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Recruitment
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AN ENTREPRENEURIAL 

CAREER PATH

• Join entrepreneurial & 

non-hierarchical 

organization

• Early access to C-level 

even as Business Analyst 

(i.e. “my voice counts”)

• Recognition of the 

uniqueness of each 

BrightWolf

A STEEP 

LEARNING CURVE

• On-the-job learning track 

combined with a tailored 

Personal Development 

Program

• Coaching from senior 

mentors with extensive 

industry & management 

consulting experience

• Rapid responsibility & 

autonomy in a variety of 

projects

PROJECTS WHERE THE 

ACTION IS

• Focus on ‘high impact’ 

projects

• Strategic recommendation 

and implementation

• Amid the digital 

transformation, the 

biggest revolution in 

decades

• Preparing clients to 

succeed in their 

sustainable business 

transformation

I II III
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Strategy

Finance

Operations

Impact Assessment

Business Transformation

Engineering

Digital

Data

Advanced Analytics

Arial bold
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We require impeccable 

behaviour and integrity 

in everything we do ENTREPRENEURSHIP
We value entrepreneurial thinking 

and acting as the best way to 

create stakeholder value

Opinions and recommendations 

are developed based on analysis 

and teamwork, not on the basis of

subordination

To create long-term shareholder 

value we adhere to the principle 

of win-win relationships with the 

key stakeholders involved in our 

ventures: employees, clients, 

investors, banks and other key 

suppliers

PASSION
We are passionate about 

business transformation, helping 

clients to realize true impact on 

profitable growth and 

transformation

INDEPENDENCE
We perform our tasks and 

functions in an objective and 

independent manner, we are not 

bound by other interests, we do 

not withhold unwelcome facts nor 

do we provide conclusions or 

recommendations to preserve a 

relationship or further our 

business

RESPECT
We treat all people with respect, 

regardless of background, race, 

gender, religion or position,

we respect the environment as a 

vital but vulnerable ingredient 

of our well-being
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Click to read our Culture Book

https://b398cb8e-cae2-4b86-b914-f715933b8714.usrfiles.com/ugd/b398cb_dddaf1c4c5c248959ca6632308a02cbe.pdf
https://b398cb8e-cae2-4b86-b914-f715933b8714.usrfiles.com/ugd/b398cb_dddaf1c4c5c248959ca6632308a02cbe.pdf
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Fit interview Online tests Case interviews Final round

You keep on triggering us!

We will now assess further 

your key consulting skills

In the final round, you will 

get challenged on a case 

you will have prepared
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We will conduct two classic case interviews (through Teams) on a problem in one of our pillars of expertise. These cases represent

problems that our consultants have actually worked on. Be prepared to solve cases dealing with financial, strategic and digital

problems. Know the classic frameworks and formulas and be comfortable with quick maths. The cases can be both interviewer

and candidate led.

In this round, you will be given an assignment with clear instructions upfront. Your goal is to present your case to a panel

consisting of BrightWolves management. Besides your problem solving and analytical skills, we can assess your presentation,

slide writing and communication skills.

Case interviews

Final round
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Structure Analyze Communicate
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Structure

Define

Visualize

Disaggregate
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For both your and your interviewer’s understanding, you should define the problem very clearly

▪ Rephrase the case context and key questions in your own words

▪ Clarify your understanding of used terminology and facts

▪ Define your problem and scope as accurate as possible – think of dimensions such as time, decision criteria, 
constraints... 
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There are two classic types of issue trees, but do not forget to tailor the tree to your problem!

1. Problem-based tree: 

▪ To determine the root cause of the problem

▪ To understand WHY the problem exists

2. Solution-based tree:

▪ To determine the recommendations

▪ To understand HOW to solve a problem 

Clearly 
defined 
problem

Issue 1

Issue 1.1

Issue 1.2

Issue 1.3

Issue 2

Issue 2.1

Issue 2.2

Issue 2.3

Issue 3

Issue 3.1

Issue 3.2

Issue 3.3
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Make sure your issue tree is MECE! 

1. Mutually Exclusive

▪ All elements should be distinct

▪ Goal is to reduce complexity by avoiding overlaps

▪ Leads to a deeper understanding of the problem 

2. Collectively Exhaustive

▪ Combined elements should contain every aspect of the
defined problem

▪ Goal is to ensure a comprehensive collection without leaving 
any alternatives

▪ Divides problem into finite number of (sub-)issues
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Structure

Define

Visualize

Disaggregate

Analyze

Prioritize key drivers

Be pragmatic

Perform sanity checks
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With limited time and resources, it is crucial to prioritize quickly 

1. Prioritize

▪ 80% of overall results are driven by 20% of inputs (Pareto)

▪ Focus on critical, high impact areas

2. Be pragmatic

▪ Take shortcuts to speed up calculations (combine rounding up and down to cancel errors)

▪ Document hypotheses and assumptions, and be able to explain them at all time

3. Perform sanity checks

▪ Perform some sanity checks along the way: does this make sense?

▪ Verify your assumptions with the interviewer if needed 
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First make sure the structure is solid, then works towards a solutions with available data

1. Top-down

▪ Start with a top-down approach to structure your problem

▪ Leads to better insights in (sub-)problems

▪ Higher probability of structure being MECE 

2. Bottom-up

▪ When the problem is structured, approach it bottom-up

▪ Leads to higher accuracy in solutions and calculations

▪ Higher probability that granular data fits at the bottom

STRUCTURE

SOLVE
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Structure

Define

Visualize

Disaggregate

Analyze

Prioritize key drivers

Be pragmatic

Perform sanity checks

Communicate

Verify your understanding

Guide the interviewer

Formulate a strong 

conclusion
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Make sure your communication is clear and to-the-point

1. Opening
▪ Ask clarifying questions to define the problem scope
▪ Make sure to agree on the problem with your interviewer
▪ Ask for a confirmation of hypotheses and assumptions

2. Analysis
▪ Guide the interviewer through all the steps you take
▪ Point out any pragmatic shortcuts you make
▪ Highlight the driving issues and focus on them

3. Closing
▪ Make sure your conclusion gives an answer to the previously defined problems
▪ Start with your key message, then support it with your key argument, followed by secondary arguments
▪ Do not walk through all the calculations and data again
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Conclusion to 
defined problem

Driving Issue 1

Issue 1.1

Issue 1.2

Issue 1.3

Issue 2

Issue 2.1

Issue 2.2

Issue 2.3

Issue 3

Issue 3.1

Issue 3.2

Issue 3.3

KEY MESSAGE

KEY SUPPORTING ARGUMENT

“I would advice to go through with the investment…”

“...it fits in the expansion

strategy of the company,...”

SECONDARY SUPPORTING ARGUMENT

DETAILS

“…because the return exceeds the 

20% ROI  set by the board,...”

“...and they have sufficient 

funds to do so.

SECONDARY SUPPORTING ARGUMENT
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“Your client’s profit has been going down for the last 2 years, you are hired to solve this negative trend”

Profits

Revenue

Revenue per unit

Volume

Cost

Fixed Costs

FC 1

FC 2

Variable Costs

Volume 

Cost/Unit

VC 1

VC 2
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Do not forget to segment!

▪ By product type

▪ Distribution channel

▪ Geography

▪ Customer type...

Split FC and VC as granular as possible!

▪ Rent, overhead, interest...

▪ Raw materials, delivery, commission, labour...

Look for the quantitative driving issue, look or ask for horizontal/vertical/industry patterns and dig deeper into the
‘why?’. Only then you can form a solid conclusion.
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Good deal?

Market

Target

Buyer

Synergies 

Risks

Fit of both markets? Size and growth? Profitability? 

Competition structure? Legal and regulatory aspects?

Past, current and future financials? Unique assets and 

capabilities? Quality of management? Culture?

Rationale: valuation, control or synergies? Financing? 

M&A-experience? Timing?

Value of individual and combined activities? Cost 

synergies?

Risks of failure? Reputation? Financial?

Good deal?

Market

Target

Buyer

Synergies 

Risks

“You are part of the CFO’s advisory team and he asked you to investigate the acquisition of company X”
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Customer needs? Usage? Good or service? PLC? 

Substitutes?

Perceived value? Competition? Sensitivity? Cost?

Marketing messages? Channels? Timing? Competition? 

Distribution channels? Expectations? Sales team? 

Competition?

Winning marketing 
strategy

Product

Price

Promotion

Place

“You are launching a new product: how would you create a winning marketing strategy?”



C
o

n
fid

e
n

tia
l
-

©
 B

rig
h
tW

o
lv

e
s
 –

e
m

p
o
w

e
re

d
 b

y
 Q

u
a
n
te

u
s
 G

ro
u
p

28

Winning Strategy

Customer bargaining 
power

Supplier bargaining 
power

Substitutes

New entrants 

Existing rivals

Concentration? Price sensitivity? Information availability?

Concentration? Switching costs? Differentiation?

Potential new substitutes? Ease of substitution? Evolution 

of customer?

Regulation. Capex needed? Economies of scale? 

Network effects?

Number of competitors? Market share? Similarity? 

Financial situation?

“You are hired by an industrial conglomerate to investigate if they should keep/sell one of their branches”
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Winning strategy

Customer

Competition

Company

Demographics? Needs? Segment sizes and growth? 

Willingness to pay?

Value propositions? Market share and growth? Financial 

health?

Product offering. Profitability? Core competencies? USP? 

Financials?

“You want to launch your own company in high-end pet toys, what would be your first 5-year plan”
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Should we enter a new 
market or not?

Market

Capabilities

Financials

Entry strategy

Size? Product types? Profitability? Competition intensity? 

Regulation?

Difference between current and new market? First new 

market? Other companies too?

Current financial situation? Entry cost? Recurring costs? 

Revenues and ROI? 

Timing? Test region? Fully owned, joint venture, M&A? 

Centralize or decentralize?

“Your client wants to expand its succesful Belgian operations to the US, what would you advise? ”
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How should we price our 
product?

Cost-based

Value-based

Competitor-based

Supporting strategy

Fixed costs? Variable cost? Volume? Profit target?

Price of best alternative? Features that make product 

better? Value of these features?

Price and availability of substitutes? Value of product and 

services?

Objective? Profit or market share? Cross- and up-selling? 

Versioning?

“You are launching a new product in the Belgian market, how should it be priced?”
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Is expansion a good 
idea?

Demand

Supply

Cost of expansion

Sustainable growth of market (share)? Segments’ share 

and growth rate?

Supply per segment? Effect on prices? Technology? 

Productivity?

Direct costs? Opportunity costs? Alternatives?

“Constructing a new plant to supply increasing demand from US – is it a good investment?”
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Always tailor your framework to the well-defined problem!

▪ Combine different frameworks (e.g. combine the market entry and M&A framework to assess the acquisition of a 
company in another market)

▪ Construct your own framework

▪ There are many more possibilities to structure your problem:

− Value chain or supply chain

− Sales funnel

− Net Present Value

− Market sizing

− ...

Be familiar with quick maths!

▪ Practice quick calculations of percentages and big numbers (millions and billions)

▪ Know the basic (financial) formulas by heart

And don’t forget to have your awesome stories ready for the personal fit questions!
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The best way to practice is to crack cases with fellow (future) consultants

▪ Case preparation websites

− PrepLounge

− Management Consulting Prep

▪ Books on problem solving

− Case Interview Secrets (V. Cheng)

− Logic in Writing and Thinking – The Pyramid Principle (B. Minto)

− Case in point (M. Consentino)

▪ Consulting club materials

− Harvard 

− Yale

− Insead

− Wharton

− ...

https://www.preplounge.com/en/
https://mconsultingprep.com/
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“Your clients want to implement a new digital solution… does this look like a good plan to you?”

Is it worthwhile to 
implement a digital 

solution?

Understand the 
business 

requirements

Make a high-level 
representation of 

the TO-BE situation

Split the solution & 
refine

Business case

Make sure you understand the AS-IS situation (how do they work 

now, what “solution” is already in place, …).

Next, make sure to understand the desired future state.

Create a customer journey / process flow / high-level data 

architecture / … to represent the to-be situation – something to 

easily validate your understanding of the to-be situation with the 

client.

Split the to-be picture up in solution blocks. For each block, define 

key requirements, key attention points, risks, …

Turn the above insights into cost drivers for the business case.

Furthermore, think about the users and the impact (benefit) this 

will have for them / their organization / … 

Together, they give a GO / NO-GO for implementation.


