility with a sample ad (MostlySane collaboration), break-even analysis, revenue projections,
and a scoring model for state selection. These data-driven insights reinforce the practicality and impact of the proposed strategies.
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This slide establishes a strong research foundation by combining primary and secondary research.
Features a competitors matrix with 2 variables (density & sparsity of network) and (high/low CSR) to suggest a focus on positioning.
Featuring regional penetration wherein states are highlighted with the highest health insurance cover.

Reasoning: This slide combines primary and secondary research to validate the problem statement and guide strategy. The
competitor matrix aids positioning, regional penetration highlights key markets, and growth drivers showcase industry momentum.

Highlighting the customer journey along with the 3 major pain points and analysing health insurance cover in urban and rural areas
based on the levels of disposable income and a pie chart depicting the increasing levels of age wise health insurance cover.
Segmenting the consumers and detailed personas used to bridge the gap between macro trends and actionable strategies.

Reasoning: This slide analyzes health insurance journeys, pain points, highlighting coverage gaps by income and age. It uses
economic & employment segmentation for targeted strategies, leveraging data and personas to inform precise policy and product dev.

Collaboration - Boat (Max Health Band) medical fest sponsorships & gamified interactions improve customer engagement & service
efficiency while Robotic Process Automation reduces manual effort, operational costs.
Tailored packages & a matrix-based approach helps evaluate solutions based on investment, impact, complexity, and duration.

Reasoning: Growth, digital innovation, and risk mgt are integrated. Partnerships and tailored products expand reach. Al, gamification,
and RPA improve efficiency. Prioritization, risk mapping, and KPIs drive effective resource use and continuous improvement.

Budget Allocation highlighting the expenditure on Al-based equipment along with forecasting revenue for next 5 years.
2 Pie Charts showcasing the budget and marketing spend breakup of the proposed strategies and an Impact Analysis on SAM &
SOM, showcasing conversion rates from their proposed strategies.

Reasoning: This slide outlines a financial roadmap connecting Al investments, marketing, and strategies to revenue growth. Impact
analysis shows conversion and premium gains. Scenario projections assess risks, and data supports informed resource allocation.
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Global

Expansion

GTM Strategy

Overview of the Animal Healthcare sector and customer pain points identify challenges faced by different customer segments.
Analyzing key operational locations with high growth potential based on economic, demographic, and geographical advantages.
PESTLE Analysis & KPIs to measure financial, operational, and customer-centric performance.

Reasoning: Provided key sectoral data for an overview of the industry, mentioning recent news, current customer pain points, and
regional insights for the latest market knowledge, PESTLE Analysis, and KPI's of the industry to judge the Industry as a whole.

Hi-Tech Pharma’'s growth is shaped by specific factors analyzing Regulatory Compliance, Sustainability, Distribution & Partnerships,
Market Knowledge and Technological Edge for shaping the expansion of Hi-Tech Pharma.
TAM-SAM-SOM for the animal healthcare industry.

Reasoning: A structured approach to these factors enables Hi-Tech Pharma to scale globally, allocate resources wisely, seize market
opportunities via TAM-SAM-SOM, maximize ROIl, and set clear revenue targets.

Integrating market potential, growth opportunities, and regulatory and operational feasibility is key to selecting target markets.
Critical factors such as market gaps, potential demand, entry strategies, and accessibility play a vital role in this process.
CAGE analysis identifies low-barrier markets & the best entry strategies by evaluating different dimensions for targeted global expansion.

Reasoning: Market analysis helps tailor the offerings according to the unique challenges faced, enhances market entry strategies and
secures competitive advantage. By doing this, they can decide what is needed & how to operate in such a way to get a competitive edge.

Market Entry modes specified, namely Distributor Partnerships, joint ventures, Partnership with co-operatives, and distribution hubs.
Seamless Acquisition-to-Purchase & Global Distribution Flow.
SWOT analysis with market mapping showing regions that are established, growing, or untapped.

Reasoning: Overall GTM framework is used to set the direction and enter into each market. The global distribution section ensures the
backend is optimized, the SWOT analysis helps identify internal strengths and external risks.

A Roadmap is shown to ensure effective resource allocation, track progress, mitigate risks, and communicate their vision.
The QR code serves as a Call To Action, linking to the official website for more details, enhancing engagement and transparency.
Growth trajectory outlines key milestones to align goals and track progress, while customer testimonials build credibility and trust.

Reasoning: Ensuring optimal progress monitoring and risk management. The QR code acts as an interactive engagement tool. The
growth trajectory graph ensures goal alignment. Customer testimonials reinforce trust, demonstrating market adaptability and impact.
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Financial &

Regulatory Hurdles

Customer

Engagement

Overview of asset management industry in India & identifying target consumers along.
Assess competitors' market position, share, & strengths while identifying key growth drivers & estimating TAM, SAM, and SOM.
A brief of the various regulatory compliances a company has to follow to operate in the Indian asset management industry.

Reasoning: Industry & customer analysis define our market & reach, while growth drivers explain expansion. Competitor insights &
regulatory norms guide strategy, ensuring structured & sustainable growth.

Financial challenges include High Debt Dependence, High Cost of Debt, Low Interest Coverage, Low Net Profit.
Regulatory & operational challenges include High compliance obligations & costs.

Reasoning: Identifying operational & financial challenges helps Fynergy reduce risks and ensure compliance. Addressing these issues
boosts sustainability, adaptability, and profitability, signaling the need for strategic change.

Diversifying investment strategies will help in faster execution & cost savings & consistent income bond yields are reallocated.
Expansion strategies include service expansions and strategic collaborations with other financial institutions.
Implementation strategies include pilot programs (testing effectiveness), assessing the KPIs & then scaling gradually.

Reasoning: To support growth & efficiency, Fynergy adopts algorithmic trading, bond investments, expansion, & partnerships. Gradual
implementation ensures low-cost innovation, better evaluation & strong, stable performance.

Omnichannel Engagement where PR, social media, & webinars are utilized to maintain investor trust & expand market reach.
Investors are aimed to be educated by providing educational content on financial strategies to enhance confidence & retention.
Al-powered investment recommendations & CRM integration would be provided for tailored customer experiences.

Reasoning: This slide emphasizes sustained investor engagement through education & technology. By leveraging digital tools &
personalized communication, Fynergy builds trust & ensures long-term client retention.

Cost-Benefit Analysis & Risk-Return Ratios to measure profitability & financial stability.
Portfolio diversification & yield optimization for risk-adjusted growth for Operation Metrics.
CAC vs. LTV, retention rate, and conversion metrics to optimize customer acquisition & loyalty.

Reasoning: Cost-benefit & risk-return guide sound financial choices. Diversification & yield boost growth for the risk taken. CAC versus
LTV shows acquisition efficiency, & retention tracks loyalty.
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Engagement

Strategies

Feasibility

Analysis

Showing market size & TAM along with key market players identifying the scope of expansion into the unorganised sector.
Understanding consumer behavior and preferences in selling and buying of second hand phones.
Identifying key problems in the unorganised sector.

Reasoning - Identifying market size, TAM, as well as consumer behaviour and preferences and problems in the second hand phone
market gives a fair overview of how the market works, what people want and help us monetise on untapped opportunities.

Setting up on campus kiosks, tech fairs, e-waste collection drives and newsletters in DU as part of their physical engagement model.
Positioning cashify as a premium and reliable platform rather than just an intermediary.
Leveraging freebies and Interactive tours via an AR app for subtle brand recall.

Reasoning : On campus kiosks allow face to face interaction, letting students evaluate and sell their phones in person, ensuring
transparency. Partnering with college societies and NGOs offers a strong social impact angle and freebies encourage subtle brand recall.

Decoded Step-by-Step implementation plan, highlighting a six-month plan with specific activities assigned to each month.
Temporary kiosks, Augmented Reality Campus Tour App, collaboration with student societies and NGOs for eco-friendly events.
Review of collected data to refine strategies and plan for expansion.

Reasoning : The execution plan provides a structured, phased approach to increase Cashify's brand awareness and engagement among
college students through a mix of on-campus and digital initiatives, and strategic partnerships, all designed to be measurable and scalable.

Feasibility analysis carried out and strategies are ranked on the basis of impact, investment, complexity, and overall attractiveness.
Analysis methods and expected outcomes for each have been mentioned as well.

Reasoning : The above analysis gives a comprehensive view about the ease, investment and complexity of the proposed strategies along
with expected outcomes which showcases the best avenues for expansion and the POA accordingly.

A behavioral survey(for students) ,revealing that most college students hesitate to buy second hand devices due to low trust.
A Guesstimate, conducted in order to check the feasibility of investments in on-campus Kiosks.
The combined analysis quantifies potential reach & viability of initiatives in both commercial expansion & social responsibility.

Reasoning: The Survey helped in understanding why college students are hesitant to buy second-hand smartphones. It also identified
trust and awareness issues that impact purchasing decisions. The Guesstimate assessed the feasibility of investing in on-campus kiosks.
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Ideal Location

Selection

Positioning and

Pricing

Assess target audience through consumer preferences and market dynamics.

Track industry trends to gain competitive edge and align products with evolving customer demands.

Identify potential future challenges, like shifting behaviors and economic changes and use competitor matrix to define restaurant
positioning and pricing strategy.

Reasoning: Understanding audience, trends, and challenges supports smart pricing, strategy, investments, and long-term growth
through solid market research.

Checking important aspects in order to strategically choose a prime location.
Footfall & Economic potential - impacts the brand visibility and potential sales affects the growth opportunity and profitability.
Accessibility and Proximity to public transport - ensures convenience, reduces commute time and drives connectivity.

Reasoning: An ideal location has a direct impact on the number of customers walking through, visibility for the brand, access, and
ultimately profitability with reducing operational issues while optimizing brand positioning and long-term growth opportunities.

Influencer marketing, sponsored apps build brand awareness by leveraging the influencer’s reputation and making use of the established
platforms like Yelp, TripAdvisor to promote the brand.

Offering special deals and gaining critics' endorsement aims to maintain existing customers and establish new ones like providing the
Premium Card facility, Custom Invitations and Thank You note.

Reasoning: Well-formulated marketing strategy generates awareness and demand with maximizing the effect of promotion efforts and
generates a greater return on investment.

Creating a unique identity by emphasis on quality by focusing on prime location and ultra-exclusive dining, knowing the target audience.
The slide gives an overview of pricing strategies like competitive pricing, gaining market share and pricing tiers in addition to outlining
the expense breakdown in order to reach Break-even point.

Reasoning: Brand Positioning through creating a distinct identity is essential for differentiation in an intense competitive market.
Formulating targeted pricing objectives and strategies aligns customer expectations along with competitiveness of the market.

|ldentifying Various Risks analogous with the Proposed Solution and Providing Respective Mitigation Strategies.
Break-Even Analysis of the Restaurant to Estimate the Time Taken to Overcome the Loss & Dish-by-Dish Breakdown of Gross Margin.

Reasoning: Identifying potential risks, outlining mitigation strategies, and providing financial clarity enhances the proposal’s robustness.
The break-even analysis ensures a realistic timeline for profitability & data-driven insights reinforce the financial feasibility.
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APPROACH

Company

Introduction

Financial
Analysis

Technical
Analysis

Discounted Cash
flow Valuation

Recommenations

& Appendix

Company overview, key competitors and market cap to understand relative performance, size and importance.
Share price, profit, and deposit growth to reflect current market standing and trajectory.

Reasoning: Essential background information about Indusind Bank. A crucial base to understand the context of the subsequent
analysis.

Recent financial performance for a balanced view of its strengths (profit growth) and weaknesses (low return on equity).
Profit & Loss, Balance Sheet, and Cash Flow Statement analysis.
Comparing P/E, P/B, ROA, ROE, liquidity ratios (quick and current), and dividend metrics (yield, growth, payout) to industry averages.

Reasoning: A detailed, ratio-driven, comparative analysis of the bank’s financial standing - strong profitability, good revenue, net
profit growth, efficient asset management, but lower low ROE and CASA ratio compared to the industry average, and potential liquidity
concerns.

Stock price, volume, and technical indicators (moving averages, stochastic oscillator and RSI).
Key insights on stock pricing and overbought/oversold conditions using the above indicators.

Reasoning: Identifying potential investment opportunities or risks using the bank's stock price movements and trading patterns.
Significant decline of the stock price from its peak, sharp sell-off post-Q2 results; but currently near a support level with potential
bullish reversal signals from oversold indicators.

Year-wise free cash flow and WACC (~11.53%) calculation to calculate the year-wise discounted free cash flow.
Calculating the per share value using the terminal value and DCF valuation.
DCF analysis suggests Indusind Bank is undervalued by ~47%, with a fair value of ¥2237.52 vs. current price of ¥990.

Reasoning: Determines the intrinsic value of the bank's stock using the DCF method by projecting future cash flows and discounting
them back to their present value.

Financial: Issue debentures and strengthen background checks to boost liquidity ; improve debtor turnover for higher asset returns.
Technical: Leverage the undervalued stock and bullish signals by investing in line with the company’s long-term growth path.
Technical charts, financial statements, key metrics from verified sources, and a detailed DCF valuation.

Reasoning: Addressing key concerns identified through financial and technical analyses, with a comprehensive appendix supporting
the findings.
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Financial

Analysis

Valuation

analysis

Zomato has achieved EBITDA profitability and set a target price of 200, extensions into B2B supplies and grocery delivery.
Zomato faces formidable competition from Swiggy, Zepto and ONDC, risks remain at scaling Blinkit and maintain margins at Hyperpure.

Reasoning: The frameworks include market size, CAGR, regional trends, KPIs, competition analysis, macroeconomic factors (PESTLE),
and financial ratios like profitability and growth metrics, helping evaluate Zomato's strategy, performance, and growth potential.

Zomato became profitable in Q1'24 by using platform fees, enhancing revenue/order, & compensating for lost top-line from pro orders.
Solid post-COVID recovery led by food delivery, Hyperpure growth, and rapid commerce.
Financial performance was showed improvement despite continued losses.

Reasoning: Zomato revenue growth and the addition of platform fees assist in knowing the way unit economics gets better by making
each order add to profitability. Also, customer retention & engagement are received through increasing order volume and frequency.

The stock is bullish with all moving averages giving a Buy signal. Technicals such as RSI & MACD confirm sustained upward momentum.
Flls own 54.72%, reflecting strong institutional confidence. Recent bulk trades for 10M shares reiterate positive sentiment in the market.

Reasoning: The positive trend of the stock is supported by robust technical charts, institutional sentiment, and rising order sizes.
Favorable market sentiment, solid support-resistance levels, and ongoing business expansion indicate long-term growth prospects.

A free cash flow to the firm (FCFF) table for 5 years until FY28 is there which shows the final annual cash flow increasing.
PV terminal growth value + PV FCFF gives enterprise value which is then used to calculate the price per share - 71.95 rs.

Reasoning: The final cash flows until FY28 have been discounted to get the PV which finally added to terminal growth value to get
Enterprise value. The enterprise value is then adjusted to get share capital which is then divided by total shares to get share price.

Assumptions taken for valuation analysis and to calculate per share price have been mentioned, both quantitative (rates) and qualitative
(working patterns and outcomes) aspects of it.
The risk assessment table has also been presented with possible risks and impacts.

Reasoning: The assumptions help clarify the approach for calculation, while the risk assessment table is made to highlight possible risks
that Zomato can face and how severe the impact will be so that they can be targeted duly.
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Rebuilding

Trust

Election-Driven

Trade Policies

Provides an overview of the trade war’s impact on inflation, unfair trade practices, and intellectual property theft, along with a gradient
scale showing disruption across primary, secondary, and tertiary sectors.
Analyses the effects on exports, tariffs, & pricing in both the U.S. & Chinese economies, supported by a broad timeline from 2018-22.

Reasoning: This slide analyzes the US-China trade war's impact on global supply chains, noting inflationary pressures, trade imbalances,
IP concerns, and production shifts due to companies reducing reliance on China.

Outlines strategies aimed at stabilising US-China economic relations through a phased reduction of tariffs, restructured trade agreements.
Emphasis on mutual interests such as technological cooperation, environmental trade, and consumer protection.

Reasoning: This slide proposes global, structured solutions to rebuild economic trust by reducing inflation via tariff relief, increasing tech
transfer transparency, and establishing common product safety standards, reflecting a balanced path to de-escalation and cooperation.

Highlights the role of international partners like India, Japan, Australia - in building a diversified, resilient, and fair global trade framework.
Each partner is positioned to either provide alternative markets, mediate disputes, or collaborate on tech and environmental initiatives.

Reasoning: The slide recognises that stabilising global trade extends beyond bilateral relations. Engaging allies strengthens collective
bargaining power, addresses regional concerns, and creates a more balanced global trade ecosystem less vulnerable to disruptions.

Explores how different U.S. political administrations shape trade relations with China.
Republicans emphasise national security, economic protectionism, and tech decoupling, whereas Democrats tend to prioritise
diplomacy, alliance-building, and cooperative frameworks in trade and technology.

Reasoning: The slide effectively contrasts partisan trade strategies, showing how electoral outcomes influence the tone and structure of
US—-China relations. These shifts affect long-term policy direction on tariffs, trade partnerships, and economic engagement strategies.

Assesses key trade stabilisation measures - including multilateral coalitions, trade agreements, tariff reduction, and domestic investment -
using an impact-feasibility lens.
Each strategy is evaluated not just for its potential benefits but also for its practicality and alignment with broader economic goals.

Reasoning: This portion reflects a pragmatic approach to policy-making. By integrating feasibility with potential impact, the analysis
prioritises actionable, sustainable solutions that can drive long-term stability in global trade relations.
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APPROACH

Industry Overview

Expansion & Product
Development

Collaborations and
Marketing

Risk Mitigation &
Feasibility

Appendix

Growth triggers: leverage premiumization, sustainability for differentiation; expand e-commerce using Value Discipline Framework.
Helps understanding the competitive landscape, showcasing how the brand in focus aims to balance premium quality and eco-
friendliness, while tackling affordability issues.

Reasoning: This provides a market snapshot, growth drivers, key challenges, & competitive dynamics. It aids resource allocation by
identifying issues like pricing & competition while guiding strategic decisions.

Conducted in-depth research to identify ideal customers and key demographics for effective targeting, focus on building awareness.
Partnering with hotel chains and target high-potential states based on presence, demographics, feasibility, and willingness to collaborate.
Introducing a budget-friendly variant to increase reach among the middle class and expand in corporate markets.

Reasoning: This slide ensures precise targeting through consumer personas, enhancing marketing effectiveness. Revenue forecasting
clarifies the roadmap, & launching an affordable product strengthens middle-class penetration, maximizing reach.

Collaborating with Chaayos (café culture) and Anytime Fitness (fitness market) to expand consumer reach with projected revenue.
Leveraging social media, influencer partnerships (Shilpa Shetty), themed campaigns, and align with eco-friendly initiatives.

Reasoning: Strategic collaborations reach health-conscious, active consumers, boosting position. Loyalty/subscriptions drive retention;
influencers, campaigns. Wellness/sustainability alignment ensures relevance for scalable, consumer-focused growth.

Hotels before entering regional markets (Tamil Nadu in 2026, North India in 2029) and stating mitigation strategies for risks.
Small-scale market testing (e.g., Woolah Everyday & dark store distribution) followed by Expansion ideas (hotel & gym, Chaayos).

Reasoning: Phased expansion ensures sustainable growth, minimizing partnership and market risks. Small-scale testing validates demand
before scaling. ROI-driven assessments optimize resources.

Break-even analysis for North & South India and detailed financial breakdown for collaborations (Taj Hotels, Chaayos, Anytime Fitness).
Examined pricing competitiveness and purchasing behavior to balance affordability with Woolah's premium positioning and margins.

Reasoning: Break-even points enabled cost-effective growth, and revenue projections confirmed investment appeal. Consumer
understanding and pricing protected brand image, while cost analysis ensured efficient operations in a tough market.
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Target

Audience

KPI & Risk

Mitigation

A graph comparing E-Commerce, Retail, and Kirana Stores based on factors like proximity, pricing, convenience, and store experience.
Competitors Matrix to categorize e-commerce players by size, focus (mass vs. niche), and differentiation strategies.
Presenting the location wise shopping costs with the key cost factors.

Reasoning: This sets the stage for solution by outlining market potential, competition, and growth drivers. It informs targeted strategies
by clarifying costs and customer behavior, ensuring relevance for tailored solutions and segmentation.

Analysing customer personas having varied pain points, goals & doing an Income wise Segmentation on the basis of average order
value.

Highlighting the major payment modes and devices used for shopping.

Reasoning: Identifying diverse customer pain points lays the foundation for tailored solutions. AOV-based segmentation aids targeted
pricing & promotions. Payment & device insights help optimize checkout, ensuring seamless shopping experiences & higher conversions.

A customer rating system and a 3 tiered model with increasing order of benefits derived. Order Batching & API for being cost-efficient.
The priority delivery model offers faster shipping for select items in premium locations, with optional expedited fees, early dispatch perks.
App modification for features like transparent shipping cost, personalized landing page and achieving maximum customer retention.

Reasoning: Focus on enhancing customer experience & operational efficiency with segment-based benefits & streamlined deliveries,
supported by API integration. App enhancements aim to simplify shopping, increase satisfaction, and maximize customer retention.

The Risk Mitigation Matrix helps prioritize potential risks, ensuring that high-probability, high-impact risks are addressed first.

A comprehensive KPI Analysis is used for decision making, where solutions are assessed on key business metrics enabling a data-driven
approach, balancing quick wins with long-term strategic initiatives.

Reasoning: Risk Mitigation helps in addressing the most critical risks first, ensuring resources are allocated effectively. KPl assessment
uses quantifiable metrics (customer retention, acquisition cost, satisfaction, duration) ensuring that each potential solution is evaluated.

This Gantt chart illustrates the timeline of 7 key strategies to enhance customer experience and business efficiency.

Some of these strategies are personalized notifications, flash selling, gamification, and a priority delivery model, to be rolled out
between Q3 2024 and Q3 2025.

Reasoning: Proper planning of every strategy in phases and follow ups to analyze outcomes allows for risk management and
performance measurement. It also helps ensuring that proper implementation takes place.
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Modular equipment, staff training, Ayurvedic practices, and senior employment for efficient care.

Renovate clinics with passive cooling, emergency services, ambulance units, and green terraces; strengthen roads with tree planting,
better drainage, curved layouts, and safer materials.

Implement hydro and solar power systems along with reliable backup generators.

Reasoning: Holistic improvement of the medical facility and surrounding environment, with focus on sustainability, resilience,
accessibility, community-wellbeing and efficiency.

Categorise staff into infrastructure, clinical, and domestic roles with assigned numbers.
Provide role-specific and general training to boost efficiency and patient safety.

Reasoning: Optimising clinic operations by allocating personnel based on specialised roles and providing targeted training to ensure
staff competence and efficiency.

Tiered health awareness model: village (education, prevention), communities (disease/disaster), individuals (first aid, sex education).
Spreading awareness via campaigns, hospital visits, mobile integration, education partnerships, and the Ayur-Seva app.

Reasoning: Targeting different groups with tailored information. Leveraging diverse channels like campaigns, hospital visits, and
digital tools to ensure widespread awareness and community empowerment with vital health knowledge.

An implementation roadmap to launch the strategies and project returns and profitability.
Mapping risks on a profitability matrix and mitigating them via grants, backups, awareness drives, and strict timelines.

Reasoning: A phased implementation roadmap with projected returns, supported by risk mitigation through financial planning,
community engagement, and contingency measures, visualised via a profitability matrix.

Initiative assessment based on economic, social, and environmental impact, assigning scores.
ROI calculation and initiatives alignment with Sustainable Development Goals.
Projection of revenue and profit growth while expanding income sources, controlling costs, and planning future expansion.

Reasoning: The plan evaluates initiatives' impact, aligns them with development goals, and projects sustainable growth through
impact assessment and strategic financial planning.
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Strategies for

Population Control

Roadmap

Ahead

Providing the company and industry background and highlighting key traits and challenges common to the industry.
Inclusion of a structured SWOT assessment of the organisation's internal and external factors.

Reasoning: The slide offers a concise overview of the animal welfare industry and introduces the company, outlining its mission, key
traits, and SWOT analysis. It sets the stage for understanding Tails within the broader industry context and its internal dynamics.

Evaluating male and female cat neutering drives, along with community-wide drives, based on cost, feasibility, and effectiveness.
Implementing a Trap-Neuter-Return (TNR) program, detailing steps such as humane trapping, neutering, post-surgery recovery, and
returning cats for sustainable population control.

Reasoning: This slide identifies and outlines the most viable strategy for managing the increasing cat population at HLA University
through a community neutering drive (TNR program), detailing the process from trapping to return and justifying the chosen option.

Strategies for identifying, isolating, & preventing the spread of Parvo virus, along with fundraising strategies for a vaccination drive.
Exploring grants from animal welfare organizations, targeting CSR initiatives, and partnerships with local businesses for sponsorships.

Reasoning: This section outlines strategies and funding sources to support the organization's sustainability, focusing on two key areas:
responding to the Parvo virus outbreak and fundraising for ongoing operations, including a vaccination drive.

Outlining a phased approach to reduce cats' feeding dependence, encouraging hunting while ensuring their health through assessment,
timeline setting, phased reduction, and monitoring.
Ensuring compliance with university through regular meetings, a collaborative committee, and a structured student volunteering program.

Reasoning: This slide outlines Tails' roadmap for the future, focusing on two key strategies; addressing the cats' feeding dependence and
ensuring compliance with the university administration.

Evaluating solutions based on stakeholder involvement, ethics, and sustainability, followed by mapping efforts against impact.
ldentifying KPIs to measure success in Parvo control, neutering, feeding management, and student-administration engagement.

Reasoning: The slide uses a matrix to visually represent the effectiveness and feasibility of proposed solutions, while outlining KPIs to
measure each initiative’s success- reinforcing a data-driven approach to strategy evaluation and prioritisation.
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Emission Targeting - Tracks per-vehicle emissions; low-cost but indirect impact.
Route Optimization & Vehicle Shift replaces high-emission transport; (high impact but costly.)
Eco-Packaging & CSR which focuses on sustainability branding but has low emission impact.

Reasoning : Emission targeting uses data to find high emission sources. Route optimization cuts these by finding low-emission
combinations. NGO partnerships and eco-friendly packaging improve brand image through sustainability alignment.

e Mentioning case study figures to establish a foundation for optimising logistics
» Highlighting the no. of trucks actually required ,calculated by taking Forbes' study of empty spaces for optimisation.
o A map highlighting the key (outlying) warehouse locations across India, emphasizing the necessity of intracity and intercity transport.

Vehicular Emissions

e Reasoning :The case study figures mentioned, quantify the company’s annual trucking emissions, fuel usage, and distance covered,
establishing a data-backed baseline for emission reduction strategies. Optimizing empty space reduces fuel consumption and emissions.

o Outsources logistics by handling inter-state deliveries and outsourcing intra-state and last-mile deliveries.
o Showcasing how inter-model transportation can lower emissions but is considered not to be practical as it increases delivery time.

e Reasoning: This approach assists in maximizing the efficiency of the supply chain and also guarantees cost-effectiveness, minimizes
emissions and ensures timely delivery, in congruence with sustainability objectives.

« Utilization of eco-friendly materials and QR-tagged descriptive packaging to enhance the business's image.
o Establishment of the company's internal sustainability fund for several environmental activities.
Enhancing e Proactively sharing environmental actions through social media and partnering with sustainability influencers to enhance brand image.

Reputation

e Reasoning: This approach enhances corporate reputation, draws green consumers and aligns with worldwide sustainability patterns,
ultimately generating long-term business value.

A 2D Cost vs. Emissions Matrix to compare different transport modes based on cost and emissions.
Four transport models were analyzed for feasibility in line with ElectraTech’s goals.
A 20% emissions reduction in three years can be achieved by adopting the new model and outsourcing operations.

Reasoning: This slide defines the sustainability roadmap. Assessing transport options helps prioritize actions. The conclusion: transition
to CNG trucks near-term, limit air freight to cut emissions and costs.
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Summary (1/2): Mitigating technical and workforce gaps while transitioning to cloud &)
integration could lead 10 a decrease in overall costs by 8.2% in 5 Years sl

Years
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Vendor Analysis (1/3): Upon analysis of all vendors, Digital Ocean stands out to be the 7)oty

most suitable choice for ZenSoft for cloud integration o/ et
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Recommendations (1/3): A workforce model for ZenSoft's transition to cloud servers, Financial Impact: Assessing the total net impact of all recommendations leading to a S Risk Analysis: Analysing the potential risks of recommended strategies, we suggest B e
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EXECUTIVE SUMMARY = MASSIVE NEED FOR IMPACT
Indonesians need plant-based meat individually and collectively as it can improve lives drastically
GR EE" Green Rebel, a start-up working in the Indonesian Plant-based meats industry is the recommended impact [Rehman needs plant based meat.. /And So Does Indonesia
REB EL investment proposition based on a comprehensive analysis of impact potential, market growth, company
position and profitability Commitment 1o the UNFCCC of 29%
Ameat eater aware of | Plant based meat was a :;: I‘::“om“"[“_“' latartop) ‘emission reduction by 2030
menace of meat is revelation but did he find e won't miss meat = g
nHI . unable to leave it ‘the same taste. 4, Interational partnerships for SDGs and
Team Alpha IMPACT Multi-fold impact potential pertaining to consumer of EUED @ the Paris Agreement and leads ASEAN
local producers; Plant-foad: more than 10 times smaller carbon footprint Rehman, 27 years old forum for sustainable production

I P M : " WHY, WHAT HAPPENS IF THEY FIND AN ABLE PLANT BASED MEAT COMPANY ?

3 < Indonesian plant-based market CAGR: 36.8% (2018-20), rapidly changing urban lifestyles ant

Green Rebel : Towards a & healthier @) wawcer e S S L o o 1o e o 2185
Emis:

" — billion metric tonnes of Go2
Asia than 794 million tonnes of beef in 2025 === ons which is equal to emissions by
Green Rebel is a home-grown brand that couples local Asian flavors with a passion to drive
Sf \9’3 COMPANY tangible social impact, first-mover ge and competiti onfer a likelihood of a Pant
significant market share @‘ 7
o—0 OR OR s
) 5 - Suggested investment of 11 million USD for the client to obtain 20% share SDGs 3. 466 million passenger cars 241 billion gallons of gasoline 540 Coal Powered Power
Bhavya Sood Manvi8hatt Mohika Sachdeva -~ Shivam Agarwall 4 SiddharthGarg 9.1 expected retum from Investment FULFILLED A enina year consumption Plants in one year
st sourcs: WEP 4ot FAD Business st Ecn G
S =
= R Maketanasis Don Srvcturng an___ Weasuring. Migaing, 1

GROWTH IN PLANT-BASED MEATS MARKET T L ——————————————— e ———————————————l

I/ TOUSSAINT
=== 222
Tremendous potential for market growth as consumers are becoming increasingly conscious about what they consume GREEN REBEL: MEETING STRATEGIC IMPERATIVES AND READY TO SUCCEED “ VALUATION USING REVENUE MULTIPLES
1 i i 3) Hence, the Indonesian ion i i i Through successful fulfiliment of key strategic imperatives, Green Rebel establishes barriers to entry in the industry Valuation Assumptions and explanations ( Valuation was done using Revenue Multiples from precedent transactions)
. 'COMPANIES UNDER CONSIDERATION BOTTOM UP REVENUE ESTIMATION
Ppriorities for increasing expenditure with increased income Healthiness and Nutrtional Value rank among the top 4 factors by The Industrial Structure will become lucrative —_— e
- : : .
o R BRANDING AND LocAL OFFLINE CHANNEL Industry Criteria: Growth Size Cost drivers Revenue Genemﬁon"rom 2 channels
DOMINATION
Va GOUNTRY COMPANY SYNERGY y
o 78% of the population that | Yegetarianism growth in VALUEREVENLE I 1
. tasted plantbased protein | - theworld
considered i to be delicious ° s
oos Heath Education ntomet Wellre UtiiesTanspont Housahod R SR ]  SameStageof Gowl I R
2] health 4) And Y in the next decade ) + USABased M v Estimation through
- Lo &= * PlantBased meat aoougementthough |
o Indonesa Plant-Gased ea Warke A in S milors) - ) = M poaces I s Yoste
1008 ) o == * Late Growth and ECommerce |
in local t Threat of Subsiitutes s low. i
750 channels as an ideal ensure mass-appeal, along with plans to =
substitute to regular relatability and superior launch into mainstream &= - - USABased t t 1
o et e Fetalrs and premium of Suppi = o LateGrowh ——
. superstores. * Quite Large i Size Jeis
« W give it halfthe | Revenue Projected
o s o st s e 2 o 209
” 1524 2534 3549 so64 Creating product ERfpeEnpc]
Global TAM will be $7.8 billion in 2027 P i space in 1o ther two.
= Much more consoious # Somenhat more consious o change n ot T e o o
effective positioning brand awareness Weignted Average ekt Reversse Muftple o 103K Conducted Sanity Check Used Revenue Multple o value the company
Osto sources: Delots Consmer nsipts S 2021 Foad Oersy, Jaarapos, Grande
Dato sources: Vegsononss sk Vegan Gude st sources:Desiroom o VC GicleToam Anlyi, Saoucks Al Rapar, Compary Wbt
- JEP——— [ee——— T

B p—— Crral ... BT . B —— v e | oo Y

[E S BEFNMZSKE =7 | 'sii ) i P i i 's Diai i i
Xecutive Summary Berlingske's independent journalism and digital-first approach have earnt a strong Berlingske & Opportunity to better monetise Berlingske's Digital offerings via personalisa Berlingske E
i but younger remains an opportunity 12
75% 35% Trailblazer Longstanding Reputation oo e Sy [ merivgsicoiiorngs I ros [ appicetiontoseringske |
ConsosStions Of Young Danes get their daily Of Danes U30 are wiling to pay Berlinske is at the forefront o digital Leading Danishnows outetknown 35 3

rekable and authorative source n the
iah mecia lanciscpe.

in modern media

Swift Digital-First adoption +
Uplift in digital subseribers 1o 60,000+ monthly, 80 0' 000

- . doublo hat of Print MONTHLY USERS WITH BERLINGSKE DIGITAL
Serving Diverse Audiences

Canar conpcts v v conaer
e, Ao ancn e

Credibility & Accuracy

T E E M news through social media for online news content innovation

Question How can Berlingske evolve its digital offering to better engage and retain users aged 18-30, thereby
reaching an additional 5 million Kroner in revenue within this segment by 20272

EDGE CONSULTING

Accoss hougn Soc Mda
7%

+30 Year Olds
oz

Percentage of 16-29 Year 0ld Dan
Age of Berlingske Subscribers P

news on social media dally

Standard productised offering
Thea Premum subscriplon-basad

digtalmodels
S:“::;Y {i"o":"‘:i:'“ Opportunites for Growth:

Joumaism,reinforcing s reputation

DIGITAL | DIGITAL+ | coms! Opportunity for Further
Personalisation & Relevance

v . Garingoke. swugies o captars the atention of 13-30-yenr-
Strategy PULSEin 5 PULSE Points PULSE Beyond e demand fast, accessible content, obtaining it through social media. . N 35 ﬂ/
Personal Journalist provides Bite-Sized  Integration of urnalit providing tnerships and shareable oihain point-driven pricing model ° Opportunity to better monetise for
5-Minute dally news briefing stantancous audio-visual nsights attract & ratain sub Strong Digital Adaptability LT L OF DANISH U30 ARE WILLING TO PAY v30's

Thvough arving a mae st sratogy, Next Steps: FOR ONLINE NEWS CONTENT

and increased your digital presence. Understand consumer needs and habits to increase
$5.79M DKK 2,100 9,058 ) St o0 00 (
Impact . " ' Innovative Content Formats o - . " Applying other media channels - Accessible & Engaging
aders are engaged through podcasts, recipes, ise insights to effectively adapt business model, increasing e e 2 e

BUSINESS SCHOOL ;

Various options were considered; however implementing a Personalsed Imﬂ'ﬂng =

" F "\ 4 isa - i ici i . This has proven i in i and enriching
Journalist is the most effective solution PulseSisa hyper-per >d and efficient approach to bringing users the top 5 Bel ske N : . A Berlingske &
news stories tailored to users interests in just 5 minutes l‘lll‘lg L user experience in both media and S
Personalised Engaging Innovative Monetisable Feasible . 3 Key Benefits
ol pulse  utisos Emma's personal unee Q TIMES
P oF 4 | m | EEE 3 preferences and data to provide a § g DIGTALKUMANS.COM
et - U/ minute summary of the top 5 news
At the beginning of the day, wiories the! wouKl interest ber

Ml £mma opens the Berlingske ories g - i UNEEQ created a digital version of Albert Einstein as an The Times has developed an Al Tool, JAMES, serving as a

ceets < * oo 10 ot her Gally Pulae s, (BT T e D educational and engagement tool. Digital Einstein offers Digital Butler to personalise newsletter distribution.

ECEBnED ‘engagement of 18-30 year olds in their real-time conversations on his work, and theories, creating Through analysing reader preferences, habits and new
preferred mecia format. animmersive experience. preferences JAMES produce individualised newsletters.

[

|
Virtual Reality _ NV _b—“—‘—®— ‘

¢

Personalised Peroeal cation) @ @ 49%
Journalist — "\, Hyper personalised media experience with
N, tailorec news stories, curated to keep users. f -
N informed. Caters to the needs o young adls. Questions answered by increase in Of users would nteraction Reduction in
Einstein in his first vevsie traffic definitely speak to cancellations
after launch him again
When Emma opens the app, she is tWowaake .
Implementing a Personalised Journalist is the most unique, engaging and feasible solution. D, metwith her frendly personal
Both a censored forum and reels are limited in their ability to provide addit from social media. i . is limited in it's feasibility ® journalist, Carl. Through a video ol Insight: Digital Humans boost engagement with content by creating Insight: Utilising Al to personalise content for news
‘and application to daily lives for 18-30 year alds. T Carl, will outline her daily Pulse 5. Top 5 stories in § minutes. immersive, interactive experiences. readers effectively drives engagement.
positioningit as the most impactful choice.
relovant updates mesting the convenience and
oung sdid T ot sty o s 2020 e T 2050
Insights | Solution | Financiats | Implementatior _A® EDGE Consulting Insights | Selution | Financials | Implementation _A® EDGE Consuiting. Insights | Solution | Financials | Implementatior A EvGE Consutting
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Executive Summary

1BM should not buy Equinix but acquire leading cybersecurity company Rapid 1o expand its foolprint in the digital infrastructure and Cloud sector

fv-EQuiNIX RAPIDF)

+ Equinix is a real estate investment trust that operales. = Rapid7 is a market leader in cyber security solutions for
data conters f ( )

eolocation and digial infrastructure: with a focus on eloud security
= 18M as a software company has little strategic it with « Great strategic fit with IBM's existing cybersecurity
operating the physical data center infrastructure Soluions due to complementary cloud security focus

- « Atamarkes valuation of $ 95.9bn EV, Equini is = Rapid is priced fairy al a market valuation of $ 3.9bn EV.
D e L e ()
X + Even with synergies of $ 12.2bn, acquirng Equinix & 2 R e S ET o

5% premium would il destroy shareholder value savings sweeten the deal beyond strategic rationale

* Given the transaction size of $ 107.9bn, a cash deal is
X not feasible as inordinate debt issuance is needed

+ Due to Equinix' tax status as a REIT, a merger is not
advisable. Post.merger integration is likely challenging

IBM should NOT AQUIRE Equinix

= IBM's usual deal sizes have not exceeded $ Sbn and
used cash-on-hand, which are both possible for Rapid7

= 1BM and Rapid? have: a shared culture of open source
Support and post-merger-integration is ikely t0 succeed

IBM should instead ACQUIRE Rapid7

Executive Market Analysis Strategic Fit Financial Feasibilty Aternative Conclusion
Analysis Solution

Makeup of the Digital Infrastructure and the Cloud Sector

Aland IoT are biit upon Cloud architectures, which need the infrasiructure of data centers and cybersecurlly solutions

() Artificial ntelligence (A) e Internet-of-Things (ioT)
ek
10%-25%  36.6% /\/ Eratss oos%  $a4m
febeel iy 2030CAGR Bl 2030CAGR et
A VA rovoltionise industries ki a the eak oftheype cycle The it ofthings i rowigfastand lose,lacking cyberscury

Cybersecurity Solutions

) and cgha salety of

Souce Gimont L. Bayr, M ond Mgt 4. 2023, (Kosnkaw . 2023, (Sutsta, 2024)

Exccuive Market Analysis Stategic it Financial Feasibilty Alternative Conclusion

IBM General Overview
1BM provides software, infrastructure, and consulting solutions 10 large entesprises worldwide

A broad portfolio of customized solutions... ...5aw steady growth, with Software as the largest segment...

Financing Softwaro Revenue of IBM in $ m 2019 - 2023
" Suppoing s withthe " Qpan'soutce hybrid Cloud TR
acqusitonof BN patos hrough Rud-Hat
nformaton e<maiog) 5 wellns daia e A w050 om0
Syoms, Sonweroay Stomaton sty s s s
sautons

Consuling
 Cuicane for Busiess

Inrsstructuro
" ovatvs inastnucture
pistor o el hyrid

iplemanation of e Ml Clow, Al and open. .
tochndlogis Souco Soutions o unfold s . . i
opesstionaiing Clod heiul apacity Fam v v 02 o
plttors

1BM solutions are widely adopted due to various partnerships ...and North America being IBM's core market

Revenue of IBM by region in § m in 2023

© o

“oren vanrs pso 18.492

Strategic Partnerships

Microsoft

sang FA Adobe
cisco

Sauce: (B4 20230 20210)

o

Exccutive ot Analysis SuategicFit Financial Feasibility Aernative

Strategic direction
Equinix is aiming to retain its leading position in colocation & data centers, whilst expanding capacity in face of future demand

Countering full utilization Equinix invests in new data centers Equinix is slowly reaching maximum utilization of its capaciti

Eqinix aims o maintain its leadership and global presence
while deiivering supefior qualiy

This requires sustaining strengih in current markets, penetrating o, o, o,
e ones and consanty cahancing ualy 78% 81% 80%
Curtently Eqinix maintains the fastest server upload speeds,
showcasing its commitment to quaty and global reach

Equinix s approaching full server capacity. wih
demand anticipated to increase:
o adess this, Equinix is significantly investing in new data
centers worldwide

Equinix stands out with superior global presence and quality

of Equinix’s data center o Equini’s data center of Equinix's data center
capacityinthe Americas  capacity in EMER is capacity in APACs

~..prompting significant global investment in new facilities

Global Reach Upload S d

Ll
b
s e e APAC ‘Q; . $54m 10,550m

Souce: (el 2022 (Equn. 2020

‘worldwide,oxcels n supporing leveraging the ique capabiltios o

Exccuive Market Analysis Strategic it Financial Feasibily Aternative Conclusion
Summary ‘Analysis Solution

Peer Group Analysis
‘While Equinix is growing faster and is bigger than most of its peers, itis less proftable given disproportionate employee count ===

Company Sales FY21-LTM EBITDA Margin EBIT Margin
overview ($ bn) L™ L™

+ Organized as o RENT

o
- Leaderin global colocation data 66 7.3
o e s@D
= I ——
e s

- Organized a5 2 REIT
B iy —
Erinem e PTI Jeven

Median: 17.6%

-+ Load 2 andoperacr o
high-perfrmance data canters in - and
Q@ @osrons China and Sou Exst Al 2 13 i)

Offers cologation and managed 09 B Ea
- Organized as o RENT
- Sponsored by Keppel (aset manager)
= [{ITTIDC REIT - First dala conler REIT lsted n Asia 020 021 021
- Portioho o 23 cta centors i APAC.
and Europe
+ Incorporatedin 2010

ey © Network o 12 Gaa centers acrass. @D—
6 il o s s ol om om 53.4%
wexr + Planned oxpansion o New Zealand and o=
Maayas
Equinix has grown faster than s peers
and s the largost provider

Strategic Fit Financial Feasibilty Aternative Conclusion
Summary Analysis. Solution

o significantly higher general and
mployee countirevenue as peers

Sauce: (vamo e, 2020
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nn
p a scalable image and identity that effectively engages
es, enhancing its footprint in the competitive sports market?

ntify and add a 3 Pursue strategic
factors contributing initiatives to elevate
the LAFC brand

nationally, and

to a lack of social differentiate
media engagement themselves from the
competitive sports entually glol

market

= I

Armchair Leisure Anti- Club-Connected Social
Supporters Switchers fans Supporters Fans
« Prefer digital « Enjoy the sport; s Engrossedin s Die-hard fans; + Watch with
media; rarely low team loyalty rivalry; consume prefer live, in- friends; prefer
attend games asabyproduct  person games community
spaces

Sources: Mapp ‘06, Exler ‘08, Boudway '18, Deloitte ‘15, Gillett 18, Gilltt ‘23, Mapp ‘08, ete.

=t what’s black and gold and red all over? . -
s g usinesses of LA Neighborhoods
m— P
s ! on: 1

) Partner with UCLA and USC to offer LAFC supports neighborhoods ° s 8 % "
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https://drive.google.com/drive/folders/1bArs1TeSrvyR0vrn4rFZFCWBEJUjggu5?usp=drive_link
https://drive.google.com/drive/folders/1bArs1TeSrvyR0vrn4rFZFCWBEJUjggu5?usp=drive_link
https://drive.google.com/drive/folders/1bArs1TeSrvyR0vrn4rFZFCWBEJUjggu5?usp=drive_link
https://drive.google.com/drive/folders/1KkHjHD3YH9WinXtLNSjC5QuVbEKJt_ZI?usp=drive_link
https://drive.google.com/drive/folders/1KkHjHD3YH9WinXtLNSjC5QuVbEKJt_ZI?usp=drive_link

This guide would not have been possible without the efforts and outstanding achievements of these
students who poured their energy into case competitions and generously contributed their insights.

I.IJ TEAM NAME COMPETITION TEAM MEMBERS
E CONSILIUM SAMBHAV NEELESH PARV. SAHIL
Q AMI PRODUCT AMI

SHRIVASTAVA ARENA 1.0 SHRIVASTAVA
— GIRISH SAMARTH
; PIZWIZARDS | PAINCERTION 2l AGGARWAL - -
O M&A GARV

COOKEDWEED CHAMPIONSHIP RAVA,_ MAHAJAN BADER|A
! CHARVI JAIDEEP MAHAK MANNAT
0 BAHULYA FINANCEONE KOTHARI YADAV VERMA SAGAR

DEVAVRAT LAKSHIT



https://www.linkedin.com/in/sambhavjain157/
https://www.linkedin.com/in/sambhavjain157/
https://www.linkedin.com/in/neelesh-gupta-299912326/
https://www.linkedin.com/in/neelesh-gupta-299912326/
https://www.linkedin.com/in/parv-arora-373763320/
https://www.linkedin.com/in/parv-arora-373763320/
https://www.linkedin.com/in/parv-arora-373763320/
https://www.linkedin.com/in/sahil-kumar-621856327/
https://www.linkedin.com/in/sahil-kumar-621856327/
https://www.linkedin.com/in/amishrivastava?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BIeU2BnZRRYq5Jstzfp3FDg%3D%3D
https://www.linkedin.com/in/amishrivastava?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BIeU2BnZRRYq5Jstzfp3FDg%3D%3D
https://www.linkedin.com/in/amishrivastava?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BIeU2BnZRRYq5Jstzfp3FDg%3D%3D
https://www.linkedin.com/in/girish-ahuja20?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BKDYIXORDTIW%2B1jMYwJMDuw%3D%3D
https://www.linkedin.com/in/girish-ahuja20?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BKDYIXORDTIW%2B1jMYwJMDuw%3D%3D
https://www.linkedin.com/in/samarth-aggarwal-0ab358289?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BhhqFeoc6TxifXcfiNMUwdw%3D%3D
https://www.linkedin.com/in/samarth-aggarwal-0ab358289?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BhhqFeoc6TxifXcfiNMUwdw%3D%3D
https://www.linkedin.com/in/dax-raval-41a0a8222/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3Bv%2FNYnNDTSsmQJUBKgg2vWg%3D%3D
https://www.linkedin.com/in/dax-raval-41a0a8222/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3Bv%2FNYnNDTSsmQJUBKgg2vWg%3D%3D
https://www.linkedin.com/in/dax-raval-41a0a8222/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3Bv%2FNYnNDTSsmQJUBKgg2vWg%3D%3D
https://www.linkedin.com/in/garvmahajan/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BHZtWR0BrQLqBZSy%2FbrdWSg%3D%3D
https://www.linkedin.com/in/garvmahajan/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BHZtWR0BrQLqBZSy%2FbrdWSg%3D%3D
https://www.linkedin.com/in/rahul-baderia-289754282/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BlyQatARySgOYkQJLV1ag4A%3D%3D
https://www.linkedin.com/in/rahul-baderia-289754282/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BlyQatARySgOYkQJLV1ag4A%3D%3D
https://www.linkedin.com/in/charvi-kothari-a22a39312/
https://www.linkedin.com/in/charvi-kothari-a22a39312/
https://www.linkedin.com/in/jaideep24102/
https://www.linkedin.com/in/mahak-verma-5329ab244/
https://www.linkedin.com/in/mahak-verma-5329ab244/
https://www.linkedin.com/in/mannat-sagar-0596a029a/
https://www.linkedin.com/in/mannat-sagar-0596a029a/
https://www.linkedin.com/in/devavratp/
https://www.linkedin.com/in/devavratp/
https://www.linkedin.com/in/lakshit-seth-1bba2724b/
https://www.linkedin.com/in/lakshit-seth-1bba2724b/
https://www.linkedin.com/in/sidra-hussain-492909310/
https://www.linkedin.com/in/sidra-hussain-492909310/

This guide would not have been possible without the efforts and outstanding achievements of these
students who poured their energy into case competitions and generously contributed their insights.

I I I TEAM NAME COMPETITION TEAM MEMBERS
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N BANARAS CONS- CONSILIUM JAIDEEP AVIK SWASTI SIDHARTH
ULTING GROUP YADAV JAIN THUKRAL BATRA
el , SAARTHAK VANSHIKA
@) TRI-UMPHANT JYOTIKA
> CONSULTING ALUTAELSO1AN ISHAN ANAND MALHOTRA KHANNA
N SHASHANKA
TEAM PRODUCT AMOGH ST DA SHASHANKA
@) RAGNAROK INNOVATION DOBRIYAL SHITIZDHAR - N SEKHAR SAHOO
< SHTAAKSHI
TEAM CORIAN  PROD-A-VISTA  AYATIROHATGI NIHITA RAJ

SARASWAT



https://www.linkedin.com/in/aishwarya-aggarwal37?utm_source=share&utm_campaign=share_via&utm_content=profile&utm_medium=android_app
https://www.linkedin.com/in/dax-raval-41a0a8222/?lipi=urn%3Ali%3Apage%3Ad_flagship3_detail_base%3BerjRCfqDRpOzPz3tKvy8MQ%3D%3D
https://www.linkedin.com/in/jindalhardik/?lipi=urn%3Ali%3Apage%3Ad_flagship3_detail_base%3BerjRCfqDRpOzPz3tKvy8MQ%3D%3D
https://www.linkedin.com/in/jindalhardik/?lipi=urn%3Ali%3Apage%3Ad_flagship3_detail_base%3BerjRCfqDRpOzPz3tKvy8MQ%3D%3D
https://www.linkedin.com/in/jindalhardik/?lipi=urn%3Ali%3Apage%3Ad_flagship3_detail_base%3BerjRCfqDRpOzPz3tKvy8MQ%3D%3D
https://www.linkedin.com/in/jaideep24102/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3ByHukj6EuSZOHcjflcExRNg%3D%3D
https://www.linkedin.com/in/jaideep24102/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3ByHukj6EuSZOHcjflcExRNg%3D%3D
https://www.linkedin.com/in/avik-jain-206529261?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Byvm18XCrT9y7VMeL5G7Edg%3D%3D
https://www.linkedin.com/in/avik-jain-206529261?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Byvm18XCrT9y7VMeL5G7Edg%3D%3D
https://www.linkedin.com/in/swasti-thukral-2b3914317/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BinwlxnGlSe6ZZRVJgFpsUA%3D%3D
https://www.linkedin.com/in/swasti-thukral-2b3914317/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BinwlxnGlSe6ZZRVJgFpsUA%3D%3D
https://www.linkedin.com/in/sidharth-batra-1643a4321?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BeamlEPf9QYipV%2FjLFyMnKA%3D%3D
https://www.linkedin.com/in/sidharth-batra-1643a4321?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BeamlEPf9QYipV%2FjLFyMnKA%3D%3D
https://www.linkedin.com/in/raunish-singh-688319326?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BRiGB%2B67YToue9QLr8JcwUA%3D%3D
https://www.linkedin.com/in/saarthak-garg-90a566313?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BESg2pk%2FcRpKrPCcrkFe20g%3D%3D
https://www.linkedin.com/in/saarthak-garg-90a566313?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BESg2pk%2FcRpKrPCcrkFe20g%3D%3D
https://www.linkedin.com/in/saarthak-garg-90a566313?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BESg2pk%2FcRpKrPCcrkFe20g%3D%3D
https://www.linkedin.com/in/vanshika-bakshi-595a0220b?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BGi643ysGTyWk7WwEVMCt4w%3D%3D
https://www.linkedin.com/in/vanshika-bakshi-595a0220b?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BGi643ysGTyWk7WwEVMCt4w%3D%3D
https://www.linkedin.com/in/ishan-anand-316213255?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAAD7bjwIBCPIGffI7paWBTlX80ywZnr0LEwE&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_all%3Bg3ic57eiSGqxxPi7zzHZJg%3D%3D
https://www.linkedin.com/in/jyotikamalhotra1005?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAADGwooABWhp5OCojco9euIpqPnSiHA8D34c&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_all%3Bczb4Ks3%2FS0KNRobwhMUkkA%3D%3D
https://www.linkedin.com/in/jyotikamalhotra1005?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAADGwooABWhp5OCojco9euIpqPnSiHA8D34c&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_all%3Bczb4Ks3%2FS0KNRobwhMUkkA%3D%3D
https://www.linkedin.com/in/parthkhanna1/
https://www.linkedin.com/in/parthkhanna1/
https://www.linkedin.com/in/amogh-dobriyal-356923256/
https://www.linkedin.com/in/amogh-dobriyal-356923256/
https://www.linkedin.com/in/amogh-dobriyal-356923256/
https://www.linkedin.com/in/shitiz-dhar-790174247/
https://www.linkedin.com/in/ayati-rohatgi-6a795b22b?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAADmgvx8BRM_B1D6rTL2orr8JG7--BKaogN0&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_all%3BltDhhxOsThyELww2QuAZqw%3D%3D
https://www.linkedin.com/in/shtaakshi-saraswat-779668279?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAAEPoOE0BTiVB52e3U6Y-Ei5qMNecRQDRg4w&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_all%3BlwTNd7dTSUe0C50U31tRrw%3D%3D
https://www.linkedin.com/in/shtaakshi-saraswat-779668279?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAAEPoOE0BTiVB52e3U6Y-Ei5qMNecRQDRg4w&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_all%3BlwTNd7dTSUe0C50U31tRrw%3D%3D
https://www.linkedin.com/in/nihita-raj-079889286/overlay/about-this-profile/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B5coP5Ls3T2q0ob2ygmMnTg%3D%3D
https://www.linkedin.com/in/sashanka-sekhar-sahoo-581209207/
https://www.linkedin.com/in/sashanka-sekhar-sahoo-581209207/
https://www.linkedin.com/in/sashanka-sekhar-sahoo-581209207/
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This guide would not have been possible without the efforts and outstanding achievements of these
students who poured their energy into case competitions and generously contributed their insights.

TEAM NAME COMPETITION TEAM MEMBERS
TEAM RAUNAK KARAMPAL
- -

AVIKJAINOT S aue  KABIRUPNEJA AVIK JAIN T
wes |
CAPITALISTS FINERTIA 8.0 CHAUDHARY AKHAN S T
P I
ceamELevare  ECONOMICSOF  SAARTHAK RAUNISH A

CONFLICT GARG SINGH


https://www.linkedin.com/in/kabir-upneja?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Bp3MNeso5TIKEfh6BllgR3A%3D%3D
https://www.linkedin.com/in/avik-jain-206529261?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Byvm18XCrT9y7VMeL5G7Edg%3D%3D
https://www.linkedin.com/in/avik-jain-206529261?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Byvm18XCrT9y7VMeL5G7Edg%3D%3D
https://www.linkedin.com/in/raunak-juneja-957b27322?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BwzmejcvlRQyCISY2cv0F9Q%3D%3D
https://www.linkedin.com/in/raunak-juneja-957b27322?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BwzmejcvlRQyCISY2cv0F9Q%3D%3D
https://www.linkedin.com/in/raunak-juneja-957b27322?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BwzmejcvlRQyCISY2cv0F9Q%3D%3D
https://www.linkedin.com/in/kabir-upneja?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Bp3MNeso5TIKEfh6BllgR3A%3D%3D
https://www.linkedin.com/in/avik-jain-206529261?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Byvm18XCrT9y7VMeL5G7Edg%3D%3D
https://www.linkedin.com/in/avik-jain-206529261?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Byvm18XCrT9y7VMeL5G7Edg%3D%3D
https://www.linkedin.com/in/raunak-juneja-957b27322?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BwzmejcvlRQyCISY2cv0F9Q%3D%3D
https://www.linkedin.com/in/raunak-juneja-957b27322?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BwzmejcvlRQyCISY2cv0F9Q%3D%3D
https://www.linkedin.com/in/raunak-juneja-957b27322?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BwzmejcvlRQyCISY2cv0F9Q%3D%3D
https://www.linkedin.com/in/avik-jain-206529261?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Byvm18XCrT9y7VMeL5G7Edg%3D%3D
https://www.linkedin.com/in/avik-jain-206529261?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Byvm18XCrT9y7VMeL5G7Edg%3D%3D
https://www.linkedin.com/in/raunak-juneja-957b27322?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BwzmejcvlRQyCISY2cv0F9Q%3D%3D
https://www.linkedin.com/in/raunak-juneja-957b27322?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BwzmejcvlRQyCISY2cv0F9Q%3D%3D
https://www.linkedin.com/in/raunak-juneja-957b27322?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BwzmejcvlRQyCISY2cv0F9Q%3D%3D
https://www.linkedin.com/in/harsh-chaudhary-43043526a?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BGTBlbZmVT5C2yptECJ8H9A%3D%3D
https://www.linkedin.com/in/harsh-chaudhary-43043526a?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BGTBlbZmVT5C2yptECJ8H9A%3D%3D
https://www.linkedin.com/in/harsh-chaudhary-43043526a?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BGTBlbZmVT5C2yptECJ8H9A%3D%3D
https://www.linkedin.com/in/manav-lakhani-3255842b2/
https://www.linkedin.com/in/manav-lakhani-3255842b2/
https://www.linkedin.com/in/diptoghosh87/
https://www.linkedin.com/in/girish-ahuja20?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BKDYIXORDTIW%2B1jMYwJMDuw%3D%3D
https://www.linkedin.com/in/samarth-aggarwal-0ab358289?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BhhqFeoc6TxifXcfiNMUwdw%3D%3D
https://www.linkedin.com/in/samarth-aggarwal-0ab358289?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BhhqFeoc6TxifXcfiNMUwdw%3D%3D
https://www.linkedin.com/in/saarthak-garg-90a566313?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BESg2pk%2FcRpKrPCcrkFe20g%3D%3D
https://www.linkedin.com/in/saarthak-garg-90a566313?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BESg2pk%2FcRpKrPCcrkFe20g%3D%3D
https://www.linkedin.com/in/saarthak-garg-90a566313?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BESg2pk%2FcRpKrPCcrkFe20g%3D%3D
https://www.linkedin.com/in/raunish-singh-688319326?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BRiGB%2B67YToue9QLr8JcwUA%3D%3D
https://www.linkedin.com/in/raunish-singh-688319326?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BRiGB%2B67YToue9QLr8JcwUA%3D%3D
https://www.linkedin.com/in/anjali-pawar-033a36323?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BIveUKWV7R167ZGooXh4DMA%3D%3D
https://www.linkedin.com/in/karampal-singh-b3ba7a322?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3B8RGpeTHeSGem58gp%2BWPikw%3D%3D
https://www.linkedin.com/in/karampal-singh-b3ba7a322?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3B8RGpeTHeSGem58gp%2BWPikw%3D%3D
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This guide would not have been possible without the efforts and outstanding achievements of these
students who poured their energy into case competitions and generously contributed their insights.

TEAM NAME COMPETITION TEAM MEMBERS
TEAM CHARVI
- -

TEAM PRODMAN ANANYA
KABIR UPNEJA
BIGDAWGS CLUB AVIK JAIN SHARMA
TANDONSID0910 SIDDARTES ADITI
SARVODAYA TANDAN SAWHNEY
e PAWSITIVE MANNAN VANDANA GAUTAM
IMPACT MOURVI VAISHNAV NAYAK
BULL PITCH-IT- ANSHAY
NAVYA GUPTA
DAkt ACE THE CASE AYUSH JAIN - e

CONSULTANTS AGARWAL GUPTA MISHRA



https://www.linkedin.com/in/avik-jain-206529261?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Byvm18XCrT9y7VMeL5G7Edg%3D%3D
https://www.linkedin.com/in/sidharth-batra-1643a4321?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BeamlEPf9QYipV%2FjLFyMnKA%3D%3D
https://www.linkedin.com/in/charvi-kothari-a22a39312?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BStAw204FTGinYOkBagNT3w%3D%3D
https://www.linkedin.com/in/charvi-kothari-a22a39312?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BStAw204FTGinYOkBagNT3w%3D%3D
https://www.linkedin.com/in/charvi-kothari-a22a39312?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BStAw204FTGinYOkBagNT3w%3D%3D
https://www.linkedin.com/in/kabir-upneja?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Bp3MNeso5TIKEfh6BllgR3A%3D%3D
https://www.linkedin.com/in/avik-jain-206529261?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Byvm18XCrT9y7VMeL5G7Edg%3D%3D
https://www.linkedin.com/in/ananya-sharma-98a80030b?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BkCxZchgrRXq%2BKVOzzEttTQ%3D%3D
https://www.linkedin.com/in/ananya-sharma-98a80030b?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BkCxZchgrRXq%2BKVOzzEttTQ%3D%3D
https://www.linkedin.com/in/ananya-sharma-98a80030b?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3BkCxZchgrRXq%2BKVOzzEttTQ%3D%3D
https://www.linkedin.com/in/siddarth-tandan-8a9087257/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BqlP%2BZB%2BkQXCQg06sMvJObw%3D%3D
https://www.linkedin.com/in/siddarth-tandan-8a9087257/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BqlP%2BZB%2BkQXCQg06sMvJObw%3D%3D
https://www.linkedin.com/in/siddarth-tandan-8a9087257/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BqlP%2BZB%2BkQXCQg06sMvJObw%3D%3D
https://www.linkedin.com/in/aditi-sawhney-0b9612333/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BybDvyUBfRnS%2FDnRoxYMZwA%3D%3D
https://www.linkedin.com/in/aditi-sawhney-0b9612333/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BybDvyUBfRnS%2FDnRoxYMZwA%3D%3D
https://www.linkedin.com/in/anshay-gulati-a1a829263/
https://www.linkedin.com/in/anshay-gulati-a1a829263/
https://www.linkedin.com/in/vandanavaishnav00?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Bw9qDLeVZSvOJjxyTb3o3CA%3D%3D
https://www.linkedin.com/in/vandanavaishnav00?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Bw9qDLeVZSvOJjxyTb3o3CA%3D%3D
https://www.linkedin.com/in/gautam-nayak-3a721b287?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Bltq%2FnisFTFqGelrkos8syg%3D%3D
https://www.linkedin.com/in/gautam-nayak-3a721b287?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base_contact_details%3Bltq%2FnisFTFqGelrkos8syg%3D%3D
https://www.linkedin.com/in/mannan-morvi-9b507b1a0
https://www.linkedin.com/in/mannan-morvi-9b507b1a0
https://www.linkedin.com/in/gnavya710/
https://www.linkedin.com/in/avi-chadha-a329a61ba/
https://www.linkedin.com/in/dhruv-agarwal-678819327/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B5hdNcg2BRLeyI3fvo47wWQ%3D%3D
https://www.linkedin.com/in/dhruv-agarwal-678819327/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B5hdNcg2BRLeyI3fvo47wWQ%3D%3D
https://www.linkedin.com/in/dhruv-agarwal-678819327/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B5hdNcg2BRLeyI3fvo47wWQ%3D%3D
https://www.linkedin.com/in/manvi-gupta-840769229/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B%2FT7b1Gs0Q7mQmNV02%2FZlCg%3D%3D
https://www.linkedin.com/in/manvi-gupta-840769229/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B%2FT7b1Gs0Q7mQmNV02%2FZlCg%3D%3D
https://www.linkedin.com/in/ayush-jain17/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BSiSSCYPMR7%2BQaamq6dg2eQ%3D%3D
https://www.linkedin.com/in/hariom-mishra-637727246/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BbGhB37G%2FSsS2ZOaPy6MS3w%3D%3D
https://www.linkedin.com/in/hariom-mishra-637727246/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BbGhB37G%2FSsS2ZOaPy6MS3w%3D%3D

This guide would not have been possible without the efforts and outstanding achievements of these
students who poured their energy into case competitions and generously contributed their insights.
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BRAINWARS AYUSH JAIN
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@ CONSULTING STUDY AYUSH JAIN BANSAL S
< DHRUV
THE BULLS BULL PEN AYUSH JAIN
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https://www.linkedin.com/in/dev-khemani-143940201/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BbQX5ykApQ1eCJ0fGxcqnCg%3D%3D
https://www.linkedin.com/in/gungun-agrawal07/
https://www.linkedin.com/in/gungun-agrawal07/
https://www.linkedin.com/in/saksham-bansal-537a50235/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BVO2APheQTWmsZlW14PZRxQ%3D%3D
https://www.linkedin.com/in/saksham-bansal-537a50235/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BVO2APheQTWmsZlW14PZRxQ%3D%3D
https://www.linkedin.com/in/-lakshaychhabra/
https://www.linkedin.com/in/-lakshaychhabra/
https://www.linkedin.com/in/kushal-thakur-777908276/
https://www.linkedin.com/in/kushal-thakur-777908276/
https://www.linkedin.com/in/kushal-thakur-777908276/
https://www.linkedin.com/in/ayush-jain17/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BSiSSCYPMR7%2BQaamq6dg2eQ%3D%3D
https://www.linkedin.com/in/mahi-rawat-5a683b255?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAAD7zMI4BC4xq4Ac2T3n7zjQItVK2V4ymJk0&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_all%3BjSUZ3HWXSzWKanL0jngRHA%3D%3D
https://www.linkedin.com/in/dhruv-agarwal-678819327/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B5hdNcg2BRLeyI3fvo47wWQ%3D%3D
https://www.linkedin.com/in/dhruv-agarwal-678819327/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B5hdNcg2BRLeyI3fvo47wWQ%3D%3D
https://www.linkedin.com/in/dhruv-agarwal-678819327/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B5hdNcg2BRLeyI3fvo47wWQ%3D%3D
https://www.linkedin.com/in/sneha-sah-281a5327b/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B0bUouPWCQVGqkFf8XOT%2FAw%3D%3D
https://www.linkedin.com/in/ayush-jain17/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BSiSSCYPMR7%2BQaamq6dg2eQ%3D%3D
https://www.linkedin.com/in/gungun-agrawal07/
https://www.linkedin.com/in/gungun-agrawal07/
https://www.linkedin.com/in/navya-sharma-78052a215/
https://www.linkedin.com/in/navya-sharma-78052a215/
https://www.linkedin.com/in/navya-sharma-78052a215/
https://www.linkedin.com/in/dhruv-agarwal-678819327/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B5hdNcg2BRLeyI3fvo47wWQ%3D%3D
https://www.linkedin.com/in/dhruv-agarwal-678819327/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B5hdNcg2BRLeyI3fvo47wWQ%3D%3D
https://www.linkedin.com/in/dhruv-agarwal-678819327/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B5hdNcg2BRLeyI3fvo47wWQ%3D%3D
https://www.linkedin.com/in/manvi-gupta-840769229/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B%2FT7b1Gs0Q7mQmNV02%2FZlCg%3D%3D
https://www.linkedin.com/in/manvi-gupta-840769229/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B%2FT7b1Gs0Q7mQmNV02%2FZlCg%3D%3D
https://www.linkedin.com/in/ayush-jain17/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BSiSSCYPMR7%2BQaamq6dg2eQ%3D%3D
https://www.linkedin.com/in/krishna-golyan?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAAELQKUsB579HcG04Ky3PCxR38s7kMHRmfDw&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_all%3BwuTFktbTQYWBxUoU5VtuDw%3D%3D
https://www.linkedin.com/in/krishna-golyan?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAAELQKUsB579HcG04Ky3PCxR38s7kMHRmfDw&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_all%3BwuTFktbTQYWBxUoU5VtuDw%3D%3D
https://www.linkedin.com/in/dhruv-agarwal-678819327/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B5hdNcg2BRLeyI3fvo47wWQ%3D%3D
https://www.linkedin.com/in/dhruv-agarwal-678819327/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B5hdNcg2BRLeyI3fvo47wWQ%3D%3D
https://www.linkedin.com/in/dhruv-agarwal-678819327/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3B5hdNcg2BRLeyI3fvo47wWQ%3D%3D
https://www.linkedin.com/in/ayush-jain17/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BSiSSCYPMR7%2BQaamq6dg2eQ%3D%3D
https://www.linkedin.com/in/saksham-bansal-537a50235/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BVO2APheQTWmsZlW14PZRxQ%3D%3D
https://www.linkedin.com/in/saksham-bansal-537a50235/overlay/contact-info/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BVO2APheQTWmsZlW14PZRxQ%3D%3D
https://www.linkedin.com/in/suhani-jain-72b392256?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAAD8PbpMBwHSfO6B5m-068DAvjpAkupuHq6I&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_all%3BOlyKOiLfStml8wOys2bPrA%3D%3D

SHUBHANSHI GOEL GOURVI SINGH DIVYANSH SHARMA

ADITYA BHAGAT EVA SACHDEVA ABHISHEK NAUTIYAL

COMPENDIUM HEADS

KABIR RAUTELA JASNOORKAURARORA ABHIMANYUMATHUR MANIT KATHURIA
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SHUBHANGI JAIN PRABHNbR KAUR LAKSHAY GUPTA



https://www.linkedin.com/in/eva-sachdeva/
https://www.linkedin.com/in/shubhanshi-goel/
https://www.linkedin.com/in/lakshayguptaa/
https://www.linkedin.com/in/paras-singal-123b65257/
https://www.instagram.com/postedbyaditya/
https://www.instagram.com/kabiirrautela/
https://www.linkedin.com/in/shubhangi-jain0510?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAAENMBC8BIqUJ5bWheT_ELHaznIazwcomcts&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_all%3Bvv2vTmfXT8WHR9yIymQSiA%3D%3D
https://www.linkedin.com/in/gourvi-singh?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAAFKuD84BzNIB7azj5ae4ZcCzuGfA8Zi89jU&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_all%3ByuNjxxf2S76TSp2eeD493Q%3D%3D
http://www.linkedin.com/in/eva-sachdeva
https://www.linkedin.com/in/shubhanshi-goel?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAAEL-G7QBtYqD3ai5JleLW4cdMfRN8DC_AJc&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_all%3Bxc70%2F1ceSCCnuqanpK%2BCYA%3D%3D
https://www.linkedin.com/in/prabhnoor-kaur-b66781278?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAAEO-6T4BF9hPn3vHNpKbISOGKaHT_1JK81U&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_all%3Bn3MKGEATT160Llzawb9YMA%3D%3D
https://www.linkedin.com/in/divyansh-sharma-b489a5230?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAADnPvigBamNQ99MA_D2VMv2v4vwKK-CE_Wc&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_all%3Bz6%2FZTcugQ4Kqyl5fAPc4Xw%3D%3D
https://www.linkedin.com/in/abhishek-nautiyal210?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAADhFN2wBLPKXQ0W3c4SyhC887Zow7naPGbo&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_all%3B0p7D7ivAQI6j9V%2FdyqqEdA%3D%3D
https://www.linkedin.com/in/abhimanyu-mathur-351401321?utm_source=share&utm_campaign=share_via&utm_content=profile&utm_medium=android_app
http://www.linkedin.com/in/lakshayguptaa
https://www.linkedin.com/in/paras-singal-123b65257/
https://www.linkedin.com/in/manit-k-8819a1325/overlay/about-this-profile/?lipi=urn%3Ali%3Apage%3Ad_flagship3_profile_view_base%3BSmhTcLWNTAaXrCkCxNAsQA%3D%3D
https://www.linkedin.com/in/bhuvanjain2336/
https://www.linkedin.com/in/saumya-garg-aba164294?miniProfileUrn=urn%3Ali%3Afs_miniProfile%3AACoAAEc20y4BnvsbIPp_qurZdCdK7noJpA64hFo&lipi=urn%3Ali%3Apage%3Ad_flagship3_search_srp_all%3Bm0GLUes3Quag4%2FIEOpQWFg%3D%3D
https://www.linkedin.com/in/jasnoor-kaur-arora/
https://www.linkedin.com/in/jasnoor-kaur-arora/

NOTE OF THANKS

To all the driven learners and aspiring consultants who've made it through our Case Compendium—
congratulations, and thank you!

We deeply appreciate you taking the time to engage with this comprehensive resource crafted by 180 Degrees
Consulting, SGGSCC. Your commitment to learning and growth is truly inspiring and reflects the spirit of
curiosity and excellence that this compendium was built upon.

Our goal was to create a practical and insightful guide that transcends textbooks—equipping you with real-
world strategies, structured thinking, and a deeper understanding of case-solving. Whether you're preparing
for competitions, interviews, or sharpening your problem-solving toolkit, we hope this compendium serves as a
valuable asset in your journey.

Thank you once again for your support and enthusiasm. We're excited to be a part of your consulting journey—
and we can't wait to see where your skills and ambition take you next.

With warm regards,
Team 180 Degrees Consulting, SGGSCC
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