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1 INTRODUCTION 

The owner of the Czech company SuperMarketa chose you as a management team, whose task is to solve problems with 
cashflow and to bring his company to long-term profitability. The original management left the firm after a year because 

it failed to achieve the expected results. You do believe, however, that you will  be more successful. 

SuperMarketa is a separate medium-sized supermarket with a standard assortment that operates in Ceske Budejovice. 
In the first year of his operation, the company spent over CZK 79 mill ion and built a fairly stable position on the market, 
but with a significant loss of almost CZK 3.9 mill ion. At the same time, it faces cash flow problems and its l iabilities are 

rising, which may be very dangerous in the future. 

The market where the Supermarket operates i s saturated with relatively strong local competition. Three of the most 
important competitors in large chains have together more than 50% market share. 

 

1 

                                                                 

 

1 Source: https://farm4.staticflickr.com/3038/2405706336_88597c8fb7_o_d.jpg. 

https://farm4.staticflickr.com/3038/2405706336_88597c8fb7_o_d.jpg
https://farm4.staticflickr.com/3038/2405706336_88597c8fb7_o_d.jpg
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2 DESCRIPTION OF THE SIMULATION GAME 

As managers of your business, you will  make the following decisions for each quarter of your operations: 

● Assortment composition - low / medium / high quality, attracting different segments of customers  

● The average mark-up2 in % - determines the pricing policy, ie it is reflected in profitability and sales  

● Number of employees - customer service capacity, in the case of long cashier queues customers will  be less 

l ikely to come 

● Change of employee wages in % - affects employee satisfaction, store capacity and costs  

● Reliability of deliveries (service level) in % - affects the availability of goods to customers and thus sales, and 

also affects the cost of acquiring goods  

● Safety stock - none / small / medium / high, determines the amount of inventory in the warehouse and thus the 

tied funds 

● Investments in the appearance of stores - it influences the demand in selected segments, the investment 

represents the cost 

● The quarterly promotion budget - it influences revenue, is part of costs   

You can influence also other business parameters indirectly, ie by negotiating with the game manager. These are in 

particular: 

● The amount of the loan and the interest rate 

● Increase of the registered capital by the owner of the company 

● The amount of the share of the profit paid to the owner  

● Other personnel costs - especially the management 

Total 20 quarters (5 simulated years) are waiting for you to make your decisions. Your decisions should be thoughtful and 
based on thorough economic calculations and planning. Also, consider changing conditions in the external environment 

that you should respond to within 5 years - information about these changes will  come automatically to you by email. 

In the following section, the causal relationship between the various elements in your business are graphically described, 
the figure should help you to think about all  the essential relationships. 

2.1 Operation of the simulated enterprise 

The following diagram shows the causal relationships between the basic elements of SuperMarketa's operation.  

Arrows indicate causal relationships between factors, "+" indicates the same direction of action (ie, the more one, the 

more the other, or the less one, the less the other), "-" indicates the opposite direction of action. E.g. the higher the 
markup, the higher the price level, the higher the price level, the lower the demand. 

However, some of the effects may be limiting - for example, sales in this case depend on the total demand, inventory and 
operational capacity. One of these factors is always l imiting, and if the others increase, it will  not lead to the overall  

increase in sales. 

Underlined are factors that the management team can influence directly. 

Highlighted in italics are factors that the management team can influence by negotiation. 

                                                                 

 

2 The mark-up is being used to determine the selling price. It is a percentage increase of the purchase price. E.g. i f we purchase goods 

for CZK 100, with the 50% mark-up the selling price will be set at 150 CZK. 
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Generally speaking, profit can be increased by increasing sales through balancing of demand, markup, inventory and 

operational capacity or by decreasing fixed cost. 
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The simulated supermarket uses the standard layout of the sales area, which is seen from the bird's perspective on the 
following picture. 

 

 

 

On the left there is a blue entry to the shop, the green is marked by the entrance to the sales area, the shelves in yellow 
contain the best sell ing goods (category A, about 20% of the shelf capacity, 80% of the sales), the pink colored shelves 

contain medium- about 20% of shelf capacity, 10% of sales), and purple-colored shelves contain least sold goods (category 
C, about 60% shelf capacity, less than 10% of sales).  

Besides the sales area, there are also limited storage spaces, which are mainly used for short-term storage during handling 

of goods. 

The shop has 4 cash registers and 150 shopping carts for customer service, the capacity of the car park is 80 cars. Indoor 
spaces do not allow rental to other business entities. The opening hours are twelve hours, from 08:00 to 20:00.  
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You will  enter the above decisions in the online managerial simulator environment created in google docs. You will  need 
a user account on Google to access it - you can create a new one for free (which we recommend) or use existing ones. 

The simulator will be available to you during the semester. 

Based on your decisions and the computational model based on the above scheme, the simulator calculates each 
quarter's monthly sales and other business results you manage (revenue, costs, profit, cash flow, simplified balance  
sheet). 

Besides your own decisions, you will  also enter the initial SWOT analysis into the simulator, and in individual months the 
values that will  be based on your own plan - the planned number of tours per month +5, the planned revenue and costs 
for the current month and the planned balance of funds at the end of the month . 

In addition, you can also enter an additional requirement text that addresses the negotiations with the game manager. 
In this case, you will  have to wait for the results to be solved by the game manager. You will  automaticall y receive an 
email notification. 

During the simulation, attention has to be paid to ongoing results and, on the basis of these, to adjust their decisions - 

especially with regard to booking the necessary accommodation capacities and pricing policy (catalog  price and last 
minute discount in the relevant months).  

Example of the simulation user interface: 
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3 DESCRIPTION OF THE INITIAL SITUATION 

3.1 Basic economic results after the first year 

All revenue of SuperMarketa in the first year came from sales of goods , with the total revenue of CZK 79,182,205. Cost 
was higher than revenue throughout the year, and totaled CZK 83,062,350. The result for the whole year was CZK -
3,880,145. The markup was constant at 24% in the first year. 

The partial earnings, costs and economic results for each quarter are shown in the following graph. The economic result 
improved during the individual quarters, but did not reach positive value at the end of the year.  

 

 

Not only was the Supermarket for the first year at a loss, it also fa ces a lack of cash flow at the end of the year. For now, 
it maintains a positive balance of funds, but l iabilities are growing fast - this is dangerous in relation to suppliers because 
they can stop supplying at any time if the SuperMarketa does not pay them on time. 
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3.2 Initial investments 

SuperMarketa owners have invested CZK 15 mill ion and they expect a return of at least between 10% and 15% of this 
investment per year, ie the annual profit after tax should be optimally around CZK 3  million in order to create reserves 

and invest into future growth. 

The SuperMarketa store was purchased as ready from a local developer last year, requiring an investment worth CZK 

40,000,000 in fixed assets in the following structure: 

▪ land:       CZK 6,000,000 

▪ building:    CZK 28,000,000 with a depreciation for 30 years  

▪ movable assets incl. software: CZK 6,000,000 with a depreciation for 5 years  

For simplicity, the depreciation will  be calculated as constant in the amount of CZK 933,000 / year for the building and in  

the amount of CZK 1,200,000 / year for other movable assets. 

3.3 Budget of indirect cost for the last year 

It was determined in the following breakdown: 

 

Type of cost Plan Achieved results 

Total consumption CZK 2,650,000 CZK 4,485,000  

... promotion  CZK 500,000 CZK 1,400,000 

... energy, water and heating CZK 1,100,000 CZK 1,205,000 

... maintenance and services  CZK 600,000 CZK 980,000 

... consumables CZK 450,000 CZK 900,000 

Depreciation CZK 2,133,000 CZK 2,133,000 

Interest on bank loans  CZK 2,340,000 CZK 2,340,000 

Personnel costs CZK 8,000,000 CZK 9,060,000 

... management (4) CZK 2,400,000 CZK 2,900,000 

... sales staff (at the beginning 18, at the end 22 employees) CZK 5,600,000 CZK 6,160,000 

 

Deviations between the plan and reality were mainly caused by a bad estimate of the number of necessary staff (cashier 

+ storers), also paid for original management and inaccurate estimates of operating costs. 

3.4 Budget of indirect cost for the next year 

Based on the experience from the first year of operation, it is possible to estimate the estimated cost for the second year 

as follows: 

Type of cost Plan 

Total consumption  

... promotion  must be determined 

... energy, water and heating CZK 1,200,000 

... maintenance and services  CZK 1,000,000 

... consumables CZK 900,000 
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Depreciation CZK 2,133,000 

Interest on bank credit  must be determined 

Personal expenses must be determined 

... management must be determined 

... shop staff (depending on the number of employees) must be determined 

 

3.5 Direct cost 

Direct cost include acquisition cost of purchased goods. This is not just the purchase price, but also the logistics cost tha t 
increases this price (see Supplies and suppliers). This cost does not arise at the time of purchase, but in the time of sale 
of specific goods. Until  then, it only determines the stock price and the total value of inventory expressed in money.  

Also, the costs of discounts, losses and theft, which account for about 1.5% of sales - are substantial - in the first year 

they amounted to CZK 1,187,733. In the next years, it is also necessary to count with a similar percentage in relation to 
sales. 

3.6 Supplies and suppliers 

SuperMarketa works with about 25,000 stock items that are stocked in shelves and  handling warehouse. Replenishment 
of goods from a warehouse is addressed by supermarket employees, so it is included in their wages and does not 

separately generate additional costs. If an option with the safety stock is chosen, a certain amount of goods is maintained 
as a stock for the event of a supply outage. 

There are many available suppliers with different service levels (reliability), which are reflected in their prices (1% increase 
in service level = 0.5% increase in purchasing price). Thanks to the use of a wholesale distribution warehouse (DC) and 

direct deliveries, the supplies are very flexible, for example for bakery products several times a day, for other goods, from 
ordering to the next day, in case of less frequent goods within 2-3 days. 

Lower reliability of supplies can be offset by higher safety stock and vice versa. Standard average reliability of supplies 
(service level) was 90% in the first year. In order to satisfy all supermarket buyers, a medium level of safety stock should 

be used to compensate for this. 

Suppliers offer products of varying quality that affect average purchase prices as follows:  

● low quality 

● medium quality + 10%  

● high + 25% 

Overall, suppliers prefer larger chains that have the chance to achieve higher turnover. Due to the size of the shop, the 
purchase price can not be expected to be significantly reduced by negotiation. 

The variable component of the transport cost is thus already included in the purchase price of the goods, which are 

increased accordingly. Logistics and storage are dependent on the level of safety stock as follows: 

● safety stock level - none: 3% of sales 

● safety stock level - small (+ 5% normal inventory): 3.3% of sales, 

● safety stock level - medium (+ 10% of normal inventory): 3.7% of sales,  

● safety stock level - high (+ 20% of normal inventory): 4.2% of sales. 

The value of inventory in the first year was around CZK 5 mill ion. The SuperMarketa had a medium quality of goods 
throughout the year, the level of the safety stock was low. Average service level wa s 90%. 
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3.7 Cashflow3 

For the operation of a company, it is necessary to maintain a minimum amount of cash at the store at a level of at least 
CZK 400,000. This was the case in the last two quarters last year. This amount of money is reserved, other free funds are 
always used to pay outstanding liabilities, unused funds remain in the bank account, and if they are sufficient, they can 

be used to reduce the amount of bank credit. 

The maturity of new accounts payable is on average one month, receivables from customers are collected practically 
immediately. 

3.8 Loan 

SuperMarketa was granted a loan of CZK 30 mill ion at the start of its business. At the beginning of this year, it is sti ll wo rth 

of CZK 28 mill ion. The maturity of this loan is 15 years, the principal is repaid after quarters in the amount of CZK 500,000, 
the interest is repaid at the same interval based on the interest rate of 8% pa. This interest rate is fixed for the entire 
period of repayment of the loan. 

The loan is primarily intended for the partial financing of fixed assets and is secured by a l ien o n the property of 

SuperMarketa. This l ien can be canceled only after repayment of the loan on the basis of negotiations with the bank.  

The bank has also agreed to the possibility of one further increase of the loan in the case of a good profitability 
development under similar conditions to its initial arrangement, ie an increase of CZK 3,000,000, at 8% pa, with quarterly 

repayments of principal amounting to CZK 50,000 . 

3.9 Personnel 

SuperMarketa is managed by the management, which is responsible to the owners. Store management is in charge of 
marketing, financial, supply and personnel decisions. 

Personal management cost for the first year of operation of the supermarket was CZK 2,900,000 including 34% of the 
employer's contribution to social and health insurance.  

The shop itself employs 7 full -time cashiers and other 12 employees serve customers, handle goods, deal with 
maintenance etc. The remaining 3 employees are in charge of administration, especially orders, stock -keeping and 
accounting. There were initially less employees but four new were recruited for operational reasons to ensure twelve 
hours of opening hours. 

Personnel cost for these employees in the past year amounted to CZK 6,160,000, including 34% of the employer's 
contribution to the social and hea lth insurance. For one employee, these costs now amount to CZK 280,000 / year, 
including 34% of the employer's social and health insurance contribution. 

Moreover, the original management has not been very successful in working with staff, so corporate culture is relatively 
weak. At the same time, wages are not at a level that the employees could be satisfied with. 

Currently, part-time employees are already employed and so in the future it can not be expected that their number could 
increase significantly, or that they could allow a reduction in staff costs. 

3.10 Market and marketing 

Market in which SuperMarketa operates is saturated and with a relatively strong competition.  

                                                                 

 

3 Cashflow expresses the flow of money in the company - ie income and expenditure over a certain period of time. In 

principle, every month you need to pay outstanding liabilities - source for that is either a financial balance from the 

previous period or the current income. If we do not have sufficient funds, unpaid l iabilities are increasing and if they are 
not paid for more than three months, creditors can fi le a claim for insolvency proceedings and force the company to quit.  
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3.10.1 Demand side of the market - consumers and their segments 

The relevant potential market represents 40,000 households, which on average spend around CZK 54,500 annually on 

the range of goods that SuperMarketa offers. Their total expenditures and hence the financial volume of the market in 
one calendar year is CZK 2.18 bil l ion. Market share of SuperMarketa for the first year was about 4.5%. 

The market has been stagnating in terms of volume over the long-term, with seasonality ranging between 88% and 113% 
of the average quarterly volume of purchases (see chart below).  

 

There are three segments on the market - higher class (S1), middle class (S2) and lower class (S3). These segments are 

geographically distributed evenly throughout the catchment area of the shop and their share of the total population is as 
follows: 

● S1 - 20% 

● S2 - 40% 

● S3 - 40% 

These segments differ in purchasing power. While the S3 segment spends an average of CZK 47,350 a year, it is CZK 58,821 
for segment S2 and CZK 68,713 for the segment S1.  

When choosing a place to buy, households are affected by the following factors: 

▪ price level, assortment quality and appearance of the store due to their preferences, 

▪ promotion effects - the strength of the action is relative to the promotion of competition. 

Segment S3 prefers the lowest price, segment S2 prefers the best value-for-money, and S1 prefers the best available 
quality. In terms of quality, not only is the quality of assortment important, but also the appearance of the store and its 

sufficient service (operational) capacity. For example, long queues at cash registers will discourage primarily S1 and S2 
segments. 

3.10.2 Supply side of the market - competitors 

At the retail  market in Ceske Budejovice with daily and frequent consumption items, these companies currently have a 

significant market position: 

▪ Arnold (1 hypermarket, 3 supermarkets) - market share of 23% 

▪ Global (1 hypermarket) - market share of 21 % 

▪ Disco (1 hypermarket, 1 convenience store) - market share of 18% 

▪ Riedl (2 discount stores) - market share of 12% 

▪ SuperMarket (1 supermarket) - market share of 4.5% 

The rest of the market is fragmented with a larger number of small retail outlets (market share of 21.5%). 
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Due to your focus on daily and frequent consumption items, there is no competition from online stores within the given 
time horizon of this simulation. 

Retailer profile - Arnold 

This Dutch chain has entered the Czech market as the first foreign one in the 1992. It has partially bought original retail 
network from the Communist era, rapidly gaining a strong position. However, the inadequacies of original o utlets and 
late responses to other competitors have led to losses and decreased competitiveness. 

At present, it has a chain of 80 stores throughout the Czech Republic and is more profiled as a supplier of better quality 
goods. Supply at its supermarkets is  at a higher price level, and this is also the case for a larger range of services.  

In České Budějovice Arnold has one hypermarket and three supermarkets, making it locally the most important 

competitor in terms of turnover. 

The Arnold chain is currently being consolidated, further expansion can not be ruled out, but due to the problems of the 
parent organization in the Netherlands, it is l ikely that the positive economic outcomes of the existing network of stores 
are l ikely to be demanded, so it is possible to expect closing of the non-profitable stores. 

The reaction of this company to local competition is restrained. 

Promotion focuses on communication of quality, prices and services. It can be estimated that the average cost of 
promotion per store amounted to CZK 1.5 mill ion in the past year. 

Retailer profile - Global 

This German chain entered the Czech market in 1996. It was the first one to introduce the hypermarket concept here. In 
Ceske Budejovice, the hypermarket was opened in 2003.  

Global currently operates 15 major hypermarkets, which are primarily profiled by the range of products, additional 

services and the emphasis on better goods. Global was the last of major retailers in the Czech Republic to introduce 
private brands. 

The reaction of this company to local competition is restrained. 

Promotion focuses on communication of quality, prices and services. The promotion costs could not be determined.  

Retailer profile - Disko 

British company Disco entered the Czech market ten years ago. Aggressive pricing, rapid expansion and acquisitions of 
other chains have led to the establishment of a network of 106 stores (hypermarkets, discounts) geographically covering 

virtually the whole territory of the Czech Republic, thus becoming the number one in the retail  market. 

The year 2010 was especially important for the company, as it achieved for the first time a positive economic result of 
CZK 26 mill ion. Expansion has also been completed this year, and the company has announced that it will  not build any 
other retail  outlets in the Czech Republic and will  focus primarily on streamlining operations and lowering prices for 

customers. 

Disco is currently profiting primarily from low price strategy. This is related to both the private brands and limited depth 
of the assortment, and only basic services that are expanding over time. 

The company applies an aggressive policy in relation to significant competition for it, and closely follows the prices of 

others, to which it responds strongly by changing the prices of its own. Both at the Czech and local levels. 

As part of the promotion, it focuses primarily on price and new services. The promotion costs could not be determined.  

Retailer profile - Riedl 

The German company Riedl entered the Czech market 8 years ago and has built 11 stores consistently each year according 
to a uniform concept, currently 88. Geographically, these stores are located almost all  over the Czech Republic. This firm 
is going to definitely continue expanding, even though it's a question whether in the same pace.  

The economic results and any further information this company can only be estimated to have been in profit for several 

years. Corporate culture is certainly not at a high level here, as evidenced by a number of scandals about the intimidation 
and humiliation of employees as appeared in the media. 
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As far as the market profile is concerned, it is a hard discount chain. The assortment is very shallow and everything, 
including private brands and services, is tailored to minimize costs and pricing. 

The reaction of this company to competition is not easily foreseeable, sometimes it reacts aggressively, sometimes not 
at all. 

As part of the promotion, it focuses primarily on price communications and special thematic events. It can be estimated 
that the average cost of promotion at the store amounted to CZK 1.6 mill ion in the past year. 

Independent stores 

Independent outlets are quite different from each other, but they are not able to achieve prices such as bigger retail  
chains, so their price level is on average higher. 

Their reaction to competition is completely fragmented and without a major effect on the market as a whole, promotion 
has purely local implications. 

3.10.3 Marketing mix 

Within the product policy, the quality level and composition of the assortment are based on the shop profile, however it 

can be changed. SuperMarket has been focused primarily on the S2 consumer segment from the outset, resulting in a 
medium level of quality. 

Product policy also relates to the appearance of store and servi ces that may lead to differentiation from competition, 
however, at the expense of increased cost. 

The price level of the assortment can be arbitrarily adjusted according to the management's decision - this decision 
depends on the markup. The initial average markup is 24%, which corresponds to the previous year, when the 
SuperMarketa tried to penetrate the market with the best ratio of quality and price. 

Store location is fixed and can not be changed. 

Promotion strengthens the image of the merchant and helps  to attract customers to the store, so as a result, it 
strengthens the impact of customer decisions based on price and quality. At the same time, the power of promotion is 
always relative to competition, so if everyone does the same, the effect will  remain the same as well. 

The level of promotion is fully dependent on management's decision. However, it is necessary to realize that the volume 
of sales dependence on the promotion is not l inear and it is also relative the the competition effort strength.  

Last year, CZK 1.4 mill ion was devoted for promotion. It was mainly the distribution of advertising leaflets, bil lboards and 
local advertising on the radio when opening the store.  
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3.11 Initial financial statements 

3.11.1 Profit & loss statement for the year 1 

P&L Statement CZK 

Product sales 79,182,205 

Cost for purchasing goods 63,856,617 

Margin 15,325,588 

Inventory losses 1,187,733 

Gross profit 14,137,855 

Store employee costs 9,060,000 

Store maintenance and improvements  980,000 

Water, electricity and heating 1,205,000 

Consumables 900,000 

Marketing cost 1,400,000 

EBITDA 592,855 

Depreciation 2,133,000 

EBIT -1,540,145 

Interest 2,340,000 

Income tax 0 

EAT -3,880,145 

Dividends 0 
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3.11.2 Balance sheet for the end of year 1 

Balance Sheet CZK 

Total assets 47,793,744 

Land and buildings 34,000,000 

Machinery and equipment incl. software 6,000,000 

Depreciation -2,133,000 

Property and equipment, net 37,867,000 

Cash 4,601,618 

Stock 5,325,126 

Accounts receivable 0 

Total current assets 9,926,744 

  

Total liabilities and owner’s equity 47,793,744 

Owner’s equity 15,000,000 

Profit & loss from previous years 0 

This year profit & loss -3,880,145 

Paid dividends and income tax 0 

Total owner’s equity 11,119,855 

Long-term bank loans 28,000,000 

Accounts payable 8,673,889 

Total liabilities 36,673,889 
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4 GAMEPLAY 

This business simulation game is divided into several parts: 

1. Division of roles and team work 

2. Introductory situation analysis 

3. Definition of objectives and preparation of plan 

4. Setting the decision for the individual steps of the game and analyzing the results 

5. Final report elaboration 

In the following section, these sections will  be described in more detail, including examples that can be used for the 

decision-making. 

4.1 Division of roles and team work 

Successful mastering of this game lies not only in the right decision but also in teamwork. Team management and work 
is therefore an essential part of success. 

To organize the team work, it is essential to assign roles that correspond with skills and ambitions of each team member. 

Generally speaking, it can be said from experience that roles can be either assigned from the point of view of functional 

areas or skil ls. Functional roles are rooted in different areas that need to be addressed in the company. In  principle, these 
are: 

● Leadership as a whole, team organization and final decision-making in case of team conflict. 

● Operations management - staff, supply. 

● Financial management - profitability, cash flow, company financing structure. 

● Marketing management - targeting, attractiveness for customers, marketing mix. 

The second option is the role specialization set according to the activities and skills of the team members: 

● Leadership and team organization. 

● Analytical activities (planning, calculations). 

● Collecting information, supporting other team members (minutes of meetings, preparation of documents).  

The following principles are recommended for team work: 

● The team leader is responsible for organizing the team's work - that is, planning the meetings and their content, 

dividing the work between the team members and setting deadlines. 

● Each meeting of the team takes a record of the points discussed and assigns tasks to the individual employees 

according to their roles. 

● The division of work in the team should corres pond to the participants' skil ls, on the one hand, and the goal 

should be an even burden. 

● Team members inform each other as soon as possible about the complications involved in performing the tasks 

to avoid unnecessary delays. 

● Communication should be clear and effective, everyone should understand what is expected of them. 

 

Partial task: 

Distribute roles in the team and clarify what each team member is expected to do. Prepare the first minutes of meeting 
according to the above rules. 
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4.2 Introductory situation analysis 

The purpose of situation analysis is to focus on how the managed company works, what it does and how external 
influences affect it. It consists of analyses of the internal environment and the external environment, which will  then be 
linked together in the so-called SWOT analysis. 

There are several approaches to analyze the external environment, such as PESTLE or Porter's model of five forces. Apart 
from external environment analyses, it is also necessary to look at how a managed company operates - particularly from 
the point of view of the financial performance, available resources, product portfolio and staff.  

These analyses can be quite extensive and demanding, so the following template can be used to simplify them. It includes 
various questions about internal and external factors. These include an severity rating on a scale of -5 to +5, where -5 is 
a very serious negative impact and +5 is a very significant positive impact of the factor. 

Therefore, it is advisable to think about how to work with them (examples see the table below), identify priorities and 

consider possible impacts. Not everything needs to be addressed, sometimes it is meaningful to undertake the risk 
associated with it.  

The table gives examples of possible solutions to problems, and not only their effect, but also the costs and risks 
associated with them. 

Factors for SWOT analysis 

Internal factors Rating (-5 to 5) Why? How do you plan to respond? 

How is a company 

performing economically 
(profitability)? Where is it in 

relation to the break-even 
point? 

  Examples: 

Price increase / decrease. 

Increase sales, ie attracting new 

customers or increasing your existing 
customers' spend. 

Cost reduction. 

Does the company have 

sufficient funds available? 

  Examples: 

Hold part of profit. 

Increase debts. 

How is the company 

interesting for investors / 

bankers? 

  Examples: 

Improve profitability. 

Decrease debts. 

Secure loans using fixed assets. 

Does the company have 

sufficient capacity to meet 
demand? 

  Examples: 

Increase / reduction of staff. 

Investments in new capacity-

enhancing technologies. 

Is the company sufficiently 

equipped for future 
development? 

  Examples: 

Investment into technology and 

personnel (education, 

entrepreneurship support). 

What is the position of the 

company with customers? 

  Examples: 
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Improving awareness (marketing 

communication). 

Better customization of the marketing 

mix to customers. 

Cooperation and mergers. 

What is the company's 

position with suppliers? 

  Examples: 

Improving payment morale. 

Increase volume of purchases. 

Are the products of the 

company competitive? 

  Examples: 

Product innovation. 

Reducing / increasing prices. 

Extend / narrow the portfolio of 

products. 

Cooperation. 

How does the company 

assume its risks? 

  Examples: 

Insurance. 

Improve security. 

Timely response to changes. 

Sufficient reserves. 

Crisis planning. 

External factors 

Can competition be 

exacerbated / weakened? 

  Examples: 

Focus on poorly satisfied market 

segments / niches. 

Using the opportunity to weaken 

competition. 

Creating barriers for new entrants (eg 

aggressive prizes). 

Defense of market share. 

Improving competitiveness. 

Cooperation. 

Can demand growth grow / 

fall? 

  Examples: 

Customizing capacities and costs. 

Connect with competitors. 

Is there a room for new 

customers on the market? 

  Examples: 

Extension of geographical scope. 

Using new distribution channels. 
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Strengthening your own capabilities. 

Can regulatory changes be 

expected in the business 
environment? 

  Examples: 

Creating reserves. 

Changing processes and investing in 

new information system. 

Can vendor price changes be 

expected? 

  Examples: 

Rising prices. 

Optimizing additional costs. 

Changing the vendor portfolio.  

Can fluctuations in exchange 

rates be expected? 

  Examples: 

Creating reserves. 

Natural hedging. 

Exchange rate hedging. 

Changing the vendor portfolio. 

Are there other opportunities 

and threats? For example, 

new technologies, subsidies, 
geopolitical risks, etc. 

   

 

 

Because it is a game in which the rules must be the same for all  to have the results comparabl e, there will  be some 
simplifications and differences from the real world. So, to avoid suggesting something that is not feasible in the game, 

here are examples: 

● You can not change the business model - that is to use existing premises for completely different business 

purposes. 

● Store premises can not be leased to other entities. 

● As a part of this business, it is not possible to have an online store, especially due to relatively significant 

investments in logistics. 

● Demand and competition are defined here for the game only, so it is strictly necessary to use this document for 

the situation analysis, not the situation on the real market.  

On the other hand, there are a number of factors that can be based on reality and  can be considered in the game - 
especially in the area of macro-environment, it might be possible to find grant programs that can be beneficial. In such a 

case, it is necessary to discuss a specific intention with the game leader who decides on a specif ic implementation. 

Sub-task: 

In the team, prepare the situational analysis and summarize its conclusions. What are your most important opportunities 

and threats? Which factors are your strengths and weaknesses? What is their importance? And how would you l ike to 
respond to them? 

After creating an initial situational analysis, it is advisable to return to it periodically, for example in the interval of each 
year, because the situation is constantly changing.  
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4.3 Defining goals and preparing the plan 

The primary purpose of each business is to generate profits. Therefore, even when determining specific goals, it is 
appropriate to start with the expectations of business owners about profitability. This may vary depending on their long-
term intentions - for example, if they want to sell  the business in the future, they may not want to pay regularly. But 

usually the owners expect that their share of the profit in a certain amount will  be paid each year.  

The simplest approach to determining the specific amount of expected earnings is to take into account the amount of 
the investment that the owners have put into the enterprise, and, if necessary, the valuation of their further efforts (if 

they work for the enterprise). 

In the case of the SuperMarketa it is possible to proceed as follows: 

1. We will  find out how much money have owners invested into the company (see Balance sheet, owners’ equity 

of CZK 15 mill ion). 

2. We will  determine the expected rate of return on the investment - usually about 10-15% per annum. This rate 

of return should respect business risk, therefore it should be higher than for less risky investments, for example 

when depositing money in a bank. 

3. I.e. owners should earn a profit share of at least about CZK 1.5-2.25 mill ion per year. 

4. Since only profit after tax can be split, the minimum profit before tax on income tax of 19% must be adequately 

higher. In this case approximately between CZK 1.9 and 2.8 mill ion. 

5. At the previous point, we determined the amount of profit before tax if we only wanted to satisfy the owner  

and pay income tax. However, we sometimes need to generate profits also for reserves, reducing long-term debt 

and future investment. Therefore, it would be realistic to aim to earn at least about CZK 5 -6 mill ion in pre-tax 

profit per year.  

After setting the target for profitability, it is appropriate to set additional measurable targets that will  help to better  
manage the business. Examples of such goals are as follows: 

● Marketing goals - revenue, market share and market position, customer attracti veness, customer satisfaction, 

claim rate. 

● Financial targets - margins, indebtedness, amount of costs, overdue liabilities, average maturity to suppliers, 

cost of capital.  

● Goals in the field of operation - capacity util ization, availability of goods, reliability of suppliers, turnover, 

sufficient staff, employee satisfaction. 

These targets can be set, for example, on the basis of the previous achievement values, with the aim of maintaining them, 
or improving them adequately. If we plan to improve, then we need to work out how this improvement will  be achieved. 

This is usually not without side effects, such as increasing certain types of cost, or needing to adjust internal processes 
and procedures. 

For example, if we want to increase revenue, we should know how we'll  do it - we'll  try to get more customers with 

enhanced marketing communications (ie increased costs), lower prices (ie reduce our margin), or increase capacity in 
case of sufficient demand (again with increased costs)? 

There should be not too many basic goals, it is good to concentrate on the most important ones, which should not be 
more than 3 - 4 for each of the above mentioned areas. 

Sub-task: 

In the team, discuss the situation analysis and determine: 
1) What goals do make sense for business management?  

2) How can these goals be expressed and measured? 
3) What are the expected values of these goals?  
4) When is the goal to be achieved? 
5) How can these goals be achieved? 
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Defining objectives and formulating strategies to achieve them can not be successfully implemented without a clear 
definition of the relevant market and the choice of appropriate market targeting. This choice should again be based on 

situation analysis and understanding of the market structure and behaviour - both demand (customers) and supply 
(competitors). 

In principle, we can choose from a few basic options - we can either try to reach the whole market with a single product 
offer (acceptable compromise for all) or we specialize in market segments, respectively. niches that are large enough and 

economically interesting for us, reachable and significantly different from others. 

Segmentation or niche market specialization makes the most sense in situations where competition is strong and, for 
example, has a cost advantage based on economy of scale - our competitive advantage can not therefore be at a better  

price and we need to avoid a price confrontation. However, the disadvantage of this strategy may be higher costs 
associated with adapting the marketing mix. 

In the case of the SuperMarketa, it is therefore possible to choose either a target market option where there is a trade-
off between the offered quality and the price, so that the offer is attractive to all  segments - ie, medium quali ty goods 

and well-managed costs to make the price competitive. Or, it is possible to specialize in the lucrative but small segment 
S1. Or vice versa, for the S3 segment, for which the lowest price is key (which again needs to be subordinated to the 
lowest cost). 

Partial Task: 

Choose the most appropriate market targeting based on your situation analysis and core business goals. Under this 
selection, estimate the size of the relevant market (in CZK / year). 

Obviously, setting realistic goals and planning based on this is not possible without careful thinking and economic 

calculations that will  make possible to verify whether the real values of the objectives are realistic and not conflicting 
with one another. For these reasons, we will  now focus on the basic economic calculations needed for planning. 

As has been said, the enterprise's goal is to generate profit, ie the positive difference between revenue and cost. To 
achieve the same level of profit, we can therefore, depending on the company's situation, arrive at their different 

combinations - for example, high revenue and, similarly, higher costs of achieving that, or vice versa. 

Because we are trying to plan here, we always work with estimates. Nobody can accurately predict the future. So, it is 
not important to have entirely accurate quantification of revenue and cost. We can do a lot of work with the 

precautionary principle - instead of a complex calculation that is accurate but very demanding for information and 
processing, we will  make an approximate estimate that is sl ightly higher for costs and  lower for revenue. If we can be 
satisfied with the resulting profit even in such a situation it is enough for quick verification and planning.  

An example may be personnel costs. In reality, their calculation is rather complex - there are holidays, different overtime 

allowances, weekends and public holidays, etc. For planning purposes, it is therefore more appropriate to work with 
slightly higher wage rates. 

Because both the revenue portion of the plan and the cost portion of the plan are interconnected, it  is good to approach 
them in planning as such and create a simple model, preferably in a spreadsheet calculator (eg MS Excel). Such a model 

will  then allow to simply examine what impacts various changes will have - by changing the selected parameters, the 
model is recalculated and we immediately see the impact of the changes. 

How, then, should we proceed to create such a model? Perhaps the simplest approach is the gradual refinement of the 

following relationship to calculate the profit: 

𝑃𝐿 =  𝑆 −
𝑆

1 + 𝑚
− 𝐹𝐶   

where PL is the profit & loss, S is the sales of goods, m is the average markup to purchase prices and FC is fixed cost. 

Variable cost is expressed here from the total sales and average markup (formula S / 1 + m). Everything is always 
expressed for the same period. For a plan of this type, the one-year period is most often used, but it can also be done 
with shorter periods, such as quarters. In the case when revenue is not only generated by the sales of goods, it would be 
necessary to add other types of revenue and associated costs to the formula. 

Let's try to show it on a concrete example based on the management of the SuperMarketa for the first year. If we 
expected the second year to look exactly the same as the first one, we can expect annual sales o f goods of CZK 79 mill ion, 
an average markup of 24% (this means the variable cost of acquisition of goods of about CZK 64 mill ion) and fixed costs 

were 19 mill ion. Once it has been put into the formula, it will  yield a profit of less than 4 mill ion crowns as it actually was. 
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In a spreadsheet calculator, a similar model may look like this (Table of formulas available here): 

A. Determining the planned profit or loss  

We need to know in advance:  

... Revenue forecast 79,000,000.00 CZK 

... Fixed cost for the one year period 19,000,000,00 CZK 

... Average markup in % 24,00% 

Can be calculated:  

... Margin in % of revenue 19,35% 

... Forecast of variable cost 63,709,677.42 

... Forecast of profit & loss  -3 709 677,42 Kč 

  

As can be seen, variable costs are involved, which represent only the direct costs of acquiring goods. Therefore, they are 
l inearly dependent on the volume of sales. However, there may be situations where other types of costs will  depend on 

the volume of sales. An example could be revenue commissions, or revenue-related damage to goods. Then the solution 
is to extend the above formula accordingly, for example, as follows: 

𝑃𝐿 =  𝑆 −
𝑆

1 +  𝑚
− 𝑐𝑟 × 𝑆 − 𝐹𝐶  

where cr is the commission rate (eg 0.03 for commission 3% of sales). Fixed cost (FC) then represents all  other costs 
outside the variable cost of goods and commissions. 

A certain problem in determining revenue forecasts is that the expected returns depend on other management decisions 
and the market situation - for example, how high we set prices or how much we invest in marketing communications. 

Therefore, it is appropriate to use the historical value at the beginning, which decreases or increases in relation to other 
factors. In this case, the revenue from the previous year can be taken as the basic value, adjusted according to the market 
situation and investment in marketing communication.  

Given a higher price sensitivity of demand due to strong competition, then a 1% increase in price can be expected to 

reduce the amount purchased by more than 1%. The sale price then consists of the purchase price plus the markup, ie 
we increase the surcharge by 1 percentage point (eg from 24% to 25%), it is  not an increase of a full  percentage (if the 
purchase price is CZK 100, then it is this increased the price from 124 to 125 CZK, ie by 0.8%). Under otherwise unchanging 

conditions, we can expect a very modest drop in revenue (e.g., a few tenths of a percent). In fact, this relationship is of 
course a l ittle more complicated because each segment responds to a price change with a different sensitivity, but for 
rough estimation it should be enough. 

In the case of a marketing communication budget, the estimate of the effect is more complex because this relationship 

is not l inear. However, it can be said that if the marketing communication budget is about the level of competition, the 
demand will  be standard, if this expenditure is double, the demand will  be about 20% higher and at a maximum of 4 times 
the increase, ie 35% increase in demand. 

Therefore, if we want to perform the revenue forecast in the best possible way, it is not enough to determine on ly the 
basic value, but we should adequately reconcile its value with the aforementioned decisions and the fixed cost budget, 
especially the volume of marketing communications. Again, we can use the precautionary principle and assume weaker 
positive effects and stronger negative effects. 

Using this consideration in the table above, we can assume that an increase in the marketing budget of CZK 500,000 per 
year will, in otherwise unchanged terms, increase sales by 20%. Therefore, if we change the revenue forecast as well as 
fixed costs appropriately, we can easily verify how much this change will  move us toward our goal. As you can see, this 
has improved, but not enough, compared to the previous one. So we should look for further adjustments to the decision 

that will  bring us closer to the target. 

https://drive.google.com/open?id=1Ahb6hyMP8_e885RGHQ7yMPB8SGIt6my1gijobcHHBD4
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A. Determining the planned profit or loss  

We need to know in advance:  

... Revenue forecast 94,800,000.00 CZK 

... Fixed cost for the one year period 19,500,000.00 CZK 

... Average markup in % 24,00% 

Can be calculated:  

... Margin in % of revenue 19.35% 

... Forecast of variable cost 76 451 612.90 CZK 

... Forecast of profit & loss  -1 151 612.90 CZK 

 

In determining the detailed plan (budget) of fixed (indirect) costs we have to proceed in a different way. These costs do 
not depend directly on the volume of revenue, so it is necessary to divide them into individual items (for example, the 
SuperMarketa has already been listed above). Therefore, their value is based on the objectives of the company, required 

capacity and need to ensure the operation - costs of personnel, consumables, energy, water, heating, rent, depreciation 
of fixed assets, loan interest, insurance, service costs (marketing communication). 

For the sake of clarity, it is advisable to have individual items of fixed costs in a separate table.  

The amount of fixed costs can usually be influenced by the management's decision, so the costs are not constant and the 

same over time. For example, staff cost depends on the management's decision, how many employees the company 
should have, what positions, and what wages should be paid to them. These costs will  be based on the company's needs 
to ensure a certain amount of traffic and the labour market situation. Therefore, it makes sense to have more employees 

in periods with high demand for capacity, ie at high seasonal demand, than in periods of low demand. If we do not have 
enough capacity, we can limit ourselves. 

The budget for marketing communication is usually set by management as well each year at its discretion to meet the 
communication goals - the higher budget will  be used in a si tuation where there is a need to boost sales or to prevent 

competition, ie we want to achieve its positive effect on sales . And this positive effect should bring us more than the 
increased cost involved (here, if we increase our sales by CZK 1,000, we als o automatically increase the variable cost of 
goods acquisition, at a markup of 24% by 806 CZK - ie if we have put 100 CZK in marketing communication, we will  increase 

profit, if we have put more than CZK 194 in it, it will  lead to a loss. 

Partial Task: 

Develop a model for calculating the planned profit based on revenue estimates, average markups, and fixed cost budget, 
following the core business objectives. Use this model to verify the realistic achievement of the target profit, preferably 

for 5 years of simulation, so you can gradually refine it according to the results you have achieved. 

If we have to deal with a higher level of risk and uncertainty, it is also useful to work with a pessimistic and optimistic 
scenarios. These scenarios can be based, for example, on a certain percentage of reduced / increased sales, or changes 
in the amount of selected costs. 

In principle, if there is at least some gain in the pessimistic scenario, we are moving in relatively safe areas. If the 
pessimistic scenario leads to losses, greater caution is needed when setting and tracking some parameters. 

From the point of view of company survival, not only profit is essential, but also sufficient cash-flow. Insolvency is one of 

the basic problems that leads to business bankruptcy. In order to prevent cash-flow problems, it is therefore appropriate 
to analyze cash-flow separately and assess potential dangers.  

For cash-flow calculation, it is first and foremost necessary to determine how revenue differ from income and cost differs 
from expenditure. Very often there is a time gap between them.  

https://docs.google.com/document/d/1WM6u8pA3FT7wpobhVdW6xx8zwailw2MjYoPDnei2eW0/edit#heading=h.4b2whhxbz2rk
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Income represents all  payments we receive in cash or through a bank account during a given time period. Income will  
therefore include revenue from customers but may also be increased by loa ns or owners’ equity increase. 

Expenditure represents all  the payments we pay for the period in question. This may include reimbursements to suppliers, 
repayment of the loan, payment of the share of profit or income tax. Not all  expenditures have to be cos t in the same 
time period. For example, in the case of acquisition of long-term assets, only depreciation enters the cost in one year. 
The loan principal payment is not cost at all, that's just interest. And the payment of profit and income tax is not cost  too. 

Expenditure for a given period may be higher than earnings only if we have a sufficient fund balance at the beginning of 
the period (cash). This is also one of the ways to address short-term cash-flow problems - if there is enough long-term 
capital as a reserve, short-term income outages will  not jeopardize us. This applies only if the company is able to generate 

profit and there is no risk of incurring unpaid receivables (secondary insolvency). 

This long-term capital can be earned in a number of ways  - long-term loan, raising the capital (owner's contribution), or 
creating and retaining part of the profit, which usually takes longer. 

To find out the necessary reserves, it is advisable to make a basic plan - to identify all  future receipts and expenditures 

for the given period, for example, in the following way (in CZK thousand): 

 1st quarter 2nd quarter 3rd quarter 4th quarter 

Balance at the beginning 2,000 2,500 3,500 2,500 

Total income 15,000 20,000 22,000 26,000 

Total expenditure 14,500 19,000 23,000 25,500 

Balance at the end 2,500 3,500 2,500 3,000 

 

Income should be further refined and related to the forecast of sales and increase of the long-term loan or owner capital. 

Expenditure should include, in a more detailed form, payments for purchases of fixed assets, goods and services (trade 
payables), remuneration of staff, interest and principal amounts, payment of profit and income taxes.  

At the same time, it is clear that full reimbursement is only possible if we have sufficient funds (s tart-up balance + earnings 
for the period). If, therefore, a negative balance had been made at the end of this calculation, it means that the company 

lacks long-term capital and would need to increase it accordingly, ie l imit and shift some spending to the future. 

Sub-task: 

Process the cash-flow plan at least for the first year of operation. Identify the need for long-term capital and resources. 

4.4 Setting the decision for the individual steps of the game and analyzing the results 

It is very important in the decision making process to think about their alignment and understanding of their impacts on 

the business. It can easily happen that some decisions will be conflicting and will  go against each other. We have already 
shown this in marketing communications, but the same is true for other decisions and their impacts, as can be seen from 
the following examples: 

● Few employees can reduce capacity and revenue if demand is higher than capacity. 

● Too many employees will  increase costs and unused capacity. 

● The low wage of employees will  lead to their low satisfaction and higher exit rates, which may lead to the lack 

of necessary staff. 

● Missing employees can be compensated either by raising wages or by increasing the target number of 

employees, but this leads to higher fluctuations. 
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● Insufficient availability of goods at the store can be offset by a higher insurance supply with lower reliability of 

supplies. 

● If we do not have enough goods, we can reduce our sales in case of higher demand. 

● If we want to keep our sales on the rise, we need to compensate for the cost of reward - for example, by 

strengthening marketing communication. However, it also has its l imits and does not work l inearly.  

● A change in the quality of the goods leads to changes in purchase prices, ie the same price increases 

automatically. Similarly, this is also the case with a change in the level of insurance stock. 

● Focus on individual segments should be attractive, but each segment reacts differently.  

● If the enterprise does not have sufficient funds, the old unpaid obligations are growing. If there were two 

consecutive years, there would be a penalty due to insufficient cash-flow. 

● The dividend policy is set at 30% of the profit after tax, which does not mean that negotiations can not be 

changed if necessary, especially in the case of cash-flow problems. 

When making decisions, beware of misspellings, such as numbers of zeros in entered numbers. The software checks the 
admissibility of the input values, but not the correctness. 

Simulator Technical Information 

To get a simulator on your computer, you will  receive an internet l ink to fi l l  in with a Google account to which the 
simulator will be made available. Decisions and results are then accessed on a computer with internet access anywhere.  

The computer version of the simulator is placed in the window to the right (see the following figure), the first time you 

need to start, you have to click on the button Enter decisions and confirm the assignment of the rights so that the 
simulator works properly. In the right-hand window below, another button Send and move to the next quarter> to confirm 
and send the decision. 

In the decision making window there are also other items that need to be fi l led in: 

● Additional requirement - Allows you to insert a textual description of the additional requirement for the game 

manager beyond the standardized decisions. If something is fi l led in this field, the results will only be calculated 

after the manager has resolved this requirement. Usage applies to all  cases where management can  negotiate 

setting other parameters - such as projection of additional costs, use of subsidies, change of credits, increase of 

registered capital, change of dividend policy or discounts from suppliers. 

● Planned revenue and planned cost - here are values of the plan, which are then displayed for comparison in the 

charts. These values do not affect the results. For a given period, values should always be entered from an 

updated plan rather than an initial one. 

● Planned cash balance - here is an estimate of the amount of cash at the end of each period from the cash-flow 

plan. Again, it's just information and graphical. For a given period, values should always be entered from an 

updated plan rather than an initial one. 

Once the decision has been sent, if no additional requirement has been entered, the results for the period are 
immediately calculated and available. These are available both in the form of a spreadsheet on thesheet Simulator and 

in the form of graphs on the other sheets (Graph R and C vs plan, Graph C Structure, Chart PL vs plan, Cash-flow vs. plan 
chart). 

At the same time, if a major change occurs in the gameplay scenario (for example, a change in the macro environment 
or customers or competitors), the simulator generates an email with this i nformation to the participants and sends it to 

them. Similarly, the alert email is sent even when the game manager handles the additional request. 

You should only send a decision from one computer at a time, otherwise you may find that the form above shows  you a 
different current quarter than it actually is. To validate the current quarter for which the decision is being entered, it is  
possible to click on the button Enter decisions again and the window will  be updated. 



SuperMarketa 

Simulation game manual 

 

26 

 

 

SWOT analysis is entered into a computer simulator also, the table is available on the sheet SWOT analysis. What is 
inserted into this table does not affect the results, the data are l isted there for information only to be in one place.  

Analysis of achieved results 

The first step in the analysis of results should be to find out the achieved results (sheet Simulator), compare them with 
the planned values and analyze the deviations. 

The results include non-financial indicators that suggest the attractiveness of individual customer segments  compared to 

other competitors (values <1 indicate a lack of appeal for the segment), problems with employees (missing employees) 
and availability of goods for customers (Availability of products at the store). 

Furthermore, there are financial indicators - the structure of revenue and cost (simplified profit & loss statement), income 

and expenditures (simplified cash-flow statement) and balance sheet (assets and liabilities), all complemented by further 
selected profitability and liquidity ratios. 

If there are differences between plan and results achieved, it is good to examine in detail  the reasons why it happened. 
The most often difference may be between planned and real revenue which also automatically results in variance in 

variable costs. Causes can be, for example: 

● Not taking seasonality into account 

● Poor estimation of influence of changes of other factors - prices, marketing communication 

● Unexpected changes in the market 

● Calculation error 

Similarly, attention needs to be paid to deviations in the fixed cost and cash-flow budget. 

Anyway, if any bigger deviation occurs, it should lead to a revision of the plan. Deviations are a source of better 

understanding - they indicate what we have missed out and what we need to improve when planning or understanding  
the impact of various factors. 
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Partial Task: 

Analyze the variance in the team and summarize its conclusions. What caused the deviations? What remedies can you 
do in the future? How will  your plan change into the future? 

Review of situation analysis 

Apart from the analysis of the results achieved, it is also appropriate to review the situation analysis and its objectives 

and measures at least once in the simulated year. Usually, it does not change much, but at times it is necessary to respond 
to significant changes both in terms of the internal situation of the company and of the external micro and macro 
environment. 

Task: 

In a team, review the situation analysis and summarize its conclusions. What are your most important opportunities and 
threats? Which factors are your strengths and weaknesses? What is their importance? And how are you going to respond 
to the situation? 

4.5 Final report elaboration 

After completing the game, it is advisable to think about the whole process and evaluate your performance, not on ly in 

relation to the results of the managed enterprise but also the team work. 

The final report should be structured as follows: 

1. Introduction of the team and defining the roles  

2. Outputs of the situation analysis and recommendations for further development of the company 

3. Decisions and results, including a comparison of the plan and a description of changes compared to the plan  

4. Evaluation of results (profitability, cash-flow) 

5. Specific evaluation of each team members (strengths and weaknesses ) 

6. Self reflection 


