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Problem Statement

Winnebago is facing withering sales in the RV industry. Economic forces hawe led
increase gas priseand high interest rates that causaghificant increase in logistic cost, low
production levels, and decreasing sales.

Symptoms
1. Increasing gas pricedAn average gas price in the US in July 2002 amsind $1.32 per

gallon and hasncreased to an average of $4.10 per gallon in the US in July 2008

(Exhibit 1).

2. Increase in interest rates has resulted to low purchasing power for consuntegs in t

market to purchase big itemi&xhibit 2).

3. Poor gas mileage. A ClagsWinneba@ gets araverage of 6 miles to the galfon

4. Inventory increased by 31.3% in August 2007

5. Net Salesdecreased 12.86% in August 2006 from the previous year and has only
increased 0.67% in August 200Hxhibit 3).

Mission Statement

Mission statement can Beund inExhibit 4. Winnebago has a strong mission statement
It mentions the companyOs devotion to quality in its product and services. It declares the type of
products or services that the company provides to their customer and thus it clearly shows the
type of industry that the firm is irln its mission statement, Winnebadoes notaddressany
environmental concern3he firms should indicate that it would put litsst effat to protect the

environment.

! http://iwww.edmunds.com/fueleconomy/
2 Inventories, as of 8/25/07, were $101.21 million. Inventories, as of 8/26/06, were $77.08 million.
<http://finance.yahoo.com/>



Background3

In 1958, businessman John K. Hanson dmsl colleaguesconvinced a California
company to open a travel trailer factory in Forest City, lowd.980,the companyOs name was
changed toNinnebagolndustries Winnebagois now aleading manufacturer of mottwome
and uses statef-the-art computeraided dsign and manufacturing systems. The company owns
its land, buildings, and equipment and thus it doesnOt have argrondebt. Winnebago has
strong brand recognition. In fact, Winnebagoconsidered synomyous with the term motor
home.FurthermoreWinnebago is a company that stswe a higher standard of ethiaad has
established a 1point code of ethicen its company. Winnebago has a strong commitment to
guality and sees quality as a journey and not a destination.

Assumptions
* Gas Prices will continue to increase in the future
* New technology will allow for different alternative fuelswhich will minimize
environmental footprinsince they would be more efficient than gasoline
* There will always be a market for recreational entertainment to target.
* Winnebagacsees an alternativgption to explorethe opporturty in the market of renting

RVs.

% http://www.winnebagoind.com/company/abais/story.php



External Factor Evaluation (EFE) Matrix

Key External Factors

Weight Ranking Weighted Score

Opportunities
1 Emergmg RV rental market (Cruise 0.09 1 0.09
America)
Favorable demogric trend (Increase in
2 retirees) 0.12 2 0.24
3 __Innovation of new technology 0.11 3 0.33
4 Wide acceptance of "Go Green program" 0.09 1 0.09
5 _Product customization ability 0.07 4 0.28
Threats
1 Altt-_:rnative forms of travel (resorts, 0.12 1 0.12
cruises, hotels, etc.)
4 main competitors - Coachman,
2 Fleetwood, Monaco Coach, Thor 0.07 2 0.14
Industry trend of increasing inventory and
3 decreasing revenue growth 0.09 1 0.09
Economic forces -- high gas price, decline
4 in purchasing power, economic decline 0.13 1 0.13
Increase in environmental concern 0.11 1 0.11
Total 1.00 1.62

1 = Poor response

2 = Average response

3 = Above average response
4 = Superior response

Internal Factor Evaluation Matrix

Key Internal Factors

Weight Ranking Weighted Score

Strengths

1 Centrally located among top 3 markets  0.040 3 0.120
2 Strong brand recognition 0.080 4 0.320
3 _Implementing new technology 0.070 4 0.280
4 Good corporate culture and ethics 0.025 3 0.075
5 Emphasis on customization 0.035 4 0.140
6 Excellent quality and customer service  0.040 4 0.160
7 _No long term debt (capital ownership) 0.020 3 0.060
8 Distribution through large dealerships 0.045 3 0.135
9 Great R&D program - product testing 0.045 4 0.180
10 Efficient management of information 0.030 3 0.090
system
11_Great quality control 0.050 4 0.200
Good value chain analysis that ties to
12 strategic geographic position 0.025 3 0.075
13 Variety of proglucts_ - 3 different kinds of 0.025 3 0.075
product classifications
Weaknesses 0.000
1 _Aero dynamic of design 0.040 1 0.040
2 Increase in inventory 0.080 1 0.090
3 Lack of fuel efficiency 0.080 1 0.090
4 Lack of Q|ver5|ty on management 0.045 2 0.090
(groupthink)
5 Decrease in sales 0.075 1 0.075
6 Decrease in net income 0.080 1 0.080
7 _Expensive Products 0.050 2 0.100
Total 1.000 2.475

4 = Major strength
3 = Minor strength
2 = Minor weakness
1 = Major weakness



SWOT Matrix

Strengths - S

Weaknesses - W

Centrally located among top 3 markets

Aero dynamic of design

1 1
2 |Strong brand recognition 2 [Increase in inventory
3 |Implementing new technology 3 [Lack of fuel efficiency
4 Good corporate culture and ethics 4 Lack of diversity on management
(groupthink)
5 |Emphasis on customization 5 [Decrease in sales
6 |Excellent quality and customer service| 6 |[Decrease in netincome
7 |No long term debt (capital ownership) | 7 |Expensive Products
8 |Distribution through large dealerships
9 |Great R&D program - product testing
10 Efficient management of information
system
11 [Great quality control
12 Good value chain analysis that ties to
strategic geographic position
13 Variety of products - 3 different kinds
of product classifications
Opportunities - O SO Strategies WO Strategies
1 Emerging RV rental market (Cruise 1 Acquire contracts with 3 major RV 1 Enter a contract with Honda for using
America) rental companies. (52, 513, 01) hydrogen fuel (W3, 03)
Favorable demogric trend (Increase in Develop marketing campaign targeting Outsource rental contracts to
2 retirees) ) senior citizens - advertise in AARP 2 Enterprise to reduce inventory (W2,
magazine, tv commercials, etc. (S2, 01)
02)
3 Innovation of new technology 3 Develop new system that support the 3 Redesign RV's body structure/exterior
"Go Green" initiative (S3, 03, 04) using CAD system (W1, O3)
Wide acceptance of "Go Green Create and implement internal "Go Conduct a focusgroup study to
4 |program" 4 |Green" campaign (S4, 04) 4 |generate ideas of exceeding customer
expectation (W4, O5)
Product customization ability Implement a 3-D personalization Create and implement internal "Go
5 5 [portal to be used when ordering (S3, 5 |Green" campaign (W5, 04)
S5, 511, O5)
Threats- T ST Strategies WT Strategies
Alternative forms of travel (resorts, Purchase ad space in travel websites Outsource rental contracts to
1 [cruises, hotels, etc.) 1 |(expedia, priceline, etc.) to promote its | 1 Enterprise to reduce inventory (W2,
RV products (S2, S13, T1) W7, T3, T4)
4 main competitors -- Coachman, Create a video for the dealership and Enter a contract with Honda for using
5 Fleetwood, Monaco Coach, Thor 5 the firm's website demosntrating the 5 hydrogen fuel (W3, T4)
excellent quality and the great
customer service (S6, S8, T2)

3 Industry trend of increasing inventory 3 Enter a contract with Honda for using 3 Re_design RV's body structure/exterior
and decreasing revenue growth hydrogen fuel (S3, T5) using CAD system (W3, T4)
Economic forces -- high gas price, Create and implement internal "Go

4 |decline in purchasing power, economic 4 |Green" campaign (W5,T2, T5)
decline

5 |Increase in environmental concern

Alternatives

* 100% CustomizationA major benefitto this alternatives that itwill give the customer

freedom tochoose options thahey feel would best meet their needhe disadvantage




associated with this is that the factory is no longer to mass produce; causing increased
manufacturing costs and inefficiencies.

e OGo GreenO program. This alterative will result in good PR andtsheampany being
social responsible to the community and the environment. The alternative will give their
products differentiation fim competitors and may also draw in new customers. The only
downside to the alternative is the project will be cosiiis program will take time and
energy to develop and implement in order for it to benefit the company in the long run.

* Enter New Markets. Instead qfist building RVs, Winnebagaan branch outo
manufacturingbuses and minibuse This alternative broads WinnebagoOs market by
entering other markets of travel. nteéring new markets will have their challengtse
largest isthe operational cost of expanding the factory to compensate the new product
lines.

Recommendation

Based on the Quantitative Srgic Planning Matrix, the best strategic alternatwiich
will allow Winnebago ¢ differentiate their produdrom their competitors and capitalize on
internal strengths and external opportunities would be selecting OGo GreenO alternative. The
alternaive is also in line with WinnebagoOs continuing efforts in increasing quality in their
products.

Implementation

As shown in exhibitlO, implementation will consist of specific steps and will take place
over the next four years. Although working with VP of product development and marketing VP
will be integral to this process, implementation and further development of partnership with

Hondawill be central to the success of this proposal.



Exhibit 14

72 Month Average Retail Price Chart

Regular Gas Canada Average Regular Gas
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Exhibit 2
. .
Today's Rates - National Averages
Mortgages Auto Loans
=30year =15year =lyear ARM Type Rate
+157 New 48 Mo. 6.87% 24
+107 Used 36 Mo. 7.16% <
+57 New 36 Mo. 6.82% <
o7 New 60 Mo. 652% ¢
May Jun Jul sz Savings
@BigCharts 12:00 AM ET 7,25/08 Type Rate APR
Data provided by: BM@ Mma 246% © 2.50%
Mma ($10,000) 265% © 2.69%
Tyoe Rate APR Interest Checking 071% ¢ 0.71%
30-Year Fixed 641% & 6.56% 3-Mo. CD 263% © 2.66%
15-Year Fixed 597% # 6.21% 6-Mo CD 3.10% < 3.15%
1-Year Fixed 6.31% ¥ 6.02% 1-Yr. CD 354% <€ 3.60%
Jumbo 30-Yr Fixed 759% M 7.71% 3-Yr. CD 3.85% W 3.93%
30-Year Fha 6.58% & 6.75%
5/1 Arm 592% & 5.89% TP°’S°“" Losos
ype Rate
40% & 5969
5/1 Jumbo Arm 6.40% 5.96% ki E:arional 14.05%
Eg:l’; 6.35% ©
HELOC 4.49% ©

4 www.gasbuddy.com
® http://www.marketwatch.com/tools/pftools/rates/?dist=tkey



Exhibit 3°

1998 1999 2000 2001 2002 2003 2004 2005 2006 2007

Revenues
(Fiscal Year In Millions)

Exhibit 4

Mission Statement

“Winnebago Industries, Inc. is the leading United States manufacturer of motor homes and
related products and services. Our mission is to continually improve our products and services
to meet or exceed the expectations of our customers. We emphasize employee teamwork and
involvement in identifying and implementing programs to save time and lower production costs
while maintaining the highest quality of products. These strategies allow us to prosper as a
business with a high degree of integrity and to provide a reasonable return for our shareholders,
the ultimate owners of our business.”

® http://investor.winnebagoind.com
" http://investor.winnebagoind.com



Exhibit 5°

Financial Ratios

Valuation Ratios

Price/Earnings for Trailing Twelve Months

High Price/Earnings for the Last 5 Years

Low Price/Earnings for the Last 5 Years

Beta 5 Year Monthly Average

Price/Sales for Trailing Twelve Months
Price/Book for Most Recent Quarter

Price/Gash Flow for Trailing Twelve Months
Price/Tangible Book for Most Recent Quarter
Price/Free Cash Flow for Trailing Twelve Months

Company Quality

Profitability Ratios (%)

Gross Margin for Trailing Twelve Months
Gross Margin for Past 5 Years

Operating Margin for Trailing Twelve Months
Operating Margin for Past 5 Years

EBITD Margin for Trailing Twelve Months
EBITD Margin for Past 5 Years

Pretax Margin for Trailing Twelve Months
Pretax Margin for Past 5 Years

Net Margin for Trailing Twelve Months

Net Margin for Past 5 Years

Effective Tax Rate for Trailing Twelve Months
Effective Tax Rate for Past 5 Years

Efficiency Ratios (TTM)
Asset Turnover

Receivables Turnover
Inventory Turnover
Revenue/Employee

Net Income/Employee

The revenue per employee for Winnebago Industries, Inc. is lower than the industry average.

Management Effectiveness Ratios (%)
Return on Assets for TTM

Return on Assets for Past 5 Years

Return on Investment for TTM

Return on Investment for Past 5 Years

Return on Equity for TTM

WGO Industry Sector
12.8 13.9 164
284 26.4 40.7
8.1 10.1 13.3
23 22 13
05 05 13
20 1.7 36
94 10.5 126
2.0 21 78
NA 25.7 213
WGO Industry Sector
9.6 12.2 235
13.2 13.7 21.9
39 4.2 9.9
8.6 6.1 9.2
5.3 4.8 12.6
9.7 6.5 123
4.6 4.8 9.3
9.0 6.3 8.5
4.0 34 6.4
5.8 4.0 59
13.2 30.0 31.2
35.8 39.4 30.8
The trailing twelve month gross margin for Winnebago Industries, Inc. is lower than the average for the industry.
WGO Industry Sector
2.0 23 1.2
46.1 17.7 7.8
6.8 121 9.4
$228,629 $264,389 $416,318
$9,161 $11,504 $30,288
WGO Industry Sector
8.2 8.2 7.3
14.1 10.5 6.4
10.4 11.3 11.6
18.5 14.5 9.4
14.5 12.7 24.5
25.5 14.7 193

Return on Equity for Past 5 Years

S&P 500  Company Rank in Industry

174
33.7
13.7

S&P 500
44.6
44.3
18.2
19.0
22.8
22.6
16.6
18.3
11.9
12.7
30.0
30.7

S&P 500
1.0

10.6

12.4
$976,576
$121,362

S&P 500
8.8

8.3

12.5
12.0
209
19.9

Worst —> Best

Company Rank in Industry
64

[ | 64

m 82

H100

m 90

Company Rank in Industry

| 46
5100

i 64
70
30

91

8 Reuter ProVestor Plus Company Report: Winnebago Industries Inc. (NYSE: WGO). 25 Jul 2008



Exhibit 5.1.

The Internal-External (IE) Matrix

The IFE Total Weighted Score

Strong Average Weak
3.0to 4.0 2.0to 2.99 1.0to 1.99
High | 1 1
3.0to 3.99
Medium v \ VI
The EFE Total 2.0 to 2.99
Weighted Score
Low VI VI IX
1.0 to 1.99
Winnebago
Harvest or divest
- Retrenchment
- Divestiture
Exhibit 6
Competitive Profile Matrix
Critical Success Factors | Weight Rating Score Rating Score Rating Score Rating Score
Market Share 0.15 1 0.15 1 0.15 2 0.30 4 0.60
Product Quality 0.12 3 0.36 3 0.36 3 0.36 3 0.36
Customer Service 0.12 3 0.36 4 0.48 3 0.36 3 0.36
Price Competitiveness 0.10 4 0.40 1 0.10 3 0.30 1 0.10
Management 0.08 2 0.16 4 0.32 2 0.16 3 0.24
Financial Position 0.12 1 0.12 1 0.12 3 0.36 4 0.48
Brand Awareness 0.15 3 0.45 4 0.60 4 0.60 2 0.30
E-commerce 0.08 3 0.24 3 0.24 3 0.24 3 0.24
Sales Distribution 0.08 3 0.24 3 0.24 2 0.16 2 0.16
Total 1.00 2.48 2.61 2.84 2.84

4 = Major strength
3 = Minor strength
2 = Minor weakness
1 = Major weakness

* www.rvt.cor



Exhibit 7
SPACE Matrix

Internal Strategic Position

Financial Strengths (FS)

Competitive Advantage (CA)

External Strategic Position

Environmental Stability (ES)

Industry Strength (1S)

Leverage 6 [Market share -2 [Technological changes -1 Growth potential 3
Liquidity 6 |Product quality -1 |Rate of inflation -4 Profit potential 2
Working Capital 6 |Product life cycle -1 |Demand variability -2 Financial stability 4
Cash Flow 2 |Customer loyalty -2 |Price range of competing products -1 Technological know-how 5
Inventory Turnover 5 |Competition's capacity utilization -3 |Barriers to entry -2 |Resource utilzation 5
Gross Margin 2 |Technological know-how -1 |Competitive pressure -3 Ease of entry into market 2
Operating Margin 4 |Control over suppliers & distributors -4 |Price elasticity of demand -6 Productivity, capacity utilization 4
EPS 4 Ease of exit from market -3
Revenue Growth 6 Risk involved in business -5
Average (+) 4.56 |Average (-) -2.00 JAverage (-) -3.00 |Average (+) 3.57
FS 456 CA -2
ES -3 IS 3.57
Difference 1.56 Difference 1.57
FS & IS = +1 - Worse, +6 - Best
ES & CA=-1- Best, -6 - Worse
FS
4T
Aggressive Profiles
3 =
>+
(+1.57, +1.56)
1+
ca ’ ’ ’ ’ ’ ’ s
-4 -3 -2 -1 1 2 3 4
-1t
_2 b
-3t
—4 =

ES




Weak
Competitive
Position

A financially strong firm that has achieved major competitive advantages in a growing and
stable industry.

Exhibit 8
Grand Strategy Matrix
Rapid Market Growth Rapid Market Growth
Quandrant Il Quadrant 1 Quandrant Il Quadrant 1

1 Market development 1 Market development
2 Market penetration 2 Market penetration
3 Product development 3 Product development
4 Horizontal integration 4 Forward integration
5 Divesture 5 Backwrad integration
6 Liquidation 6 Horizaontal integration

7 Related diversification

Strong Weak Strong
Competiive Competitive Competiive
Position Position Position
1 Retrentchment 1 Related diversification
2 Related diversification 2 Unrelated diversification
3 Unrelated diversification 3 Joint ventures
4 Divestiture
5  Liquidation
Quandrant Il Quandrant IV Quandrant Il Quandrant IV
Slow Market Growth Slow Market Growth

Market Development: Enter new markets where Winnebago hasn't been before.

Market Penetration: Expand geographically or target new segments Winnebago can attract a
different type of customer though a contract with a RV rental company.

Product Development: Develop new product / change existing product. (Adapt product to "Go
Green" trend)

Backward Integration: Acquire suppliers in order to secure raw materials such as steel,
aluminum, and vinyl.

Forward Integration: Establish more dealership locations to sell the Winnebago motor homes.

Related Diversification: Diversify into other areas of camg such as small RV's or enclosed
trailers.

Horizontal Integration: Acquire or merge with other companies in the RV industry.



Exhibit 9

Quantitative Strategic Planning Matrix g 01)$1233/0$
068+ )] 4(23.(356 7/(32$839$:-2;3(
[Weight| AS | TAS AS [ TAsS AS | TAS
Opportunities:
1[Emerging RV rental market (Cruise America) 0.090 1 0.09 2 0.18 4 0.36
2 |Favorable demogric trend (Increase in retirees) 0.120 4 0.48 3 0.36 1 0.12
3|Innovation of new technology 0.110 4 0.44 4 0.44 1 0.11
4|Wide acceptance of "Go Green program" 0.090 3 0.27 4 0.36 2 0.18
5|Product customization ability 0.070 4 0.28 2 0.14 1 0.07
Threats:
1 Alternative forms of travel (resorts, cruises, hotels, etc.)
0.120 0.00 0.00 0.00
2 4 main competitors -- Coachman, Fleetwood, Monaco
Coach, Thor 0.070 3 0.21 4 0.28 3 0.21
Industry trend of increasing inventory and decreasing
3|revenue growth
0.090 0.00 0.00 0.00
Economic forces -- high gas price, decline in purchasing
power, economic decline 0.130 0.00 0.00 1 0.13
5 Increase in environmental concern
0.110 2 0.22 4 0.44 0.00
Total Weight 1.000 1.99 2.20 1.18
Strengths:
1[Centrally located among top 3 markets 0.040 0.00 0.00 3 0.12
2|Strong brand recognition 0.080 2 0.16 3 0.24 0.00
3|Implementing new technology 0.070 2 0.14 4 0.28 1 0.07
4|Good corporate culture and ethics 0.025 0.00 0.00 0.00
5|Emphasis on customization 0.035 4 0.14 3 0.11 1 0.04
6 |Excellent quality and customer service 0.040 2 0.08 0.00 0.00
7{No long term debt (capital ownership) 0.020 0.00 0.00 0.00
8|[Distribution through large dealerships 0.045 1 0.05 0.00 0.00
9[Great R&D program - product testing 0.045 1 0.05 2 0.09 3 0.14
10| Efficient management of information system 0.030 1 0.03 1 0.03 0.00
11| Great quality control 0.050 2 0.10 2 0.10 2 0.10
12 Good value chain analysis that ties to strategic geographic
position 0.025 0.00 0.00 0.00
13 Variety of products - 3 different kinds of product
classifications 0.025 4 0.10 3 0.08 0.00
Weaknesses:
1[Aero dynamic of design 0.040 3 0.12 2 0.08 0.00
2|Increase in inventory 0.090 0.00 0.00 1 0.09
3|Lack of fuel efficiency 0.090 0.00 4 0.36 0.00
4|Lack of diversity on management (groupthink) 0.045 0.00 0.00 0.00
5[Decrease in sales 0.075 2 0.15 2 0.15 2 0.15
6|Decrease in net income 0.080 0.00 0.00 0.00
7|Expensive Products 0.050 1 0.05 1 0.05 1 0.05
Total Weight 1.000 1.1 1.51 0.70
Total Weight Combined 3.10 3.7 1.88

AS = Attractiveness Score
1 = Not Attractive

2 = Somewhat Attractive
3 = Reaonably Attractive
4 = Highly Attractive

TAS = Total Attractiveness Score




Exhibit 10

Implementation Timeline
What and How? Who? When? Year 1 Year 2 Year 3 Year 4

Discuss the "Go Green" potential and |Contact the VP Product 28-Aug-08
its financial benefits Development, William J. O'

Leary
Contact Honda regarding engine Contact Honda's CEO. 28-Aug-08
supplies and find detailed information
about Honda's engine
Proposal reviewed by internal executive[Robert J. Olson, President; | 01-Feb-09
team/proposal pitched to the board Roger W. Martin, VP Sales

and Marketing, the Board
Work with Honda on details and engine |Honda's management of 17-Apr-10
specifications to accommodate the production
needed horsepower and tow
capabilities.
Work with government on potential Government officials 20-May-10
grants
Review of the progress by the boards [Winnebago CEOs and board| 11-Apr-11
of directors. Further appropriation of members
funds and resources as needed.
Develop a working prototype for (at Winnebago CEOs and board | 17-Aug-11
least) Class C. Furher review and full  [members
marketing assessment as well as focus
groups.




