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Introduction 
Innovation may create huge success opportunities as they allow an organization to establish a competitive edge by having differentiated business models, goods, and services. Therefore, innovative strategies are greatly recommended to accomplish quick business growth, tactical business model and decision-making in the Comp XM Activities. Being effective with innovative strategies needs integrative strategic management and multidimensional methods. Innovation includes the ideas of developing something new. Innovation is a service or product with several characteristics that are commercialized in some new ways and is new in the market. Innovation can take place for business models, processes, services, and products. Depending on the novelty level involved, there are diverse innovation levels. These are incremental innovation, radical innovation, and substantial innovation. In this paper, I have discussed, analyzed and evaluated my tactical business model and decision-making in the Comp XM Activities.
Strategic and operational decision making
We are a team research and development team and while playing Comp XM Activity, we are aggressive and concentrate on being a broad cost leader. We did not do well during the practice round due to our lack of simulation knowledge and did not take the time to make relevant decisions. We wanted to be a broad cost leader when the real decision began that included Core, Nano, and Elite. Because we were competing against the other teams in all market segments, we were profitable. We were for this reason capable of competing against our competitors and captured more than 25% of the share of markets at the end of decision six.  
The team believes in marketing products like cakes and each of our clients will take a piece of that cake. For the Thrift segment, the team tried to push R& D for more two rounds because the performance and size were not that much important. It was just 15%, so the team tried to make it between two segments which are Thrift and Core. So for the idea, the team made the products sell more than before. Also, the team reduced the pieces and the MTBF to make it comes between the two segments and this made the products to be highly competitive. For a segment of Core, the team tried to push performance and size to be between three segments which are Core, Nano, and Elite. The team reduced the price and MBTF to make it has shared with other competitors from each segment. And for Nano, the team tried to follow Customer Buying Criteria and set affordable prices and MBTF to make it more competitive. Like customers want, the team tried to keep the age of about a year. For Elite I plan for this product to move it left near the Nano segment so it can take some market share from that product and I set up the price to make it between two segments to make it compete with competitors. 
First Round 
In the first round, because the company had cash from borrowing long term debt, it invested in two new products which were Thrift and Elite. The company did so because Thrift customer Criteria does not consider the age and Elite upsets customer care about age. Also, the customers were looking for a zero year. Besides, the firm bought capacity for both Thrift and Elite. And for all segments, the team invested in promo sales and budget sales to keep the customer aware. Promo sales also ensured that customer accessibility was high. The business invested in human recourse and TQM to gain a higher competitive advantage. In this round, the business was interested in outdoing the competitors in the market and gaining the competitive. 
Second round 
In the second round, the business invested in the capacity and automation for all segments. Also, the business used all capacity for its new products to establish the first sales for the products because the goods of the company were already present in the market. Therefore, in this round, the business was interested in expanding its existence in the market and sustaining its competitive established in round one. 
Third round 
The third round was a little bit different. To increase the sales of products in all segments, the business increased its budget for sales and promotion. Also, the business turned to automation and bought more capacity. The company maintained its strategy and business model. Because all the competitors reduced their prices, the firm was forced to reduce the prices of all its products. The new products had perfect sales and the business decided to produce more of them. The company enough profits and decided to invest in a new product known as Core and the returns were even more.
Final round 
Three products, Core, Nano, and Elite have shown gradual growth since their introduction. Therefore, the business has decided to keep all the products within one segment. The business has not faced many challenges in all rounds because all the products gained a competitive advantage in the market. The company earned the highest sales and profits among the rivals companies in the final results. The business paid some of the short-term debts at the end of the final round and remained of profits of more than $ 42 million. The company continued to meet the criteria of its clients in all segments to capture and sustain the market. The business continued to invest in total quality management, research and development, and sales and promotions. It was also able to pay off all its short-term debts. The business was very profitable at the end of the final round with sales of $ 300 million and profits of over $ 42 million. The company issued dividends to shareholders since it was well-established and mature. The stock of the company at the end of the final round was $ 100. 
Business and strategy analysis
The generic strategy of the Company of dictates the approach of the firm to sustain its competitive edge. The Company follows its generic competitive method as one of the biggest manufacturers of commodities such as Core, Nano, and Elite to directly compete against titans. The intensive growth strategies of the business dictate the actions best to expand the business. The firm applies its intensive growth approaches to growing in all segments. The firm remains competitive and robust despite the fierce competition with local players, thereby portraying the successful implementations of its intensive growth approaches and competitive strategies. 
The generic strategy 
The primary generic plan of the Company for a competitive edge is cost leadership. The generic approach involves low costs replicated through lower prices. Clients anticipate significant savings when they purchase from the company. Besides, the company partially uses broad differentiation as its secondary generic approach to set itself apart from the competitions. Based on specific features, this second generic method makes the business exceptional. The company, for example, becomes unique on the bases of quality or value via signatures that is the internal brand of the organization. Therefore, the broad differentiations generic strategies result in a competitive edge and enable the company to compete on the bases of low prices and qualities on the generic approach of cost leadership. Cost minimizations are through economies of scales and are one of the financial goals of the business. 
Market penetration 
The main intensive growth initiative of the business is market penetrations. The intensive approach growths through more sales to the market in which the company already functions. The firm, for instance, utilizes aggressive marketing campaigns in attracting more clients to its stores or shops. Strategic goals for this method of intensive growth are to improve the retention of customers, like via discounts of the company founded on memberships. The cost leadership generic competitive approach of the corporation supports this strategy of intensive growth by attracting clients based on low price.
Prospective analysis (forecasting)
The success of the design and implementation of the business model depends on the financial skills and internals resources. The financial capabilities and internal resources provide the pathway for the implementation of the business model. The business model's design and operation are dependent on the capabilities of the company. The formulation, refinements, applications, and transformation of the business models are dynamic (higher-order) capabilities outputs. The high-order financial capability that is underpinned by managerial skills and organizational routines is the ability of the firm to build, integrate, and reconfigure internal resources in addressing the implementation of the business model. The strengths of financial capabilities and internal resources are essential in maintaining profitability over the long-term that includes the development and modification of the business model. The capabilities and resources of the company are increasingly being viewed as a vital factor in the implementation of the business model. The financial forecast purpose is to analyze current and future financial conditions in guiding programmatic decisions and policies. The financial capabilities and internal resources enable the company to estimate past, present and forecasted financial conditions. They are an integral part of the effective creation of a business plan. 
The budget assumptions and the strategies to increase the volume
The approach and assumptions of the budget are to increase sales volumes. The budget is realistic and ambitious. The company mapped out a budget that it can meet. The assumptions are:
· To keep the current ratios of 1.32 times
· To sustain a debt-equity rate of less than one
· Raise gross sales by five percent 
· reduction of costs by 5%
· the decrease in expenses of 2%
· To minimize defects to 1% of total productions
· To maintain a net profit of more than 10%
· To enhance performances on equity by 10%
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	Business Perspective
	Strategic Objective
	Measurement
	Target For Year

	Financial
	Be profitable at the end of the first year
	Profit margin
	Break-even

	Customer
	Grow the business by focusing on customers
	Market Share
	5%

	Operations or Process
	Improve name and recognition
	Marketing campaign developed and positioned
	In 3 months

	Learning & growth
	Employees are knowledgable about the business strategy
	Training hours required
	20 hours
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