WHY IT IS IMPORTANT TO READ THIS MANUAL 
Welcome to the ninth edition of the L‟Oréal EStrat. During the Challenge, you and your team will be given a company and product portfolio to manage in a dynamic and interactive environment. No previous computer experience is required but it is important to prepare by reading this manual prior to beginning the Challenge. 
If you do not read it carefully, you will run the risk of putting your team at a competitive disadvantage! We have done our best to make this manual as clear and complete as possible. But the EStrat simulation is fairly complex and we know by experience that some topics will require additional explanation. If you have questions regarding this manual or on the EStrat simulation we suggest that you follow the steps below. 

1. Access the Online Support to find Frequently Asked Questions (FAQs) on the L‟Oréal EStrat web site: www.estrat.loreal.com, Other students may have already asked a similar question, and a response may be available in the Online Support. 

2. If you are competing in the Academic Challenge and do not find the response to your question in the Online Support, ask your Professor! Your professor has received a specific training to the EStrat business game, and will be able to answer any question you may have. 

3. If you are competing in the Open Challenge and do not find the response to your question through the Online Support search facility; send a short email to the Hotline using the “Contact us” link underneath the Online Support Search box. Please note, the support team will not respond to you directly, but post the answer in the FAQs, for two main reasons: 

 
Information broadcast – your question is probably of interest for many teams, so posting the response in the FAQs will benefit the entire EStrat community 

Transparency – all teams will have access to exactly the same information. 

We will not respond to all types of questions. Obviously, questions regarding a specific team situation will be discarded as we do not want to give an advantage to one of the competitors nor do we want to disclose confidential data. Similarly, we will not give any advice or hints on strategy, management, marketing, finances or any other topic. You should only count on your brains (or those of your team mates …) and your experience. Here are some examples of questions already addressed in the FAQs: 
 I plan to launch a new brand in period 3. Do I need to build a new capacity for this brand? 

 What do you mean by “Deviation from budget”? 

 Can I copy a chart into Excel or PowerPoint? 

 The retail prices of my brands as given in the Newsletter are far below the prices that I set in the decision form. Why? 

 I cannot access the “Positioning” decisions. Why? 

 Who decides which segments are targeted by the advertising campaigns? 

Here are some examples of questions we will discard: 

 We are team LIONS from Green Forest University. Our brand POP has lost 10% market share in period 3. Can you tell us how to fix the situation? 

 What is the best strategy to target the High Earners segment? 

