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Introduction:
StratSimManagement simulation software enables to control a firm to maintain its position
in the market. In this simulation, much concentration has been given to increase the returns of the
shareholders, along with generating higher net income cach week. In Team A, strategies
implemented are market-oriented and great importance is given for their exccution. Team A has an
amazing car segment with the following cars, Alec (Class: Economy), Alfa (Class: Family), and
Awesome (Class: Utility). The main objective to select mentioned three different classes of
Vehicles is to attract a wide segment of customers. Attributes measured by firm A include size,
styling, price, safety, performance, and quality. Based on the feasibility, values to the attributes
were decided for each period.
Strategy:

‘The most focused attributes for each period are quality, safety, styling, and interior. These

attributes in turn are dependent on Firm A, technological capability. These four attributes play a
key role in grabbing the attention of the customers. Team A ensured that values of these four
attributes are updated each week and maintained high to attract different customer segments as
cach segment purchase a vehicle depending on their needs. As per market analysis customers
always ensure that safety, quality, interior, style, the performance of vehicle engine, and size
attributes are worthy enough to purchase a car. In the Car manufacturing industry, cars are
classified into uility, economy, truck, family, luxury, minivan, and sports. In recent times car
‘manufacturers are concentrating on the new segment called altemative energy drive vehicle. This
car segment has an additional advantage with innovative driving technology. Analysis in the
StratSim market is done based on two approaches such as class of the vehicle, and segments of the

consumer.
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Every week decisions were finalized to attract different customer segments depending on
the vehicle. Families (preferred vehicles: minivan, family, economy), singles (preferred vehicles:
utility, sports, and truck), value seekers (preferred vehicles: truck, and economy), enterprisers
(preferred vehicles: AEV, luxury, and utility), and high income (preferred vehicles: minivan,
family, sports, and luxury) are the different market segments of the StratSim world. Team A
focused on value seckers, families, singles, and enterprises marketing segments as they market
Alec, Alfa, and Awesome models. Team A net income dropped compared to the first week i.c.,
$763 to $711 in the fourth week. When it comes to Cumulative Net Income, Team A firm had an
increase from $2021 to $4272. Likewise, there is a slight increase in the stock price i.c., from
$41.83 to $50.13. Lastly, the Total Sharcholder Return % for the first week was -13.6 whereas, in
the fourth week its value is 1.3.

Alec is an economy class (basic model car, small and low price) vehicle, and compared to
the first week this vehicle has an upgrade to it. Sales increased from 607,000 units in the first week
10 743,000 uniits in the fourth week. There is no change in the price, but Team A lowered its budget
on advertising from $40 million in the first two weeks to $32 million in the fourth week and the
promotional amount remained the same i.e., 20 million from the initial week to the fourth week. A
decision has been taken to increase the Alec model car from 14 in the first three weeks to 19 in the
fourth week. There is a slight decrease in the horsepower from 135 in the first week to 130 in the
consecutive weeks. Interior attribute value was changed from the first week, 2 to 3 in the fourth
week. Style attributes increased from 1 to 2. Concentrated on safety and values were updated from
310 5. Lastly, quality attribute values were updated from 2 in the first week to 5 in the fourth

‘week.
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Alfa model is of family class (mid-sized vehicle, reasonable price, safe transportation, and
reliable) and its price, horsepower, and money spent on promations remained constant and there
was an increase of sales each week from 356,000 i the first week to 474,000 in the fourth week.
‘The advertsing budget was lowered to almost half from S80 million in the first week to $42
million in the fourth week. The size of this vehicle increased from 28 in the inital week to 30 in
the fourth week. The interior atribute value for the first week was 3 and then lowered a bit to 2 but
again maintained at 3 in the fourth week. Other attributes such as styl, safety, and quality values
were increased compared to the fist week. The last model for the Team A firm is Awesome and it
falls under the wtility class (more room for the passengers). This model’s price, size, horsepower,
interior, style, budget on promotion, and quality value remained constant throughout the weeks.
But money spent on advertisements increased from $60 million in the first week to §72 million in
the fourth week. Likewise, the safety atribute value was increased from 1 in the initial week to 2 in
the fourth week.

Conclusion:

“Team A firm members' plan of action is to outperform its competitors and get maximum
profit. To gain the competitive advantage in the StratSim market Team A firm provides affordable
ot vehicles that meet the needs of it different market segment customers. The reason behind this
s a high-value proposition of the vehicles atracts even more customers in the StratSim market
world (Thompson Jr. A. A, Peteraf, M. A, Gamble, J. E., and Strickland III, A. J. 2022). Team, A
firm must constantly evaluate the requirements of the consumers along with the different products

of the competitors in the market. Team, A firm members discussed the strategies through zoom
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meetings every weck, and decisions were finalized after approval from all the team members.

Zoom meetings were held on 18, 19, 22, 25, 26, and 29 from 18:00 to 19:00 EST in August.




image4.png
million in the fourth week. The size of this vehicle increased from 28 in the initial week to 30 in
the fourth week. The interior attribute value for the first week was 3 and then lowered a bit to 2 but
again maintained at 3 in the fourth week. Other attributes such as style, safety, and quality values
were increased compared to the first week. The last model for the Team A firm is Awesome and it
falls under the utility class (more room for the passengers). This model’s price, size, horsepower,
interior, style, budget on promotion, and quality value remained constant throughout the weeks.

But money spent on advertisements increased from $60 million in the first week to $72 million in
the fourth week. Likewise, the safety attribute value was increased from 1 in the initial week t0 2 in
the fourth week.

Conclusion:

“Team A firm members' plan of action is to outperform its competitors and get maximum
profits. To gain the competitive advantage in the StratSim market Team A firm provides affordable
cost vehicles that meet the needs of ts different market segment customers. The reason behind this
s a high-value proposition of the vehicles attracts even more customers in the StratSim market
world (Thompson Jr. A. A, Peteraf, M. A., Gamble, J. E., and Strickland IIl, A. J. 2022). Team, A
firm must constantly evaluate the requirements of the consumers along with the different products

of the competitors in the market. Team, A firm members discussed the strategies through zoom

SIMULATION REPORT 01 H

meetings every week, and decisions were finalized afier approval from all the team members.

Zoom meetings were held on 18, 19, 22, 25, 26, and 29 from 18:00 to 19:00 EST in August.
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