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Debriefing Competitive Round One (I) Simulation
	Overall, the Competitive Round One simulation has been a success because the Andrew Company earned a three-star rating. The positive and few limitations experienced during the period elicit a pertinent lesson, which relates to the role of strategic management in a competitive industry. Notably, Andrew Company utilizes a broad cost-leadership strategy to make production and marketing decision. Reliance of a cost-leadership tenet merits because of the focus on cost-saving and creating customer value. 
Specifically, the outcome of the competitive round one report reveals the benefits of a cost-leadership strategy. First, a cost-leadership strategy had positive effects on the low-tech consumer segment because the buyers are price-sensitive. Therefore, the price of $34.00 matched the expectations of the consumers, which further led to a 14% market share. Further, the low-segment is a mature market evidenced by the high emphasis on products aged 3.0 years. Adequate product plan enabled the company to surpass the age expectations of the consumers with a product aged 4.0 years. 
Secondly, the company achieved positive outcomes in the high-end consumer segment because of a superior product, marketing, and production plans. Particularly, the promotion budget of $1000 increased the level of customer awareness by 58%. Subsequently, the ‘ABLE’ product gained 12% market share in the high-tech segment. The high-tech consumers are quality-conscious because they prefer new and superior products characterized by high-performance attributes. Consequently, the company resolved to increase the R&D spending to harness the reliability, performance, and physical attributes of the ‘ABLE’ product. 
Lastly, the positive drift on the consumers’ perceptual map was a critical area that demonstrates the need for strategic management capability. A perceptual map concept is critical to harness the cadre of management decisions because it tracks and traces the changes in consumers’ preferences to multiple products in the market (Wiley, n.d). Therefore, increased budgetary allocation on the R&D unit improved the performance of the ‘ABLE’ product from 4.8 to 6.4. The perceptual drift also indicates the changes in the size of the sensor chip (ibid). Consequently, the company resolved to reduce the size of its product from 15.2 to 13.6, which matches the expectations of a superior and smaller sensor chips.  
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