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Overall Sales Performance Review
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Analysis of Category Sales Structure
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Brand sales influence




mh$H B EHER

LEBmhRNBRE

2024FEHUEER, HEFTOP10RME SIBER IS SHH
#, EhipErEOELSEWVEERARR. RERHSMm
RN R PR RIS,

B~ k% SELERF

TOP10tBRFEFREFBAIEENE, RIRATEWERE)
. MRS SHAWEHEDERRE, EIENS i
3.

mhERHZE SR

T ] X EREmAREIT 5 AL ST RENR, REBEEEE R
e br, EFRAmSEEENCANIEN JEERSHERIXE
e e XU,



FSmEhianEm

1.mhEERERA

SR, 18, NSRBI RN SRE T, E2024F3CREEH IEHHNTAITBIT60%, HLHMWIFE0RL, RNHTHESIAL XEBRLE
WRIEIESHR S, EHEHTIEF AR,

2. Fh<mhENiEiSiE

LUK, SRR, SESRESHNSEIENIURE, MARIRSLKEN15%. HERESNNETHERTSREMAESE, NHHERENTES,
{EtbIHE AR k.



LT
.."..I .
.Iil.. B

04
R anilrl %2

Insight into best-selling products
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Evaluation of the effectiveness of promotional activities
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Risk monitoring and warning
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Store sales performance
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Analysis of Customer Purchasing Behavior
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Payment method preference statistics
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Personal sales performance analysis
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Sales problem diagnosis
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Suggestions for precision marketing strategies
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Supply Chain Optimization and Risk Management
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Strategic Action Roadmap
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Thank you and contact information
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