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1. [bookmark: _GoBack]Who is the protagonist? What is their span of control and what motivates them? 
Viña San Pedro is the protagonist because it is the entity that readers are connecting with or following through its story since it was established. VSP was controlled by Bonifacio Correa family until when it was acquired by Compaña Cervecerias Unidas S.A in 1941. Since 1941, Compaña Cervecerias Unidas S.A became the new controlling company of Viña San Pedro. In 1994, it purchased 48.4 percent of VSP stock that later increased to 51.2 percent when it expanded Viña San Pedro business operations. The need to prove that it was the best producing and commercializing wine company motivated CCU to doing everything it can to ensure that it acquired VSP. In addition, CCU wanted to be the leading company with the largest market share in the wine industry. At the time, VSP was the third largest winery in Chile and, therefore, was like a gold mine to CCU. 
2. What is the protagonist's problem? 
Improving product positioning is the biggest problem the protagonist had been facing. Viña San Pedro had been having a rough time competing in the domestic market as there are many competitors such as Santa Rita and Concha y Toro who had been leading Chilean wine industry. CCU distributes all brands of VSP in the domestic market where consumers are price sensitive. VSP domestic sales were more concentrated in cardboard containers that were sold at a lower price. In fact, the prices were 5% lower than that of other market leaders. The other problem VSP was facing was that consumers perceived its wines as of low quality compared to that of its competitors something that placed it on a losing end. In addition, VSP spent only 3% in marketing its products while its competitors like Concha y Toro spent 29% and Santa Rita 46%. All these problems affect VSP ability to position its products in the competitive market. 
In essence, selling products at a lower price in order to attract domestic market and to beat up competition is not strategic. When CCU acquired VSP it focused on three key areas, which included: 
· Reducing costs
· Increasing distribution
· Improving quality
While all these are important in placing the business at a competitive edge, getting a premium pricing for both domestic and global market for VSP products is also crucial. It is clear CCU had been more focused on increasing the market share than revenues in the domestic market. However, the question we need to think about when it comes to analyzing the problem is “what does VSP need to mark up in order to stay in business or what strategies is it supposed to apply in order position its products in the competitive market?” 
One more thing to consider is that grape prices have considerably increased since 1938 when vine planting was prohibited in an effort to curb alcoholism in Chile. Since then, wine prices in the domestic market remained constant until in 1973 when Augusto Pinochet government recognized that wine could become an important export. Regardless of the ban, VSP competitors were already producing high-quality wine from European vines. This positioned VSP competitors well in the market in terms of meeting demand in both domestic and global market. After the ban was lifted, VSP continued to purchase grapes from local producers something that contributed to increased cost of production. Cost of growing grapes also increased. While domestic market was “price sensitive”, VSP needed to consider how much it was spending on overheads such as packaging and the cost of labor. All these are problems VSP had been facing when it comes to positioning its products in the market. 
3. What analytical issues did you identify that will help solve the protagonist's problem? 
Pricing is the analytical issue I identified. When determining the price of its products, the company should use a pricing strategy that would not only help gain market share, but increase revenues. However, to price for profit at domestic and global markets, things like the cost of raw materials (grapes) should be accounted for. Then, it has to look for overheads it takes to run the business as well as the cost of labor. Having determined all these, a profit should be added to ensure that the business does not run at a loss. 
4. What case data and facts apply to the analytical issues? 
From a financial point of view, cost of production, profit margin, and selling price are case data and facts that apply to the pricing problem. VSP need to calculate the cost of producing its wine, know its profit margin, and use the two to determine its selling price for both domestic and international markets. 
5. What tools did you apply to the data and facts to analyze the issues?
I used SWOT analysis to assess VSP competitive strengths and the nature of its business environment. In fact, the data shows that CCU had been trying to fix VSP product’s market value position at a low level. For many years CCU had been selling its wines at a very low price despite spending millions of money in expanding the vineyards, paying for labor, and in cost of production. All these are cost related issues which indicate that VSP do not have any sustainable strength over its competitors. In other words, I used SWOT analysis as a key part of identifying strengths and benchmarking the VSP against the competition it had been facing in terms of key measures linked to the idea of key performance indicators. 
The kind of things I was looking here to determine the areas where it is strong or weak included: market share, profitability, efficiency (product costs), brand recognition and loyalty, market capitalization (value and growth), market reputation for product quality and so forth. The data and facts provided about these performance indicators illustrated some of the strengths and weaknesses the business has compared to its competitors. 
For example, in pg.5 par 2, it is explained that an average hectare for the production of Gato wines produced about 17.9 tons of grapes per year and the company estimated that it required about $1,560,000 in working capital for every million liters of Gato wine. In this case I used the tool to determine whether VSP would have a financial strength in terms of profit it would make from investing in Gato production. 
6. What is the solution? What support is there that is the result of your analysis? 
VSP needs to do in terms of SWOT is to identify things like opportunities in the international market and try to exploit them. While consumers in the domestic market perceive that VSP sell low-quality wines they purchase at low prices, the business has greater opportunities in the international market. Consumers in the international market do not really care about price, but rather on quality. Therefore, it should try to come up with a pricing strategy for wines it produces for export and defend its brand in the international market by exporting only the highest quality wines. This is even so because VSP has quality advantage it can leverage on in the export market. As indicated in the article, pricing is the most important component when it comes to marketing. VSP should set a price that would not only help it remain in the market or gain market share, but make profit for its shareholders. 
7. What are the steps to implement the solution? ﻿﻿ 
To implement the solution, VSP senior management team needs to identify areas the business had been doing well and this includes searching areas it has competitive advantages. Marketing manager should be involved in order to help in evaluating things VSP can put in place in order to overcome competition especially the one it faces in the domestic market.  
The second thing senior management needs to do is to assess VSP profitability compared to its competitors. Profitability is a key measure that would help the management know whether or not the business had been moving towards the right path. Identifying what competitors had been doing differently in the domestic market is also a key step that can help VSP create some strategies that would help in improving its brand in order to gain customer loyalty and, as a result, place it in a competitive edge.  It is also important to note here that pricing is the most important component when it comes to marketing. Therefore, the marketing manager should conduct some research on market prices in order to help in setting a price that would not only help VSP remain in the market or gain market share, but make profit for its shareholders.
8. What is the control for your solution? Any contingencies?
The control for the proposed solution is an assessment of the risks involved. While trying to implement the solution provided, the management should focus more on the strategic issues and in particular it should look outside the business by considering the external environment. It should conduct a risk analysis for changes in market conditions as well as legal, political, and technological factors that tend to affect the business. All these present both risks and opportunities which VSP needs to assess in order to strategize ways in which it would achieve its business goals. VSP should also expect the unexpected. For this reason, it should consider contingency planning which is a broader series of processes that require planning for risks and possible business uncertainties. For example, VSP should identify and deal with the risks threatening its operations in the domestic market, plan for the unexpected in the international market, and so forth. 
