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-  293,531 315,274 358,760 423,989 543,575 
 293,531 315,274 358,760 423,989 543,575 

 800,000 600,000 400,000 200,000 - 
 1,093,531 915,274 758,760 623,989 543,575 

      
-  4,228,000 4,228,000 4,228,000 4,228,000 4,228,000 
-  2,332,747 5,173,082 8,658,590 13,271,461 20,036,061 

 6,560,747 9,401,082 12,886,590 17,499,461 24,264,061 

 7,654,278 10,316,355 13,645,350 18,123,449 24,807,636 
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7.6   
 

 7.22  
 (NPV) 10,207,898  

BC Ratio 2.95  
 (IRR) 64.13%  

 1 9   
 

 k (i) = 10%  5  
   (NPV)  10,207,898  

(IRR)  64.13% (Break-Even)  1  9  
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