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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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Impressive Sales Growth Despite Challenges
The company achieved remarkable sales growth from 2011 to 2012, with a 55.7% CAGR driven by strong performance across 
all product categories, particularly the Discount Line. This growth was fueled by effective pricing, product mix, and market 
segmentation strategies, with notable success in high-end and accessible product lines, overseas sales, and key segments like 
Official Licensees and 'Private Label Line'. The Since 2010 cohort and a focus on discounts helped triple sales from active 
customers.

Profitability Concerns Across Product Categories
Despite the impressive sales growth, the company faced declines across most products and markets, with all product 
categories operating at a loss. Negative Gross Margins ranged from -0.4% to -0.4%, raising concerns about the long-term 
sustainability of the business model. The company needs to reassess its offerings, strategies, and expenditure to address the
drop in profits and reevaluate its cost structure, pricing models, and product portfolio to achieve profitability.

Key Customer Insights and Discount Strategies
The company's sales are driven by B2B markets, with Resellers and Official Licensees dominating across all product categories
and accounting for the most discounts and sales despite negative gross margins. While most customers show low growth in 
both gross margin and net sales, Neal A Barry and Sara Y Aycock stand out for higher net sales growth rates, though Neal A 
Barry's gross margins are declining. Discount strategies appear closely tied to generating high sales volumes among top 
customers, suggesting a need to reassess sales and discount approaches strategically.

4/45



Executive summary
Index

At a glance
Sales breakdown

Data insights
Trends
Backup

5/45



At a glance: The company's diverse product range and customer base, concentrated in domestic resellers and the USA market, 
helped drive significant sales growth from 2011 to 2012 despite a challenging year. This growth was fueled by effective pricing,
product mix, and market segmentation strategies, with notable success in high-end and accessible product lines, overseas 
sales, and key segments like Official Licensees and 'Private Label Line'. However, the company faced declines across most 
products and markets, necessitating a reassessment of offerings, strategies, and expenditure to address the drop in profits. 
Pages 8 to 15.

Sales breakdown: The company's sales are driven by B2B markets, with Resellers and Official Licensees dominating across all 
product categories. Despite the Discount Line showing the highest growth at 19.0% and Foreign Resellers being the fastest-
growing segment, all product categories are operating at a loss, with negative Gross Margins ranging from -0.4% to -0.4%. The 
company needs to reevaluate its cost structure, pricing models, and product portfolio to address the consistent losses and 
achieve profitability.  Pages 17 to 24.

Data insights: The company faces profitability challenges across all customer types, with Resellers and Official Licensees 
accounting for the most discounts and sales despite negative gross margins. While most customers show low growth in both 
gross margin and net sales, Neal A Barry and Sara Y Aycock stand out for higher net sales growth rates, though Neal A Barry's
gross margins are declining. Discount strategies appear closely tied to generating high sales volumes among top customers, 
suggesting a need to reassess sales and discount approaches strategically.  Pages 26 to 30.

Trends: The company achieved remarkable sales growth from 2009 to 2012, with a 55.7% CAGR driven by strong performance 
across all product categories, particularly the Discount Line. This growth was fueled by the Since 2010 cohort and a focus on
discounts, which helped triple sales from active customers. However, the company's negative gross margin percentages raise 
concerns about the long-term sustainability of its business model, suggesting a need to monitor and address this issue to 
ensure future viability.  Pages 32 to 38.
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The company's business is concentrated in domestic resellers and the USA market, with a diverse product range and customer 
base, reducing reliance on any single entity (p.9). Despite this, the company faced a challenging year, with declines across most 
products and markets, leading to a drop in profits. To address this, the company needs to reassess its product offerings, market
strategies, and expenditure (p.10).

Sales revenue grew significantly from 2011 to 2012, driven by pricing, units sold, and product mix, indicating effective market 
strategies or operational efficiencies (p.11). This growth was evident across most customer types, with notable success in 
expanding into new markets or capturing rising international demand, as seen in the doubling of Overseas Sales (p.12).

The company's strong sales growth from 2011 to 2012 was particularly evident in the USA, with both high-end and accessible 
product lines performing well, demonstrating a successful product mix and market segmentation strategy that captured diverse 
consumer preferences (p.13). Foreign reseller sales and markets like Spain and Portugal also contributed to this growth, 
although sales declined through department stores and for certain products like shoes (p.14).

Key growth segments from 2011 to 2012 included Official Licensees, 'Super Premium Line', and 'Private Label Line'. The strong
performance of 'Private Label Line' and 'Premium Line' across multiple customer types suggests these categories are crucial for 
further investment and marketing focus (p.15).
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The business is heavily concentrated in domestic resellers and the USA market. It has a diverse range of product categories, 
with 'Barbecue' being an important one. However, the company's strength comes from a broad and diverse product base. The 
customer base is well-distributed, with no single entity dominating, which means the risk in terms of customer reliance is 
spread out.
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The business had a tough year, with most products and markets seeing declines in margin. The company needs to rethink its 
products, market plans, and spending to stop further losses and boost earnings.

10/45



Sales revenue grew significantly from 2011 to 2012, driven by pricing, units sold, and product mix. This suggests effective 
market strategies or operational efficiencies during the period.
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Sales grew across most customer types from 2011 to 2012, with Overseas Sales more than doubling. This suggests successful 
expansion into new markets or rising international demand.
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From 2011 to 2012, the business saw strong sales growth across product categories and market segments, especially in the 
USA. High-end and accessible product lines performed well, showing a successful product mix and market segmentation 
strategy. This approach captured diverse consumer preferences and drove overall sales growth.
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The business saw strong growth from 2011 to 2012, especially in foreign reseller sales and in Spain and Portugal. Most product 
categories grew well, with premium lines performing particularly strongly. However, sales declined through department stores 
and for certain products like shoes.
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Sales grew across most customer types and product categories from 2011 to 2012. Official Licensees, 'Super Premium Line', 
and 'Private Label Line' were the high-growth segments. Strong performance in 'Private Label Line' and 'Premium Line' across 
multiple customer types suggests these categories are key areas for further investment and marketing focus.
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The company's sales report reveals a strong focus on B2B markets, with Resellers and Official Licensees dominating sales 
across all product categories. The Super Premium Line heavily relies on Resellers, while the Premium Line has a more 
diversified distribution (p.18). Domestic Resellers lead sales, with Direct Sales having a varied customer base, particularly
Supermarkets and Wholesalers. However, there is no data for Foreign Resellers, suggesting low market penetration or missing 
information (p.19).

The Discount Line shows the highest growth rate at 19.0%, outperforming the average of 11.0%. The Premium Line is above 
average, while the Super Premium Line is below average, indicating different customer preferences or competitive dynamics. 
The Other category has the lowest growth at 9.0%, suggesting a need for strategic review (p.20). Foreign Resellers are the 
fastest-growing segment, with high growth rates across all product categories, especially in the Other category at 150.0%. 
Direct Sales show vulnerability in the Super Premium and Premium Lines, possibly due to shifting consumer preferences or 
competition (p.21).

The marketing and sales strategy emphasizes Resellers and Official Licensees, focusing on the Premium Line and Private Label 
Line categories. Discounts are balanced across product categories to maintain attractiveness (p.22). However, all product 
categories are operating at a loss, with negative Gross Margins ranging from -0.4% to -0.4%. Higher sales volumes haven't 
translated to profitability, indicating a need to review pricing, costs, and product portfolio (p.23).

Domestic Resellers contribute the most to sales volume but also incur the highest losses in gross margin, suggesting 
inefficiencies or inadequate pricing strategies. The Other category, despite having the highest sales, consistently shows the
largest losses, indicating specific challenges like high production costs or market competition (p.24). The negative gross margin 
percentages across all product and customer categories highlight a critical need to reevaluate the cost structure and pricing
models to achieve profitability (p.24).
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Resellers and Official Licensees dominate business sales across all product categories, indicating a strong B2B market focus.
The Super Premium Line heavily relies on Resellers, while the Premium Line has a broader distribution across customer types. 
The Premium Line also substantially impacts the 'Other rank >4' category, suggesting appeal to niche markets or specialized 
customer segments.
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Domestic Resellers dominate sales, with Resellers and Official Licensees also contributing significantly. Direct Sales have a
diversified customer base, particularly Supermarkets and Wholesalers, suggesting a different strategy or focus. There's no sales
data for Foreign Resellers, which could mean low market penetration or missing information.
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The Discount Line shows the highest growth rate at 19.0%, significantly outperforming the 11.0% average across all categories. 
Premium and Super Premium Lines show a split in performance, with Premium above average and Super Premium below 
average, suggesting different customer preferences or competitive dynamics at play. The Other category has the lowest growth 
at 9.0%, indicating it might need strategic review or support.
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Foreign Resellers are the most dynamic and fastest-growing customer segment. All product categories are experiencing high 
growth rates, with the Other category at a whopping 150.0%. Domestic Resellers are seeing steady but more moderate growth, 
possibly indicating a mature or stable market. Direct Sales are showing vulnerability in the higher-end Super Premium and 
Premium product lines, which could point to shifting consumer preferences or competitive pressures in direct sales channels.
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The marketing and sales strategy focuses on Resellers and Official Licensees, emphasizing Premium Line and Private Label Line
categories across most customer types. Discounts are balanced across different product categories to maintain attractiveness 
of the entire product range.
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All product categories are operating at a loss, with negative Gross Margins ranging from -0.4% to -0.4%. Categories with higher 
sales like Other, Super Premium Line, Premium Line, and Private Label Line also have higher absolute losses. Higher sales 
volumes haven't meant profitability. The losses across all categories mean we need to thoroughly review pricing, costs, and 
product portfolio.
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Domestic Resellers contribute the most to sales volume but also incur the highest losses in gross margin, suggesting 
inefficiencies or pricing strategies that might not be covering costs adequately. The Other category, despite being the highest in 
sales across customer categories, consistently shows the largest losses, indicating specific challenges like high production 
costs or market competition affecting pricing. The negative gross margin percentages across all product and customer 
categories suggest a critical need to reevaluate the cost structure or pricing models to move towards profitability.
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The business faces significant profitability challenges across all customer types, with negative gross margins, particularly for
Resellers and Official Licensees, who account for most discounts and sales (p.27). The concentration of customer names in 
these categories, along with poor profitability, suggests a need to strategically reassess sales and discount strategies (p.27).

Most customers are concentrated near the origin of the scatter plot, indicating low growth rates in both gross margin and net
sales (p.28). However, Neal A Barry and Sara Y Aycock stand out due to higher Net Sales Growth Rates, but Neal A Barry 
experiences declining Gross Margins, suggesting potential profitability issues (p.28).

The small multiples scatter chart shows a wide range of sales and margin growth across customer types (p.29). Official 
Licensees had a singular but very positive performance, while some Resellers and "Other rank >3" customers faced challenges, 
especially with Gross Margin Growth Rates (p.29). Distributors had minimal fluctuation in both metrics, indicating stable but not 
necessarily growing conditions (p.29).

There is a strong parallel between the concentration in Sales and Discounts, implying that the Customernames contributing the
most Discount are also major contributors to Sales (p.30). Discount strategies seem closely tied with generating high Sales 
volumes among the top Customernames, which could be an area for deeper exploration for strategic decision-making (p.30).
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The business is facing significant challenges in profitability across all customer types, particularly with negative gross margins. 
Resellers and Official Licensees account for most discounts and sales, but also have negative gross margins, meaning sales to
these customers are not profitable. The concentration of customer names in these few categories, along with poor profitability, 
suggests a need to strategically reassess sales and discount strategies.
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Most customers are concentrated near the origin of the scatter plot, indicating low growth rates in both gross margin and net
sales. However, Neal A Barry and Sara Y Aycock stand out due to higher Net Sales Growth Rates. Despite rising sales, Neal A 
Barry experiences declining Gross Margins, suggesting potential profitability issues. These outliers might be explored for 
strategies that enhance sales growth while ensuring profitability.
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The small multiples scatter chart shows a wide range of sales and margin growth across customer types. Official Licensees had
a singular but very positive performance, suggesting a successful strategy or favorable conditions. However, some Resellers 
and Other rank >3 customers faced challenges, especially with Gross Margin Growth Rates. Distributors had minimal 
fluctuation in both metrics, indicating stable but not necessarily growing conditions for this customer type.
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There is a strong parallel between the concentration in Sales and Discounts, implying that the Customernames contributing the
most Discount are also major contributors to Sales. Discount strategies seem closely tied with generating high Sales volumes 
among the top Customernames. This could be an area for deeper exploration for strategic decision-making.
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The company experienced remarkable sales growth from 2009 to 2012, with a 55.7% CAGR, particularly between 2010 and 
2011, where sales more than tripled (p.33). This growth was driven by strong performance across all product categories, with 
the Discount Line leading at a 63.8% CAGR, followed by the Standard Line (56.9%), Private Label Line (55.6%), and Premium 
Line (54.6%), indicating a diverse and growing customer base (p.34).

The company's sales strategy heavily relies on discounts, with the Discount Line having the highest CAGR at 62.7%, while the 
Super Premium Line had the lowest at 51.7%, suggesting a focus on attracting price-sensitive customers and clearing inventory 
(p.35). The Since 2010 cohort was the primary driver of sales growth, with a 43.2% CAGR, growing from $2 billion in 2010 to 
over $4.1 billion in 2012, highlighting successful customer acquisition and monetization strategies (p.36).

Sales from active customers nearly tripled from 2009 to 2012, with a high CAGR of 57.3%, emphasizing the importance of 
customer retention (p.37). However, despite the impressive sales growth, the company's gross margin percentages remained 
negative, indicating that the cost of goods sold exceeds net sales (p.38).

This raises concerns about the long-term sustainability of the business model, suggesting that the company might be pursuing 
a market penetration or share acquisition strategy by keeping prices low to outcompete others (p.38). While this approach 
could be strategic in a competitive industry or new market, it is crucial to monitor and address the negative gross margins to 
ensure the company's long-term viability.
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The company's sales skyrocketed from 2009 to 2012, with a staggering 55.7% CAGR. The growth was especially impressive 
between 2010 and 2011, where sales more than tripled, jumping by nearly $40M. This suggests a booming market demand, 
effective marketing, improved products, or a mix of these.
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All product categories saw strong sales growth from 2009 to 2012. The Discount Line had the highest growth at 63.8% CAGR, 
showing consumers' preference for discounted products. The Private Label Line (55.6% CAGR) and Premium Line (54.6% 
CAGR) also had solid market acceptance, indicating a diverse customer base. The Standard Line grew robustly at 56.9% CAGR, 
possibly due to its balance of affordability and quality.
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The company is using discounts heavily in its sales strategy, aggressively growing sales net discounts across all product 
categories. The Discount Line had the highest CAGR at 62.7%, likely to attract price-sensitive customers or clear inventory. In 
contrast, the Super Premium Line had the lowest CAGR at 51.7%, suggesting a more stable pricing strategy focused on brand 
value and quality over pricing.
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The Since 2010 cohort drove the company's sales growth, with a 43.2% CAGR, growing from about $2 billion in 2010 to over 
$4.1 billion in 2012. This shows successful acquisition and monetization strategies for 2010 customers. The Since 2009 cohort
also contributed significantly to earlier sales, suggesting a strong initial customer base, despite declining in 2012.
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The company's sales from active customers nearly tripled from 2009 to 2012, with a high CAGR of 57.3%. This highlights the 
importance of customer retention. Although the loss of the 2009 customer cohort temporarily impacted sales in 2011, the 
company's overall health appears robust given the high growth rate.
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The company's sales grew at an impressive 55.7% CAGR, but its gross margin percentages remained negative, suggesting the 
cost of goods sold exceeds net sales. This raises concerns about the long-term sustainability of the business model. The 
company might be pursuing a market penetration or share acquisition strategy by keeping prices low to outcompete others, 
which could be strategic in a competitive industry or new market.
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