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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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Market and Sales Overview

In 2011, Furniture Co faced a 9.4% decline in overall sales, totaling €130 million, with chairs making up 52% of this figure. This 

downturn reflects a less favorable product mix and an over-reliance on major customers like Y-zoom. Despite the general sales drop, 

segments like Scotcan and Zoodrill experienced growth, suggesting new market opportunities in lamps and tables. The company also

saw a slight improvement in gross margin, indicating better cost control.

Customer and Product Insights

Sales analysis shows that while major customers such as Y-zoom and Dingquokix primarily drive sales in chairs and tables, smaller 

customers contribute significantly to profitability. Although garden furniture struggled, targeted strategies boosted specific customer 

segments. To maintain growth, Furniture Co should strengthen relationships with both major and smaller high-margin customers, 

diversify its customer base, and tailor strategies to both high-performing and underperforming categories.

Performance and Strategy Adjustments

The sales data from 2011 highlights a strong market for smaller, more affordable items, with the 'Other' category performing well. 

High-revenue products like 'Gladius' contrast with mixed results from 'Fama' and 'Primus', which rely on high sales volumes. The

company should consider rebalancing its product portfolio and adjusting pricing or costs. Additionally, enhancing relationships with 

key customers and exploring cross-promotion opportunities could improve sales, especially in weaker categories like garden furniture.

Comparative Analysis and Future Directions

From 2010 to 2011, Furniture Co experienced a 3.2% annual decrease in unit sales and a 10.8% drop in revenue per customer, 

attributed to economic shifts, changing consumer preferences, and increased competition. By analyzing strategies of successful 

competitors like Scotcan and Zoodrill, Furniture Co can gain insights to address these challenges and enhance future sales 

performance.
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At a glance: Furniture Co's 2011 sales report reveals a strong preference for Chairs, contributing 52% to total sales at €130 million, 

despite an overall sales decline of 9.4% from the previous year due to a less favorable product mix and reliance on major customers 

like Y-zoom. While sales dropped for most customer segments, Scotcan and Zoodrill saw increases, indicating shifting market 

opportunities towards Lamps and Tables. Despite a slight drop in gross margin, the percentage increase suggests better cost control, 

highlighting the need for strategic adjustments in customer management, product mix, and pricing to enhance profitability.  Pages 8 to 

16.

Sales breakdown: Furniture Co's sales data reveals that key customers 'Y-zoom' and 'Dingquokix' significantly drive sales in Chairs, 

Tables, and the 'Gladius' and 'Primus' product families, while smaller customers also contribute to robust earnings and margins.

Despite some products like Garden Furniture facing negative growth due to market challenges, targeted strategies have led to growth 

in specific customer segments. To sustain growth and profitability, the company should focus on strengthening relationships with both 

major and smaller high-margin customers, diversifying its customer base, and tailoring strategies to address both high-performing and 

underperforming categories.  Pages 18 to 26.

Data insights: Furniture Co's 2011 sales data highlights a strong market for smaller, more affordable items, with the 'Other' category 

performing notably well despite its lower pricing. The analysis reveals that while products like 'Gladius' generate significant revenue, 

others such as 'Fama' and 'Primus' depend on high sales volumes with mixed results, suggesting a need for a more balanced product 

portfolio and potential pricing or cost adjustments. Additionally, a focus on nurturing relationships with key customers and exploring 

cross-promotion opportunities could further enhance sales and market presence, especially in underrepresented categories like 

Garden Furniture.  Pages 28 to 35.

Trends: The company's sales report from 2010 to 2011 shows a significant decline in performance, with a 3.2% annual decrease in 

unit sales across all product categories, including chairs and garden furniture. This downturn is attributed to factors like economic 

shifts, changing consumer preferences, and increased competition, which also led to a -9.4% compound annual growth rate and a -

10.8% drop in revenue per customer. Comparing strategies with successful competitors like Scotcan and Zoodrill could provide 

insights to help address these challenges and improve sales.  Pages 37 to 43.
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Furniture Co's 2011 sales data highlights a strong market preference for Chairs, which dominated the category dimension with a 52% 

contribution to total sales, valued at approximately €130 million (p.10). Despite this, there is a notable reliance on specific products 

and major customers like Y-zoom, which poses a risk if market conditions change (p.9). Additionally, the company experienced a 

general sales decline of about 9.4% from 2010 to 2011, primarily due to fewer units sold and a less favorable product mix, 

underscoring the need for improved volume/mix and pricing strategies (p.11).

The sales performance across different customer segments was uneven; while most customers saw a drop in sales, Scotcan and 

Zoodrill were exceptions, suggesting potential internal challenges or a tough market environment (p.12). This period also saw shifting 

consumer preferences, with a decrease in sales of Chairs and Garden Furniture, and an increase in Lamps and Tables, indicating new 

market opportunities or effective marketing strategies with clients like Scotcan and Zoodrill (p.13).

Financially, the gross margin analysis between 2010 and 2011 showed a slight drop despite lower indirect costs, pointing to reduced 

profitability from main operations or higher costs of goods sold (p.14). However, the gross margin percentage actually increased, 

suggesting improved profitability possibly due to more effective cost control or a shift towards selling higher-margin products (p.15).

The gross margin variance for different customers showed mixed results, with significant declines for major customers like Y-zoom. 

This highlights the importance of continuously monitoring performance metrics and strategically adjusting customer engagement and 

product offerings to enhance sales performance (p.16). Overall, the data suggests that while Furniture Co has strengths in certain 

product categories, there is a critical need for strategic adjustments in customer management, product mix, and pricing strategies to 

sustain and grow profitability.
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Furniture Co's 2011 sales data shows that Chairs and the Gladius family were the top sellers, indicating strong market preferences in 

these categories. However, the company's heavy reliance on specific products and major customers like Y-zoom could be risky if 

market conditions shift.
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In 2011, Chairs dominated the category dimension, contributing 52% to the total with a value of approximately €130 million. This

indicates a competitive advantage or strong market preference for Chairs. However, a significant portion of the gross margin is derived 

from a few key customers, highlighting a potential risk of customer concentration.
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Sales figures from 2010 to 2011 show a decline of about 9.4%, mainly due to fewer units sold and a less favorable product mix. This 

indicates difficulties in keeping sales volume and product mix at beneficial levels, emphasizing the need for effective volume/mix and 

pricing strategies to manage revenue.
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A review of sales data from 2010 and 2011 reveals that most customers saw a drop in sales, with the exceptions of Scotcan and

Zoodrill. This trend suggests either a tough market or internal challenges impacting unit sales.
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Sales figures for 2010 and 2011 show a notable decrease in Chairs and Garden Furniture, hinting at changing consumer preferences

or seasonal effects. On the other hand, Lamps and Tables experienced growth, pointing to new market opportunities or effective 

marketing strategies with clients like Scotcan and Zoodrill.
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The analysis of gross margin between 2010 and 2011 reveals a slight drop despite lower indirect costs. This indicates either reduced 

profitability from main operations or higher costs of goods sold, highlighting the need for strategic changes to boost profitability.
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From 2010 to 2011, the gross margin percentage increased, indicating better profitability. This improvement may stem from more 

effective cost control or a shift towards selling higher-margin products.
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From 2010 to 2011, the gross margin variance for different customers showed mixed results. Notably, major customers like Y-zoom 

experienced significant declines. This situation underscores the importance of continuously monitoring performance metrics and 

strategically adjusting customer engagement and product offerings to boost sales performance.
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Furniture Co's sales data highlights the significant contribution of key customers 'Y-zoom' and 'Dingquokix' across various product 

categories, with 'Y-zoom' particularly dominant in Chairs and Tables, and both customers leading in the 'Gladius' and 'Primus' product 

families (p.19, p.23, p.24, p.26). The 'Other rank' categories, representing smaller or less frequent customers, also play a crucial role 

in supporting the company's earnings and margins, indicating the effectiveness of a diverse customer strategy (p.19, p.23, p.25,

p.26).

The company's product performance varies, with Chairs and Tables experiencing fluctuating growth rates, while Garden Furniture 

generally sees negative growth, suggesting market saturation or increased competition (p.20, p.22). Despite a general sales decline in 

2011, specific customers like Scotcan and Zoodrill saw substantial growth, emphasizing the need for tailored strategies to manage 

performance effectively (p.21).

Gross margin analysis reveals that the 'Other rank >4' and 'Other rank >10' categories consistently deliver high margins, underscoring 

the value of maintaining a diversified customer base (p.23, p.24). This strategy not only balances high-volume, low-price sales with 

low-volume, high-price sales but also stabilizes revenue streams (p.25).

The data suggests potential vulnerabilities due to heavy reliance on specific customers for major products. Diversifying the customer 

base for these key products could mitigate this risk and enhance stability (p.19). Moreover, focusing on high-performing customers 

and categories while addressing underperforming areas is crucial for improving overall sales performance and margins (p.22, p.24).

In conclusion, Furniture Co should strengthen relationships with leading customers while expanding and diversifying its customer base 

to include smaller, high-margin customers. Tailoring strategies to individual customer needs and market demands, and focusing on

both high-performing and lagging categories will be essential for sustaining growth and profitability in a competitive market (p.21, 

p.23, p.24).
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Furniture Co's sales data shows that 'Y-zoom' and 'Dingquokix' are key contributors to its revenue. The 'Other rank >8' category, which 

includes smaller or less frequent customers, also significantly supports the company's earnings. This indicates a diverse yet potentially 

vulnerable customer base. The 'Gladius' and 'Sova' product families perform well with specific customers, highlighting effective

targeted marketing or product alignment. However, there's a risk from relying too heavily on single customers for major products. 

Diversifying the customer base for these products could reduce this risk.
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Chairs are the top-selling product category, with the 'Gladius' model leading due to significant purchases by 'Y-zoom'. Tables and 

garden furniture also see strong sales, led by the 'Sova' and 'Primus' lines, respectively. The consistent presence of 'Other rank >8' 

across all categories highlights the importance of both mainstream and niche markets in our diversified strategy.
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In 2011, Furniture Co experienced a general sales decline, with an average growth rate of -9.0%. Despite this, customers like Scotcan 

and Zoodrill saw substantial growth. This suggests that focusing on what worked for these customers could be beneficial. The varied 

growth rates among different customers underline the importance of tailored strategies to effectively manage performance.
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Sales growth rates vary significantly across different types of furniture. Chairs and Tables experience both high growth and declines 

depending on the customer, highlighting both opportunities and challenges in the market. Conversely, Garden Furniture generally sees 

negative growth, which may indicate market saturation or increased competition. It's crucial to focus on high-performing customers 

and categories while addressing the areas that are lagging.
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Gross margin analysis shows that 'Y-zoom' and 'Dingquokix' are our top customers, especially in the 'Gladius' and 'Primus' product 

families. Smaller customers in the 'Other rank >10' category also contribute significantly to our margins, underscoring the value of a 

diverse customer base. We should focus on strengthening relationships with our leading customers and look for ways to boost sales in 

less successful product families.
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Y-zoom leads in the Chairs and Tables categories, showing a strong market presence. The 'Other rank >4' family component 

consistently delivers the highest gross margins across all categories. Focusing on these high-performing customers and components 

could improve margins and boost sales performance.
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Y-zoom is our top customer, generating the most sales revenue due to high unit prices and large purchase volumes. The category 

'Other rank >15', which includes smaller customers, also significantly boosts our sales. This shows the effectiveness of our diverse 

customer strategy, balancing both high-volume, low-price and low-volume, high-price customers.
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Sales data reveals that 'Y-zoom' and 'Dingquokix' lead in multiple product categories. The 'Other rank >15' group also shows 

significant sales, underscoring the collective impact of smaller customers. This analysis sheds light on the company's pricing 

strategies and how different product categories perform in the market.
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Furniture Co's 2011 sales data reveals that smaller, more affordable items lead in sales volume across various categories, indicating a 

strong market for these products. However, high-priced items like the 'Currus Ur-19' cater to a niche market due to their high unit 

prices and lower sales volume (p.29). The sales data is segmented into categories such as Chairs, Tables, and Garden Furniture, each 

showing varying performance levels. Notably, the 'Other' category, despite its lower pricing, records significant sales, highlighting its 

importance in the company's portfolio (p.30).

A Pareto analysis shows that different product families within the company perform variably. The 'Gladius' unit is particularly 

successful, generating significant revenue and profit per unit, while 'Fama' and 'Primus' rely on volume-based strategies with mixed 

financial results, emphasizing the need for a balanced product portfolio (p.31). It is also noted that higher gross margin percentages 

do not always translate to higher gross margins in euros for products with lower sales volumes, suggesting inefficiencies that could be 

addressed through cost reductions or pricing adjustments (p.32).

The IBCS small multiples scatter chart illustrates variations in Gross Margin and Sales across product categories, with notable 

performance differences in Chairs and Tables. This data indicates opportunities for optimization. Conversely, sparse data on Garden 

Furniture suggests a potential need for market expansion or enhanced market presence (p.33).

Customer analysis shows that a small group of customers significantly impacts overall sales and business metrics, underscoring the 

importance of building strong relationships with these top-tier customers to sustain business performance (p.34). Additionally, the 

UpSet chart indicates that customers frequently shop across various family categories, particularly in the 'Other rank >10' category, 

presenting opportunities for cross-promotions and bundled offers to enhance engagement and sales (p.35).
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Furniture Co's 2011 sales data shows that smaller, possibly more affordable items lead in sales across various categories. These items 

fall under the 'Other rank > 29' category. In contrast, high-priced items like the 'Currus Ur-19' have the highest unit prices but do not 

lead in sales volume. This indicates a niche market for these expensive products.
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The sales data is segmented into product categories like Chairs, Tables, and Garden Furniture, each showing different performance 

levels. Chairs and Tables have a wide range of prices and growth rates, with some items even seeing a decline, indicating challenges 

in these areas. On the other hand, the 'Other' category, though priced lower, records significant sales, underscoring its value to the 

company's portfolio.
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Pareto analysis at Furniture Co reveals that different family units perform variably. The 'Gladius' unit, for instance, stands out by 

generating significant revenue and profit per unit, showcasing successful market segmentation. On the other hand, 'Fama' and 

'Primus' rely on volume-based strategies, achieving mixed financial results. This highlights the importance of maintaining a balanced 

product portfolio.
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Higher gross margin percentages don't necessarily mean higher gross margins in euros, especially for products with lower sales 

volumes. This indicates some inefficiencies in the company's offerings. Addressing these through cost reductions or pricing 

adjustments could boost profitability.
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The IBCS small multiples scatter chart breaks down data by product categories, highlighting variations in Gross Margin and Sales. In 

the Chairs and Tables categories, the performance of different products varies, indicating opportunities for optimization. Meanwhile, 

the sparse data on Garden Furniture points to a need for either market expansion or enhanced presence.
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Our analysis shows that a small group of customers has a big impact on our overall sales and business metrics. It's crucial to focus on 

building strong relationships with these top-tier customers to boost and sustain our business performance.
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The UpSet chart shows that customers often shop across various family categories, especially in the 'Other rank >10' category. This 

overlap highlights potential for cross-promotions and bundled offers to boost engagement and sales.
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The sales report indicates a significant decline in the company's performance across various metrics between 2010 and 2011. The 

overall sales and units sold decreased, with a notable drop in revenue per unit, suggesting potential market or operational challenges 

affecting sales performance (p.38). This decline was consistent across all product categories, with an annual decrease of 3.2% in unit 

sales, particularly in chairs and garden furniture, which may be influenced by broader economic shifts, changing consumer 

preferences, or increased competition (p.39).

Further analysis reveals that the 2010 cohort experienced a significant drop in sales, pointing to issues in retaining customers or a 

reduction in their spending, possibly due to decreased customer satisfaction or competitive pressures. However, the introduction of 

the 2011 cohort helped mitigate the revenue decline from older customer groups (p.40). Despite this, the overall sales still showed a 

compound annual growth rate (CAGR) of -9.4%, indicating a sharper decline than that seen from existing customers alone, 

suggesting higher customer loss rates or changing market conditions as contributing factors (p.41).

Moreover, the negative CAGR of -10.8% highlights that each customer contributed less to total sales in 2011 compared to 2010, 

which could be due to reduced purchasing power, decreased customer satisfaction, increased competition, or shifts in market 

dynamics (p.42). The overall annual sales decline of 11.9% underscores the challenges faced in the market or from increased 

competition. A comparative analysis with companies like Scotcan and Zoodrill, which are performing well, could offer valuable insights 

for improving sales and addressing these challenges (p.43).
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From 2010 to 2011, the business saw a decline in both sales and units sold, along with a notable drop in revenue per unit. This 

suggests that market conditions or operational issues may be affecting sales performance.
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The overall unit sales declined by 3.2% annually from 2010 to 2011, showing a decrease across all product categories. This drop,

particularly noticeable in chairs and garden furniture, may reflect wider consumer spending trends due to economic shifts, changing 

preferences, or more competition.
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Sales significantly dropped in the 2010 cohort, indicating problems with keeping customers or a decrease in their spending. This

might stem from lower customer satisfaction, more competition, or shifts in the market. However, the introduction of the 2011 cohort 

helped balance the revenue decline from older groups.
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The overall sales have significantly declined, with a CAGR of -9.4%. This drop is sharper than the decrease in sales from existing 

customers, indicating that factors like higher customer loss rates or changing market conditions might also be affecting the sales.
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The negative CAGR of -10.8% indicates that each customer contributed less to total sales in 2011 than in 2010. This decline could 

point to issues like reduced purchasing power, decreased customer satisfaction, increased competition, or a shift in market dynamics.
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The overall sales have declined by 11.9% annually, suggesting market challenges or increased competition. Analyzing companies like 

Scotcan and Zoodrill, which are performing well, could provide insights to help other customers improve their sales.
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