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Figure 1. General Model Overview (original team design)
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Figure 2. Sub-models overview


Figure 3. Original team design of the purchasing behavior model

for three competitors.
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Figure 4. Original team design of the financial model.


Figure 5. Original team design of the investments model.
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Figure 6. Base and best case of attribute improvement.
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Figure 7. Base and best simulations for market share improvement (notice that last two graphs are in different scale than the first one).
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Figure 8. Base and best simulations, expected NOP (after taxes) and 

increase in SGA per year.

Investments


























































































































































































































































































































































































































































































































model





behavior






























































































































































































































































Purchasing








perception





Non price attributes 





perception
























































model








value





of 





Perception














revenue





& 











Marketshare





model





financial





model





Investments





model





behavior





Purchasing





perception





Non price attributes 





perception





Price attributes





value





of 





Perception





Allowable investments





Profit & profit contribution





growth





revenue





& 





Revenue 





Sales





Marketshare





model





financial





Non price attributes 


perception





R





 Price attributes


 perception





Perception


 of value





Allowable investments





  Profit & profit contribution





Revenue &


revenue


growth





Sales





Marketshare








PAGE  
6

