ProbucT A SeLLS 2.5 TiMes More THAN ProbuCT B.
ProbucT B SeLLS 609, Less THAN ProbucT C. ProbucT C
SoLbd
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UNDERSTANDING THE SALES DYNAMICS BETWEEN DIFFERENT PRODUCTS IS CRUCIAL FOR BUSINESSES AIMING TO OPTIMIZE THEIR
INVENTORY, MARKETING STRATEGIES, AND REVENUE STREAMS. IN THIS ANALYSIS, WE DELVE INTO THE RELATIONSHIPS AMONG
THREE PRODUCTS—PRODUCT A, ProDUCT B, AND PRODUCT C—FOCUSING ON THEIR COMPARATIVE SALES FIGURES.
SPECIFICALLY, WE EXAMINE HOW PRODUCT A’S SALES OUTPERFORM PRODUCT B BY A SIGNIFICANT MARGIN, HOW PrRODUCT B’s
SALES ARE NOTABLY LOWER THAN PRODUCT C’S, AND WHAT THIS IMPLIES FOR OVERALL SALES PERFORMANCE AND STRATEGIC
PLANNING.

DECIPHERING THE SALES RELATIONSHIPS BETWEEN PrRODUCT A, B, AND C

AT THE CORE OF OUR DISCUSSION LIES THE QUANTITATIVE RELATIONSHIP BETWEEN THE SALES OF THESE THREE PRODUCTS. TO
BETTER UNDERSTAND THEIR INTERACTIONS, LET’S FIRST RESTATE THE KEY FIGURES:

- ProbucT A SELLS 2.5 TIMES MORE UNITS THAN PrODUCT B.
- ProbucT B seLLS 609, LESS THAN ProbucT C.

- THE TOTAL UNITS SOLD FOR ProDUCT C IS A KNOWN OR ESTIMABLE FIGURE.

BY ANALYZING THESE RELATIONSHIPS, WE CAN DERIVE THE INDIVIDUAL SALES FIGURES AND UNCOVER INSIGHTS INTO PRODUCT
PERFORMANCE.

CALCULATING ProbucT B AND ProbucT C SALES BASED ON ProDUCT A

SUPPOSE WE DENOTE:

-\(S_A\) AS THE UNITS SOLD OF PrODUCT A.
-\('S_B\) AS THE UNITS SoLD oF ProbucT B.
-\(S_C\) As THE UNITS soLD oF ProbucT C.

GIVEN THE RELATIONSHIPS:

1.\(S_A=25\T™Mes S _B\)
2.\(S_B=40\% \1Mes S_C \) (siNce B seLLS 60% LESS THAN C, MEANING B’S SALES ARE 409% oF C’s SALES).

FroOM THESE, WE CAN EXPRESS:

\[
S B=04\mMes S _C
\]

AND

\l



S A=25\TMesS B=25\1Mes 0.4 \1iMes S C=1.0\1Mes S_C
\]

THIS INDICATES:

\[

\BOXED{

S A=S C
}

\]

Key INSIGHT: THE SALES oF PRODUCT A ARE EQUAL TO THE SALES ofF ProbucT C.
IMPLICATION: IF WE KNOW THE SALES OF PRoODUCT C, WE IMMEDIATELY KNOW THE SALES OF PRODUCT A AND PRODUCT B:

-\(S_A=5S C\)
-\(S_ B=0.4\1mMesS_C\)

EXAMPLE:
IF ProbucT C soLb 10,000 uNITS, THEN:

- ProbucT A soLp 10,000 uniTs.
- ProbucT B soLb 4,000 unNITs.

THIS SIMPLE RELATIONSHIP HELPS IN UNDERSTANDING THE SALES LANDSCAPE AND IDENTIFYING WHICH PRODUCTS ARE DRIVING
REVENUE.

INTERPRETING THE SALES RATIOS AND BUSINESS IMPLICATIONS

UNDERSTANDING THESE RELATIONSHIPS ALLOWS BUSINESSES TO MAKE INFORMED DECISIONS. HERE ARE SOME KEY TAKEAWAYS:

1. ProbucT A AS A MAJORrR REVENUE DRIVER
SINCE ProDUCT A’s SALES MATCH ProDUCT C's SALES, IT INDICATES THAT PRODUCT A IS A SIGNIFICANT CONTRIBUTOR TO
OVERALL REVENUE. STRATEGIES TO FURTHER PROMOTE PRODUCT A MIGHT LEAD TO INCREASED OVERALL SALES.

2. ProbucT B’s LowEer SALES VOLUME
\W1TH ProDUCT B SELLING ONLY 40% of ProbucT C’S UNITS, IT LAGS BEHIND IN TERMS OF VOLUME, POSSIBLY DUE TO
FACTORS SUCH AS:

- LESS CONSUMER DEMAND

- LIMITED MARKETING EFFORTS
- HIGHER PRICE POINTS

- LOWER VISIBILITY

ADDRESSING THESE ISSUES COULD INVOLVE TARGETED MARKETING CAMPAIGNS, PRICING STRATEGIES, OR PRODUCT
IMPROVEMENTS.

3. ProbucT C AS A BENCHMARK
SINCE ProDUCT C's SALES FIGURE SERVES AS A REFERENCE POINT FOR PRODUCT A AND B, UNDERSTANDING ITS PERFORMANCE
BECOMES CRITICAL. [F PRoDUCT C IS A FLAGSHIP PRODUCT, MAINTAINING OR INCREASING ITS SALES SHOULD BE A PRIORITY.



STRATEGIES TO OPTIMIZE SALES BASED ON THE DATA

KNOWING THE RELATIONSHIPS AMONG THESE PRODUCTS ENABLES TAILORED STRATEGIES TO ENHANCE OVERALL PROFITABILITY.

ENHANCING PrRoODUCT B SALES

- MARKETING FOCUS: INCREASE ADVERTISING EFFORTS TARGETING DEMOGRAPHICS THAT FAVOR PRoODUCT B.
- PrICING ADJUSTMENTS: CONSIDER DISCOUNTS OR BUNDLE OFFERS TO BOOST SALES.
- ProbUCT IMPROVEMENTS: GATHER CUSTOMER FEEDBACK TO ENHANCE FEATURES OR QUALITY.

ScALING ProbucT A AND C

- ProbuUCT A: LEVERAGE ITS STRONG PERFORMANCE TO INTRODUCE COMPLEMENTARY PRODUCTS OR CROSS-SELLING.
- ProbucT C: As A BENCHMARK, ENSURE SUPPLY CHAIN EFFICIENCY AND EXPLORE NEW MARKETS TO SUSTAIN OR GROW ITS
SALES.

INVENTORY MANAGEMENT

- ADJUST STOCK LEVELS BASED ON SALES RATIOS TO AVOID OVERSTOCKING LESS PROFITABLE ITEMS.
- Focus oN HIGH-DEMAND PRODUCTS TO OPTIMIZE W AREHOUSE SPACE AND REDUCE COSTS.

ADDITIONAL FACTORS INFLUENCING SALES PERFORMANCE

W/HILE THE QUANTITATIVE RELATIONSHIPS PROVIDE A FOUNDATIONAL UNDERSTANDING, SEVERAL QUALITATIVE FACTORS CAN
FURTHER INFLUENCE THESE SALES FIGURES:

- MARKET TRENDS: CHANGES IN CONSUMER PREFERENCES CAN SHIFT SALES DYNAMICS.

- SEASONALITY: CERTAIN PRODUCTS MAY SELL BETTER DURING SPECIFIC TIMES OF THE YEAR.

- COMPETITOR ACTIONS: PRICING AND PROMOTIONAL STRATEGIES BY COMPETITORS CAN IMPACT SALES RATIOS.
- DisTRIBUTION CHANNELS: EFFECTIVENESS OF SALES CHANNELS CAN ENHANCE OR HINDER PRODUCT REACH.

CoNcLUsION: LEVERAGING SALES DATA FOR STRATEGIC GROWTH

THE INTERCONNECTED SALES FIGURES AMONG PRODUCTS A, B, AND C REVEAL A CLEAR HIERARCHY AND POTENTIAL AREAS FOR
GROWTH. RECOGNIZING THAT PRODUCT A SELLS 2.5 TIMES MORE THAN ProDUCT B AND THAT ProbuCT B seLLs 609 Less
THAN PRODUCT C ALLOWS BUSINESSES TO ALLOCATE RESOURCES MORE EFFECTIVELY, OPTIMIZE INVENTORY LEVELS, AND CRAFT
TARGETED MARKETING CAMPAIGNS.

BY FOCUSING ON THE PERFORMANCE OF ProDUCT C AS A BENCHMARK AND UNDERSTANDING HOW ProDUCT A AND ProDUCT B
RELATE TO IT, COMPANIES CAN IDENTIFY OPPORTUNITIES FOR EXPANSION, IMPROVE UNDERPERFORMING PRODUCTS, AND

ULTIMATELY ENHANCE THEIR BOTTOM LINE.

IN SUMMARY , DETAILED ANALYSIS OF SALES RELATIONSHIPS NOT ONLY PROVIDES CLARITY ON CURRENT PERFORMANCE BUT ALSO
GUIDES STRATEGIC DECISIONS THAT FOSTER SUSTAINABLE GROWTH AND COMPETITIVE ADVANTAGE IN THE MARKETPLACE.

REMEMBER: REGULARLY UPDATING AND ANALYZING SALES DATA IS VITAL. AS MARKET CONDITIONS EVOLVE, SO TOO SHOULD



YOUR STRATEGIES, ENSURING THAT YOUR PRODUCT PORTFOLIO REMAINS ALIGNED WITH CUSTOMER DEMANDS AND BUSINESS
GOALS.

FREQUENTLY ASkeD QUESTIONS

How DOES THE SALES VOLUME OF PRoDUCT A COMPARE To ProbucT B?

ProbucT A SELLS 2.5 TIMES MORE THAN ProbDUCT B.

IF PRODUCT B SELLS A CERTAIN NUMBER OF UNITS, HOW MANY UNITS DOES PropucT C
SELL?P

SiNce ProbucT B seLLs 609% LEss THAN ProbucT C, ProbucT C SELLS APPROXIMATELY 2.5 TIMES THE UNITS OF
ProbucCT B.

GIVEN THE SALES DATA , HOW CAN \WE DETERMINE THE SALES OF ProbucT C?

BY KNOWING PRODUCT B’S SALES, MULTIPLY THAT NUMBER BY APPROXIMATELY 2.5 To FIND ProbuCT C's SALES, SINCE
ProbucT B seLLs 609% Less THAN ProbucT C.

\WHAT IS THE RELATIONSHIP BETWEEN PRoDUCT A’s sALES AND ProbucT C's SALES?

ProDUCT A SELLS 2.5 TIMES MORE THAN PRODUCT B, WHICH SELLS 609% LESS THAN ProDUCT C, SO PRODUCT A SELLS
APPROXIMATELY 2.5 TiMes 409 oF ProbucT C's SALES.

IF PRODUCT A’S SALES ARE KNOWN, HOW CAN WE ESTIMATE PRODUCT B AND
PropucT C’s sALES?

DiviDE PRoODUCT A's SALES BY 2.5 TO ESTIMATE PRODUCT B’S SALES, THEN MULTIPLY PRODUCT B’S SALES BY
APPROXIMATELY 2.5 To ESTIMATE ProDUCT C'S SALES.

ADDITIONAL RESOURCES

ProbucT A SeLLs 2.5 TiMEs More THAN PropbucT B. ProbucT B SeLLs 609% Less THaN PropbucT C. ProbucT C SoLo:
AN IN-DEPTH MARKET ANALYSIS

IN THE DYNAMIC LANDSCAPE OF CONSUMER GOODS, UNDERSTANDING THE RELATIVE PERFORMANCE OF PRODUCTS IS CRUCIAL FOR
BUSINESSES AIMING TO OPTIMIZE THEIR STRATEGIES, IMPROVE MARKET SHARE, AND FORECAST FUTURE SALES. RECENT DATA
REVEALS A COMPELLING NARRATIVE ABOUT THREE PRODUCTS—PRODUCT A, PrRODUCT B, AND ProDUCT C—THAT
UNDERSCORES THE IMPORTANCE OF COMPARATIVE SALES ANALYSIS. SPECIFICALLY, IT IS OBSERVED THAT PRODUCT A SELLS
2.5 TIMES MORE THAN PRODUCT B, WHILE PRODUCT B’S SALES ARE 60% LESS THAN PRODUCT C’S. THIS INTERCONNECTED
RELATIONSHIP PROVIDES INSIGHT INTO MARKET POSITIONING, CUSTOMER PREFERENCES, AND POTENTIAL GROWTH OPPORTUNITIES.
THIS ARTICLE AIMS TO DISSECT THESE RELATIONSHIPS THOROUGHLY , EXPLORING THEIR IMPLICATIONS AND OFFERING STRATEGIC
INSIGHTS BASED ON THE DATA.

UNDERSTANDING THE CORE SALES RELATIONSHIPS



ProbucT A SeLLs 2.5 TiMes More THAN ProbucT B

THE RATIO INDICATING THAT PRODUCT A OUTSELLS PRODUCT B BY A FACTOR OF 2.5 IS A SIGNIFICANT INDICATOR OF MARKET
DOMINANCE OR PREFERENCE. THIS RATIO SUGGESTS THAT, FOR EVERY UNIT SOLD OF PRODUCT B, ProODUCT A MOVES
APPROXIMATELY 2.5 UNITS. THIS DISPARITY CAN ARISE FROM VARIOUS FACTORS, INCLUDING:

- ProbucT DIFFERENTIATION: PRODUCT A MAY HAVE FEATURES, BRANDING, OR QUALITY PERCEIVED AS SUPERIOR.

- MARKET PENETRATION: PRODUCT A MIGHT HAVE BROADER DISTRIBUTION CHANNELS OR TARGETED MARKETING CAMPAIGNS.
- PRICING STRATEGIES: PRICE POINTS CAN INFLUENCE CONSUMER CHOICE, WITH PRODUCT A POSSIBLY OFFERING BETTER
PERCEIVED VALUE.

- CUSTOMER LOYALTY AND BRAND RECOGNITION: STRONG BRANDING EFFORTS CAN TILT CONSUMER PREFERENCE TOWARD
ProbuUCT A.

UNDERSTANDING THIS RATIO HELPS BUSINESSES RECOGNIZE WHERE THEIR STRENGTHS LIE AND IDENTIFY AREAS FOR IMPROVEMENT

OR INVESTMENT. |T ALSO SETS THE STAGE FOR ANALYZING HOW ProDUCT B AND ProbuCT C RELATE TO EACH OTHER, WHICH
IS CRUCIAL FOR COMPREHENSIVE MARKET POSITIONING.

ProbucT B SeLLs 609 Less THAN ProbucT C

THE STATEMENT THAT ProbuUCT B seLLS “609% LEss” THAN ProbucT C INDICATES A SUBSTANTIAL GAP IN SALES VOLUME
OR REVENUE. MATHEMATICALLY, IF WE DENOTE THE SALES OF ProDUCT C AS SC, THEN:

- SALES ofF ProbucT B (SB) = 409%, oF SC
EXPRESSED AS AN EQUATION:
\[S B=04\1Mes S_C\]

THIS RELATIONSHIP TELLS US THAT ProbuUCT C IS NOTABLY MORE POPULAR OR BETTER PERFORMING THAN ProDUCT B. THE
REASONS BEHIND THIS COULD INCLUDE:

- ProbucT FEATURES AND QUALITY: PrRODUCT C MIGHT HAVE HIGHER UTILITY OR APPEAL.

- PrICING AND V ALUE PROPOSITION: POSSIBLY PRICED MORE COMPETITIVELY OR ALIGNED WITH CONSUMER EXPECTATIONS.
- MARKET SEGMENTATION: PRODUCT C COULD TARGET A DIFFERENT OR LARGER DEMOGRAPHIC.

- DISTRIBUTION AND AVAILABILITY: BETTER PRESENCE IN KEY MARKETS.

THIS SIGNIFICANT SALES GAP INVITES QUESTIONS ABOUT THE POSITIONING STRATEGY OF PRODUCT B AND WHETHER EFFORTS
SHOULD BE MADE TO BOOST ITS SALES OR WHETHER IT OCCUPIES A NICHE MARKET SEGMENT.

DERIVING THE ABSOLUTE SALES FIGURES

TO FULLY GRASP THE SALES DYNAMICS, IT IS ESSENTIAL TO ESTABLISH ABSOLUTE FIGURES RATHER THAN JUST RATIOS.
ASSUMING WE KNOW THE SALES VOLUME OR REVENUE FOR ONE OF THE PRODUCTS, WE CAN DERIVE THE OTHERS.

Suppost ProbucT C’s saLes ARE SC = X UNITS OR DOLLARS. THEN:

- ProbucT B's saLes: \(S_B = 0.4 \1iMes X \)
- ProbucT A's sates: \(S_A =25\TiMes S B = 2.5 \1iMes 0.4 \1iMes X = 1.0 \TiMes X \)

THIS CALCULATION REVEALS A REMARKABLE INSIGHT: PRODUCT A’S SALES EQUAL ProbuCT C’s SALES IN THIS HYPOTHETICAL
SCENARIO. THEREFORE, UNDER THE GIVEN RATIOS, THE SALES VOLUMES ARE INTERCONNECTED SUCH THAT:



\[
S A=S.C
\]

THIS EQUIVALENCE SUGGESTS THAT, DESPITE THE DIFFERENCES IN RELATIVE PERFORMANCE, THE ACTUAL SALES FIGURES FOR
ProbucT A AND ProbucT C CouLD BE SIMILAR, DEPENDING ON THE ABSOLUTE VALUES.

Key TAKEAWAYS:
- IF ProbucT C SELLS X UNITS, THEN:
- ProbuCT A ALSO SELLS X UNITS.

- ProbucT B seLLs 409% oF X, or 0.4X UNITS.

- THE RATIOS IMPLY A POSSIBLE MARKET STRUCTURE WHERE PRODUCT A AND ProDUCT C ARE COMPARABLE IN SALES VOLUME,
WITH PRODUCT B LAGGING SIGNIFICANTLY BEHIND.

IMPLICATIONS FOR MARKET STRATEGY

UNDERSTANDING THESE RELATIONSHIPS PROVIDES VALUABLE INSIGHTS FOR STRATEGIC PLANNING.

ProbucT A’s MARKET PosITION

GIVEN THAT PRODUCT A SELLS 2.5 TIMES MORE THAN PRODUCT B AND POTENTIALLY MATCHES PRODUCT C'S SALES VOLUME,
THE FOLLOWING STRATEGIES ARE RECOMMENDED:

- LEVERAGE STRENGTHS: FOCUS MARKETING EFFORTS ON MAINTAINING OR INCREASING PRODUCT A’S SALES DOMINANCE.
- ExpanD CUSTOMER BASE: EXPLORE UNTAPPED SEGMENTS THAT MIGHT PREFER PRODUCT A.
- ENHANCE DIFFERENTIATION: INNOVATE FEATURES OR IMPROVE CUSTOMER EXPERIENCE TO SUSTAIN COMPETITIVE ADVANTAGE.

ADDRESSING PRODUCT B's PERFORMANCE

THE SIGNIFICANT SALES GAP BETWEEN PRODUCT B AND THE OTHER TWO PRODUCTS INDICATES AN OPPORTUNITY FOR GROWTH:

- ReEeVALUATE PRODUCT POSITIONING: IS PRODUCT B TARGETING THE RIGHT DEMOGRAPHIC?

- IMPrOVE ProDUCT FEATURES: CONSIDER ENHANCEMENTS ALIGNED WITH CUSTOMER PREFERENCES.
- PrICING AND PrROMOTIONS: USE DISCOUNTS OR PROMOTIONAL CAMPAIGNS TO BOOST SALES.

- DIsTRIBUTION OPTIMIZATION: EXPAND AVAILABILITY IN HIGH-TRAFFIC CHANNELS.

MAxIMIZING ProbucT C’'s POTENTIAL

SINCE ProbucT C APPEARS TO LEAD IN SALES OVER PRODUCT B AND POSSIBLY ALIGNS WITH PrRODUCT A, STRATEGIES
INCLUDE!:

- MARKET EXPANSION: T AP INTO NEW REGIONS OR CUSTOMER SEGMENTS.
- ProbuCT LINE EXTENSIONS: INTRODUCE VARIANTS OR COMPLEMENTARY PRODUCTS.
- BRAND REINFORCEMENT: STRENGTHEN BRAND LOYALTY AND RECOGNITION.



ANALYZING MARKET SHARE AND REVENUE IMPACT

BEYOND UNITS SOLD, REVENUE FIGURES PROVIDE A MORE COMPREHENSIVE PICTURE. THE RATIOS SUGGEST THAT:

- PrODUCT A’S REVENUE CONTRIBUTION COULD BE SUBSTANTIAL, ESPECIALLY IF PRICING IS COMPETITIVE.
- ProDUCT B'S REVENUE LAGS SIGNIFICANTLY, WARRANTING STRATEGIC INTERVENTIONS.
- ProbucT C MIGHT GENERATE HIGHER REVENUE DUE TO HIGHER SALES VOLUME OR PREMIUM PRICING.

ExAMPLE SCENARIO:
SUPPOSE:

- PropucT C's saLEes rRevenue = $1,000,000
- THEN:

- ProbucT B's revenue = 0.4 \TiMes $1,000,000 = $400,000
- ProbucT A’s revenue = 2.5 \TimMes $400,000 = $1,000,000

THIS EXAMPLE ILLUSTRATES THAT PrRoODUCT A AND ProDUCT C COULD BE EQUALLY SIGNIFICANT REVENUE CONTRIBUTORS,
WITH PRODUCT B TRAILING.

FACTORS INFLUENCING SALES RATIOS

(UNDERSTANDING WHAT DRIVES THESE SALES RELATIONSHIPS IS KEY FOR STRATEGIC DECISION-MAKING. SEVERAL FACTORS CAN
INFLUENCE THESE RATIOS:

- ProbuUCT QUALITY AND FEATURES: HIGHER PERCEIVED VALUE ATTRACTS MORE CONSUMERS.
- PrICING STRATEGIES: COMPETITIVE PRICING CAN BOOST SALES VOLUMES.

- MARKETING AND BRANDING: EFFECTIVE CAMPAIGNS INFLUENCE CONSUMER PREFERENCES.

- DisTRIBUTION CHANNELS: \WIDER AVAILABILITY INCREASES SALES POTENTIAL.

- CUSTOMER LOYALTY AND SATISFACTION: REPEAT PURCHASES SUSTAIN SALES LEVELS.

- MARKET TRENDS: CONSUMER PREFERENCES SHIFT OVER TIME, AFFECTING SALES RATIOS.

BY ANALYZING THESE FACTORS, COMPANIES CAN IDENTIFY LEVERAGE POINTS TO IMPROVE UNDERPERFORMING PRODUCTS OR
REINFORCE SUCCESSFUL ONES.

ConcLusioN AND FUTURE OuTLOOK

THE INTERCONNECTED SALES RELATIONSHIPS AMONG PRODUCT A, PRoDUCT B, AND ProbUCT C REVEAL A NUANCED MARKET
LANDSCAPE. PRODUCT A’S SUPERIOR SALES PERFORMANCE RELATIVE TO PRODUCT B, COUPLED WITH PRODUCT B’S
SIGNIFICANTLY LOWER SALES COMPARED TO PRODUCT C, UNDERSCORES THE IMPORTANCE OF TARGETED STRATEGIES TO
OPTIMIZE EACH PRODUCT’S MARKET POSITION.

KEY INSIGHTS INCLUDE:

- THE POTENTIAL PARITY BETWEEN PRODUCT A AND ProbuCT C IN SALES VOLUME, HIGHLIGHTING THEIR IMPORTANCE IN
OVERALL REVENUE.

- THE OPPORTUNITY TO BOLSTER PRODUCT B THROUGH TARGETED MARKETING, PRODUCT IMPROVEMENTS, OR REPOSITIONING.
- THE NEED FOR ONGOING ANALYSIS OF SALES DATA TO ADAPT STRATEGIES DYNAMICALLY.



LookKING AHEAD, BUSINESSES SHOULD FOCUS ON:

- DATA-DrIVEN DECISION MAKING: CONTINUOUSLY MONITOR SALES RATIOS AND MARKET TRENDS.
- ProODUCT INNOVATION: ENHANCE OFFERINGS TO MEET EVOLVING CUSTOMER NEEDS.

- MARKET EXPANSION: EXPLORE NEW SEGMENTS AND GEOGRAPHIES TO INCREASE SALES.

- COMPETITIVE ANALYSIS: STAY AHEAD OF COMPETITORS INFLUENCING THESE SALES DYNAMICS.

IN AN EVER-COMPETITIVE MARKETPLACE, UNDERSTANDING AND LEVERAGING THESE SALES RELATIONSHIPS CAN BE PIVOTAL IN
SUSTAINING GROWTH, MAXIMIZING PROFITABILITY, AND SECURING A COMPETITIVE EDGE.
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