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Appendix - Definition of Variables 
 
Below all variables used in the model are provided. 
 
Clarification of abbreviation under the heading “Type”: 

Aux = Auxiliary equation 
Var = Exogenous variable – used for model analysis 
Con = Constant  
Par = parameter, to be estimated independently 

 
Terms are sorted in order of discussion in the paper.  
 
Indices that are used throughout: 
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1. Consumer Choice 
 

Stock [vehicles] fleet of platform i
Flow [vehicles/year] sales of platform i
Flow [vehicles/year] vehicle discards of platform i for cohort m
Aux [vehicles/year] total discards of pl
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atform i
Aux [vehicles/year] replacement sales of platform i coming

from platform j 
Aux [vehicles/year] replacement sales of platform i
Aux [vehicles/year] total sales by new households for platform
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Aux [dmnl] share of replaced discards from platform j to i
Aux [dmnl] effective attractiveness of platform i perceived 

by driver of platform j
Aux [dmnl] effective attractiveness of platform i 
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Aux [dmnl] 1  vector of effective attractiveness of 
platforms i perceived by population segment q,i   
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Aux [dmnl] value of attribute l of platform i as perceived 

by population segment q,i
Aux [dmnl] reference value of attribute l
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2. Consumer Choice -  continued 
 

Aux [vehicles/year] replaced discards from platform i cohort m
Aux [vehicles/year] discards from platform i cohort m as a result 

of total fleet shrinkage
Aux [vehicles/year] total 
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replaced discards from platform i
Aux [vehicles/year] total discards from platform i as a result 

of total fleet shrinkage
Par [dmnl] survival fraction of vehicles in cohort m of platform i
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r] average cohort residence time
Aux [year] average discard time of platform i
Aux [dmnl] share of total new sales platform i by new households
Aux [dmnl] total effective attractiveness of  
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Aux [vehicles] indicated fleet size
Par [year] stock adjustment time
Aux [vehicles] total fleet
Par [persons] US-households with at least one driverslicence
Par [vehicv
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les/person] average number of vehicles per household 
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3. Familiarity 
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Stock dmnl total familiarity with platform i for population segment q,i
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Aux effect of socialization  effectiveness on forgettingdmnl
Con sensitivity of forgetting to socidmnl
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Con inflection point for effect of socialization effectiveness dmnl
on forgetting with threshold effect 
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4. Attractiveness 
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5. Learning, scale and infrastructure 
 

Aux [dmnl] performance of platform i in the margin 
(latest technology)

Aux [dmnl] effective production experience of platform i

Aux [dmnl] learning curve strength
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Aux [dmnl] vector of spillover effects to platform i from 
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Aux average fleet performance of platform i x dmnl
Stock accumulated fleet performance of platform i vehicles
Aux [dmnl] Proxy for marketing impact: 

duration times effect
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Var [years] duration of marketing shockmT

 


	Appendix - Definition of Variables
	Consumer Choice
	Consumer Choice -  continued
	Familiarity
	�
	Attractiveness
	�
	Learning, scale and infrastructure


