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Introduction
The independent audit of the performance of executive management within the startup operating in a highly dynamic and competitive simulated market environment is offered in this essay (Porter, 1985). The startup company experienced several stages of development, such as market entry, R&D activities, expansion, and other stages. Every one of them required its own efforts and involved certain issues. The aim of this report from an independent consultant is to conduct an unbiased analysis of managerial decisions made by company executives and their impact on performance (Kaplan & Norton, 1996).
The major competencies covered in the scope of the analysis will include Strategic Management, Delivery of Price Performance and Marketing Communications, and Operational Management. For that purpose, three essential periods in the lifecycle of the company will be analyzed, namely Market Entry period (Q2-Q4), when the first positioning strategy was formed (Barney, 1991); R&D Period (Q5-Q7), which focused on innovating (Teece, 2010); and the final phase called Expansion Period (Q6-Q8), during which the competitive position of the company was created (Eisenhardt & Zbaracki, 1992).
The goal of this analysis is to identify the level of strategy coherence, managerial decision-making quality, and evidence-based management approach (Porter, 1996).
2. Methodology / Audit Approach
A quantitative method is applied to evaluate the executive management's performance during the simulation process (Eisenhardt, 1989). Market simulation outcomes, financial statements with information about financial performance, as well as marketing and operations metrics like the pricing, demand, production capacity utilization, and stockout rate (Kaplan & Norton, 1996) are among the key sources of data. This information is enough to judge the quality of decisions.
A comparative analysis by quarter is performed in order to identify differences in performance at different hierarchical levels within the organization and across the three stages of business development (Neely et al., 2005). A trend analysis is done to find trends concerning market share, profitability, and sales growth (Porter, 1985). However, some cause-and-effect relationships are also explored. For instance, a relationship between the production capacity and stockouts or the effect of marketing expenses on sales performance can be investigated (Fisher, 1997).
Overall, the emphasis is placed on the objective and factual evaluation approach when all results must be supported by facts and analyses rather than mere comments (Davenport & Harris, 2007).
3. Phase-wise Audit Analysis (Core Section)
3.1 Market Entry Phase (Q2–Q4)
Management Strategy 3.1.1
According to Kotler & Keller (2016), the managers adopted a quite obvious strategy in the stage of Market Entry. The strategy largely centered on establishing market presence and targeting early adopters. Although with a few flaws in segmentations accuracy, which indicates that the strategy to some extent relied on general rather than specific segment definitions, the selected target markets appeared to correspond to segments with high chances of demand (Wedel & Kamakura, 2000). 	As far as positioning is concerned, value and accessibility prevailed, although the first quarterly differentiation from other companies turned out rather modest (Porter, 1980). Although the strategy provided a basis for taking actions, its implementation proved to lack assertiveness, as can be noticed from the company’s sales and market share performance, which demonstrates gradual progress rather than fast entry into the market (Mintzberg, 1994). The seasonality of performance also shows that reactive rather than proactive measures were taken to adjust the strategies of the firm.
3.1.2 Delivering Price Performance & Marketing Communications
One of the aspects of the trade-off between the value and the price involved the application of a rather competitive pricing strategy within this period of time (Nagle & Müller, 2018). The inconsistency of the adjustments made during the quarter shows that there were no effective pricing strategies applied (Simon, 2015). The first step toward building the image of the brand has been provided through marketing efforts, although the level of investment might have not been high enough for fast building the consumer base (Kotler & Keller, 2016).
The low client attraction means that the brand recognition process occurred at a steady pace. Some issues with the message delivery could be caused by either poor marketing practices or incorrect message addressing, resulting in the inability to transform demands into purchases (Aaker, 1996; Keller, 2013).
3.1.3 Operational Management
It can be said that the operational difficulties that emerged in our scenario were similar to the difficulties faced in a startup (Adner & Levinthal, 2001). According to Chopra & Meindl (2016), it is clear that there have been inconsistencies between production planning and capacity usage in relation to actual customer demand. This is suggestive of cases when stockouts occur since demand may be underestimated or a scaling decision comes too late.
On the other hand, while it seems that efficiency is increasing with each passing quarter, the initial inefficiency led to increased costs and missed sales opportunities (Slack et al., 2019). This implies that although the mechanism of supply chain management was functional, it could not be described as being efficient (Heizer et al., 2020).
Mini Evaluation for Market Entry Phase
Key Strengths:
3.2 R&D Phase (Q5–Q7)
· The basic efficiency of the strategic planning process can be observed in the need to achieve market entry in an organized manner (Ansoff, 1957).
· The rules for market penetration correspond to the ones for competition pricing in order to attract customers (Kotler & Keller, 2016). Influences connected to the peculiarities of learning curve of the young firm may be detected according to the steady rise in the alignment of operations (Levitt & March, 1988).
Main Weak Points:
· The unprofessional market and the lack of distinctiveness are seen to be the problems of the competitive positioning strategy (Porter, 1980).
· Integration failure when implementing marketing may be determined on the basis of the pricing inappropriateness and ineffective marketing effort (Nagle & Müller, 2018).
· The lack of coordination between supply and demand is revealed due to the deficiencies in operations, leading to shortages and costs (Chopra & Meindl, 2016).
Opinions Based on Facts:
· The first results of sales reveal partial success of the strategy in the market (Mintzberg, 1994).
· Goods shortages clearly indicate the relation between inappropriate capacity planning and missed opportunity (Christopher, 2016).
· Knowledge creation reveals that marketing strategies are not efficient but still successful (Aaker, 1996).
3.2.1 Strategic Management
Management strategies of product development and innovation played an essential role during the Research & Development stage (Teece, 2010). The large amount of resources devoted to research and development implied that products needed to be improved and adapted to the needs of consumers (Trott, 2017). Contrary to the Market Entry stage strategy, innovations in the stage under discussion can be considered a proactive strategy (Ansoff, 1957).
However, the effectiveness of innovations would depend to a great extent on how well the products developed matched the demands of the market (von Hippel, 2005). It seems that, in some cases, consumer opinion was ignored, leading to a gap between decision-making and market demands (Christensen, 1997). Innovation was obviously a strategically-oriented strategy, but there might have been a need for better market forecasts (Tidd & Bessant, 2018).
3.2.2 Delivering Price Performance & Marketing Communications Pricing strategies 
In this stage, marketing strategies were changed with regard to the new value generated as a result of spending on research and development activities (Nagle & Müller, 2018). The use of the value-based pricing strategy approach can be applied theoretically, but in terms of acceptability, the perception of the value created differed at times (Hinterhuber, 2008).
The major focus of sales efforts was on product improvement. This helped with the positioning process; however, it was difficult due to inconsistencies with regard to promotion activities (Keller, 2013). Although consumers responded positively to sales figures and new clients in comparison to other stages, it did not necessarily reflect the extent of the money spent on R&D (Drucker, 1973).
3.2.3 Operational Management
New features and enhanced product performance were the focus of marketing messaging (Kotler & Keller, 2016). Although this strengthened brand positioning, the full realization of potential demand was constrained by inconsistent messaging and promotional intensity (Keller, 2013). Although market reaction, as measured by sales trends and customer acquisition, improved in comparison to previous stages, it did not always accurately reflect the size of R&D investments, suggesting potential gaps in communication efficacy (Drucker, 1973).
3.3 Expansion Phase
During the Expansion phase (Q6–Q8), management shifted its focus toward scaling operations and strengthening competitive positioning through broader market penetration and improved segmentation strategies (Johnson et al., 2017; Ansoff, 1957). Strategic clarity improved compared to earlier phases as learning from prior performance informed more refined targeting decisions (Mintzberg, 1994). The firm also attempted to enhance differentiation through improved product offerings and wider market reach, contributing to moderate gains in market share; however, inconsistent execution limited the sustainability of competitive advantage across all segments (Porter, 1985; Barney, 1991).
`	Marketing activities were significantly intensified to support expansion, resulting in improved brand visibility, customer engagement, and demand growth (Kotler & Keller, 2016). This also strengthened brand equity and customer retention levels (Keller, 2013). Pricing strategies remained competitive but increasingly reflected a trade-off between volume growth and profitability, as aggressive pricing occasionally placed pressure on margins (Nagle & Müller, 2018; Simon, 2015).
Operationally, the firm expanded production capacity to meet rising demand, which helped reduce earlier stockout issues and improved fulfillment performance (Slack et al., 2019; Chopra & Meindl, 2016). However, supply-demand mismatches and occasional overcapacity created cost inefficiencies, highlighting limitations in demand forecasting accuracy (Christopher, 2016). Despite these challenges, overall operational coordination across production, inventory, and distribution improved (Heizer et al., 2020).
Overall, the Expansion phase demonstrated stronger strategic alignment and improved performance outcomes, though issues in pricing discipline, differentiation consistency, and demand planning prevented full optimization of results.
4. Cross-Phase Strategic Evaluation
4.1 Strategy Clarity
It is evident that there was a growing trend in the degree of strategic clarity through the three stages (Mintzberg, 1994). During the Market Entry stage, the strategy acted as a general guideline, but there was a lack of clarity and distinctiveness in terms of the strategy. This situation was corrected during the R&D stage, whereby the strategy became much more distinct and emphasized innovation in product development (Teece, 2010). There was more clarity concerning the strategy at the expansion stage, especially when it came to market penetration and growth (Johnson et al., 2017). Nonetheless, complete integration of the strategy was not possible because of some inconsistencies in pricing, marketing, and operational strategies (Porter, 1985).
4.2 Problem Identification & Resolution
Some of the challenges that the organization encountered as far as the operational issues as well as the market were concerned were the scarcity of inventory, change in demand, and cost pressures, among others (Christopher, 2016). These challenges would be dealt with through reactiveness at the beginning stage and the late implementation of capacity expansion and change strategies, thus resulting in missed chances for selling (Heizer et al., 2020). Reactiveness through capacity expansion and pricing was seen when the firm developed and after growth phase (Slack et al., 2019).
4.3 Competitive Advantage
The combination of differentiation and market expansion efforts led to the attempt at gaining competitive advantage (Barney, 1991). Market expansion strategy focused on increasing market share while R&D worked on improving the characteristics of the product in order to make it unique (Teece, 2010). Partial success is evidenced by increased sales and market share; however, margins and poor positioning hindered the establishment of sustained competitive advantage (Porter, 1985). It is clear that the company showed signs of differentiation and low-cost strategies; however, it was not able to succeed in both.
4.4 Team Effectiveness
However, with time, the team started becoming efficient, especially when compared to the latter stages, which exhibited better cooperation among marketing, operation, and finance teams (Slack et al., 2019). The differences in production capabilities and demand creation in the early stages are evidence of siloed decision making (Chopra & Meindl, 2016). This led to an improvement in the efficiency of the market response and operations in the growth stage. Although some inefficiencies exist, they are an indication that cross-functional coordination is not yet perfected but evolving.
Overall Performance Evaluation & Grading
Considering a thorough analysis of management practices during the process of executive decisions-making in each period – Market Entry, R&D, and Expansion, it is possible to draw a conclusion that despite being fairly effective, the practices still can be enhanced and thus, the overall grade of the company should be B-. Indeed, when assessing strategic effectiveness, the performance of the company demonstrated an improvement during time, particularly as for the strategy itself which was initially very vague and general; later it was substituted with systematic and growth-oriented strategy in the following stages (Ansoff, 1957). The problem, however, is that strategic consistency could not be ensured due to the incoherent nature of some pricing, marketing, and production activities.
As regards the information used in the process of decision-making, it seems fair to state that it could be regarded as data-driven because it was driven by demand trends to some extent. Initially, however, the company lacked proactivity which was seen from the presence of stockout and mismatch of supply and demand (Christopher, 2016). Over time, however, the level of responsiveness was gradually improved. As far as competitive positioning is concerned, while the company has succeeded in acquiring more market shares, ensuring product
Conclusion
According to Johnson et al. (2017), it should be mentioned that based on the audit, the management had succeeded in guiding the company through different stages of development. It was evident that the company made steady progress by adopting the appropriate strategic approach to its operations through effective operations and marketing strategy development over time.
Among the strengths that allowed the company to develop innovative products, adapt its approach depending on the current stage, and increase the level of coordination among different departments can be noted (Teece, 2010). This way, in a simulated environment, those measures helped achieve better results regarding the company's presence in the market. Still, inconsistency in supply, demand forecast, and pricing strategy formation can be noted (Slack et al., 2019).
Furthermore, inefficient activities at an early stage like inventory stockout and reactiveness to the changes led to inefficiency but provided flexibility of operations facing challenges in subsequent stages (Chopra & Meindl, 2016). It is necessary to develop predictive analysis, enhance coordination between departments, and maintain a balance between growth and profitability.
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