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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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Overview of Sales Decline

Veggie Co experienced a significant drop in sales from £4.2 million in 2017 to £2.2 million in 2018, a 47.3% decrease across all
product categories. This decline was marked by reduced customer engagement, with a 47.9% decrease in purchases from previous
customers and minimal new customer contributions. Key products such as onions, potatoes, and bananas saw the most substantial
declines, while categories like 'Other rank >10' showed resilience, highlighting the importance of product diversity.

Product Performance and Pricing Strategy

The sales data from 2018 highlights that while 'Other Veggies' and 'Bananas' performed well due to effective pricing and high demand,
premium categories like 'Chillies' and 'Mushrooms' catered to niche markets. Conversely, 'Grapes' and other vegetables were highly
price-sensitive. Despite overall sales declines, 'Cabbages' and 'Multi Buy' categories grew, benefiting from price increases. The varied
pricing strategies, influenced by market demand and production costs, suggest that targeted promotions or volume-based pricing
could enhance market share.

Payment Trends and Consumer Behavior

Payment methods shifted notably, with a decrease in traditional payments like Magcard and cash, while 'Free' sales, likely used for
promotions, emerged. This shift indicates a change in consumer buying habits and market conditions. There's a notable preference for
cash, especially for top sellers, and an overlap between 'Magcard' and 'Cash' methods.

Strategic Recommendations

To address these challenges, Veggie Co should focus on deeply analyzing market trends and customer behaviors. Enhancing
customer engagement and retention, particularly by attracting new customer groups and focusing on high-volume product categories,
is crucial. Refining product and pricing strategies will also be key to stabilizing and improving performance.
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At a glance: Veggie Co's sales plummeted from £4.2 million in 2017 to £2.2 million in 2018 due to fewer product varieties, pricing
issues, and significant declines in key categories like onions, potatoes, and bananas. The drop was consistent across all sales
categories and payment methods, with traditional payments like Magcard and cash decreasing, while 'Free' sales emerged,
suggesting a shift in consumer buying habits and market conditions. To combat these challenges, Veggie Co needs to deeply analyze
market trends, customer behaviors, and refine their product and pricing strategies to stabilize and enhance performance. Pages 8 to
13.

Sales breakdown: In 2018, Veggie Co experienced a significant sales decline across all categories, with products like 'Sri Lankan
Groceries' and 'Onions' being particularly affected. Despite the downturn, the 'Other rank >10' category emerged as a top contributor,
underscoring the importance of maintaining a diverse product range to ensure financial stability during challenging times. The
company's varied pricing strategy, influenced by factors like market demand and production costs, suggests opportunities for
enhancing market share through targeted promotional activities or volume-based pricing. Pages 15 to 20.

Data insights: Veggie Co's 2018 sales data reveals that 'Other Veggies' and 'Bananas' lead in revenue and units sold, benefiting from
effective pricing and high consumer demand, while premium products like 'Chillies' and 'Mushrooms' target niche markets. Despite a
diverse range of products, not all categories perform equally, with 'Cabbages' and 'Multi Buy' showing growth with price increases,
whereas 'Grapes' and other vegetables are price sensitive. Payment trends indicate a preference for cash, especially for top sellers,
and a notable overlap between 'Magcard' and 'Cash' methods, with 'Free' being less common and likely used for promotions. Pages
22 to 28.

Trends: The company saw a sharp 47.3% drop in sales and units sold across all product categories from 2017 to 2018, with the
steepest declines in Onions and Other Veggies, though Tomatoes fared slightly better. Customer engagement also faltered, as
evidenced by a 47.9% decrease in purchases from the 2017 cohort and minimal contributions from new customers in 2018. These
trends underscore the urgent need for the company to revamp its customer engagement and retention strategies, especially focusing
on new customer groups and high-volume product categories to better withstand future downturns. Pages 30 to 36.
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Veggie Co experienced a significant decline in sales from £4.2 million in 2017 to £2.2 million in 2018, primarily due to a reduction in
the number and variety of products sold, as well as pricing issues, with product-related problems having the most substantial impact
(p.9). This downturn was evident across all sales categories, with the 'Others aggregated' category suffering the most in terms of both
units sold and price, while the Citrus category showed relatively smaller reductions, indicating possibly better market conditions or
efficiencies (p.10).

Further analysis highlighted severe sales drops in specific categories such as Onions, Potatoes, and Bananas. These declines call for
strategic adjustments to address the underlying issues (p.11). The sales data also pointed to a consistent decline across various
categories, including different payment methods. Notably, transactions made with Magcard and sales of staple vegetables like
bananas, onions, and potatoes were significantly lower, suggesting broader market shifts or changes in consumer buying habits

(p.12).

Additionally, traditional payment methods like ‘Magcard' and 'Cash' saw declines in 2018. In contrast, 'Free' sales were introduced,
possibly as a promotional strategy or a new approach to enhance customer engagement and expand market reach. These trends
necessitate a deeper investigation into market conditions, customer behavior, and company strategies to identify the root causes of
the sales decline (p.13).

Overall, Veggie Co's challenges in managing product volumes, sales composition, and adapting to market and consumer behavior
changes are critical areas that need addressing to reverse the downward sales trend and stabilize the company's performance.
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Veggie Co's sales fell sharply from £4.2 million in 2017 to £2.2 million in 2018. The main reasons for this drop were declines in the
number and mix of products sold, as well as in pricing, with the product issues having a bigger impact. This points to challenges in
managing product volumes and sales composition.

Veggie Co
Price, Units & Mix in mGEP
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In 2018, all sales categories saw a decline compared to 2017. The 'Others aggregated' category faced the most significant drop in
both units and price, greatly affecting its sales. On the other hand, the Citrus category experienced smaller reductions, suggesting
better market conditions or improved efficiencies within that category.
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Our analysis shows significant sales declines in key categories like Onions, Potatoes, and Bananas, along with other unspecified

factors. To address these issues, strategic adjustments are necessary.
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Sales data from 2017 to 2018 reveals a consistent decline across various categories, including payment methods and product types.

Notably, transactions made with Magcard and sales of staple vegetables such as bananas, onions, and potatoes have significantly
dropped. This trend may indicate broader market shifts or changes in consumer buying habits.
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In 2018, sales dropped significantly across major categories, and traditional payment methods like 'Magcard' and 'Cash' also saw
declines. At the same time, 'Free' sales were introduced, possibly as part of a promotional strategy or a new approach to boost
customer engagement and expand market reach. These trends warrant a closer look into market conditions, customer behavior, and
company strategies to uncover the root causes.
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Veggie Co's 2018 sales data indicates a diverse product contribution to the company's revenue, with significant sales from both top-
selling items like 'Banana Cavendish' and a broad range of smaller, less prominent items categorized under 'Other rank >8' and 'Other
rank >15". These categories not only dominate the sales across various payment methods such as Cash and Magcard but also
highlight the importance of a varied product range in sustaining the company's financial health (p.16, p.17).

Despite the overall downturn in 2018 where the company saw a universal decline in sales across all categories with an average sales
growth plummeting to -47.0%, certain products like 'Sri Lankan Groceries' and 'Onions' were particularly hard hit. This situation
underscores the need for strategic adjustments to address these challenges (p.18).

Interestingly, even in a tough year, the 'Other rank >10' category emerged as a top contributor, followed by '‘Other Veggies', 'Bananas',
and 'Potatoes'. This success points to the effectiveness of maintaining a diverse product range, which helps in capturing a wider
market and ensuring financial stability during downturns (p.19).

The sales data also reveals that a significant portion of revenue comes from the 'Other rank >15' category. The varied unit prices
across different categories suggest that the pricing strategy is likely influenced by factors such as market demand, production costs,
or perceived value. High sales volumes in categories like 'Other Veggies', 'Bananas', and 'Potatoes' indicate strong market demand,
which could be leveraged through promotional activities or volume-based pricing strategies to enhance market share (p.20).

Overall, Veggie Co's experience in 2018 highlights the critical role of a diverse product portfolio and the need for strategic pricing and
marketing approaches to navigate market challenges and capitalize on consumer demand across various product categories.
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Veggie Co's 2018 sales data highlights that '‘Banana Cavendish' and 'Other rank >8' were key contributors. Additionally, the 'Other
rank >15" category, which includes a variety of smaller items, also made up a significant part of the sales. This shows that while a few
products were top sellers, a wide range of smaller items also played a crucial role in the company's overall revenue.

Vieggie Co

Sales in KGEBF by Category and Mame
2018 ’ o 100% Total

* 2229

Other Vegies 219 (10%)
Bananas Banana Cavendish 121 122 (5%)
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Citrus 111 (5%)
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Bunch Vegies 905 (4%)
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Other rank =15 729 (33%)

16/42



Cash and Magcard are the preferred payment methods, with very few transactions through Free distribution. The '‘Other rank >8'
category dominates across most categories, showing that a wide variety of products contribute significantly to sales beyond the top
items. Additionally, the 'Other rank >15' category plays a crucial role in the revenue from both Cash and Magcard payments,
highlighting the value of smaller, less prominent categories.

Vieggie Co
Sales in kGBF by Payment, Category and Mame
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In 2018, Veggie Co faced a tough year with sales declining universally across all categories. The average sales growth plummeted to -

47.0%. Notably, 'Sri Lankan Groceries' and 'Onions' were among the hardest hit, signaling a need for strategic changes to tackle

these challenges.
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Despite a general downturn, the 2018 sales data reveals that the 'Other rank >10' category topped the charts, followed by 'Other
Veggies', 'Bananas', and 'Potatoes'. These categories are vital for Veggie Co's financial stability. The success of the 'Other rank >10'

category highlights the effectiveness of offering a diverse product range to capture a wider market.
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Sales data shows a significant portion of sales comes from a collective group of less prominent items labeled as 'Other rank >15'. The
varied unit prices across categories suggest a pricing strategy influenced by market demand, production costs, or perceived value.
Categories like 'Other Vegies', 'Bananas', and 'Potatoes' have high sales volumes, indicating strong market demand. This could be
used to drive promotional activities or implement volume-based pricing strategies to increase market share.
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Veggie Co's 2018 sales data highlights strong performance across various categories, with '‘Other Veggies' and 'Bananas' leading in
revenue and units sold due to high consumer demand and effective pricing strategies. Premium categories such as 'Chillies’,
'Mushrooms', and 'Capsicum' are priced higher, targeting specific customer segments. Additionally, the 'Other rank > 30' category
also shows significant market share, underscoring the importance of a diverse product portfolio (p.23).

Cash remains the preferred payment method for top-selling items like '‘Other Veggies' and 'Bananas'. This preference could reflect
specific shopping habits or demographic characteristics of Veggie Co’s customers. The company appears to strategically set prices
based on item type, demand, and payment method, which helps in maintaining a competitive edge (p.24).

The 'Other Rank >7' category leads in both units sold and sales, indicating high popularity or bulk sales. However, despite a wide
variety of citrus fruits, this diversity does not necessarily translate to higher sales, suggesting that merely expanding product range is
not sufficient to boost sales performance (p.25).

Scatter plot analysis reveals varying impacts of pricing strategies on sales across different categories. For example, 'Cabbages' and
'Multi Buy' categories show a positive correlation between price increases and sales growth, suggesting that higher prices do not
deter sales. Conversely, 'Grapes' and 'Vegetables' see a sales decline with price hikes, indicating price sensitivity in these categories
(p.20).

Pareto charts and UpSet chart analysis provide further insights. The top 14% of product names account for a significant share of both
sales and units, highlighting the profitability of focusing on these top performers (p.27). Additionally, there is a notable overlap between
'Magcard' and 'Cash' payment methods, suggesting a unified payment system, whereas the 'Free' payment method is sparingly used,
likely for special promotions or inventory management (p.28).
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Veggie Co's 2018 sales data shows strong performance in various vegetable and fruit categories. 'Other Veggies' and 'Bananas' were

top sellers in terms of revenue and units sold, reflecting high consumer demand and effective pricing. Premium categories like
'Chillies', 'Mushrooms', and 'Capsicum' had higher unit prices, targeting specific demographics or culinary preferences. The 'Other
rank > 30' category also performed well, emphasizing the value of a diverse product portfolio in capturing significant market share.
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Cash transactions are the preferred payment method at Veggie Co, especially for items like 'Other Veggies' and 'Bananas'. This trend
may reflect the shopping habits or demographic characteristics of the customers. Additionally, it appears that Veggie Co strategically

sets prices based on the type of item, its demand, and the payment method used.

Unit Price
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The 'Other Rank >7' category leads in both units sold and sales, showing that these items are either highly popular or sold in bulk.
Despite the wide variety of citrus fruits available, this diversity doesn't necessarily translate to higher sales, suggesting that a broad
product range doesn't always improve sales performance.
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The scatter plot analysis shows how different pricing strategies affect various product categories. For instance, 'Cabbages' and 'Multi

Buy' categories demonstrate a positive correlation between price increases and sales growth, indicating that higher prices haven't

hurt sales. On the other hand, 'Grapes' and 'Vegetables' experience a drop in sales with price hikes, suggesting that significant price
increases may be turning consumers away.
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Pareto charts show that the top 14% of names account for a significant share of both sales and units. This skew indicates that
focusing on these top-performing names could be highly profitable, as they consistently lead in revenue and volume.
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The UpSet chart analysis shows a significant overlap between 'Magcard' and 'Cash' payment methods at Veggie Co., suggesting they
are often processed together. This could indicate a unified system for handling these payments. On the other hand, the 'Free' payment
method is rarely used, likely for special transactions or promotions to manage inventory or boost customer loyalty.
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The company experienced a significant downturn in sales from 2017 to 2018, with a notable annual decline of 47.3% in both sales
revenue and units sold across various product categories and customer groups (p.31). This decline was consistent across all product
categories, with particularly steep drops in sales of Onions and Other Veggies, although Tomatoes showed the smallest decrease,
suggesting some variance in the impact across different products (p.32).

The 2017 cohort of customers initially boosted sales significantly, but their purchasing contributions fell by 47.9% in 2018. In contrast,
the 2018 cohort had a minimal impact on sales, indicating challenges in engaging with newer customer groups (p.33). Additionally,
there was a sharp decrease in sales from active Names, with a compound annual growth rate (CAGR) of -45.8%. This suggests a
need for improved retention strategies or indicates that the inactivity of some Names in 2018 had a minimal impact on overall sales

(p.34).

Overall, the sales dropped by 42.3% between 2017 and 2018, pointing to significant market or operational challenges that adversely
affected the business (p.35). Even high-volume categories like 'Other rank >8', which previously contributed substantially to total
sales, faced significant declines, further emphasizing the widespread nature of the downturn (p.36).

These trends highlight the critical need for the company to reassess its engagement and retention strategies, particularly focusing on
newer customer cohorts and high-volume product categories to mitigate the impact of such downturns in the future.
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The business saw a sharp drop in sales revenue and units sold from 2017 to 2018, with sales declining by 47.3% annually. This
downturn affected various product categories and customer groups, marking a tough period for the company.

Veggie Co
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Sales have declined across all product categories, with the most significant drops seen in Other Veggies and Onions. However,
Tomatoes experienced the smallest decrease, indicating that some products were less impacted than others.
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In 2017, the cohort significantly boosted sales, but their contributions dropped by 47.9% the following year. The 2018 cohort had a
minimal impact, highlighting difficulties in engaging newer groups.
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Sales from active Names declined significantly, with a compound annual growth rate (CAGR) of -45.8%. The drop in sales following
the inactivity of some Names in 2018 highlights the need for better retention strategies or suggests that their loss had minimal impact.
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The sales dropped by 42.3% between 2017 and 2018, indicating significant market or operational challenges that adversely affected

the business.
Vegagie Co
Sales by Name in kGEF
2017 to 2018
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All product categories saw significant declines, with Onions and Other Veggies experiencing the sharpest drops. Even the 'Other rank
>8' category, which had high sales volumes, faced substantial declines, showing that even the major contributors to total sales were
affected by the downturn.
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Veggie Co

Sales in KGEBP by Payment and Category
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Linit Price Change

Units Growth Rate

Veggie Co
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Veqggie Co
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Veggie Co
Units by observation by Category
2017 vs 2018
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