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LET THE JOURNEY
BEGIN




Inthis episode we diveinto the evolutionof departmentsand
productofferingsfrom 2015 to 2017exploringhoweach
departmenthasexpandedver theyears We alsotrackthe
growthof newcustomersandtheir segmentsrevealingkey
patterns incustomerbehaviorWrappingup, we analyzehe
total profit, quantitysoldand net sales byear
uncoveringhe true impact ofgrowthon thebottom line.

Staytunedfor aninsighftuljourneyinto business expansion.

©

EPISODE 1

DEPARTMENTS & CUSTOMERS

A | :
gE. S | i
"E 2h
J ‘T

EP



Inthis episode we focus on thalepartmentshat dominated
in 2015 and 2017, ase uncoverthe hiddenstars ofthose
years With no changes idepartmentsbetween2015 and
2016,we divedeepinto the top-performingdepartmentso
revealthe real winners. Buhereisa twistt something
strangehappenedn 2017.We break down thmonthlynet
sales othat yearto unravelthe mysteryof whatwentwrong

Getreadyfor athrillinginvestigatioryouR 2 yi@niito miss!
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In this episode diveinto the dramaticshiftthat occuredwith
the introduction of nevdepartmentsandproductsin 2017.
Someof our stardepartmentst once Top Sellers are no
longer holdindgheir ground and in certaimonths theyhave
completelydisappearedThis change hasggereda
noticeabledrop in sales.

Joinus aswe investigatewvhichstardepartmentshavefallen
from grace anduncoverthe mysterybehindtheir decline
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After discoveringhe departmentsthat bringthe mostjoyto
our customerswe takea deeperdiveinto whattruly drives
their satisfactionWeanalyzdahe discount tiershat generate
the mostorders explore hovshipmentmodes impact
customerexperienceandfinally revealthe top 10 bestelling
products Thesansightsunlockthe key tokeepingcustomers
happy anccomingback for more!

Staytunedfor the bigreveal$
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Overview of Product distribution by Department and Customer Growth

2015 5
N

- —m

20 16 Outdoors Footwear Golf Fitness Fan Shop Apparel
Consumer 5278 5204

TOTAL CUSTOMERS:
Corporate 3019 30%
10131 ’ ’
2017

Home Office 1834 18%
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2015

2016

2017
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Outdoors

2015:8327

Footwear

Golf Fitness

2016:1895
18%

TOTAL CUSTOMERS:
10222

Fan Shop

Consumer

Corporate

Home Office

Apparel

5317 52%
3066 30%
1839 18%
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2016 . . El B 3

Outdoors Fitness Footwear Fan Shop Apparel Golf Discs Shop Technology Book Shop Health & Beauty Pet Shop

2016:1339

2017:6503
9% 43% Consumer 7820 52%
TOTAL CUSTOMERS:
2017 I 15156 Corporate 4633 30%
2015:7314 Home Office 2703 18%

48%



Department Growth:
Increased from 6 in 2015 to
11 in 2017.

Product Expansion:

The number of products in
the 2015 departments
doubled from 54 to 108
(100% growth).

Customer Base Growth:
Expanded from 10,222 in
2016 to 15,156 in 2017
(48.3% growth).

Unexpected Decline:
Despite expansions in 2017,
there was a decrease in:
Arotal quantity sold

ANet sales

Brofit

In the next episode, we will
explore what went wrong.

(2

Net
Sales:

Quantity:
138K

ﬁ
2015

Net
Sales:

Quantity:
138K

ﬁ
2016

Net
Sales:

Profit;
1,30M

Quantity:
106K

—/
2017
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Fan Shop
5,56M| 50.12%

Fitness
73K| 0.66%
Apparel
2,37TM| 21.36%
Departments
Net Sales in
2015

Outdoors

261K| 2.35%

Golf
1,52M| 13.70%

Footwear

1,31M| 11.81% o




2

Fan Shop
4,26M| 40%

Book Shop e

R W T R S
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11K| 0.1%

Pet Shop
18K| 0.2%
Departments
Health o Net Sales in
2017

& Beauty ”
63K| 0.6% 8

Fithess
148K| 1.4%

Discs Shop
149K| 1.4%

Outdoors
564K| 5.3%

Apparel
2,30M| 21.7%

Golf
1,12M| 10.6%

Footwear
1,04M| 9.8%

Technology
933K]| 8.8%



Zoominglnto Monthly Net Sales in 2017

452K

Therewasa significantdrop in Saledrom September(1M) to November(563K), a 43,7%ecrease
Thedeclinecontinuedin December(452K) with another 19,7% drogrom November

Wasthere afallings t aapartment, onethat shinedin September but took a steepdive inNovemberand Decembef

b O 4




In 2017, 5 newdepartmensmadetheir granddebut, bringingfreshopportunities to the market.

However their arrival camewith an unexpectedtwist —sales inolder departmentssawa noticeabledeclinecomparedto
2015. But the reamysterylies in thedramaticshift we seein the monthly sales of 2017.

Salegook a significantplunge, droppingfrom 1M in Septemberto 563K inNovember andthen falling evenfurther to 452K

in December
Wasthere a stardepartmentthat shinedbrighly in Septemberonly to take a steepdive in themonthsthat followed?

In the next episode we dive deepinto the solddepartmentsfrom Septemberto Decemberto uncoverthe mystery. Which
departmentsvanished@ Whichonesimpactedsales themost? Staytuned aswe revealthe disappearingstarsthat changed

the gaméd
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/ December

Departments
November Sales
Departments
October Sales
Departments
September Sales
Departments
Sales
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Fan Shop

492K| 48%
Fitness
29K| 3%
Apparel
199K]| 19%
Departments
Net Sales in
September
2017
Outdoors
54K| 5% o,
= Footwear
———— 130K]| 13%

Golf
125K| 12%
| 12% Q)




Technology
716K]| 74%

Discs Shop
1K| 0.1%

Apparel
182K| 19%

L — Depariments o
o Wf, Net Sales in .
’ October2017
Golf Fan Shop
4K | 0.4% 18K| 2%

Fitness 0 Book Shop
8K| 1% OK| 1%



Pet Shop
10K| 1.8%

Technology
54K| 9.6%

Outdoors

186K]| 33%
Apparel

129K| 23%

Departments

Net Sales in

November
2017

Discs Shop

122K]| 21.6%

Health& Beauty
63K| 11.2%




Apparel
206K| 45.4%

Fan Shop
3K| 0.7%
Departments
Net Sales In
Book Shop December
3K| 0.7%
2017
Pet Shop

) OK| 2%

Technology

Discs Shop
26K| 5.7%

164K]| 36.1%

Fithess
43K| 9.5%



KEY INSIGHTS

September

0 Net Salesvere 1M, with salescomingfrom Apparel Fan Shop, Golfootwear Fithess andutdoors

October.

0 Net Saleslroppedslighlyto 966K.
0 ThehighestSaleggeneratingdepartmentwas Technologyfollowed by Apparel Footwear andFan Shop.

0 Newdepartmentswere introducedin 2017;Discs Shop and Book Shdput they generatedlittle revenue due
to low pricesand alimited number of products

U Question:Didthe introduction of newdepartmentscontribute to the disappearancef the 2015 highrevenue
departments?



November
0 Asignificant drop in Net Sales to 563K.

0 Only 6 departments were sold:

O Low-revenue departments: Pet Shop, Health & Beauty, and Discs Shop.
O Higher-revenue departments: Technology, Outdoors, and Apparel.

December

0 Another drastic decline in Net Sales to 453K.
0 Fan Shop, which was previously a top-selling department, became the lowest revenue generator.

0 Three departments sold were low-revenuegenerators Discs Shop, Book Shop and Pet Shop.

®



The Introduction of newlow-revenuedepartmentsin Octobermay have contributed to the declineof high

revenue 2015epartments This shiftalongwith reducedsales in topperforming categorieslike Fan Shop,

led to a significantdrop in Net Salefrom Novemberto December Thisindicatesthat clients love the 2015
high revenuedepartments andthey shouldalwaysto soldto maintain strongsales.

In the next episode, we will take a deeper look at what makes our clients happy and drives
sales success.
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®@ % The Discount Game:

What Customers Love!

In this episodeof The Discount Game,
customersare makingtheir moves!
30% 23% 21% 16% 10% The0—5% tiertakesthe leadwith
106K (30%)ywhile the 20- 25% tierlags
behindat 42K (10%).
Looks likeshopperslove alittle savings
but d o nalwayschasethe biggest
discounts.

Stay tuned to discover what else
customers love!




Shipping Modes in Action: Speed vs Orders

SameDay:
34510rders| 5.3%

First Class:
97510rders| 15.1%



Second Class:
12 3330rders| 19.1%

Standard Class:
38 0940rders| 59%
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TOPSellingProducts L. 0.0 -0 0. ¢

Field & Stream Sportman 16 Gun Fire Safe
©



TOPSellingProducts

PerfectFitnessPerfectRip Deck
<1>/




TOPSellingProducts L. 0. 0 - 0.0 ¢

DiamondbackWo me ®séereneClassic
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TOPSellingProducts ). 0.0 0.0 ¢

NikeMe n Free 5.0+ Running§hoe

@ (<]>



TOPSellingProducts ). 0 O 0.0 ¢

NikeM e n Drig-it Victory Golf Polo
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TOPSellingProducts ). 0.0 0.0 ¢
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PelicanSunstreaml1 00 Kayak
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TOPSellingProducts

Nike M e n CjBlite 2 Td FootbalCleat
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TOPSellingProducts

O’ B rMeeiespreneLife Vest
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TOPSellingProducts L. 0. 0 - 0.0 ¢

UnderArmour G i rToddléerSpineSurge
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TOPSellingProducts ). 0.0 0.0 ¢

Dell Laptop
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The End




	Zoom
	Slide 1
	Slide 2
	Slide 3
	Slide 4

	=big
	Slide 5

	=big
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43


