Background

My goal was to predict the relative market shares of the three branded Soft & Chewy Dog Treats, Pupperoni, Beggin Strips, and Milk Bone Soft & Chewy.
Three clusters were defined as follows:

Alternatives – containing the three branded dog snacks detailed above.  All three brands were deemed to impact the other.  There were also impacted by the other two clusters and the nodes within those clusters.
Marketing – The marketing cluster contains those elements that are under the control of the respective marketing groups.  Marketing is impacted by both the Alternatives cluster as well as the Sales cluster detailed below.  Specific nodes within the Marketing cluster are:

· FSI Drops – FSI are freestanding inserts or the coupons you typically find in your Sunday paper.  FSIs are commonly used to drive product trial in the Pet Treats market.  

· Price Point – Price point is the average scan price as determined by AC Nielsen or other providers of syndicated supermarket data.  Consumers are price conscience.

· TV Advertising – As with any form of advertising, it can be used for educational and awareness regarding your product.

· Other Publications – Pet Snacks will typically use advertising in other publications and mediums, although it is typically thought to be the least effective.

Sales – The sales cluster attempts to capture the impact of what happens in the store.  The two nodes thought to have the biggest impact are:
· ACV – ACV is a standardized measure to determine what percent of the market your product has actively penetrated.  An ACV of 90% indicates that your product has scanned (been sold) at least once in 90% of the retail locations.

· Shelf Set – Is the extent to which the product is located in prime retail space.  Generally, the eye-level shelf is the most desirable and the bottom shelf is the least desirable.  Repeated studies have shown that shelf location has a significant impact on product sales.

Analysis of the Results

Below is the basic structure of the model.
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When I put the results of the model into the Saaty compatibility index that yielded an index of 1.004426, indicating the model is doing an effective job of predicting market share between the three brands.
[image: image2.wmf]SAATY COMPATIBILITY INDEX FOR CLOSENESS USING HADAMARD PRODUCT 

(used to find how close market share estimations using ANP are to actual data)

These are prepared templates for 3, 4, 5, 6, 7, and 8 alternatives.  To use select the template with

the same number of alternatives that you have, replace the actual market share data with your data (normalized),

and replace the estimated market shares with the results from your ANP model.

3 Alternatives

A1

A2

A3

Pupperoni

Beggin Strips

Milk Bone

Actual Market Share

35.4

46.1

18.5

35.4

46.1

18.5

Actual

SuperDecisions Estimate

34.2

45.1

20.7

34.2

45.1

20.7

Larry Nolph's ANP results

Pairwise Comparison Matrix from Actual Market Share Data

A1

A2

A3

How pairwise comparison matrix is constructed

A1

1

0.7679

1.91351

A1/A1

A1/A2

A1/A3

A2

1.3022599

1

2.49189

A2/A1

A2/A2

A2/A3

A3

0.5225989

0.4013

1

A3/A1

A3/A2

A3/A3

Transpose of Comparison Matrix from Estimated Market Share

How transpose is constructructed

A1

A2

A3

A1

1

1.31871

0.60526

A1/A1

A2/A1

A3/A1

A2

0.7583149

1

0.45898

A1/A2

A2/A2

A3/A2

A3

1.6521739

2.17874

1

A1/A3

A2/A3

A3/A3

Result of Hadamard (Cell-wise) Multiplication of Previous Two Matrices

A1

A2

A3

Row Sums

Construct  Matrix from Actual 

Transpose of matrix

A1

1

1.01263

1.15818

3.170814

A1/A1

A1/A2

A1/A3

A1/A1

A2/A1

A3/A1

A2

0.987523

1

1.14373

3.131252

A2/A1

A2/A2

A2/A3

A1/A2

A2/A2

A3/A2

A3

0.8634242

0.87433

1

2.737757

A3/A1

A3/A2

A3/A3

A1/A3

A2/A3

A3/A3

SUM

9.039823

Number of Alternatives: N

3

Compatibility Index =

(SUM/N**2) =

1.004425

 
Model Screen Shots
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Sensitivity – the Supermatrix
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