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Debriefing the Lessons from Round 1
[bookmark: _GoBack]	An integral lesson from Round 1 relates to the significant influence of strategic management in business to achieve competitiveness in the R&D, marketing, production, and financial decision-making. Specifically, the cost-leadership with product lifecycle focus has been a critical strategic-orientation used to maintain minimum costs and competitive prices. Adequate implementation of the cost-leadership with product lifecycle focus influenced the Andrew Company to achieve its four-star rating in the industry. 
	Therefore, strategic management capabilities in cutthroat competition merit because of the ability to achieve short-term and long-term objectives. Consequently, the Andrews Company ability to capitalize on cost-leadership tenet yielded positive outcomes that include surpassing the expectations of the Low-Tech Consumer Segment. The Low-Tech Consumers are price-sensitive cadres of clients because they perceive price expectation superior to the other critical success areas that include age, reliability, and ideal positioning. The 41% importance of a price demonstrates the price-sensitivity of the low-tech buyers, which affects the pricing strategy. Consequently, the Andrews Company commitment to achieve cost leadership triggers the pricing intervention below the industry average of $34.00. However, the company plans to low its current price level to range between $25 and $30, which aims to harness the attractiveness of the product to the low-tech consumer segment. 
	Equally, the cost-leadership with product-lifecycle focus strategy had profound influences on the High-Tech Segment. Importantly, the focus-based tenet of a generic strategy compels an organization to design a unique product to gain market shares and competitiveness in a niche market. Therefore, the development of the ‘Able’ product with superior reliability metric of 20,000-23,000 MTBF enhanced the level of acceptability in the High-Tech Segment. Moreover, protracted product modification and development due to increasing knowledge on market dynamisms inspired the features of the ‘Able’ product. The pertinent improvement on the features of the product included a reduction in the size from 15.2 to 13.3 and the performance capacity from 5.3 to 6.7. Importantly, continued product improvement had positive outcomes because the High-Tech consumers place 33% importance to the performance and size positioning of a brand. The higher performance and lower sizes of a product provide ideal customer expectations from a High-Tech Segment standpoint.
	Further, the company capitalized on the Perceptual Map concept to enhance the effectiveness of R&D, Production, and Marketing decision-making. A Perceptual Map is reliable a tool used to track the position of the product in the market because it displays the perceived preferences and cadres of drifts from a consumer’s standpoint. Therefore, protracted improvements of the ‘Able’ product, which focused on its performance and size, influenced the perceptual drifts in the two market segments. Notably, a profitable drift evident from the Low-Tech consumers’ standpoints led to a shift in the coordinates from the (15.2, 4.8) to (14.7, 5.3). Conversely, the drift in the High Tech consumers’ perspective reflected the reduction on the size and increases in performance indicators respectively. The perceptual map drifted from (14.0, 6.0) coordinates to a superior (13.3, 6.7) at the end of the trading period. The reduction in the size from 14.0 to 13.3 reflects the commitment to meet the expectation of the High-Tech consumers that are the ‘star’ segment of the Andrews Company because of the high profitability.  
