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Introduction
	The focus of the analysis was on the revenue per year, to monitor the annual growth of revenues in Company ‘P’. The overall contribution of regions was also a key objective to determine which regions are doing good, average and worse. The distribution channels were the next merit, to narrow down to the specific hotspots of consumers, be it grocery stores, independent grocers and hypermarkets. 
Having the distributions evaluated, the demand for products based on the type and quantity was assessed, to predict future productions. Additionally, the company's performance was gauged among the competitors as a contributing accessory to the strengths, weaknesses, opportunities, and threats within the market.
Annual Revenue Assessment
	It is indeed recommendable to have an overall positive trend in revenue since 2012. The year 2012 was the worst for the company and the revenue has not been on record for going back to such a point. The following year; 2013 was the best year in business summing double the growth in 2012.
However, there was an exponential decline and incline every two years respectively, until 2017. Meaning in 2014 and 2015, the revenue went down, increased for the next years for the trend to change in 2017. The year 2018, was a drop from 2017, precisely below average, with the company having an increase in 2019.
Conclusively, within the 8 years, only three years achieved above-average revenue, one slightly below average and three years being the worst. The data is summarized and illustrated as follows.
Company ‘P’ Average Revenue = $     1,704,118.30


Line Chart illustration of the Annual Revenue for the Years 2012-2019

Regional Revenue Assessment
 Based on the data analysis, on regional sales, South topped the list with 41.80% of the total revenue, followed by North at 30.39% and lastly West at 27.80%. According to the smart insights presented by Sap Cloud Analytics, the trend was in line with the overall trend of regional revenue by all the companies selling similar products.
Overall Analysis of Revenue by Region for All Companies vs Company P Revenue by Region
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Figure 1 Overall Revenue by All Companies 
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Figure 2 Company 'P' Revenue by Region
 From the comparison above, Company 'P' should meet the average range of sales from the West region recorded from all the companies. Categorically, the insights should serve as a directive towards opportunities or room for improvement within the West region, since Company ‘P’ is below the average revenue.
Distribution Channel Assessment
	The distribution channel as an entity of assessment was an interesting and important area. The channels do illustrate the immediate feedback on what it is like for sales, revenue and consumer-related dynamics on the market. Interestingly, 40.45% percent of all the revenue came from grocery stores, 36.39% from hypermarkets and independent stores accounting for 23.14%. To determine areas of strengths and weaknesses of the distribution channel, it was best to incorporate an extra layer assessment based on region. This means one can evaluate the performance of distribution channel per region, rather than the distribution alone.
Unlike the assessment percentages per distribution channels alone, with regions in play, the data was different. Hypermarkets topped the list within the South region, followed by grocery stores. The North region had more sales coming from grocery stores, followed by hypermarkets. The West region had grocery stores leading, followed by independent stores.
Revenue by Distribution Channel for Company 'P'

Comparing the Revue by Region and Distribution Channel.
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Figure 3 Revenue vs Region and Distribution Channel
	From the summary above, the assessment narrowed to specific areas of improvement. Statistically, hypermarkets from the South Region accounted for 74% above average, meaning the hypermarket sales in the North and West should be looked at, for the revenue to met market expectations. Independent grocers were also subjected to have improvements within the North and South regions.  
Product Preferences in the Market
	The analysis report also focused on the most important element, product. Without products, there is no particular reason to do business or assessments. The assessment was conducted on the performance of each product at the company ‘P’, and comparing the deviations from the performance of the immediate company in the market; company ‘Q’.
	Product
	Company ‘Q’
	Company ‘P’
	Deviation

	500g Nut Muesli
	18.98%
	2.69%
	…..

	1kg Nut Muesli
	13.60%
	25.81%
	….

	500g Original Muesli
	12.82%
	N/A
	…..

	1kg Original Muesli
	29.98%
	19.32%
	….

	500g Raisin Muesli
	3.13%
	N/A
	…..

	1kg Raisin Muesli
	4.29%
	21.01%
	….

	500g Blueberry Muesli
	N/A
	13.54%
	…..

	1kg Blueberry Muesli
	0.78%
	N/A
	….

	500g Strawberry Muesli
	0.71%
	9.62%
	….

	1kg Strawberry Muesli
	15.71%
	2.46%
	….

	500g Mixed Fruit Muesli
	N/A
	5.56%
	….

	1kg Mixed Fruit Muesli
	N/A
	N/A
	…..

	Deviation Key
	Red ….
	Green …...
	Blue ….

	Meaning
	Untapped Product
	Above Competitor
	Competitive



	The data above showed that 8/15 products have untapped potential in the market to secure a competitive ground with company Q. Additionally, there were no competitive products between the two companies, hence raising awareness on the kind of product to invest in the market now and in the future.
Conclusion
	Having evaluated four major areas for the company, it is ethically right to make conclusions out of the statistical findings in every section. The annual revenue growth depends entirely on the rest of the statistics like the product, distribution channels, and regional optimization. With the products, it is best to reinvest in the 8/15 products which have not to be tested in the market. Additionally, the new products are best dedicated to the best distribution channels; hypermarkets in the South and the grocery stores in the North and West. There is also a demand for the company to optimize sales within the independent stores regardless of the region. Considering all the factors at hand, the company 'P' can reach its growth target and surpass its immediate competitor.
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Total	
2012	2013	2014	2015	2016	2017	2018	2019	P  	1136268.0600000003	2691485.6	2349857.8500000006	1271619.0000000002	1344000.4499999995	1863321.6000000003	1319716.5799999998	1656677.2499999998	


Revenue by Distribution Channel for Company 'P'




Total	
Grocery Stores	Hypermarkets	Independent Grocers	0.40451148066166492	0.36393029122738307	0.23155822811095192	
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