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MASTERING THE
SIMULATION: A
STRATEGIC GUIDE
ON HOW TO WIN
AT GLO BUS

The Glo Bus simulation
is more than just a
classroom exercise; it
is a dynamic,
competitive

environment where
strategic thinking,
financial acumen, and
decisive leadership are
put to the test. For
many business
students, the pressure
to perform well—to
secure the highest
stock price, the largest
market share, and the

best overall score—can
be intense.
Understanding how to
win at Glo Bus requires
moving beyond simple
trial and error. It
demands a deep
comprehension of the
underlying mechanics,
a keen awareness of
your competitors, and
a disciplined approach
to decision-making.
This guide will walk you
through the critical
strategies and tactical
moves needed to
dominate your industry
and achieve sustained
success. We will
explore everything
from the initial
company setup to the
nuanced decisions of
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the final rounds,
providing you with a
clear roadmap for
victory.

Whether you are a
first-time player or a
seasoned veteran
looking to refine your
approach, this
comprehensive guide
is designed to help you
think like a top-tier
CEO. Winning at Glo
Bus is not about luck; it
is about making
consistently superior
decisions based on
data, logic, and
strategic foresight. Let
us begin by laying the
foundation for your
success.

Understa
nding the
Core

Objective
of Glo
Bus

Before diving into
specific strategies for
how to win at Glo Bus,
you must first
understand what
"winning" actually
means. The simulation
typically uses a
balanced scorecard
approach, weighting
several key
performance

indicators. While the
exact weighting can
vary by instructor, the
most common and
heavily weighted
metric is the stock
price. Other crucial
metrics include
earnings per share
(EPS), return on equity
(ROE), credit rating,
and image rating.
Therefore, your

2 How To Win At Glo Bus

2024-05-04



How To Win At Glo Bus 3

primary goal should be
to maximize your
company's stock price
over the long term,
while maintaining
healthy financials and
a strong market
position. Every decision
you make—from R&D
to marketing to
production—should
ultimately serve this
master objective.

PHASE 1: THE
STRATEGIC
FOUNDATION
(YEARS 1-3)

Choosing
Your
Initial
Strategy:

Cost
Leader
VS.
Differenti
ator

One of the first and
most critical decisions
you will make is
defining your
competitive strategy.
In the Glo Bus
simulation, you
generally have two
viable paths: a low-cost
provider strategy or a
differentiation strategy.
Trying to do both
poorly is a recipe for
failure. Understanding
how to win at Glo Bus
starts with committing
to one.

e Low-Cost
Provider



Strategy: This
approach focuses
on achieving the
lowest
production costs
in the industry.
You will invest in
plant capacity
and efficiency,
produce high
volumes, and sell
at competitive
prices. Your
target market is
the value-
conscious
segment of
customers. You
will need to
carefully manage
your operating
expenses and
accept lower
profit margins
per unitin
exchange for
high volume.
Broad
Differentiation
Strategy: This
path focuses on
creating superior

products with
advanced
features and
excellent quality.
You will invest
heavily in R&D to
increase your
product's
performance and
size ratings.
Higher costs are
offset by
premium pricing.
Your target is the
quality- and
performance-
focused
customer
segment.

There is no single
"right" answer to which
strategy is best for
learning how to win at
Glo Bus. Both can be
highly successful. The
key is to choose one
and execute it
flawlessly. A common
mistake is to try and
split the difference,
ending up with a
product that is neither
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cheap enough for
price-sensitive buyers
nor good enough for
premium buyers.

nitial
R&D and
Positionin
9

In the early years, your
R&D decisions are
paramount. Your
product's performance
and size specifications
directly determine your
competitive position. If
you are pursuing a
differentiation strategy,
you must create a
product that scores
highly in both
performance and size.
This will allow you to
charge a premium
price and target the
"high-end" market
segments. If you are a

cost leader, you can
design a more basic,
lower-cost product that
still meets the
minimum buyer
requirements for the
"value" market.

A critical tip for how to
win at Glo Bus is to
closely monitor your
competitors' R&D
moves. The simulation
allows you to track the
specifications of all
brands in the industry.
If you see a gap in the
market—for example,
no one is offering a
high-performance,
large-size product—you
can seize that
opportunity.
Conversely, you must
avoid head-to-head
competition in an
already crowded niche.
Strategic positioning in
the early rounds sets
the trajectory for the
entire game.




OPERATIONAL
EXCELLENCE

(YEARS 3-6)

Mastering
Productio
n and

Supply
Chain

Once your product is
designed, you must
produce it efficiently.
Inefficient  production
destroys profitability. A
core element of how to
win at Glo Bus is
managing your
production costs. Here
are key factors to
control:

* Plant Capacity:
Idle capacity is a
major drag on

profitHAS E @1
should aim to run
your plant at
near full capacity
(around 85-95%)
to spread fixed
costs over as
many units as
possible.
However, avoid
running a plant
well above its
"normal"
capacity, as this
leads to overtime
costs and
potential quality
issues.
Workforce
Compensation:
Your workers'
total
compensation
(base pay,
incentives, and
benefits) must be
competitive. If
you pay too little,
you will suffer
from high
turnover, low
morale, and
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reduced
productivity. If
you pay too
much, your costs
inflate.
Benchmark your
compensation
against the

industry average.

Aim for a
moderate
compensation
level that keeps
turnover low and

productivity high.

Quality
Management:
Investing in Total
Quality
Management
(TQM) and Six
Sigma initiatives
is a long-term
play. These
investments
reduce warranty
costs, improve
the durability of
your product,
and enhance
your brand
image. While

expensive
initially, they pay
massive
dividends in later
rounds.

Marketing
and
Advertisi
ng:
Creating
Demand

A great product that no
one knows about will

not sell. Your
marketing budget is a
powerful tool for

generating demand.
However, Dblindly
spending money is not
how to win at Glo Bus.
You must be strategic.

Key Marketing
Decisions:



1. Advertising

Budget: This
builds brand
awareness. Each
region (North
America, Europe,
etc.) has its own
advertising
budget. You need
to spend enough
to be
competitive, but
monitor the
"Advertising"
metrics in your
industry report. If
you are already
achieving high
awareness
scores, additional
spending has
diminishing
returns.

. Promotional
Discounts:
These are short-
term price
reductions to
boost unit sales.
Use them
sparingly. Heavy
reliance on

promotions can
destroy your
brand's premium
image and
condition
customers to
wait for
discounts. Use
them
strategically to
clear inventory
or enter a new
market.

. Distribution:

Increasing the
number of retail
outlets that carry
your brand is
crucial for
market share.
You should aim
to have your
brand available
in enough outlets
to meet the
demand you are
trying to create.
A high
awareness
without wide
distribution is a
wasted
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opportunity.

An advanced strategy
for how to win at Glo
Bus is to align your
marketing spending
with your production
volume. If you are
producing 2 million
units, but only
marketing enough to
sell 1 million, you will
end up with expensive
inventory carrying
costs. Conversely, if
you market for 3
million units but only
produce 2 million, you
will have stockouts and
lose sales to
competitors. Balancing
production, marketing,
and demand is a core
skill.

PHASE 3:
FINANCIAL
STRATEGY AND
GROWTH (YEARS
6-10)

Capital
Structure
and
Financing

Your financial decisions
in the later rounds will
make or break your
stock price.
Understanding how to
win at Glo Bus requires
a sophisticated grasp
of finance.

e Leverage (Debt
vs. Equity):
Debt is cheaper
than equity
(because interest
is tax-
deductible), but
it carries risk.
Too much debt
will hurt your
credit rating and
increase your
interest
payments, eating
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into profits. Too
little debt and
you may not
have enough
capital to grow
as fast as your
competitors. The
sweet spot is a
moderate
amount of
leverage. A
common target is
to maintain a
credit rating of
"A"or "A+". A
"B" rating
indicates you are
taking on too
much risk. An
"AA" rating might
mean you are
being too
conservative and
missing out on
growth
opportunities.
Stock Issuance
and
Repurchases:
Issuing new
shares dilutes
the ownership of

existing
shareholders and
lowers EPS. Stock
repurchases
(buybacks) have
the opposite
effect; they
increase EPS and
stock price. A
key tactic for
how to win at Glo
Bus is to use
stock
repurchases
strategically in
the later rounds
to boost your
stock price. If
you have excess
cash and a weak
stock price,
buying back your
own shares is
often the best
investment you
can make.
Dividends:
Paying a
dividend signals
confidence to the
market and is a
direct way to
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reward based on cost-plus.
shareholders. Instead, price based on
However, cutting  value.

a dividend is a Pricing Guidelines
strong negative  for How To Win At
signal. If you Glo Bus:

start paying a

dividend, be 1. If you are a
prepared to Differentiator:
maintain or grow Your product has
it. A consistent superior

dividend policy performance and
can support your size. You can
stock price. command a

premium price

. (10-20% higher
Prl C I n g than the industry
average). Do not

Power undervalue your

product.

Lowering the
a n d price to gain
. e market share will
PrOﬁta bl || only hurt your
margins and your

ty brand image.

2. If you are a

Your pricing strategy Cost Leader:
directly affects your Your product is
profitability and market basic, but your
share. A common costs are low.
mistake is to price You should be

11



DOMINATHING SEHE,
offering the
lowest price in
the market. Your
goal is high
volume. Small
price changes
have a big
impact on your
sales volume.
Monitor Price
Elasticity: The
industry report
shows you how
sensitive your
customers are to
price changes. If
a small price
decrease leads
to a huge jump in
sales, the market
is price-elastic. If
large price
changes have
little effect, it is
inelastic. Use this
data to inform
your pricing.

12

ADVANCED
TACTICS FOR

COMPETITION

Benchma
rking and
Competiti
ve
Intelligen
ce

The single most
important thing you
can do to improve your
chances of winning is
to obsessively study
your competition. The
Glo Bus simulation
provides a wealth of
data in each round's
industry report. To
truly understand how
to win at Glo Bus, you
must become a master
of this data.
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e Analyze
Competitor
Costs: Look at
the cost reports
for your rivals. If
a competitor has
significantly
lower production
costs than you,
study their
strategy. Did
they invest in
larger plants? Do
they have a
more efficient
supply chain?
Use this
information to
improve your
own operations.
Watch
Competitor
R&D: Track the
performance and
Size
specifications of
all brands. Are
your competitors
moving
upmarket into
your space? Are
they leaving a

13

gap in the low-
end market?
React
strategically. If
three companies
are all fighting
for the high-end
segment, it
might be smarter
to move to a less
contested space.
Monitor
Financial
Health: Look at
your competitors'
debt levels, cash
reserves, and
credit ratings. A
competitor with
high debt is
vulnerable. You
might be able to
engage in a price
war they cannot
afford. A
competitor with a
lot of cash might
be planning a
major expansion.
Be prepared.
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The
Importan
ce of
Consisten

cy

One of the most
overlooked aspects of
how to win at Glo Bus
is consistency. The

simulation rewards
companies that follow
a coherent, long-term
strategy. If you change
your strategy every
two years, you will
confuse your
customers and your
employees. Your brand
image will be muddled,

and your financial
performance  will
suffer.

For example, if you
start as a cost leader,
do not suddenly
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