
Describe your classification system.

Criteria for Ranking Top and Bottom Customers:

YTD GP%: gross profit percentage for each customer. Customers with a higher YTD GP%
are considered more profitable and are more likely to be ranked as top customers.

YTD returns %: percentage of products returned by each customer. Customers with a higher
YTD returns % are considered less profitable and are more likely to be ranked as bottom
customers.

Account status: measures the overall status of each customer's account, including factors
such as credit history and account activity. Customers with a good standing status are more
likely to be ranked as top customers. And for customers with a negative account status are
more likely to be ranked as bottom customers.

Payment status: View by analyzing each customer's payment history and whether they
consistently pay their bills on time. Those who regularly pay their bills on time are more likely
to be ranked as top customers, while the ones who frequently make late payments or miss
payments are ranked as bottom customers.



Top 3 customers:
#1 VanaMax
#2 Import Specialist
#3 BP Customs

VanaMax is ranked as the number one customer and has the highest YTD GP% of 25%,
making it a strong candidate for a top customer. The other 2 are with similar status.

Bottom 3 customers:
#1 M& D
#2 M & M
#3 JD Autoleader

M&D, M&M and JD Autoleader are the bottom ranking customers which consists of low
GP%, and overdue payments.

Identify some opportunities for improvement and describe how you can take
advantage of them.

1.Increase GP percentage on higher return shops, enforce stricter return policies, and a
higher restock fee. Establish a wholesale representative to build stronger relationships with
loyal customers and communicate the need for slight GP increases to meet economic
measures.

2.Contracting with a firm to increase local wholesale customers and create an online
presence.

3.Target new wholesale customers with more aggressive and in-line GP numbers.

4.Contact existing bottom GP customers to inform them of slight price increases to move
them to a more reasonable amount over time.

5.Offer point-of-sale material to body shops at no additional cost.

6.Implement  a return limit for high return rate customers and reward low return rate
customers from  the pricing matrix. Focus on building relationships with existing low-volume
accounts and potential new customers like AAAAuto, JD Auto, and Accidents Happen.

7.Certify more body shops under our dealership to increase OEM part orders.

8.Use a pricing matrix based on volume or dollar value to optimize markups.

9.Do frequent shop visits to build relationships and gain business.



10.For bottom GP or high return rate customers, offer less discounts and enforce stricter
return policies. (Train our staff to enforce stricter return policy and offer less discounts to
those who consistently return parts.)

Consider incentive programs, like those employed by airlines, hotels, department
stores, grocery
stores, etc.

1. Advantage rewards program
2. CollisionLink price matching
3. Volume discounts
4. statement credits


