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Introduction:

‘The automobile industry witnessed changes in the management and production systems
worldwide in recent years. Though there is a lot of scope in this sector new challenges such as
digitalization, globalization, tight competition, and globalization are altering the face of this sector.
Other factors such as environmental commitments (voluntary by companies) and maintaining even
better safety protocols also affect the changes that lie ahead. It is well understood that innovative
altemative energy vehicles companies surpassed sales of the much larger organizations that sell
traditional fuel class vehicles. This milestone is possible by the application of a good corporate
strategy. The increase in sales of the Tesla cars proved that customers prefer to purchase vehicles
from organizations that find innovative ways to add value to their products.

Strategy:

Factors influencing the economic options of the automobile industry include,
regionalization, globalization, market convergence, increase in the diversified customer behavior
patterns, breathiaking diversification and modification of product portfolio, digital technology
integration with automobiles, and lastly excessive pressure for flexibility and innovation in
‘manufacturing as well as in research and development fields. To succeed organizations must not
depend on their size but on being resilient, variable, focused, and responsive. Adaptivity nature to

changing markets must also be a part of an organization’s strategy. Organizations must concentrate

on the following seven arcas of strategic activities such as brand, core competency, customer
relationship, quality, software, cxpansion, and product development management to achicve
resilient, variable, focused, and responsive in the tight competitive automobile market.

Organizations must be aware that decisions at any level of the value system influences sales,

expansion to the new markets, and product development fields (Sumit Jain, RK. Garg).  The
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consumer market segment in the StratSim market world can be classified into singles, families,
value seckers, enterprises, and high-income segments. Enterprises corporations prefer luxury,
AEV, and utility vehicles as they use them to run their business and to impress customers.
Performance and styling attributes are crucial for their vehicles. Families segment mostly purchase
cconomy, minivan, and family type of vehicles and this segment are also called as price-sensitive
purchasers. This segment of customers uses vehicles of basic transport needs, they also seck
vehicles that are flexible for transporting people and for carrying cargo. Safety and quality
attributes are most important for this segment.

The next market segment s the value seckers, and they prefer to purchase vehicles such as
trucks and economy class. Just like that of a family segment they also use vehicles for commuting
and as an all-purpose needs” vehicles. Premium segment customers fall under the high-income
‘groups, and they usually buy luxury, sports, family, and minivan class of vehicles. This segment
has comparatively high income and they spend exira money to have more luxury features and this
‘market segment includes professionals, retirces, and families. They consider styling, safety, and
interior attributes as important before purchasing a vehicle. The last market segment in the
StratSim world is the singles, their choice includes truck, sports, and utility class vehicles and they
consider performance and styling attributes as important in their vehicles. This segment mostly
consists of young people who are willing to spend an extra percentage of money on vehicles that
are fun to drive.

Team A net income increased from 197 MS in period 5 to 594 MS in period 6. Cumulative
net income also increased from period § to period 6 i.¢., 4469 MS to 5063 MS. Team A's stock
price skyrocketed from 44.18S in period 5 to 70,118 in period 6. Lastly total sharcholder retur %

increased from -1.3% (period 5) to 6.7% (period 6). Team A position in the StratSim market is
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fifth in the cumulative net income field but the second position in other fields. Alec model car is of

‘economy class and sales for this vehicle increased from period 5to 6 i.c., 854 to 982 (000s).
MSRP price was lowered from $15,351 in period 5 to $13,351 in period 6 and the reason behind
this is to inerease its sales. Team A increased the advertising budget from 80 (5) to $90 million
(6). Whereas spending on promotions decreased from $30 (5) to $60 million (6). As this is of
cconomy class size (19-15) and horsepower (130-115) were also decreased. Likewise, interior,
style, and quality attributes were also decreased from period 5 to 6. The focus was given to the
safety attributes and its value was decided to increase by 1 i.c., from $ t0 6.

Alfa models fall under family class and its sales improved from period 5 to 6th period i.c.,
54610 627 (000°s). Style (2) and safety (5) attributes values remained constant in both periods.
MSRP value increased from $24.084 t0 $26,084. Advertisement budget and horsepower remained
constant in both the periods i.¢., $90 million & 170. To attract customers size for this model
increased from 30 (Sth period) to 37 (6th period). Likewise, money spent on promotions increased
from $50 to $60 million. Quality and interior attributes values were decreased from period 5 to
period 6 by 1. The last model is Awesome, and Team A noticed an inerease in sales from 406 to
485(000) from period 5 to 6. Its MSRP value increased from $21,149 to $24,149. More budget
was allotted for advertisements from period 5 ($80 million) to 6 ($100 million). Likewise, money
spent on promotions also increased from $50 to $60 million. Interior attribute values remained
constant in both periods i.c., 1 whereas style, quality, and safety attributes values increased by |
from period 5 to period 6. The size of the vehicle increased from 42 (5) to 52 (6) and lastly,
horsepower value increased from 220 (5) to 230 (6).

Conclusion:
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There s a lot of improvement in the performance of Team A firm compared to previous
periods, but innovative ways must be found out to create more value to it vehicles so that the firm
can prosper in the future periods and better it positions. Firm A team members met on 01t, 02nd,
4th, 8th, 9th, and 11th of September from 18:00 to 19:00 through zoom sessions for decision
‘making in StratSim Management simulation. Firm A must concentrate to form alliances with AEV
providers to acquire knowledge in that field and achieve economies of scale. (Thompson Jr. A. A,

Peteraf, M. A., Gamble, J. E., and Strickland I1L, A. J., 2022).
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