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Sales Analysis

Successful sales don’t happen by chance
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2 years is 1400
and after 3 Years will be more than 5000










The Vital Link Between
Sales and Marketing

Sustainable business growth

Sales . Revenue
Management Generation
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5 Components of Marketing 5.0

Adapted from MARKETING 50

Perdictive
Marketing

Contextual
Marketing
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(born 1946-1564)

DOMINANT
GENERATION

Gen Alpha

(born after 2010)

Marketing 1.0
Product-Cantnic Marketing
Marketing 2.0
MARKETING Customer-Centric Marketing
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THOUGHT Human-Centric Marketing

Marketing 4.0
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Marketing 5.0
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FIGURE 2.3 The Five Generations and Marketing Evol




DISCOUNT ...

RETAILING

NO FRILLS '

COMMERCIAL
BRAND

FIGURE 3.2 Market Polarization Across Categories
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Marketer Role

Guide
Organization
Through Strategy

To generate the
optimal customer
segment

& positioning

Control

Performance

Revenue

Support

Team to Drive
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Driving Sales Excellence

Establish Sales Targets

1 Align with overall business objectives

Monitor Sales KPIs

2
Track conversion rates, average order value, customer retention
Analyze Sales Data
3
Identify high-performing channels, products, and tactics
Refine Processes
4

Improve team skills and efficiency
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Overcoming Sales Challenges
IN Marketing

1 Aligning Sales and Marketing Messaging

Present a unified brand story to customers by aligning sales
and marketing messaging.

> Bridging the Knowledge Gap

Bridge the gap between technical sales capabilities and
marketing-driven customer insights.

3 Fostering Collaboration to excellence

Optimize the customer experience by fostering collaboration
between siloed sales and marketing teams.



https://gamma.app/?utm_source=made-with-gamma

m) o

Sales /Gnalysis

Successful sales don’t happen by chance
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Customer Lifetime Value (LTV)
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Organization
Effectiveness Framework
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Good sales
may cover bad performance
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Additional analysis

Sales * Regions
 Sales rep
* Products
« Account
* No. of customers

e Cost
* Profit

e Order size
* Missed opportunity
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THE 1-PAGE MARKETING PLAN by ALLAN DIB
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Lifetime Value

Advertising Media

Referrals
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Sales dept.
expenses

E Cash budget

Revenue

Vo

Expenses S Expenses IS
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Sales budget

Administrative Production
exXPenses budget

P&L

Revenue
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Classification
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Cost analysis

- Y
Original

Budget 3

oy

2nd Quarter
Revision

3rd Quarter
Revision

4th Quarter
Revision

Compensation expenses
Salaries
Commissions
Bonuses
Total
Travel expenses
Lodging
Food
Transportation
Miscellaneous
Total
Administrative expenses
Recruiting
Training
Meetings
Sales offices
Total




The ultimate purpose of budget is to generate sales ©
lowest budget to achieve the goals

O Compensation Costs Training Costs
O Actual  Budgeted Actual  Budgeted

Cost Cost Variance  Cost Cost  Variance

Region1 $3,660,000 $3,600,000  +960,000  $985,000 $1,030,000  -$45,000
Region2 $3,500,000  §3,700,000 -$200,000 $2,110,000 $2,040,000  +§70,000
Region3  $3,150,000 $3,400,000 -$250,000  $830,000 $1,060,000 -$230,000
Region4 $4,200,000 $3,900,000 +$300,000  $2,340,000




Profit analysis

Full Cost Approach Contribution Approach
Sales Sales
Minus:  Cost of goods sold Minus:  Cost of goods sold
Gross margin Gross margin
Minus:  Direct selling expenses Minus:  Direct selling expenses
Minus:  Allocated portion of shared expenses Profit contribution

Net profit




Profitability Analysis

For district

Full Cost
Approach Contribution Approach

Region District 1  District 2  District 3
Sales $300,000,000 $180,000,000 $70,000,000 $50,000,000
Cost of goods sold $255,000,000 $168,500,000 $58,500,000 $28,000,000
Gross margin $45,000,000 $11,500,000  $11,500,000 $22,000,000
District selling expenses $11,000,000 $5,000,000  $3,500,000  $2,500,000
Region direct selling expenses $10,000,000 — — —
Profit contribution $24,000,000 $6,500,000 $8,000,000  $19,500,000
Allocated portion of shared

zone costs £16,000,000

Net profit $8,000,000 % RO ‘




Analyze

District 1 District 2  |District 3  District 4
Sales $20,000,000 $24,000,000 $20,000,000 $24,000,000
Selling expenses $2.000,000 $2,400,000 $3,000,000 $3,000,000
Sales calls 9,000 7,500 8,500 10,000
Proposals 220 180 260 270
Number of salespeople 20 30 20 30
Sales/salesperson $1,000,000 $800,000 $1,000,000 $800,000
Expenses/salesperson $100,000 80,000 $150,000 $100,000
Calls/salesperson 450 250 425 333
Proposals/salesperson L SN 6 13 .




Sales Data
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success snapshot
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success snapshot
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success snapshot
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Success Snapshot

Between [1 nov ] and [29 nov ], we achieved the following:
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Success Snapshot

Between [1 nov ] and [29 nov ], we achieved the following:
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Success Snapshot

Between [2 nov ] and [29 nov ], we achieved the following: ”""‘ Hpay

819,755

_’_/\/\/\/—\/\

P.a1®

R @) adiadl dzso Slia i Lol 5 A1 ok 1 Chaial e D
-l ‘?0 IS & B Hot: ;




Instagram Performance
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Instagram Performance
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Success Snapshot

Between [2 nov ] and [29 nov ], we achieved the following:
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Instagram Performance
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Instagram Performance
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Data tracking
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World War z

1stto know
1stto Act







Thanks!

Dr. Mohammad Said

International

1

Marketing Club
Sharpen Your Skills




	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7:  إنت المهم 
	Slide 8: %1
	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: Sales = ??
	Slide 25
	Slide 26: Good sales  may cover bad performance 
	Slide 27
	Slide 28
	Slide 29
	Slide 30: Juran Diagram 
	Slide 31: how to implement   20/80
	Slide 32
	Slide 33: 20/80  4/64
	Slide 34
	Slide 35
	Slide 36
	Slide 37: Cost analysis
	Slide 38: The ultimate purpose of budget is to generate sales lowest budget to achieve the goals  
	Slide 39: Profit analysis 
	Slide 40: Profitability Analysis 
	Slide 41: Analyze 
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46
	Slide 47
	Slide 48
	Slide 49
	Slide 50
	Slide 51
	Slide 52
	Slide 53
	Slide 54
	Slide 55
	Slide 56
	Slide 57
	Slide 58
	Slide 59
	Slide 60
	Slide 61
	Slide 62
	Slide 63
	Slide 64
	Slide 65
	Slide 66
	Slide 67
	Slide 68
	Slide 69
	Slide 70:    World War z   10th man   1st to know   1st to Act 
	Slide 71: Automation of the world 
	Slide 72

