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HIGH IMPACT QUICK WINS:

recipes to increase your margin by 20%



LAY THE FOUNDATION



L1111 POWER OF ANALYTICS

- Data need not be perfect, but should be accurate enough

- Leverage on data and analytics to generate actionable insights



POWER OF VISUALS

Categories

Other

Taxes

Rent and
§ Utilities

Travel

Freelancers

Marketing Equipment

Category 2008 2009 2010

Rent and Utilities $ 18840 § 17628 § 16,368
Equipment § 3000 § 3972 § 3588
Marketing $ 5556 § 5424 § 5784
Freelancers $ 5604 § 5556 § 5700
Travel § 1476 § 1104 § 696
Taxes § 6168 § 6672 § 6,732
Other $ 2460 § 2724 § 3720
Total $ 43,104 S 43,080 S 42,588

s
$
$
$
$
$

$§ 44,376

2011
$ 18,000

$45,000
$44,500
$44,000
$43,500
$43,000
§42,500
$42,000

$41,500

2008

2012
19,020
3888
5802
5844
552
6,504
2,556
44,256

3,996
5,904
5,568
1,572
7,032
2,304

WG O DN

WA

2013

17,760
3756
5,304
6,324
1,260
6,804
2,568

43,776

Expenses By Year

2009

Total
$107,616
§ 22200
$ 33,864
$ 34,596
$ 6,660
$ 39912
$ 16332
$ 261,180

2010

201

Trend

2012

2013

Sum of Tota Value Date Sold E|

SalesPerson E| Item Number Feb Jul Aug Sep Oct Grand Total

=SalesPersonl  ITEML 50.00 $191,537.29 $567,477.24  5178,914.49  $0.00 $937,929.02
ITEM2 $0.00 $240,220.60  50.00 $409,748.66  50.00 $649,969.26
ITEMB $0.00 $148,215.20  50.00 $373,945.26  50.00 §522,160.46
ITEMG $0.00 $486,481.51  50.00 50.00 50.00 $486,481.51
ITEMA4 $0.00 $0.00 $0.00 $257,558.49  50.00 §257,558.49
ITEMS $0.00 $0.00 $11,106.27  $63,121.94  $21,014.01  $95,242.23
ITEM7 $0.00 §92,224.24  50.00 50.00 50.00 5§92,224.24

SalesPerson1 Total $0.00 $1,158,678.84 $578,583.51 $1,283,288.84 $21,014.01  $3,041,565.21

=SalesPerson2  ITEM& $0.00 §1,205,733.14 $249,684.22  $538,029.22 $256,933.11 $2,250,379.70
ITEM3 $334,761.93  %0.00 51,060,505.34 $0.00 50.00 51,395,267.26
ITEM1 50.00 50.00 $597,113.39  $352,340.80 50.00 5$949,454.19
ITEM2 50.00 50.00 50.00 $547,448.33  $0.00 §547,448.33
ITEM4 $0.00 $0.00 $481,423.08  50.00 $0.00 $481,423.08
ITEM7 $0.00 $216,089.41  50.00 $81,037.28  50.00 $297,136.68
ITEMS $0.00 $0.00 $94,203.51  50.00 $0.00 §94,203.51

SalesPerson2 Total
Grand Total

$334,761.93  $1,421,832.55 $2,482,929.54 $1,518,855.63 $256,933.11  $6,015,312.76
$334,761.93  $2,580,511.39 $3,061,513.05 $2,802,144.48 $277,947.13 $9,056,877.97




Price rise



|
§ [l +3% Indexation on one single portfolio (1000 SKU)
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111 piscussion
- Do you implement regular price increases?
- How did you do it?

- What challenges did you face?



2.

Trim the tail
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l|ﬂ|ml||] PARETO 1 & 2

The Pareto Curve — Long Tail

208 of customers account 200 of products
for 8044 of sales generate 804 of sales

Sales

Customers Products



§ [l Impact on a 7mio € business
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§ [/l Impact of commercial policy
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111 piscussion

- How do you recognize the long tail in your business?
- What is the reason for the long tail?

- What challenges will you face when trimming the tail?



3.

Shift the mix
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1111 PRODUCT-PRICE MIX

Price 100 120
Quantity 50 10
Cost 60 60
Margin 2000 600
Podut A B
Price 100 120
Quantity 10 50
Cost 60 60

Margin 400 3000



§ [l +10% margin improvement with the right mix

Option Combination
Quan / Sales

OptionString tity orders Total Total ASP IGM%  Quantity
727 174 727 100.0% 2,780 50%p
’@CIS,EEZ, 4. HO1 51 1 1,804 34%%
4rE22rE2 38 3 2,654 49945
AQ4.EZ22 E24,HT1 36 8 3,126 68%
AQ4 EZ2 E24,H12 36 8 3,032 599%
AQB,E24,H12 34 3 1,764 30%:
AQ4 E22,E24, J25,M05 29 1 5,978 71%
.ﬂ«ﬂ4rE22rE2 26 3 3,304 599,
AlB,E22,E24, MOS 24 2 3,364 569%
AD4.E22, HI11 23 4 2,940 7%
AQ4.E21,E22,E24, H11 20 1 3,766 62%
ADe, E24 H12,M05 20 2 4,267 57%
AlB, E24 HZ1 20 1 1,394 18%
ADe, E24,HOZ 20 1 1,300 13%
AlD6 E24 H12 M12 19 2 1,855 33%
ANG EZ24 H12 MO5,M12 17 1 1,762 309
E22rHD1 15 3 1,730 46%
o E24, H12,M12,P01 13 1 . 4,682 599
AQ4 E0S,E24,HO1 13 2 727 1.8% 2,018 41%
AQ4 EO0S E22,E24,H42 13 7 727 1.8% 4 460 57%
AQ4 EO0S, E22,E24,HO1 13 4 727 1.8% 1,811 15%
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111 piscussion

- How relevant is mix in your business?
- How do you determine the optimal mix?

- What is needed to effectively execute the mix?



KEY LEARNINGS



L1111 SUSTAIN THE IMPACT
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Indexation Qw1 Qw2 Impact reviewla Impact review2a Impact reviewlb Impact review2b
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
Planning Capability Target reviews Capability Target reviews
development  Pricing Intelligence development Pricing Intelligence

-
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1111 KEY LEARNINGS

- Keep it simple
« Choose your battles wisely
- Speak the same language

* Your role as a business partner: consult vs audit
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