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Executive Summary 

Sprocket Central Pty Ltd is in a strong position to grow its business by improving 

how it sells products and connects with customers. This report looks at key sales and 

customer trends to support better business decisions. 

While popular brands like Giant Bicycles bring in good revenue, not all products are 

equally profitable. Most of our loyal customers are between 30-55 years old and 

work in industries such as Manufacturing, Financial Services, and Healthcare. They 

tend to buy regularly and stay engaged with the brand. 

To grow further, Sprocket Central can focus on offering the right mix of products, 

better understanding its best customers, and boosting its presence among high-value 

customer groups. 

Using targeted marketing, smarter customer profiles, and improved seasonal 

planning will help the company keep its customers, improve profit margins, and 

support long-term success. 

 

 

 

 

 

 

 

 

 

 

 

 

 



Table of Contents 

1. Introduction 

2. Trends in Product Performance 

3. Customer Segmentation & Value Analysis 

4. Sales Channel Dynamics 

5. Regional & Industry – Based Opportunities 

6. Strategic Recommendations 

7. Marketing Strategy Proposal 

8. New Customer Profiling 

9. Conclusion 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Introduction 

This report explores important business areas such as customer value, sales 

performance, marketing effectiveness and identifying key customer segments. The 

aim is to provide practical insights that support Sprocket Central’ s goals for growth 

and stronger customer relationships. 

The analysis covers revenue and profit trends, seasonal buying behavior, customer 

groups and regional patterns – offering a solid foundation for making well-informed 

strategic decisions. 

 

Trends in Product Performance 

Key Findings: 

• Giant Bicycles dominate in revenue but underperform in profit margins. 

• Brands like WereA2B, OHM Cycles, and Trek Bicycles show greater profit 

efficiency despite fewer sales. 

• Mountain, Road and Touring product lines show strong seasonality with peaks 

in spring/summer and dips in June and September. 

• Order Cancellations are below 1%, clustered around high-demand products, 

indicating supply chain bottlenecks or inventory limitations. 

Recommendations: 

• Re-evaluate Giant’s pricing strategy and explore promotional alternatives. 

• Shift promotional emphasis toward high-margin brands like WereA2B and 

OHM Cycles. 

• Implement seasonal campaigns and inventory adjustments to address cyclic 

demand dips in June and September. 

• Introduce pre-order systems or waitlists to mitigate cancellations for top-

selling products. 

 

 

 



Customer Segmentation & Value Analysis 

High-Value Customer Segments: 

• Customers aged 30-55 are the core demographic. 

• Mass Market customers generate the bulk of revenue. 

• The top 10 customers contribute significantly with Average Order Values 

(AOVs) between $1.3k-$1.7k. 

• High-Value job titles (e.g., Project Managers, Engineers) align with higher 

AOVs. 

Recommendations: 

• Launch loyalty program for top spenders (e.g., Jillie Fyndon, Jeffry Slowly). 

• Target customer acquisition using job titles with high AOV. 

• Enhance offerings for young adults and families to expand reach across age 

brackets. 

• Maintain focus on the Mass market while crafting premium packages for 

Affluent and High Net Worth customers. 

 

Sales Channel Dynamics 

• Sales are almost equally split between online and offline channels. 

• A small portion (1.8%) remains unclassified indicating a data quality issue. 

• AOV is stable across months with minor dips in November likely due to 

winter. 

Recommendations: 

• Continue balancing investments across both channels. 

• Improve channel attribution data to fine-tune marketing and staffing 

strategies. 

• Replicate the successful tactics used in May to lift AOV during other months. 

 

 



Regional & Industry – Based Opportunities 

Geography: 

• New South Wales is the dominant market (over 50% of revenue). 

• Queensland outperforms its customer share, hinting at high-value 

opportunities. 

Industry Segmentation: 

• Top three industries: Manufacturing (20%), Financial Services (18%), and 

Healthcare (15%) – 53% of known customer base. 

• Industries with higher AOV include Retail, Financial Services, IT and 

Entertainment. 

Recommendations: 

• Double down on New South Wales while exploring efforts in Queensland to 

unlock revenue 

• Target campaigns for Manufacturing, Financial Services, and Healthcare with 

tailored messaging. 

• Prioritize high-AOV industries for future acquisition. 

 

Marketing Strategy Proposal 

• Drive engagement during slow months (June & September) with seasonal 

bundles and loyalty incentives. 

• Launch targeted digital campaigns for top-performing product combos 

customized per wealth segment. 

• Improve data integrity by enhancing customer relationship management and 

tracking systems for channels and professions. 

• Develop customer personas based on job title, industry and Average Order 

Value. 

• Level email marketing and retargeting ads for mid-level professionals 

especially Manager and Engineers. 

• Promote brand trust and reliability around Giant bicycles while highlighting 

value-driven alternatives. 



New Customer Profiling Criteria 

From the new list of 1000 customers, prioritize leads who: 

1. Are aged between 30-55. 

2. Work in Financial Services, Healthcare, Manufacturing, IT, or Retail. 

3. Have job titles such as: 

• Project Manager 

• Information Systems Manager 

• Design Engineer 

• General Manager 

• Assistant Manager 

• Human Resources Manager 

• Programmer 

• Sales Representative 

• Operator 

• Recruiting manager 

• Marketing Manager 

• Media manager 

• Occupational Therapist 

4. Live in New South Wales or Queensland 

5. Belong to the Mass Market or High Net Worth segments 

These customers are most likely to generate high AOV and align with proven 

behavior patterns in the existing database. 

 

 

 

 

 

 

 



Conclusion 

This analysis shows that Sprocket Central’s success depends not just on selling more 

but selling smart. Popular products aren’t always the most profitable, so focusing on 

high-margin items, loyal customers, and the most valuable customer types will be 

important moving forward.  

By using insights from data and placing the customer at the center of its marketing 

efforts, Sprocket can strengthen its position in the market, keep its best customers, 

and reach new high-value ones. With a better understanding of what drives both 

revenue and profit, the company is well-equipped to grow in a more focused and 

effective way. 

 

 

 

 

 

 

 

 


