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Abstract 

This paper explores the experiences and lessons from a Business in Practice simulation, where 

cross-functional teams managed a fictive car manufacturer during critical technological and 

sustainability transitions. Key roles included Innovation, Marketing, Finance, Operations, and 

Human Resources, emphasizing effective decision-making and communication. The analysis 

covers personal development, team dynamics under pressure, and the company’s performance 

across various functions, highlighting the interconnectivity of departments. This simulation 

provided valuable insights into managing an automotive company, preparing participants for 

future careers in the evolving and sustainable automotive industry. 
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1. Firm Analysis of Mudanca 

1.1 Introduction 

This analysis examines how the established car manufacturer Mudanca has transitioned from 

combustion engine technology to full electromobility, addressing the challenges faced along 

the way. The focus is on a comprehensive analysis of the Strategy, Marketing, and Operations 

functions. Each department is reviewed in detail. The analysis begins with a deep dive into 

Mudanca’s external and internal strategy, including a depiction of its business model. Through 

various frameworks, the initial strategy and its implementation will be critically evaluated. The 

success of the intended strategy relies on continuous adaptation. Adaptive firms continuously 

vary how they do business by trying many novel approaches and then scaling up and exploiting 

the most promising before repeating the cycle (BCG 2024). An overview of the marketing 

function will examine Mudanca's marketing efforts, focusing on its marketing mix and 4Ps 

except place since it’s not relevant in this case, market positioning, customer engagement, and 

promotional tactics on overall company’s performance. The subsequent section will delve into 

an analysis of Mudanca's operations department by exploring its key characteristics, 

performance goals, factory utilization, sustainable investments, and CO2 emissions. In 

conclusion, I will highlight the essential insights and lessons gained for both me and future 

management teams in similar scenarios, emphasizing the interconnection of corporate 

functions and the crucial importance of ensuring strategic alignment across all departments. 

1.2 Strategy of Mudanca 

Strategy is the strategic initiatives a company pursues to create value for the organization and 

its stakeholders and gain a competitive advantage in the market (Boyles 2022). Assuming 

control of an existing company with a pre-defined product range generally means that the 

incoming leadership team will not completely overhaul the existing strategy, but rather enhance 

https://online.hbs.edu/blog/post/how-do-businesses-create-value
https://online.hbs.edu/blog/post/how-do-businesses-create-value
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it. Given the critical need to reduce environmental impact, transportation currently accounts 

for 35% of US greenhouse gas emissions, it was imperative for Mudanca to shift to electric 

vehicles (EPA 2022). However, this transition needed to be methodical. Revenue from fossil 

fuel vehicle sales remained significant, prompting Mudanca to maintain these models while 

innovating and developing new electric vehicles aligned with consumer preferences. 

External Analysis – PESTLE and Porter’s Five Forces 

PESTLE analysis (Figure 1) was conducted to understand the environment where Mudanca 

operates. The automotive sector is experiencing significant shifts due to various global factors. 

High tariffs implemented by USA and China are reshaping the dynamics of vehicle and 

component trade. At the same time, European nations are tightening vehicle emission policies, 

compelling car manufacturers to focus on developing vehicles with lower emissions (European 

Commission 2024). Car sales growth is expected to drop from 3.6% to 2% by 2030, driven by 

macroeconomic factors and the rise of mobility services like car sharing and e-hailing 

(McKinsey 2016). Increasing inflation has decreased customer spending (J.P.Morgan 2022). 

Consumer interest in electric vehicles is rising due to sustainability trends, tax breaks, and 

advances in battery technology that reduce costs and increase efficiency. These factors are 

driving the industry towards a more eco-friendly and technologically advanced future. 

Porter’s Five Forces (Figure 2) are used to identify and analyze an industry's competitive forces 

(Gratton 2024). Threat of substitutes is low to moderate. While traditional vehicles still 

dominate, EVs offer significant environmental benefits and long-term cost savings that are 

difficult to replace. However, new mobility services like car sharing and e-hailing have slightly 

increased this threat. The threat of new entrants is low to moderate due to the substantial 

barriers to entry (Ansari 2023), such as the need for significant capital investment, economies 

of scale, and compliance with government regulations. Technological advancements lower 
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some barriers, but established brands benefit from their scale and market position. The high 

bargaining power of both suppliers, due to dependency on critical components like EV 

batteries, and buyers, who are highly informed and price-sensitive, forces manufacturers to 

focus on delivering high-quality products while maintaining brand loyalty. Industry rivalry 

stays high since many companies are transforming towards electric vehicles. Porter’s Generic 

Strategy (Figure 3) positions Mudanca in the differentiation section, meaning targeting a broad 

market, offering a diverse range of electric vehicles that cater to various customer needs, 

emphasizing sustainability, advanced technology, and performance. 

Internal Analysis - Business Model Canvas and SWOT 

Business Model Canvas (Figure 4) suggests that Mudanca should emphasize a comprehensive 

approach by offering a broad range of electric vehicles to cater to diverse consumer needs 

(FasterCapital 2024). The strategy emphasizes delivering high-quality, innovative, and 

sustainable vehicles, while leveraging regional dealerships and digital marketing to reach a 

broad customer base. Mudanca aims to build strong partnerships with technology providers, 

suppliers, and logistics firms to ensure cost-effective production and distribution, while also 

targeting global markets, including the US, Europe, and China, to meet consumer preferences 

(Osterwalder 2013).  

According to the SWOT analysis (Figure 5), Mudanca’s strengths include its eco-friendly 

branding, strategic alliances, and optimized manufacturing processes. Competitive pricing and 

a diverse vehicle lineup boosted its market position. Weaknesses involved limited resources 

and reliance on external suppliers, creating supply chain risks. Over time, Mudanca capitalized 

on opportunities like technological advances and increasing consumer interest in sustainability, 

which helped strengthen its brand and market share (Figure 6). Despite these improvements, 
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Mudanca remains vigilant against threats like supply chain challenges (Shah & Hong 2021), 

public misconceptions about EVs, and intensified industry rivalry.  

Initial Strategy 

Mudanca’s strategy was built on flexibility since companies must be flexible to respond rapidly 

to competitive and market changes (Porter 1996). In the early years (1 and 2), Mudanca focused 

on developing electric technology while capitalizing on profits from combustion vehicles. The 

company took green loans to fund sustainability and electrification, aiming for a fully electric 

portfolio by Q13. After electrification, Mudanca planned to expand production. In years 3 and 

4, the focus was on fleet stabilization and increasing revenue by targeting multiple segments 

with a diverse electric vehicle lineup. By years 5 and 6, Mudanca aimed to maximize potential 

by optimizing vehicle pricing and maintaining a balanced inventory. It is especially important 

for managers and executives in any organization to agree on the basic vision that the firm strives 

to achieve in the long term (David 2020). 

Strategy Implementation and Adaption 

Mudanca’s strategy proved effective, achieving full electrification by Q13. Expanding 

production through new factories was capital-intensive, and optimizing factory utilization and 

inventory days was more challenging than expected. Being first in line requires being the best 

on the line, and it starts with manufacturing optimization (Instrumental 2022). Mudanca shifted 

focus to optimizing existing factories and enhancing marketing efforts to maximize vehicle 

pricing. The strategy worked, as value added increased on average by 10.7% per quarter after 

full electrification (Figure 7). Naturally, the increase was not only due to electrification, but it 

also contributed to Mudanca's strategic shift. By the end of the simulation, critical metrics 

reflected success, including 100% employee satisfaction, 85.13% sustainability rating, 100% 

factory utilization, and a net operating profit of 1374 million (Figure 8). 
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Linking Mudanca’s Strategic Approach to Industry Leaders 

Tesla is a prime example of a company that has successfully implemented a comprehensive 

strategy centered around electrification and innovation (Aksu 2023). From its inception, Tesla 

focused on developing EVs that not only deliver high performance but also appeal to a broad 

range of consumers through cutting-edge technology and sustainability (Tesla 2024). BMW 

has adopted a strategy similar to Mudanca by balancing traditional combustion engine vehicles 

with a strong push towards electrification. Its "Power of Choice" strategy (BMW 2019) offers 

customers combustion, plug-in hybrids, and fully electric vehicles, catering to different 

segments while gradually transitioning to full electrification. 

1.3 Marketing of Mudanca  

The marketing department is instrumental in shaping the company’s brand identity, 

understanding customer needs, and driving sales (Sprague 2023). Tasked with the mission to 

position Mudanca as a leader in the electric vehicle market, the marketing team worked closely 

with operations to align production with market demand and customer preferences.  

Marketing Mix – Product, Pricing and Promotion 

Mudanca systematically phased out its non-electric vehicle offerings, transitioning fully to a 

lineup that supported its strategic objectives (Novak 2024). From Q13 onwards, Mudanca was 

able to innovate its product portfolio (Figure 9) to exclusively electric vehicles. The most 

effective strategy for market share gain is product innovation (Bloom & Kotler 1975). Mudanca 

focused on portfolio management by utilizing the BCG matrix (Figure 10). Mudanca 

diversified its market approach by setting different price levels to target various customer 

segments. The Model F microcar, with its affordable price, attracted first-time buyers and had 

the highest contribution margin of over 35% (Figure 11). Meanwhile, Model T, with a 33% 

margin, was a key revenue driver. Mudanca’s portfolio of eight vehicles allowed the company 
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to capture a broad market, maximizing production of best-sellers while catering to smaller 

segments. However, this broad approach also led to operational challenges, including surplus 

inventory and discounting due to demand uncertainties. 

Mudanca adopted a medium-to-high-price entry strategy similar to price skimming, initially 

pricing its new products slightly above the nearest expensive competitor with planned price 

reductions over time. This strategy capitalized on early adopters willing to pay a premium (Dias 

2024), later addressing more price-sensitive segments. It worked well for Mudanca, and when 

sales fell short, marketing efforts were increased. Vehicle pricing was monitored quarterly to 

align with current demand. 

Throughout the simulation, Mudanca dedicated a specific portion of each vehicle’s revenue to 

marketing, ranging from 0% to 3%. Mudanca implemented online and TV advertising 

campaigns, which boosted quarterly product demand by 3.06% and 4.08%. Promotions 

attracted new customers, though they make non-loyal consumers more price-sensitive 

(Vakratsas & Ambler 1999). Marketing budgets were based on each vehicle's DOI and lifecycle 

stage, with increased spending for new launches to ensure strong product recognition. The 

average marketing expenditure per model varied between 1.25% and 2.5%. Mudanca also used 

partnerships, point-of-sale campaigns, and staff training to drive sales with a push/pull 

marketing strategy (Caramela 2024). 

Ansoff Matrix 

The Ansoff Matrix was instrumental in shaping Mudanca’s strategy for product offerings and 

market share expansion. Ansoff Matrix is used for evaluating growth options (The Strategy 

Institute 2024). As the automotive market evolves, particularly with EVs, many manufacturers 

are new and still in the process of establishing their brands. Given that using batteries represents 
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a cutting-edge approach in the industry, adopting a product development strategy was 

considered most effective for Mudanca (Figure 12).  

Segmentation, Targeting and Positioning 

Segmentation must identify groups that matter to a company’s financial performance 

(Yankelovich & Meer 2006). Mudanca identified four distinct market segments to target 

consumers who value sustainability and innovation. The first segment, "Green Budget-

Conscious Customers," prioritizes affordability while showing interest in sustainable electric 

vehicles. The second, "Eco-Forward Innovators," consists of consumers highly committed to 

environmental sustainability and willing to invest in cutting-edge, pricier technologies. The 

third group, "Tech Enthusiasts," is drawn to innovations like autonomous driving, advanced 

infotainment, and superior battery tech. Finally, "Casual Consumers" are less interested in EVs 

and sustainability, often perceiving eco-friendly products as inferior.  

Mudanca had to identify which segments are most attractive and prioritize its focus 

accordingly. To stand out from competitors, Mudanca needed to maintain flexibility in its 

approach, enabling it to serve customers across multiple segments simultaneously. This 

approach, known as multiple segment specialization (Pratt Lile 2024), involved Mudanca 

targeting “Green Budget-Conscious Customers,” “Eco-Forward Innovators” and “Tech 

Enthusiasts” customer segments. This strategy primarily utilized product specialization, 

offering various vehicle categories at different price points and incorporating varying levels of 

technology to meet the distinct needs and preferences of each customer group. To assess the 

potential of each market segment, it was assumed that a significant number of consumers were 

drawn to sustainability, innovation, or a combination of both.  

Companies must focus on the health of the industry, not just their own position (Porter 2012). 

Mudanca was dedicated to becoming a leader in sustainable and innovative mobility while 
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offering a diverse vehicle range for various market segments. Brand positioning revolves 

around identifying unique value that your brand can own (Daye 2023). Aiming to pioneer green 

mobility, Mudanca focused on being perceived as both environmentally friendly and 

innovative, delivering customer satisfaction through advanced, eco-friendly vehicles. By 

highlighting its unique features, Mudanca strengthened its brand positioning and countered 

competitors' early advantages. (Figure 13) Demonstrates how Mudanca is positioned compared 

to the other companies in the automotive industry. 

Linking Mudanca’s Marketing Efforts to Industry Leaders 

Useful real-life examples that are similar to Mudanca are the positioning of Hyundai and 

Volkswagen, which have successfully offered a broad range of EVs catering to both luxury and 

budget-conscious customers. Hyundai's Ioniq series includes electric models like the Ioniq 5, 

which targets tech-savvy consumers with a focus on innovation and design, similar to 

Mudanca’s Model X. Huyndai also offers more affordable options like the Kona Electric for 

first-time EV buyers, similar to Mudanca’s Model F (Hyundai 2024). Correspondingly, 

Volkswagen's ID. series spans from the budget-friendly ID.3 to the more premium ID.4, 

allowing the brand to appeal to a wide customer base, which was exactly what Mudanca was 

after (Volkswagen 2024). 

1.4 Operations of Mudanca 

Operations department at Mudanca played a vital role in planning, organizing, coordinating, 

and managing the resources required for producing the company's car fleet. With a mission to 

offer an electric car for every customer, the operations team collaborated extensively with the 

marketing team to assess customer preferences and demand. Understanding the driving forces 

of the automotive industry was crucial for operational success and efficiency. 
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Factory Utilization and Days of Inventory  

Factory utilization is assessed by how effectively the production lines are used. If they are 

underutilized, it indicates that production is not sufficient to cover the fixed costs of the factory. 

Mudanca had quite a lot of flexibility to switch the types of cars it produced, and the factory 

utilization was monitored quarterly with marketing department since business performance is 

enhanced when manufacturing and marketing work harmoniously (Hausman, Montgomery & 

Roth 2002). When introducing a new car to a market, production initially halted as machinery 

setups were adjusted, resulting in reduced utilization for that specific month. Consequently, 

over the course of the simulation, Mudanca's factory utilization was one of the best in the 

market, averaging 93% (Figure 14), while the benchmark occurred at 87%. 

Mudanca’s goal throughout the simulation was to maintain optimal days of inventory (DOI). 

We projected that the ideal range for DOI would be between 31 and 60 days, aligning with 

(Lotlinx 2023) standards, which suggest that inventory turnover should occur every 30 days. 

Falling below 30 could result in unmet demand, while exceeding 60 would indicate 

overproduction relative to market demand. Ultimately, our average DOI was 56.5 days (Figure 

15), which was within our planned range and performed better than the market benchmark of 

62.5. However, understanding how to balance DOI took time and presented significant 

challenges. Despite our careful planning, we made misjudgments in demand forecasting, 

leading us to increase production on two lines for certain vehicles and raise prices, which 

ultimately led to higher inventory levels and increased costs for the company. This experience 

underscored the importance of flexibility in operations and the need to consistently monitor 

and adapt to market conditions. Regularly analyzing market trends each quarter became 

essential, especially as (Elisa Industrix 2023) highlights the critical role of effective sales and 

operations planning in industries like machinery and equipment. Aligning production with 
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demand is crucial to avoid inventory challenges that can negatively impact both profitability 

and operational efficiency. 

Sustainability Investments 

Taking swift action is crucial to maintaining momentum in the EV market (McKinsey 2022). 

Therefore, a primary focus for Mudanca was pioneering both electrification and sustainability, 

as well as establishing a leading role in the industry. Within the operations department, we 

faced numerous sustainability investment decisions. Our sustainability rating at the start of the 

simulation was 14.5%, and by the end, we achieved an impressive 85.1%, surpassing the 80.1% 

benchmark (Figure 8). Our strategy aimed to complete all possible investments across the three 

scopes and transition fully to electric vehicles without negatively impacting our existing 

portfolio, which required strategic portfolio management. Effective product portfolio 

management is essential for selecting, evaluating, and prioritizing products (Chervenkova 

2024). Mudanca's efforts to reduce CO2 emissions focused on three different scopes. Scope 1, 

which we completed by Q13, included water consumption reduction, waste reduction, and 

EMAS certification. Scope 2 focused on energy efficiency, installing solar panels, and 

implementing an energy management system, all achieved by Q19. Scope 3, completed by 

Q18, involved offsetting supplier CO2 emissions, sourcing sustainable suppliers, and external 

battery recycling. Through these investments, Mudanca achieved a CO2 reduction of 61.72% 

in energy, 80.86% in production, and 45.80% in the supply chain. In addition to these tangible 

investments, Mudanca's commitment to sustainability extended to policy and awareness 

training and implementing sustainable practices company-wide (Figure 16), fostering a culture 

of environmental responsibility throughout the organization. 

 

 



 12 

Operations Performance Objectives and 4Vs of Operations 

The Operations Performance Objectives (Figure 17) emphasize the trade-offs that operations 

frequently encounter. Excelling in one area may require compromises in another when it comes 

to operational management (Annarelli & Nonino 2016). In the automotive industry, achieving 

the right balance among performance objectives is a delicate process. Mudanca excels in 

quality and flexibility, while cost efficiency remains moderate. Speed and dependability, while 

important, are less emphasized compared to Mudanca's focus on quality and flexibility, 

highlighting the company's commitment to innovation and adaptability. 

The 4 Vs of operations management (volume, variety, variation, and visibility) are essential for 

optimizing operational efficiency (Figure 18). Mudanca operates with medium volume, 

balancing economies of scale and flexibility (Steenkamp 2014). The company offers high 

variety, catering to diverse customer segments, and adjusts to demand fluctuations with 

moderate to high variation. Mudanca emphasizes high visibility, focusing on transparency and 

real-time interaction, aligning with the rise of digital channels' importance (McKinsey 2020). 

This approach helps maintain customer satisfaction and operational efficiency. 

Linking Mudanca’s Operational Achievements to Industry Leaders 

BMW’s sustainability journey offers a compelling comparison to Mudanca’s operational 

strategies. Much like Mudanca, BMW has integrated sustainability across its entire supply 

chain, focusing heavily on renewable energy and reducing carbon emissions in both production 

and supply chain processes (BMW 2024). BMW’s goal of achieving carbon neutrality mirrors 

Mudanca’s investment in the three scopes of CO2 reduction (energy, production, and supply 

chain). Mudanca’s average DOI of 56.5 indicates that it maintains a balance between sufficient 

inventory and demand. When comparing with Toyota, which boasts the lowest DOI among 

major carmakers at an average of 32 days in the USA (Statista, 2023), Mudanca has room for 
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optimization. Toyota’s ability to operate with such low DOI reflects its world-class lean 

manufacturing principles (Toyota 2024). 

1.5 Integrated View Across Functions 

The analysis of Mudanca's performance revealed a strong interconnection between all 

departments, with sustainability at the heart of the company. When different departments pool 

their resources and knowledge, they can achieve greater efficiency and effectiveness (Wrike 

2023). Functions were highly interconnected in a way that strategy served as the overarching 

framework, marketing functions as a key instrument, and operations supported the outcomes 

of all initiatives (Figure 19). Operations supports other functions with tools such as the DOI 

and factory utilization, which are crucial indicators of the impacts of strategic roadmaps and 

marketing actions. Operations address sustainable practices, including investments in different 

scopes, by positioning sustainability as an attractive operational incentive, thereby ensuring 

long-term operational success and stability. Marketing, on the other hand, manages both 

demand and supply by conducting market analyses to identify customer segments, ideal 

products, and target markets for sales. This includes evaluating EV readiness, understanding 

customer demands, and addressing their concerns. With sustainability becoming an 

increasingly important market trend, Mudanca integrated this into its product mix with 

electrification to meet growing demand. A robust marketing strategy, alongside insights into 

operational performance, was essential. There is a positive relationship between organizational 

effectiveness and comprehensiveness in decision-making, according to (Papadakis, Lioukas & 

Chambers 1998). Mudanca’s strategy played a guiding role in decision-making, focusing on 

long-term objectives such as the electrification roadmap while considering sustainability, 

competition, and profitability, with insights provided by operations and marketing. 

Sustainability was central, particularly in the pursuit of electrification. Effective collaboration 

across these three functions was vital for the company's success. At Mudanca, it was evident 
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that strategy, marketing approaches, and operational outcomes are closely aligned, and these 

integrated functions working as one were the key to the company's achievements. 

1.6 Conclusion and Main Learnings 

Mudanca successfully achieved its long-term goal of transitioning into a fully electric car 

manufacturer, becoming a more sustainable company in the process. This six-year journey was 

marked by both successes and setbacks. The company faced numerous challenges and had to 

recover from mistakes but maintained steady growth throughout. The application of the 4 Vs 

of operations was evident in Mudanca's strategies and the operational challenges it faced. This 

framework proved particularly valuable during periods of rapid growth and later when the 

portfolio was streamlined. It helped the company manage factory utilization efficiently, 

minimizing idle production lines, and allowed for quicker adaptation to market fluctuations. 

Mudanca's Operations department successfully implemented sustainable practices across 

production, energy consumption, and the supply chain, making significant investments to 

address all three scopes of the protocol. In terms of pricing strategy, Mudanca favored medium 

to high entry prices, which allowed the company to quickly recoup early investments, capture 

different levels of customer willingness to pay, and manage its limited manufacturing 

capabilities during new product launches. The marketing department followed a similar 

approach, acknowledging the diminishing returns on marketing expenditure over a product's 

life cycle. Mudanca's pricing and marketing strategies offered valuable lessons in responding 

to market dynamics and managing the different stages of a product's life cycle. Throughout the 

simulation, I gained deep insights into the complexities of managing a company.  

The key lesson learned was the critical importance of each department's role. For success in 

the BiP, it was essential that every department was aligned and contributed equally. When one 

department was out of sync with the others, it led to problems. This became apparent in the 
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early and mid-stages of the simulation, where minor misalignments between operations and 

marketing occurred. Our lack of understanding of the "sweet spot" for DOI resulted in high 

inventory levels due to inflated prices and a failure to grasp market preferences, which 

ultimately led to lost revenue and profits. These challenges provided valuable learning 

experiences for me as the head of operations, as well as for other departments. It became clear 

that a thorough understanding of even the smallest details was crucial to performing well in 

this competitive market. The second major insight emphasized the power of teamwork. For the 

company to thrive, every team member needed to commit to the shared goal, aligning their 

attitudes and efforts towards collective success. Once this mindset was established, the 

interconnectedness of the departments became clearer, allowing for more strategic actions. 

Success depends on seamless collaboration. BiP emphasized the importance of foresight in 

decision-making, stressing the need to consider the long-term implications of decisions rather 

than focusing solely on immediate outcomes. Moreover, the experience underscored both the 

value and challenges of market research. While historical data provides a useful foundation, 

relying solely on past trends can be risky in a constantly evolving market. A balanced approach 

that combines historical analysis with a forward-looking perspective is essential for navigating 

the complexities of a dynamic market environment. Adapting our strategy proved equally vital, 

as staying agile and responsive to market shifts was crucial for maintaining competitive 

advantage and ensuring continued growth. The fast-paced nature of the market meant that 

reacting swiftly to changing conditions was essential to protect our position and capitalize on 

new opportunities. A proactive approach to strategy allowed us to adjust quickly to emerging 

trends, keeping us ahead of competitors and ensuring steady progress even as the market 

evolved. Completing this project brought together much of the theoretical knowledge I had 

acquired during my university studies, giving me a comprehensive understanding and better 

preparing me for my future career. 
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2. Individual Personal Reflection 

2.1 Introduction 

This section offers a personal reflection on my role in the Business in Practice (BiP) experience. 

During the simulation, two significant incidents occurred within our team, and I will describe 

both incidents, assess the internal response, analyze, and reflect on my role in these situations. 

Additionally, I will explore how the BiP experience contributed to my personal growth, 

particularly in terms of business skills and teamwork abilities. I was pleased to find that our 

team of seven was highly diverse, with each member coming from a different country. 

Diversity can help your team become more agile and be better equipped to pivot and adapt as 

necessary to remain competitive (Carucci 2024). 

The first critical incident occurred during Year 4 when we faced the decision of whether to 

build a new factory. As the head of operations, I strongly believed that expanding our 

production capacity with a new factory would allow us to scale up our business, increase 

revenue, and ultimately lead to higher profits in the long run. However, the finance department 

had a different perspective, expressing concern about the significant cost of the factory and 

pointing out that we were already in Year 4 of the simulation, making it a risky investment. 

Both sides presented well-reasoned arguments, with finance focused on the cost and timing, 

while I emphasized the operational benefits. In the end, we voted on the matter as a team, 

staying true to the democratic principles outlined in our team charter. 

The second critical incident happened during the client retention meeting. Despite extensive 

preparation, our whole team became nervous as the client’s tone turned aggressive and 

confrontational. This caused me to almost freeze, and while I managed to contribute a few 

points, I didn’t perform as well as I had hoped. After the meeting, our team felt uncertain about 
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retaining the client, and I was deeply dissatisfied with my own performance, feeling as though 

I had let the team down.  

2.2 First Incident “Factory Investment” 

Description 

At the start of Year 4, I proposed building a new factory with a projected cost of $800 million 

and a 4-quarter-long construction period, which caused a conflict within the team. Initially, the 

construction was deferred to focus on substantial investments in sustainability, marketing, and 

the development of new car models. Aiming to strengthen the brand and market position before 

committing to the large capital expenditure. However, as we now considered the factory 

investment, the tensions began between the operations and finance departments. There will 

rarely be a major situation in which each team member independently arrives at the same 

conclusion (Joosr 2015). As head of operations, I highlighted the factory's benefits, including 

increased production flexibility and scalability, which would allow us to better meet market 

demand and drive long-term profit growth. The factory was critical for generating revenue in 

the final eight quarters of the simulation. On the other hand, finance expressed concerns over 

the factory's cost and whether it would generate sufficient returns, given the short timeline to 

recoup the $800 million investment.  

The core of the conflict lied between the strategic operational benefits of building the factory 

and the financial prudence concerns regarding the return on investment. Although the factory 

would destabilize the immediate financial constraints with the long-term strategic benefits. 

Both departments needed to collaboratively assess detailed financial projections, market trends, 

and risk mitigation strategies to reach a consensus on this investment. As Ford and Sullivan 

(2004) suggest, project quality improves when teams clearly distinguish between idea 

generation and implementation, this was reflected in how we as a team managed this incident. 



 18 

Internal Response 

After extensive discussions and presentations from both the finance and operations 

departments, as well as input from the wider team, we reached a decision in accordance with 

our team charter (Figure 20), which emphasized democracy as one of our core values. The final 

vote was 4-3 in favor of proceeding with the factory investment. While not everyone was 

entirely satisfied with the outcome, as opinions remained divided, democracy had spoken, and 

we respected the process. As one of the primary advocates for this investment, I underscored 

the operational advantages, particularly how the new factory would provide us with greater 

flexibility to produce different models and meet shifting market demand. Transparency during 

decision-making is crucial, even for smaller changes (Newman & Ford 2021), and this 

approach ensured all voices were heard, even if the result didn’t align with everyone's 

preferences. 

To optimize our approach during the four-quarter construction period, we focused on 

increasing our margins. A key part of the decision involved selecting the location for the new 

factory, with options between the USA and Asia. Although Asia showed slightly higher market 

potential, we operated three models across three factories in the USA. A factory in the USA 

would provide more flexibility to shift between models depending on demand. While I was 

open to the idea of placing it in Asia, I reasoned that the USA would better allow us to double 

down on top-performing models, as we already had two factories in Asia producing the same 

model. Ultimately, the decision was made to place the new factory in the USA. 

Analysis 

Following our team charter to hold a democratic vote was crucial in ensuring everyone’s 

opinion was heard, even though not everyone was satisfied with the outcome. At that point in 

our simulation, our factory utilization was high, and we had a clear vision to grow further and 
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gain more market share. Building a new factory, though costly and with only eight quarters to 

benefit from it, was a necessary step toward scaling up production. From my perspective, the 

investment was essential, providing flexibility to meet market demands more effectively. 

However, the finance department was skeptical due to the factory’s cost and the potential risk 

of not recouping the investment in such a short time frame. As (Toegel & Barsoux 2016) 

suggest, teams need to align on risk tolerance and shifting priorities, and while I saw little risk, 

I understood why the finance department had concerns.   

The 360-degree feedback (Future of Global HR 2024) process revealed that I may have been 

overly assertive in advocating for the factory, though the final decision was reached 

democratically. Transparency during decision-making is crucial, even for smaller changes 

(Newman and Ford 2021). The decision to invest in the factory was a turning point in our 

strategy, as it would not only help us scale production but also boost our long-term revenue 

potential. Trust, built on competence, character, and caring (Sweeney 2003), played a 

significant role in keeping the team together during this period of disagreement.  

Once the factory became operational in Q20, our value added doubled by Q28, largely due to 

the flexibility it offered in producing top-performing vehicles. The finance department's initial 

concerns about underutilizing the factory proved to be unfounded, as factory utilization 

remained consistently high. This experience highlighted how conflict, when managed properly, 

can be a powerful tool for team growth. Research by (Campbell 2014) underscores conflict isn't 

always bad. In fact, psychologically, it can be extremely positive. The open dialogue we 

developed following this conflict fostered greater confidence in each team member, making it 

easier for everyone to express their ideas. As a result, our team grew stronger, more cohesive, 

and more competitive, with a renewed sense of trust and collaboration. 

 

 

https://www.entrepreneur.com/topic/conflict
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Reflection 

I was convinced that the factory investment was vital for the company’s growth, which led to 

a degree of tunnel vision. Although I listened to opposing viewpoints, I didn’t fully appreciate 

them at the time. (Toegel & Barsoux 2016) suggest that colleagues often make fast judgments, 

and I found myself falling into this pattern as well. This experience has been an invaluable 

learning opportunity, demonstrating the importance of truly engaging with all perspectives for 

professional success. My strong will towards the factory might have reflected in the self-

evaluation versus peer-evaluation graph (Figure 21). It revealed an important learning 

experience. While I rated myself a 5 in contribution and interaction, my peers gave me an 

average of 4 across all categories. This gap highlighted that my self-expectations were higher 

than others' perceptions of my performance. It taught me to be more self-aware and adjust my 

expectations to align better with the team's perspective. I realized that to unlock a team's full 

potential, it is critical to listen to and consider everyone's input to make the most informed 

decisions.  

Looking at Birkman’s personality colors, I fall between the yellow and red section (Figure 22), 

indicating that I am an analyzer, which was evident in this situation. I thoroughly analyzed the 

situation before sharing my opinion, and because I had already worked through it in my mind, 

I was certain about the decision. In the end, we even joked about the conflict, underscoring the 

strong team dynamics. One of our key strengths was our team spirit and mutual support. Over 

the three-week period, I felt this was one of the best teams I had ever been part of, and I believe 

my teammates felt the same. This challenge offered a valuable lesson, helping me fully grasp 

the importance of teamwork and leadership. I learned that recognizing my colleagues' ideas 

doesn’t diminish my success, but rather enhances it. The conflict ultimately brought us closer, 

improving our internal chemistry and boosting team effectiveness (DeVevo 2019). 
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2.3 Second Incident “Client Retention Meeting” 

Description 

Our meeting team of four, composed of two women and two men from diverse backgrounds, 

diligently prepared for a crucial client retention meeting, recognizing the significance of 

retaining this client. We divided roles and formulated a plan, my responsibility with another 

colleague being to address the client's questions and needs, relying on a dynamic approach to 

gauge and respond effectively. The meeting did not start as planned because from the start the 

clients began posing challenging questions aimed at derailing us. One of my colleagues, who 

played a prominent role, adeptly managed the situation, addressing inquiries about our 

company's sustainability. Despite our thorough preparation, the meeting quickly diverged from 

our expectations. When asked about our future sustainability efforts, I provided a 

comprehensive overview, highlighting our current and upcoming ESG projects and overall 

employee satisfaction. Although my response was broader, the client quickly answered that 

people are not equal to sustainability, which was correct, but she completely ignored everything 

else regarding sustainability that I had stated. After I was about to open my mouth and give a 

more specific answer, my colleague interjected before I could refine my answer, which might 

have been more precise. She was able to answer it quite well, but I felt that I would have had 

more to say regarding that topic. The client kept firing us with tough questions, which led to a 

few awkward silences as we navigated complex, unanticipated questions.  

Another critical moment in the meeting was when the client pressured us for an immediate 

commitment to increased sustainability investment, threatening to switch to a competitor. We 

collectively decided to defer this decision to our CEO, promising a quick follow-up. Overall, 

the aggressive questioning left us feeling overwhelmed and doubtful about the meeting's 
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outcome. Nevertheless, one colleague's exceptional handling of the discussion provided a silver 

lining, despite our collective post-meeting sentiment of likely losing the client. 

Internal Response 

Before any important meeting, it’s essential to define clear objectives and goals (Microsoft 

2024). On the morning of our team clinics, we carefully considered what topics we needed to 

address and set focused objectives. Given how well our team worked together, I didn’t initially 

think we required external help. Our company was performing well, and the client retention 

meeting was vital to maintaining our ongoing success. 

However, after the meeting, we all felt it hadn't gone as planned. There were some awkward 

silences, and the client posed challenging questions that threw us off. I was particularly 

disappointed in myself, feeling that I had let the team down by not performing as well as I 

should have. Everyone on our team felt they had underperformed in their respective roles. 

Thankfully, one of our colleagues remained composed throughout and, in a way, “saved” the 

meeting with her responses. Although we didn’t perform perfectly, we stuck to our strategy 

and didn’t overpromise in response to client demands, which could have compromised our 

position. 

My personality type is Consul (ESJT-T) (Figure 23) therefore, I tried to maintain a positive 

outlook. There was no point to focus on the negatives, so I highlighted the fact that we didn’t 

cave under pressure, which I felt was key in this situation. While I was somewhat optimistic 

that we hadn’t lost the client entirely, the rest of the team was initially skeptical. When we 

explained what had happened, the feedback from our other teammates was incredibly 

encouraging. Their positivity helped uplift our spirits and brought us closer as a team. Their 

supportive attitude reminded me that setbacks can also foster stronger connections and 

resilience in a group. 
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Analysis 

We encountered some minor conflicts when assigning roles for the client retention meeting, as 

two of us needed to take on larger responsibilities. I was ultimately chosen as one of them. 

According to (Knight 2015), teams that successfully navigate task conflicts early on tend to 

exhibit high levels of positive morale later. After roles were determined, we all felt confident 

and optimistic about our respective parts. The meeting had three possible outcomes: losing the 

client entirely, losing half of the customer accounts, or retaining the client. These outcomes 

underscored the importance of the meeting, as any negative result would have negatively 

impacted our performance. 

Despite our best preparations, the team dynamics didn’t work exactly as expected during the 

meeting. However, it was still "good enough," as we managed to stay aligned on all key points. 

(Haas & Mortensen 2016) emphasize that teams need the right mix and number of members. 

While our team didn't necessarily have the ideal mix, as none of us were particularly 

experienced in this area, our strong team spirit compensated for that. The biggest challenge we 

faced was ensuring our answers flowed smoothly from one person to the next. One of our 

colleagues took on a leadership role during the meeting, confidently answering the trickier 

questions. This left the rest of us with a smaller role, but her strong performance made up for 

it. 

Ultimately, we surprisingly retained the client. I attribute this success to our aligned and honest 

responses, avoiding any overpromising. We were pleased with the outcome, as we all expected 

that we would lose at least part of the clients’ accounts. Our thorough preparation had paid off. 

Our team stayed consistent and united throughout, leading to a positive result. Composed of 

top students, our team took the meeting much harder than necessary. We were used to getting 

top grades and found ourselves expecting flawless execution in every task. For perfectionists, 

"good enough" doesn't seem like an option (Kent 2023). (Knight 2019) explains that managing 
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perfectionism involves recognizing when efforts reach the point of diminishing returns and 

learning to recalibrate standards after reflecting on progress. 

Reflection 

This incident was a significant learning curve for me. Reflecting on my performance during 

the meeting, I realized I wasn’t entirely satisfied with how I handled the situation. However, I 

quickly understood that, despite my personal shortcomings, our team had put in a solid effort. 

Team results are always a collective outcome, but this experience showed me that not everyone 

has to perform perfectly for the team to succeed. This realization was new to me, as I’ve always 

believed in giving 100% to everything I do. After receiving the results, I felt both relieved and 

happy because we achieved the best possible outcome. 

Feedback can be uncomfortable for many people, regardless of whether you are on the giving 

or receiving end (Corbett 2022). At that crucial moment, I realized the importance of delivering 

honest feedback to my team, but I missed the chance to do so. Instead, I opted for a more 

supportive approach, which is often the right course of action. However, in this case, providing 

constructive criticism—especially to those teammates who didn’t perform at their best—would 

have been more beneficial. This would have allowed us all to reflect on the situation and grow 

from the experience, ultimately helping the team to improve and move forward together. I have 

also realized through this process that I tend to become stressed when things don’t go as 

planned. Although it wasn’t a major issue in this case, keeping a calmer, more composed 

demeanor during the meeting would have certainly helped. 

Throughout the BiP experience, I’ve learned that I need to be more vocal in challenging 

situations. This incident taught me that strategy plays a pivotal role in shaping outcomes, even 

if everything doesn’t go perfectly (Hannagan 2002). Although we didn’t excel in the meeting, 

our aligned strategy allowed us to achieve strong results. Additionally, I’ve come to realize that 

I tend to hold back in unfamiliar settings, despite knowing that I have the capability to add 
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value. Moving forward, I aim to be braver in uncomfortable situations, trusting more in my 

abilities and knowledge. 

2.4 Conclusion of Personal Reflection 

Reflecting on both incidents, I gained valuable insights into managing team dynamics and 

working as a team effectively. To gauge my personal growth, I used the emotional intelligence 

model. Throughout the simulation, I was able to strengthen my skills (Figure 24). My abilities 

in empathy, self-control, and maintaining a positive outlook remained consistently strong. 

Following the incidents, I promptly addressed any negative behaviors, adopting a more 

optimistic approach and treating everyone with greater respect. I also enhanced my conflict 

management, organizational awareness, and adaptability. The challenges of decision-making 

within the team taught me the importance of reflecting on each situation and adjusting my 

actions in future disagreements. I identified inspirational leadership as an area where I needed 

to improve. This highlights the situational shyness that has been a part of me throughout my 

life. During the BiP experience, I made significant progress in overcoming this challenge. I 

realized that building trust-based relationships is crucial for effective collaboration, which 

involves getting to know each team member and sharing both strengths and weaknesses. After 

the simulation ended, our team held a peer feedback session. While my feedback was largely 

positive, a couple of team members highlighted a common area for improvement. I tend to 

become stressed in challenging and high-pressure situations. I recognize the validity of this 

observation, and it’s something I’m actively working on improving in my daily life. Overall, 

the BiP experience equipped me with essential management and communication skills, taught 

me how to work effectively within a diverse team, and encouraged me to step outside of my 

comfort zones.  



 26 

Bibliography 

BCG. (2024). “Adaptive Strategy.” BCG Global, 

https://www.bcg.com/publications/collections/your-strategy-needs-strategy/adaptive.  

Boyles, Michael. (2022). “What Is Business Strategy & Why Is It Important?” Business 

Insights Blog, https://online.hbs.edu/blog/post/what-is-business-strategy.  

EPA. (2024). “Overview of Greenhouse Gases.” EPA, 

https://www.epa.gov/ghgemissions/overview-greenhouse-gases.  

McKinsey. (2016). “Automotive Revolution – Perspective towards 2030.” McKinsey & 

Company, https://www.mckinsey.com/industries/automotive-and-assembly/our-

insights/disruptive-trends-that-will-transform-the-auto-industry/de-DE.  

J.P. Morgan. (2022). “Inflation and the Cost of Living: Are Consumers Spending Less?” J.P. 

Morgan, https://www.jpmorgan.com/insights/global-research/economy/inflation-cost-of-

living.  

European Commission. (2024). “Reducing Co₂ Emissions from Heavy-Duty Vehicles.” 

Climate Action, https://climate.ec.europa.eu/eu-action/transport/road-transport-reducing-co2-

emissions-vehicles/reducing-co2-emissions-heavy-duty-vehicles_en.  

Gratton, Peter. (2024). “Porter’s Five Forces Explained and How to Use the Model.” 

Investopedia, https://www.investopedia.com/terms/p/porter.asp.  

Ansari, Saddique. (2023). “Barriers to Entry.” Economics Online, 

https://www.economicsonline.co.uk/definitions/barriers-to-entry-2.html/.  

FasterCapital. (2024). “Catering to Diverse Customer Preferences.” FasterCapital, 

https://fastercapital.com/topics/catering-to-diverse-customer-preferences.html. 

Osterwalder, Alexander. (2013). “A Better Way to Think about Your Business Model.” 

Harvard Business Review, https://hbr.org/2013/05/a-better-way-to-think-about-yo.  

Shah, S and Hong, H. W. (2021). "Load Optimisation and its Influence on Automotive Supply 

Chain," 26th International Conference on Automation and Computing (ICAC), 1-6. 



 27 

Porter, Michael. (1996). “What Is Strategy?” Harvard Business Review, 

https://hbr.org/1996/11/what-is-strategy.  

David, F., David, F. R., and M.E. David (2020). “Strategic management: A competitive 

advantage approach, concepts and cases.” Florence: Pearson–Prentice Hall, 40-49. 

Instrumental. (2022). “What Is Manufacturing Optimization (and Why Should You Care)?” 

Instrumentalhttps://instrumental.com/resources/optimize-manufacturing-processes/what-is-

manufacturing-optimization-and-why-should-you-care/.  

Aksu, Halil. (2023). “Tesla’s Electrification Revolution - Unleashing Causality between 

Digital Transformation and Sustainability.” Digitopia, https://digitopia.co/blog/teslas-

electrification-revolution-unleashing-causality-between-digital-transformation-and-

sustainability/.  

BMW. (2019). “Power of Choice, Annual Report 2019.” BMW Group, 

https://www.bmwgroup.com/content/dam/grpw/websites/bmwgroup_com/ir/downloads/en/20

20/gb/BMW-GB19_en_Finanzbericht.pdf.  

Tesla. (2024). “Impact.” Tesla, https://www.tesla.com/en_gb/impact.  

Sprague, Sam. (2023). “Understanding the Principles of Marketing.” Sprague Media, 

https://spraguemedia.com/blog/understanding-the-principles-of-marketing/.  

Novak, Janette. (2024). “The 4 PS of Marketing.” Forbes advisor, 

https://www.forbes.com/advisor/business/4-ps-marketing/.  

Withers, Caroline. (2024). “Brand Loyalty: What It Is, Why It Matters, & How to Build It.” 

Terakeet, https://terakeet.com/blog/brand-loyalty/.  

Bloom, Paul N and Kotler, Philip. (1975). " Strategies for High Market-Share Companies." 

Harvard Business Review, 67. 

Dias, Marina. (2024) “Price Skimming: Revenue Booster or Price Perception Killer?” 

Competera, https://competera.ai/resources/articles/price-skimming-strategy.  

Vakratsas, D., and Ambler, T. (1999). “How advertising works: what do we really know?”. 

Journal of marketing, 63(1), 28. 



 28 

Caramela, Sammi. (2024). “Push and Pull Marketing: Why Your Business Needs Both.” 

business.com, https://www.business.com/articles/why-you-need-a-mix-of-push-and-pull-

marketing/.  

The Strategy Institute. (2024). “The Ansoff Matrix: A Powerful Tool for Business Strategy and 

Growth.” The Strategy Institute, https://www.thestrategyinstitute.org/insights/the-ansoff-

matrix-a-powerful-tool-for-business-strategy-and-growth.  

Dawar, Niraj and Bagga, Charan K. (2015). "A Better Way to Map Brand Strategy." Harvard 

Business Review 95. 

Yankelovich, D, and Meer, D. (2006). “Rediscovering market segmentation.” Harvard business 

review, 84(2), 127. 

Pratt Lile, Samantha. (2024). “What Is Multi-Segment Marketing and How to Craft a Multi-

Segment Strategy for Your Team.” The Beautiful Blog, https://www.beautiful.ai/blog/what-is-

multi-segment-marketing-and-how-to-craft-a-multi-segment-strategy-for-your-team.  

Porter, M. E. (2012). “Strategic Positioning in a Challenging World: Creating Shared Value.” 

Harvard Business Review. 

Daye, Derrick. (2023). “The Fundamentals of Brand Positioning.” Branding Strategy Insider, 

https://brandingstrategyinsider.com/the-fundamentals-of-brand-positioning/.  

Hyundai. (2024). “Electrification: Innovation: Company-Hyundai Worldwide.” Hyundai 

Motors, https://www.hyundai.com/worldwide/en/company/innovation/electrification.  

Volkswagen. (2024). “E-Mobility.” Volkswagen Newsroom, https://www.volkswagen-

newsroom.com/en/e-mobility-3921.  

Hausman, W., Montgomery, D., & Roth, A. (2002).” Why should marketing and 

manufacturing work together?: Some exploratory empirical results”. Journal of Operations 

Management, 20(3), 252. 

Macken, Fabian. (2023). “11 Car Dealership Inventory Management Best Practices.” Lotlinx, 

https://lotlinx.com/inventory-management-best-practices/.  



 29 

Elisa Industriq. (2023). “The Future of Demand Forecasting in the Machinery and Equipment 

Industry: A Holistic Approach.” Elisa Industriq, https://elisaindustriq.com/blog-machinery-

the-future-of-demand-forecasting-in-the-machinery-and-equipment-industry-a-holistic-

approach/.  

McKinsey; Hensley, Russell, Kevin Laczkowski, Timo Möller, and Dennis Schwedhelm. 

(2022). “Can the Automotive Industry Scale Fast Enough?” McKinsey & Company, 

https://www.mckinsey.com/industries/automotive-and-assembly/our-insights/can-the-

automotive-industry-scale-fast-enough.  

Chervenkova, Mila. (2024). “Product Portfolio Management: In the Pursuit of Growth.” 

Kanban Software for Agile Project Management, https://businessmap.io/product-

management/product-portfolio-management.  

McKinsey; Niels Dau, Thomas Furcher, Jan-Christoph Köstring, and Philipp Maximilian Luhr. 

(2020). “A Future beyond Brick and Mortar: Disruption in Automotive Retail.” McKinsey & 

Company, https://www.mckinsey.com/industries/automotive-and-assembly/our-insights/a-

future-beyond-brick-and-mortar-disruption-in-automotive-retail.  

Annarelli, A., & Nonino, F. (2016). “Strategic and operational management of organizational 

resilience: Current state of research and future directions”. Omega, 62, 1-18. 

Benedict Steenkamp, J. (2014). “How global brands create firm value: The 4V model”. 

International Marketing Review, 12. 

Statista. (2023). “U.S.: Vehicle Brand Inventory by Days of Supply.” Statista, 

https://www.statista.com/statistics/1267337/us-vehicle-brand-inventory-by-days-of-supply/. 

BMW. (2024). “Sustainability & Responsibility at BMW Group”, 

https://www.bmwgroup.com/en/sustainability.html?tl=sea-goog-s360-pro-miy-suta-sear-

articleb-04.07.2024-intpubli-7713f04a49f6&gad_source=1&gclid=CjwKCAjwreW2Bh 

BhEiwAavLwfN8RTKHpsVub07YxUIXLKAdfx24MRAlI-O9dIZBwDpUVjjhCiAKL6 

xoCZYAQAvD_BwE.  

Toyota. (2024). “Toyota Production System: Vision & Philosophy: Company.” Toyota Motor 

Corporation Official Global Website, https://global.toyota/en/company/vision-and-

philosophy/production-system/.  



 30 

Wrike. (2023). “Interdepartmental Collaboration: Key to Organizational Success.” Blog 

Wrike, https://www.wrike.com/blog/enhancing-interdepartmental-collaboration/.  

Vassilis M. Papadakis, Spyros Lioukas and David Chambers. (1998). “Strategic Decision-

Making Processes: The Role of Management and Context”. Strategic Management Journal, 

Vol. 19, 119. 

Carucci, Ron. (2024). “One More Time: Why Diversity Leads To Better Team Performance.” 

Forbes, https://www.forbes.com/sites/roncarucci/2024/01/24/one-more-time-why-diversity-

leads-to-better-team-performance/.  

Joosr. (2015).  “The Five Dysfunctions of a Team by Patrick Lencioni : A Leadership Fable.” 

Clitheroe. 

Ford, Cameron, and Sullivan, M, Diane. (2004). “A Time for Everything: How the Timing of 

Novel Contributions Influences Project Team Outcomes.” Journal of Organizational 

Behavior 25 (2): 284.  

Newman, Sean A., and Robert C. Ford. (2021). “Five Steps to Leading Your Team in the 

Virtual COVID-19 Workplace.” Organizational Dynamics, 50(1), 2.  

University of Waterloo. (2024). “Facilitating Effective Discussions: Centre for Teaching 

Excellence.” University of Waterloo, https://uwaterloo.ca/centre-for-teaching-

excellence/catalogs/tip-sheets/facilitating-effective-discussions.  

Campbell, Sherrie. (2014). “Conflict among Team Members Can Lead to Better Results.” 

Entrepreneur, https://www.entrepreneur.com/money-finance/conflict-among-team-members-

can-lead-to-better-results/238993.  

Future of Global HR. (2024). “How to Measure Employee Performance: Effective Tools and 

Techniques.” The Future of Global HR, https://www.deel.com/blog/measure-employee-

performance/.  

Sweeney, Patrick J. 2003. Characteristics of Trust: 3C's. 

Toegel, G., and J.-L. Barsoux. (2016). “How to Preempt Team Conflict.” Harvard Business 

Review 94 (6): 81-83. 



 31 

DeVevo, Michelle. (2019). “What Is the Importance of Chemistry among People in the 

Workplace.” Let’s Talk Supply Chain, https://letstalksupplychain.com/what-is-the-

importance-of-chemistry-among-people-in-the-workplace/.  

Microsoft. (2024). “How to Run and Plan an Effective Client Meeting.” Microsoft, 

https://www.microsoft.com/en-us/microsoft-365-life-hacks/organization/how-to-run-and-

plan-an-effective-client-meeting.  

Knight, Andrew P. (2015). “Mood at the Midpoint: Affect and Change in Exploratory Search 

Over Time in Teams That Face a Deadline.” Organization Science 26 (1): 114. 

Haas, Martine, and Mark Mortensen. (2016). “The Secrets of Great Teamwork.” HARVARD 

BUSINESS REVIEW 94 (6): 72. 

Kent, Jessica. (2023). “Perfectionism Might Be Hurting You. Here’s How to Change Your 

Relationship to Achievement.” Harvard Summer School, 

https://summer.harvard.edu/blog/perfectionism-might-be-hurting-you-heres-how-to-change-

your-relationship-to-achievement/.  

Knight, Rebecca. (2019). “How to Manage Your Perfectionism” Harvard Business Review, 5. 

Corbett, Holly.(2022). “Why Asking for Feedback Can Be a Key to Success.” Forbes, 

https://www.forbes.com/sites/hollycorbett/2022/02/28/why-asking-for-feedback-can-be-a-

key-to-success/.  

Hannagan, Tim. (2002). “Mastering Strategic Management” Chapter 4. 

Crystal Lean Solutions. (2023). “Porter’s Generic Strategy Matrix in an Infographic Template.” 

Crystal Lean Solutions, https://crystalleansolutions.ie/case-study-jumpagrade/porters-generic-

strategy-matrix-in-an-infographic-template/.       

Corporate Finance Insitute. (2023). “Ansoff Matrix.” Corporate Finance Institute, 

https://corporatefinanceinstitute.com/resources/management/ansoff-matrix/.             

 

 

  



 32 

Appendix 

 

Figure 1: PESTLE Analysis (Own illustration 2024) 

 

 

Figure 2: Porter’s Five Forces Analysis (Own illustration 2024) 
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Figure 3: Porter’s Generic Strategy (Crystal Lean Solution 2023) 

 

 

Figure 4: Business Model Canvas (Own illustration 2024) 
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Figure 5: SWOT Analysis (Own illustration 2024) 

 

Figure 6: Market Shares (BiP Simulation 2024) 

 

Figure 7: Value Added (BiP Simulation 2024) 
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Figure 8: Employee Satisfaction, Sustainability Rating, Factory Utilization and Net Operating 

Profit in Millions (BiP Simulation 2024) 
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Figure 9: Overview of Product Portfolio Q28 (BiP Simulation 2024) 

 

Figure 10: BCG Matrix (Own illustration 2024) 
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Figure 11: Model F Statistics (BiP Simulation 2024) 

 

Figure 12: Ansoff Matrix (Corporate Finance Institute 2024) 

 

Figure 13: Mudanca Positioning Map (Own illustration 2024) 
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Figure 14: Factory Utilization, Mudanca Compared to Benchmark (BiP Simulation 2024) 

 

Figure 15: Days of Inventory, Mudanca Compared to Benchmark (BiP Simulation 2024) 
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Figure 16: Sustainability Trainings (BiP Simulation 2024) 

 

 

Figure 17: Operations Performance Objectives Polar Diagram (own illustration 2024) 

 

Figure 18: 4Vs of Operations (own illustration 2024) 
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Figure 19: Connection of Departments (own illustration 2024) 

 

Figure 20: Mudanca’s Team Charter (Own illustration 2024) 

 

Figure 21: Self-Evaluation vs Peer-Evaluation Leevi Lokio (Own illustration based on 

evaluations done during BiP 2024) 
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Figure 22: Birkman’s Personality Colors (Own illustration 2024) 

 

Figure 23: Personality Type Test (16 Personalities 2024) 
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Figure 24: Emotional Intelligence Domains and Competencies (Own illustration 2024) 

 


