
BEP 

 
Maria is a young Nutritionist Professional. Since she has begun her liberal profession 
three years ago she has been busy consulting and lecturing individuals and companies 
on topics related with behaviour towards food, prevention and treatment of food related 
diseases (diabetes, overweight, morbid fatness, metabolic syndrome) and strategies and 
recipes for a cheaper and better food buying and cooking.  
 
Initially she had consulting appointments with medical and health companies, spread all 
over the city of Lisbon. After a while, her practice became noticed to the media and 
social networks. Invitations to public presentations, quotes in the press and appearances 
on television became frequent and a flood of new customers ensued.  
 
Maria decided it was time she had a place of her own, where she could concentrate her 
consulting practice and receive customers. After some research, she settled for an office 
within a medical company, “Centro Médico das Amoreiras”, in one of the Amoreiras 
Towers in Lisbon. 
 
She leased an office for € 280 per month with four afternoons and can perform up to 5 
one hour consultations. Each customer is charged € 70 per consultation appointment 
(one hour on average, each). She foresees 52 weeks of consultations yearly. 
 
For each consultation she had stationary consumed of a magnitude of € 1 and a parking 
ticket (that she offers to customers) valued at about € 1 each.  
 
In addition she has a web page and an advertising campaign running on Google and 
Facebook. The site costs her € 30 in maintenance and housing, on a monthly basis. The 
campaign costs € 150 monthly. She also negotiated a parking slot for herself for the four 
afternoons for € 12 and a reduced price for her customers. 
 
She had a licence fee due to the Health Ministry Supervisory Board, of € 180 yearly and 
for “Ordem dos Nutricionistas”(Nutritionist Professional Board) fee for € 250 for 
twelve months. 
 
 
a) How much are Maria´s fixed costs? 
b) How much is the single consultation variable cost? 
c) How much is the unitarian contribution margin? 
d) What is the break-even point (BEP) in terms of quantity of consultations? 
 
 
Having surveyed normal business practices in other markets, namely within other 
medical professions, Maria proposed a revenue sharing between her and the “Centro 
Médico das Amoreiras”. Instead of a fixed rent for the office lease, she proposed a 
revenue sharing agreement, where she retains 70% of each consultation appointment 
and the “Centro Médico das Amoreiras” with the minor part (assume that Maria has 
enough customers to fulfil her entire agenda) 
 



e) What is the new BEP? What course of action would you recommend Maria to 
follow: stick with the old agreement of a fixed rent or with the new revenue 
sharing proposal with “Centro Médico das Amoreiras? 
 
As her notoriety and word of mouth grow, Maria is seriously considering expanding its 
business. A new site, oriented towards the selling of healthy recipes and web seminars, 
is a possible path of development. Or a new consultation practice, in the city of Setubal. 
But she feels she can not have time and stamina for both. 
 
For a better understanding of the choices facing Maria, she collected the data and 
presented it to you: 
 
Setúbal consultation practice, with “Centro Médico e Clínico de Setúbal”: € 50 for each 
consultation appointment and a revenue sharing where Maria could retain 80% of the 
income. She would practice four afternoons per month, five hours each afternoon, one 
hour consultations appointments and 100% occupancy rate (she will have 5 customers 
each afternoon). No parking tickets or costs. Stationary of about € 1 each per 
consultation. Consultations are due to begin in 01/June, till 31 December, every week. 
 
New site development: includes concept development, design and programming and 
payment systems partners agreements (Pay Pal, Amazon, Itunes, Debit and Credit 
Cards,...). A one shoot lump sum investment of € 2.700 is required and a transaction 
costs of 3% of every product sold is due to the payment systems partners. The site is 
bound to be operational by 01/June and every year a new investment of the same 
magnitude is expected. On average the site will provide sales revenues with an average 
ticket of € 10. 
 
f) Which course of action would you recommend to Maria for the remaining 
months of the year? New site development or Setubal Consultation Practice? 
 
 
Sensing that her reputation is growing everyday, Maria decided to increase the 
consultation fee she charges in “Centro Médico das Amoreiras” from € 70 to € 80. By 
the same token, a decline of 10% in demand is expected. 
 
g) Do you think this increase in fees charged is a wise movement by Maria? 
Explain. 

 

Cases Questions 

(choose three questions only; 5 lines for each answer) 

1. Soren Chemical illustrates a push strategy that is faltering with the distribution 

channels. What recommendations would you give to help it to enhance its 

strategy? 

2. How could have Prophenyl and Soren Chemical solved their problem with 

customers price perceptions, resorting to the product element of the marketing 

mix? 



3. Enterprise Rent a Car can be considered a car rental company.  What are its 

target segments and how it differentiates from other companies in the same 

market? 

4. What are the main differences between Starbucks and luxury brands’ buyers 

(Poor Little Rich Brands? 

5. What strategies could be used by Knorr and Soren Chemical when entering new 

markets? What would be the main differences and why? 

 

Multiple Choice 

 
1. Mr. Diderot, marketing senior manager with a small sport equipment retail 

channel, made a marketing analysis. He analysed the internal resources of the 

company and the environment factors, as well the trends within the 

competition. Which of the following has Mr. Diderot made: 

a) A marketing Plan 

b) An executive summary 

c) a portfolio analysis of the businesses the company has 

d) a SWOT analysis 

e) one marketing-mix 

 
 

2. When customers are highly involved with the purchasing of an expensive 

products and realize significant differences among the existing brands, the 

most likely behaviour is _________ 

a) a complex buying one 

b) the variety seeking one 

c) the reflexive 

d) dissonance reduction seeking 

e) a routine one 

 
3. The ultimate goal of the customer relationship management with the client 

is_____________.  

a) Market share 

b) customer equity 

c) sales volume 

d) increased gross margins 

e) a more reliable customer database 

 
 

4. Even that in a particular moment several options are available, ________ of 

segmenting the market.  

a) there is just only one optimal method 

b) there is one that has more efficacy  

c) there is no thing as a optimal method 

d) there exists four different methods 

e) the number of options is limited 



 
 

5. The positioning of a product is based on attributes in the perception of 
the ________.  

a) suppliers 

b) consumers 

c) competitors 

d) managers 

e) retailers 

 
 

6. Lifestyle and personality are two types of variables used in segmenting by 

________.  

a) Social class 

b) Psychographics variables 

c) the user status 

d) demographic variables 

e) behavior variables  

 

 

7. When the size, the purchasing power and the profile can be 
determined, the segment do have the requisite of being ________.  

a) actionable 

b) measurable 

c) accessible 

d) substantial 

e) observable 

 

 

 

 

Theoretical questions 

(please choose just two questions; five lines each answer) 

 

1. How may market research be applied to the luxury segment? What kind of 

information would be relevant to obtain? Would it be effective? (NOTE: consider the 

problems luxury brands are facing and current trends in the market) 

2.  Explain the purpose of the Boston Consulting Group approach to business planning, 

and briefly describe each of the four types of SBUs. 



3. Marketers can obtain needed information from internal data, marketing 

intelligence, and marketing research.  Explain some common sources for each of 

these. 

4. Cultural factors exert a broad and deep influence on consumer behavior.  The 

marketer needs to understand the role played by the buyer’s culture, subculture, 

and social class.  Describe the differences between culture, subculture, and social 

class. 

5. Briefly describe the characteristics of business markets, stating the main differences 

to B2C markets. 

6. Outline the three major steps in target marketing. 

7. Explain the four major segmenting variables for consumer markets. 

8. Not a small part of tangibles products manufacturers do have some kind of service 

associated. Which of the three levels of the product is being magnified and what are 

the benefits sought by this adding? 

9. A very well know “soft discount retailer” changed its positioning from “every day 

low price” to one of “aggressive price campaigns”. What are the intended effects? 

Advantages and disadvantages? 

10. Under certain conditions, advertising and public relations can be used contrary to 

what the AIDA model recommends, with the Public Relations striving for awareness 

and advertising for sales activation…In which conditions? 

11. “Marketing via Internet has made the traditional four Ps something of a relic of the 

past…” Your commentary, please. 

12. “Using linear optimization techniques has allowed the transformation of the 

communication budget allocation into a tool that increases the potential for 

advertising”. Your commentary, please. 

13. “Truly innovative products do not require marketing research as the consumers do 

not know what they need or should expect. So asking them is a waste of time and 

money”. Your commentary, please. 

14. Online panels and marketing research seemed an unstoppable trend until recently 

when it was discovered that younger generations do not have a valid email address 

that the panel would communicate with and validate answers. How would a 

researcher interested in the 15-20 age cohort solve the problem? 

 

 

 


