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This report uses charts designed according to the International Business Communication Standards (IBCS) to ensure clarity,
consistency, and information density.

Key elements:

1. Consistent chart design: All charts follow a uniform design, making it easier for readers to understand and compare data
across different visualizations. This includes consistent use of fonts, sizes, and positioning of elements.

2. Simplified and focused content: Charts are designed to be easily readable, with a focus on essential information.
Unnecessary decorative elements are avoided to maintain clarity.

3. Proper labeling and titling: Each chart includes clear, descriptive titles and labels to ensure that the data is easily
understood without additional context.

4. Standardized notation: IBCS-compliant charts use standardized notation for elements such as time periods, units, and
scenarios, making the information more accessible and comparable.

The following conventions are used throughout the report:

- Black represents actual values for the current year

- Grey represents data from the previous year

- Red indicates negative or "bad" performance

- Green indicates positive or "good" performance

- "PY" is used to denote the previous year values

- "AC" refers to the actual current year values

- Underscore "_" is used to represent year-to-date data
- Tilde "~" indicates a rolling year or 12-month period
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Contoso's 2012 Performance

Contoso achieved impressive sales of $108.1 billion in 2012, with North America leading at 64% and the store channel,
particularly medium and small stores, driving 62% of revenue. The company experienced substantial growth from 2011 to
2012, largely attributed to changes in product volume and mix. The USA market saw a remarkable 22% increase of $187.3
million, while China also exhibited significant growth at 27%. Despite challenges faced by certain promotions, brands, and
subcategories, Contoso's strong performance across diverse markets and channels, coupled with the potential for digital sales
expansion, positions the company favorably for future growth.

Product and Market Insights

Regular class products account for 65% of Contoso's sales, with North America being the primary market. The Deluxe class
boasts the highest growth rate at 31%, fueled by Asia's burgeoning luxury market. Medium-sized stores generate the highest
revenue and gross margin, particularly for Regular and Deluxe products, while Super stores lead in gross margin percentage.
Camcorders dominate in sales, discounts, and gross margin, with Cameras And Camcorders and Computers being the most
profitable categories. Although Cell Phones sell the most units, they rank fourth in sales. Notably, just 157 'A’ class products,
representing 32% of Contoso's offerings, generate 80% of total sales but only 45% of units sold, indicating higher margins.

Financial Performance and Trends

Contoso witnessed robust sales growth of 16.5% from 2011 to 2012, propelled by new store openings and strong performance
in Asia and North America, despite a decline in Europe. The company employed various discounting strategies across brands,
resulting in an overall increase in discounts. Effective cost management and pricing strategies led to a 14.1% growth in gross
margins, reaching $938 million in 2012. This impressive financial performance, along with Contoso's ability to adapt to diverse
market conditions and consumer preferences, underscores the company's resilience and potential for sustained success in the
future.
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At a glance: Contoso's sales reached $108.1 billion in 2012, with North America contributing 64% and the store channel
leading at 62%, driven by medium and small stores. The company saw strong growth from 2011 to 2012, primarily due to
changes in product volume and mix, with the USA market increasing by $187.3 million (22%) and China also growing notably at
27%. Contoso's success across diverse markets and channels, especially the potential for expanding digital sales, positions the
company well, though some promotions, brands, and subcategories faced challenges and require strategic review. Pages 8 to
13.

Sales breakdown: Contoso's Regular class products drive 65% of sales, with North America being the largest market. The
Deluxe class has the highest growth rate at 31%, particularly in Asia's rapidly expanding luxury market. Medium-sized stores
generate the most revenue and gross margin, especially for Regular and Deluxe products, while Super stores have the highest
gross margin percentage. Pages 15 to 21.

Data insights: Contoso's Camcorders subcategory leads in sales, discounts, and gross margin, while the USA is their largest
market overall. Cameras And Camcorders and Computers are the most profitable categories, and although Cell Phones sell the
most units, they rank fourth in sales. Just 157 'A’ class products, 32% of Contoso's offerings, generate 80% of total sales but
only 45% of units sold, suggesting higher margins. Pages 23 to 28.

Trends: The company saw strong sales growth of 16.5% from 2011 to 2012, driven by new stores and robust performance in
Asia and North America, despite a decline in Europe. Various discounting strategies were employed across brands, with an
overall increase in discounts. Gross margins also grew by 14.1%, reaching $938 million in 2012, indicating effective cost
management and pricing strategy. Pages 30 to 35.
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Contoso's 2012 sales reached $108.1 billion, with North America contributing 64% and regular class products making up 65%,
primarily through the store channel at 62%. Medium and small stores led sales, with Cameras and Camcorders as the top
category at 38%. The North America Back-to-school Promotion generated 29% of total sales (p.9). The gross margin
breakdown mirrored the sales distribution, with North America generating 64%, regular class products contributing 63%, and
the store channel leading with 62%, driven by medium and small stores. Cameras and Camcorders and Computers were the top
categories, and the North America Back-to-school Promotion had the most significant impact, contributing 29% to the gross
margin (p.10).

Contoso's sales grew by $239.4 million from 2011 to 2012, primarily driven by changes in product volume and mix, while price
adjustments had a minimal impact, suggesting a price elastic market or stable pricing (p.11). The USA market was the main
driver of growth, increasing by $187.3 million (22%), with China also growing notably at 27%. Units and mix variance mainly
contributed to sales increases in most countries, while France and Germany saw decreased sales due to negative units and mix
variances (p.12).

Contoso experienced strong growth from 2011 to 2012 in North America, high-end products, various sales channels, and
Cameras and Camcorders. Some promotions, brands, and subcategories faced challenges and require strategic review. The
company's success across countries and significant growth in online and store channels highlight the value of a diverse market
approach and the potential for expanding digital sales (p.13).
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Contoso's 2012 sales were $108.1 billion, with 64% coming from North America. Regular class products made up 65% of
sales, mostly through the Store channel at 62%. Medium and small stores led sales, with Cameras and Camcorders as the top
category at 38%. The North America Back-to-school Promotion generated 29% of total sales.

Contoso
Sales in bUSD by dimension
2012

1.69 1.69 1.69 1.69 1.69
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Cameras And Ca 38%

Mo Discount 26%

Continent Class Channel Storesize Productcategory Promotion
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In 2012, Contoso's gross margin breakdown closely mirrored its sales distribution. North America generated 64% of the gross
margin, with 63% coming from the Regular class. The Store channel led with 62% of the gross margin, driven by medium and
small stores. Cameras and Camcorders and Computers were the top categories. The North America Back-to-school Promotion
had the most significant impact, contributing 29% to the gross margin.

Contoso

Gross Margin in mUSD by dimension
2012

938

Super 9%
Cell Phones 11%

Large 109

North America 64% Requilar 63% Store 652%

Medium 44%
edium Cameras And Ca 40%

Mo Discount 27%

Continent Class Channel Storesize FProductcategory Promaotion
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Contoso's sales grew by $239.4 million from 2011 to 2012. Changes in product volume and mix drove $239.3 million of this
increase, while price adjustments only added $52.2k, suggesting a price elastic market or stable pricing by Contoso as they
focused on other sales-boosting strategies.

Contoso

Price, Units & Mix in bUSD
2012 AC vs PY

2011 1.4
Jnits & mix +0.2
Price +0.0
AD2 (17%)
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Contoso's sales growth from 2011 to 2012 was primarily driven by the USA market, which increased by $187.3 million (22%).
China also grew notably at 27%. Units and mix variance mainly contributed to sales increases in most countries, while price had

minimal impact. France and Germany saw decreased sales, mainly due to negative units and mix variances, suggesting
challenges there.

Contoso

Price, Units & Mix in mUSD by Country
2012 AC vs PY
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Contoso saw strong growth from 2011 to 2012 in North America, high-end products, various sales channels, and Cameras and
Camcorders. Some promotions, brands, and subcategories had challenges, needing strategic review. Significant online and
store channel growth, and success across countries, highlights the value of a diverse market approach and potential for

expanding digital sales.

Contoso
Sales in bUSD by dimension
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Contoso's Regular class products are the primary sales driver, accounting for 65% of sales across all continents, with North
America being the most significant market at 64% of total sales (p.16). Store sales outperform other channels across all
product classes and continents, indicating a strong retail presence. North America is the largest market, particularly for the
"Other rank >3" channel, which exclusively records sales in this region, suggesting specialized or niche market strategies
(p.17).

The Deluxe class leads with the highest sales growth rate at 31.0%, significantly above the average, indicating high demand or
substantial growth in 2012 (p.18). This trend is most pronounced in Asia, with a 49% growth rate, suggesting a rapidly
expanding luxury market. Asia has the highest growth rates in all classes, signaling significant opportunity (p.19).

Medium-sized stores lead in sales ($750.7 million), followed by small, large, and super stores (p.20). Deluxe products have the
highest gross margin percentage across all store sizes, followed by Regular and Economy products. Small and Medium stores
have much higher sales volumes than Super and Large stores for all product classes, making them the main revenue drivers
(p.21).

Super stores have the highest gross margin percentage (57.1%), but medium stores achieve the highest gross margin in
absolute terms ($413.4 million), benefiting from a relatively high gross margin percentage and the highest sales volume (p.20).
Medium stores contribute the most gross margin in absolute terms for Regular and Deluxe products, meaning they sell more
and are more profitable (p.21).
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Contoso's Regular class products drive 65% of sales across all continents, with North America as the most significant market at
64% of total sales. The uniform sales percentages within each class suggest similar market dynamics and consumer
preferences globally.

Contoso

Sales in bUSD by Class and Confinent
2012 ' 100% Total
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Store sales significantly outperform other channels across all product classes and continents, indicating a strong retail
presence. Regular class products dominate sales in every channel, suggesting they are the most popular or accessible product

line for Contoso. North America is the largest market, especially for the "Other rank >3" channel, which exclusively records

sales in this region. This might indicate specialized or niche market strategies in North America not present or needed in Europe

and Asia. While store sales lead, the online and reseller channels show substantial contributions, especially for regular class
products, indicating potential areas for growth and expansion.

Contoso
Sales in mUSD by Channel, Class and Continent
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The Deluxe class leads with the highest sales growth rate at 31.0%, significantly above the average. The Deluxe class products
or services were in high demand or experienced substantial growth in 2012, making it the most successful category for Contoso
in terms of growth. In contrast, the Economy class shows a sales growth rate of only 2.0%, considerably below the average.

Contoso
Sales Growth Rate in USD by Class
2m2

oo« Y
—
Economy - 2%
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Across all continents, the Deluxe class shows the highest growth rate, indicating strong demand for premium offerings. This

trend is most pronounced in Asia, with a 49% growth rate, suggesting a rapidly expanding luxury market. Asia has the highest
growth rates in all classes, signaling significant opportunity. The substantial growth in both Economy (24%) and Deluxe (49%)

classes suggests broad demand, from budget-conscious to luxury consumers.

Contoso
Sales Growth Rate in USD by Continent and Class
2m2
Morth America
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Medium-sized stores lead in sales ($750.7 million), followed by small, large, and super stores. Super stores have the highest
gross margin percentage (57.1%), but medium stores achieve the highest gross margin in absolute terms ($413.4 million),
benefiting from a relatively high gross margin percentage and the highest sales volume.

Contoso
Bar length: Gross Margin in % of Sales by Storesize. Bar width: Sales in mUSD. Bar area: Gross Margin in mUSD
2012
Sales (1689) Gross Margin (938) Gross Margin in % of Salez (55.5)
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Deluxe products have the highest gross margin percentage across all store sizes. Regular products have the second highest,
followed by Economy. Small and Medium stores have much higher sales volumes than Super and Large stores for all product
classes, making them the main revenue drivers. Medium stores contribute the most gross margin in absolute terms for Regular
and Deluxe products, meaning they sell more and are more profitable.

Contoso
Bar length: Gross Margin in % of Sales by Class and Storesize. Bar width: Sales in mUSD. Bar area: Gross Margin in mUsD
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The Camcorders subcategory leads in sales with $376.6 million, generating the highest gross margin at $219.2 million, despite
offering the highest total discounts at $7.5 million (p.24). High sales figures correlate with higher discounts, especially in
Camcorders, while gross margin is roughly proportional to sales across most subcategories (p.25). Cameras and Camcorders
lead in top sales, with Camcorders ahead significantly (p.25).

The USA dominates in sales, units sold, gross margin, and store count, making it Contoso's largest market in consumer demand
and retail presence (p.26). China is the second-largest market across sales, units, and gross margin, but has significantly fewer
stores than the USA, suggesting higher store efficiency or size in China, or possibly higher sales per store (p.26).

Cameras And Camcorders lead in both sales (37.9%) and gross margin (39.8%), indicating strong profitability, followed closely
by Computers in sales (34.1%) and gross margin (33.5%), suggesting these two categories are most lucrative for Contoso
(p.27). Despite leading in units sold (32.3%), Cell Phones rank fourth in sales (11.1%), indicating lower average selling prices or
margins compared to Cameras And Camcorders and Computers (p.27).

157 products, the 'A' class, contribute 80% of total sales, equating to 32% of all products, suggesting a 'moderate’ sales

concentration (p.28). 'A' class products make up 45% of total units sold, a lower percentage than their sales contribution,
indicating these products have a higher profit margin or unit price (p.28).
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The Camcorders subcategory leads in sales with $376.6 million, generating the highest gross margin at $219.2 million.
However, Camcorders also offered the highest total discounts at $7.5 million. Higher sales don't necessarily mean lower

discounts or higher gross margins. The varying discount levels across categories suggest a strategic approach, possibly
reflecting the competitive landscape or demand elasticity of each product subcategory.

Contoso
Discount, Sales, Gross Margin in USD by Productsubcategory
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High sales figures correlate with higher discounts, especially in Camcorders, which has the highest sales and discount. Gross

margin is roughly proportional to sales across most subcategories, suggesting a consistent margin strategy. Despite Computers

having a significant presence, Cameras and Camcorders lead in top sales, with Camcorders ahead significantly.

Discount

Sales

Contoso
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The USA dominates in sales, units sold, gross margin, and store count, making it Contoso's largest market in consumer demand

and retail presence. China is the second-largest market across sales, units, and gross margin, but has significantly fewer stores
than the USA, suggesting higher store efficiency or size in China, or possibly higher sales per store.

Contoso

ABC by sorted Country Sales in USD, cour
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Cameras And Camcorders lead in both sales (37.9%) and gross margin (39.8%), indicating strong profitability. Computers
follow closely in sales (34.1%) and gross margin (33.5%), suggesting these two categories are most lucrative for Contoso.
Despite leading in units sold (32.3%), Cell Phones rank fourth in sales (11.1%), indicating lower average selling prices or
margins compared to Cameras And Camcorders and Computers.

Contoso
ABC by sorted Productcategory Sales in USD, count by Prod
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157 products, the 'A' class, contribute 80% of total sales, equating to 32% of all products. This suggests a ‘'moderate’ sales

concentration, as a significant portion of the sales comes from a relatively small fraction of products. 'A’ class products make up
45% of total units sold, a lower percentage than their sales contribution, indicating these products have a higher profit margin

or unit price.
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The company experienced significant growth from 2011 to 2012, with product sales increasing at a 6.3% CAGR, resulting in a
total sales increase of $203.7k (p.31). This growth was driven by strong performance in Asia and North America, with CAGRs of
23.0% and 18.1% respectively, despite a decline in Europe at -9.7% CAGR (p.32).

The primary driver of sales growth was stores that joined in 2011, with a CAGR of 16.4%, closely matching the overall sales
CAGR of 16.5%. These stores generated $1.4 billion in sales in 2011, increasing to $1.7 billion in 2012 (p.33). The company's
brands employed varying discounting strategies, with an overall growth in Sales Net Discount. Fabrikam significantly increased
discounts, while Contoso maintained a stable strategy, and Proseware slightly decreased discounts. Southridge Video and Wide
World Importers notably grew their discounting (p.34).

Despite higher discounts, the company's Gross Margin grew from $822.2 million in 2011 to $938.0 millionin 2012, a14.1%

CAGR. This indicates effective cost management and a pricing strategy that allowed for discounts without hurting profit margins
(p.35).
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The company's product sales grew at a healthy 6.3% CAGR from 2011 to 2012. Total sales increased by $203.7k, from $3.2
million in 2011 to $3.5 million in 2012. This significant revenue growth suggests effective sales strategies that strengthened
the company's market position during this period.

Contoso
Sales by Product in mUSD
2011 to 2012
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Asia and North America showed strong growth, with 23.0% and 18.1% CAGRs respectively. However, Europe declined at -9.7%
CAGR. Despite this, overall units CAGR across the three continents was a healthy 12.3%.

ontoso
nits in m by Continent like-for-like Country 2011 to
M1 o 2012
i
12.3%
6.26

23.0%
Asia M
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18.1%

Morth America

2011 2012
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The company's sales growth was primarily driven by stores that joined in 2011, with a CAGR of 16.4%, closely mirroring the
overall sales CAGR of 16.5%. These stores generated sales of approximately $1.4 billion in 2011, increasing to $1.7 billion in
2012. New stores that joined in 2012 had minimal impact compared to the 2011 cohort. Focusing on the growth and efficiency

of existing stores could be a more immediate driver of sales growth, while still including expansion to new locations in long-
term strategies.

Contoso

Sales in bUSD by Store_Since
2011 fo 2012
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The company's brands employed varying discounting strategies, with an overall growth in Sales Net Discount suggesting an
aggressive market stance. Fabrikam significantly increased discounts, while Contoso maintained a stable strategy. Proseware
slightly decreased discounts. Southridge Video and Wide World Importers notably grew their discounting. The brands' varied
Compound Annual Growth Rates (CAGR) reflect differing strategic approaches based on each brand's market position, goals,
and response to conditions.

Contoso
Sales Net Discount in mUSD by B
2011 to 2012
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The company's Gross Margin grew from $822.2 million in 2011 to $938.0 million in 2012, a 14.1% CAGR. Discounts also
increased significantly from $14.1 million to $33.8 million during this period. Despite higher discounts, the company grew its

profitability, indicating effective cost management and a pricing strategy that allowed for discounts without hurting profit
margins.

Contoso

Bars: Gross Margin in mUSD. Line
2011 fo 2012
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Contoso

Price & Units & Mix in bUsSD
2012 AC vs PY
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Contoso
Gross Margin in mUSD
2012 AC vs PY
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Contoso

Gross Margin in % in U5D
2012 AC vs PY
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Contoso
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Contoso
Gross Margin in % in USD by Storesize
2012 ACvs PY
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Contoso

Gross Margin in mUsD
2012 AC vs PY
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Contoso

Gross Margin in % in USD
2012 ACvs PY
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Contoso
Units in m by Promotion and Channel Total
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Contoso

Units in k by Storesize, Promotion and Channel
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Large Cither rank =2
North America Back-to-school Promotion [ 155 (25%) MNorth America Back-to-school Promotion
No Discount [l 1265 20%) No Discount [ NG
North America Holiday Promotion [l 112 (18%) Morth America Holiday Promaotion
otner rank =4 [ NN 235 37 Other rank =4 338 (100%)
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nits Growth Rate

Contoso
Units Growth Rate, Unit Price Change aggregated by Product
2012
Productcategory
Cameras And Camcorders
Tv And Video
Computers
Cell Phones
Audio
Music, Movies And Audio Eoot

Contoso Toua:hitylus Pen E1G0

2000

1000
Contoso 4gb Flash Mp3 Player E401

Proseware Phoféwndﬁﬁﬁﬁﬂﬁﬁwr 2/3 1¥mm X100

The Phone Company Touch Screen Phone 1600 Tft-14" L250
Contosotooth Notebook Mouse E-;.gkdventure W°’= Led19w M100

Contoso General Carrying Case E304 Wi Led 19w M1 ofabrikam Independent Fgmmakﬁr 1/2 3mm X300
Fabrikam Hcine 1 - 1/3 85mm M200

8 Fabrik

Business Vide®zrapher 1/2 3mm M500

venture Wor 2" Lod Hdtw M

-4 -2 0

Unit Price Change
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Units Growth Rate

Unit Price Change

Contoso
Units Growth Rate, Unit Price Change aggregated by Product and Erand
2012 Fabrikam
2000
1000
Fabrikam Independent Fﬂnmak&r 2/3 17mm X100
Fabrikam Business Videographer 1/3" §5mm M380
. Fabrikam Independent Filmmaker 1/2 3mm X300
Fabrikam Home And Vacatiol c>\-'|,en'|al<keE 1(,3 85mm M200
Fabrikam Home And Vacati oviemaker 1° 2bmm M400
Fabrika rﬁociai.l‘id aphd®1,/2 3mm E300
0 e
Proseware
2000
1000
Proseware Photo SmarBAIl-in—one Printer M3&0
Proseware 19 E1000
® %)d [ ]
0 2 & -
-5 0

Contoso

Contoso Touchatylus Pen E150

Contoso 4gb Flash Mp3 Player E401

Contoso General Sarrying Case E304

Other rank >3

Contosotooth No@book Mouse E70

The Phone Company Touch S n Pho%ﬁﬂ TH-14" L250
: FAEEN M0

Nttooth Active I-gadplﬂ"\es E202

Productcategory
@ Cameras And Camcorde!
@ Computers
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Contoso

Unit Price in USD, by observation
201 vs 2012

B o012

Ll 20m

0 500 1000 1500 2000 2500
Linit Price
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Contoso

Unit Price in USD, by observation by Class

2011 vs 2012

Regular

0 500 1000 1500 2000 2500
Deluze

0 500 1000 1500 2000 2500
Other rank =2

0 500 1000 1500 2000 2500

Linit Price

B 2012
] 2011
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Contoso
Brand overlap by Productcategory

2012
2
Q
N
wn
cC
2 1 1 1 1
O
Q
<
I
£
1R Proseware
1  The Phone Company @
| Adventure Works
| Fabrikam
o] | Other rank >5 I
cH I Contoso ®
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Contoso
Sales in mUSD Country by Promotion
2012 AC vs PY

2011 Usa

No Discuunt_

Morth America Back-to-school Promotion 476

North America Holiday Frometion 381

Morth America Spring Promotion _

Cther rank =4
2012

2011 Germany
No Discount.zz
Morth America Back-to-school Promotion
Morth America Holiday Promotion
Morth America Spring Promotion

COfher rank =4
2012

2011 China
Mo Discount 107

Morth America Back-to-school Promotion
Morth America Holiday Promaotion
Morth America Spring Promotion

Other rank =4
2012

2011 Other rank >3
Mo Discount 114
Morth America Back-to-school Promotion . 20
Morth America Holiday Promotion | 16

Morth America Spring Promotion® ©

Other rank =4 05
2012
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