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FINANCIAL PERFORMANCE 
QUARTER 5 QUARTER 6



FINANCIAL PERFORMANCE:  
INCOME STATEMENT

Q6
49% revenue increase from Q5
to Q6
Largest revenue figure of $1.7M

Mountain pop
105% increase in operating
profit

First time earning positive
operating profit



MARKET PERFORMANCE Q5

MARKET SHARE
RECREATION

MOUNTAIN



MARKET PERFORMANCE Q6

MARKET SHARE

RECREATION

MOUNTAIN



MARKETING STRATEGY:  WHERE DID WE LEAVE OFF?
QUARTER 4, YEAR 1

What did we want to improve?

Potentially remove one of our bike designs to

better serve our target market

Improve ad judgment (better ad designs - make the

ads shorter). Use market data and competitors

data to better market our bikes to our target

market

See the competitions advertising and make sure

we are in line with what they are doing, but also

differentiating our decisions based on our models

Going forward we want to spend more on

advertising and make sure that our advertising is in

line with our strategy

AD JUDGEMENT:

BRAND JUDGEMENT:



MARKETING STRATEGY:  WHERE WE WENT NEXT
QUARTER 5, YEAR 2

BRAND JUDGMENT

AD JUDGEMENT



MARKETING STRATEGY:  WHERE ARE NOW
QUARTER 6, YEAR 2

BRAND JUDGMENT

AD JUDGEMENT



MARKETING STRATEGY:  PRICE JUDGEMENT

QUARTER 5

QUARTER 6



HUMAN RESOURCES STRATEGY

Improve workers compensation
and pay rates to increase
productivity (we were WELL
below 70% in worker
productivity)

What did we want to improve?

WHERE DID WE LEAVE OFF?

63.9 SATISFACTION Q3:

Q4: 65.3 SATISFACTION 



HUMAN RESOURCES STRATEGY
WHERE WE WENT NEXT :  Q5 AND Q6 Y2

83.3% Satisfaction
Q5 YEAR 2

84.4% Satisfaction
Q6 YEAR 2

Increased Compensation
Increased Vacation
Increased health benefits
from minimum to
comprehensive package 

Actions we took:



SALES CHANNEL STRATEGY

Increase our sales web support
(hiring new sales reps to run web)

Hire more salespeople 

Hire more web sales people
(double the websales people) 

Invest in expanding to more than
one sales office 

Invest in web productivity

What did we want to improve?

WHERE DID WE LEAVE OFF?

Q4: Web Productivity:



SALES CHANNEL STRATEGY
WHERE WE WENT 

Doubled our store salespeople 
Increased web salespeople from 6 to 8
60% of sales revenue from physical
stores, 40% from web sales 



SALES CHANNEL STRATEGY
WHERE WE WENT 

Added 3 activities to
increase purchase
probability

Additions contributed
to 40% of sales
revenue 



SALES CHANNEL STRATEGY



MANUFACTURING STRATEGY
WHERE DID WE LEAVE OFF?

Q3: Q4:



MANUFACTURING STRATEGY

Keep up with...
operating capacity 
overtime
fixed capacity

What did we want to improve?

WHERE DID WE LEAVE OFF?
Q3:

Q4:



MANUFACTURING STRATEGY:  OPERATING CAPACITY UTILIZATION

QUARTER 5 QUARTER 6
WHERE WE WENT NEXT :  



MANUFACTURING STRATEGY:  NUMBER OF UNITS

QUARTER 5 QUARTER 6

WHERE WE WENT NEXT :  



 F INANCIAL STRATEGY
Q5/Q6:

What did we want to improve?

Problem: left large sums of money in the CoD

consistently losing money

Solution: took $500k out of the CoD and invested

the money into market research and advertising



COMPARING AGAINST BUSINESS PLAN

OUR ORIGINAL MISSION
Our mission is to dominate the market by special iz ing in
smal ler ,  lucrative segments and strategical ly targeting
geographic markets that str ike the perfect balance between
cost and size.  We aim to lead the industry by consistently
offering competit ive prices,  pioneering cutting-edge
technology,  and providing unparal le led high-qual ity service to
our customers.



 DEPARTURES FROM BUSINESS PLAN
Change depending on our situation at the end of each
quarter (f inancial ly ,  market share,  brand and ad
judgement etc.)

Adapt to what the competit ion was doing 

Open in different locations based on further customer
research



SIGNIFICANT EVENTS

In the last quarter we generated over a mil l ion
dol lars in sales,  the f irst t ime for our company! 

Aerof lex is present in al l  world regions.

Aerof lex made some profit .



Strengths

CURRENT SITUATION
Our Mountain Papa advertisement ranks among the top-
rated ads in the mountain segment.

Each of our bikes has received a price judgement score of
100 within their  respective target segment.

WeaknessesWe completed the simulation with the lowest market
share.  

Our Mountain Mama ad has a low ad judgement score.

Our demand distr ibution by channel is 1 ,512 fol lowing
Quarter 6,  putting us behind the competit ion when
compared.  



PREPARATIONS FOR THE FUTURE

STEP 1

Previously, our organization
consistently met the
minimum thresholds

outlined in the balanced
scorecard. Following the

conclusion of quarter 6, we
have initiated a gradual
improvement of these

metrics.

STEP 2

We have successfully
generated over one

million dollars in revenue,
which now provides us
with the opportunity to

implement the necessary
improvements to

enhance our company.

STEP 3

Our sales by channel
have risen by

approximately $375,000
following Quarter 6.

Below are several modifications we've implemented within
our company to position it for future improvement.



It is very important to reevaluate your decisions every quarter in
comparison to your competition. This will help you advance!
Meet with your team IN PERSON! idea generation is best when
everyone is able to collaborate face-to-face in real time.

Learn early on how to interpret all of the numbers that are given to you. This
will help you make decisions in the future 
Lean on your teammates! A lot of this can’t all be done by one person, it’s
definitely a team effort.

LESSONS LEARNED
Olivia Wolf

Kate Marinelli

There isn't a singular correct approach to managing a
business. 
Engaging in collaboration with your team members can
help generate new ideas. 

Jillian Viceglia



Balancing demand with production ensures cost efficiency,
avoids stockouts, and aligns with consumer preferences
Understanding how decisions on one area impact others is
curcial for cohesive and strategic action. 

 

LESSONS LEARNED
Kevin Thornton

Invest in the relationships in the team. Make everyone
feel welcomed and heard.
Nothing is completed in business without money.
You need to make a product people actually want in
order to earn money and grow. 

Allison Cady

Harrison Estey

Every aspect of the business is integrated and
there is a strict order of business 
Collaboration is key and meeting in person
gives the best outcomes



THANK YOU!


