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Abstract 

The retail apparel industry has been increased tremendously in recent 

days. Due to the competition in the retail stores, the sales of the stores need 

to be increased. The primary objective of this study is to identify and 

differentiate products selling in high and low quantities and values and 

forecast the sales for the first quarter of the next year. The secondary 

objective of this study is to provide recommendations to the company to 

improve the sales. The project focuses on the analysis of the sales of the 

apparel retail store and to increase the sales. The statistical analysis like 

Percentage Analysis, Linear Regression Analysis, Forecasting analysis, 

Advance chart analysis, Z score, Advanced chart analysis using Tableau is 

done in the project. Based on the results, the suggestions are given to the 

company to increase the sales. 

 

Keywords: Sales performance optimization, Regression analysis, 

Forecasting Analysis. 

 

INTRODUCTION  

This study focuses on how to maximize 

the sales in multi brand apparel 

showroom and forecast the sales for 

upcoming period. It also focuses on 

minimizing the inventory by identifying 

the fast and slow moving products 

STATEMENT OF THE PROBLEM 

The company under the study is not 

aware of the products selling in high and 

low quantities and values, so that they 

are maintaining inappropriate stock and 

they could not achieve the targeted sales. 
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OBJECTIVE 

The primary objective of this study is to 

identify and differentiate products 

selling in high and low quantities and 

values and forecast the sales for the first 

quarter of the next year. The secondary 

objective of this study is to provide 

recommendations to the company to 

improve the sales. 

 

SCOPE OF THE STUDY 

This study helps the company to 

differentiate products selling in high and 

low quantities. It helps them to increase 

the sales in terms of quantity and value. 

It helps the company to maintain an 

optimum inventory. 

 

LIMITATIONS OF THE STUDY 

This study states about only the Airport 

branch of retail apparel stores which can 

provide different view on showroom’s at 

different place. 

 

METHODOLOGY 

Type of Research:  

Descriptive Research 

 

Population size:  

Product wise sales data of the year 2017 

in 6 airport stalls of the company 

 

 

Sample Size:  

Product wise sales data of the year 2017 

in 6 airport stalls of the company 

 

Source of Data:  

Secondary data given by the company is 

used for the analysis in this project. 

 

Tools Used:  

Tableau is used in this study for analysis 

and Data Visualization. Linear 

Regression, Forecasting using 

smoothening methods, Advanced Charts, 

Pareto Analysis and Z score tests are 

done in this done 

 

Findings 

Variable Analysis: 

 

Fig 1: Bar Chart showing category of 

products based on Women, Kids and 

Men Apparel - branch wise 
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Fig 2: Bar Chart showing comparison of sales quantity - branch wise 

Fig 1 & 2, show that women apparel products are more in quantity and sales, followed by 

kids and men apparel in all the stores. 

 

 

Fig 3: Line Chart showing month wise sales (%) in all branches 

Fig 3 shows that sales is more during April (10.27% of total sales) and October (9.67 % of 

total sales) which are Holiday months when compared to other months. 

Result: 
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Inference: 

 The p value is 0.49 so the growth 

was not much increased month on 

month, 

 

 The trend line show it was only 

slight growth in the sales for past one 

year data, 

 

 If we have last 3 or 5 year data the 

prediction will be more accurate 

regarding growth or slake of sales. 

Hear we cannot predict that with one 

year data regarding the sales growth.  

 There is also fluctuation between 

months on month sales, 

 

 Holiday month like April (10.27%) 

and October (9.67%) is in top sales 

compare to the other month sales so 

stock should maintain more on this 

month compare to any other months. 

 

 

Fig 4: Map Chart showing sales (%) - branch wise 

Fig4 shows that Hyderabad store stands first in the sales (quantity and values) with 42.70% of 

total sales in all stores. 
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Fig 5:  Area Chart showing profit(%) - Sub category wise 

Fig 5 shows that silk saree is the highest selling product which constitutes 51.93% of the total 

sale of all products.

 

Fig 6: Bar Chart showing range of products - branch wise

L - Low, M - Medium, C - Costly, H - High Costly, D - Display products 

Fig 6 shows that C category products are selling more in the entire all the airport stores 

with a total of 26.90%. 
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Fig 7: Pareto Chart showing Pareto Analysis for products - sub category wise  

 

Fig 7, Pareto Analysis Chart shows that silk saree, fancy saree and girls readymade 

constitutes 80% (approximate) of the total sales in all the stores. 

 

 

Fig 8: Heat Maps showing sales of sub category of products - branch wise 

 

Fig 8, Heat map represent sub-category and branch wise sales show variance by size and 

the colour. 
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Fig 9: Regression Chart showing relationship between Sales value and quantity 

 

Fig 9, Trend line between the Sales value and sales quantity is positively correlated. 

 

Result: 
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Inference: 

 The P value is less than 0.01 so 

there is a strong strength relation 

between sales value and sales 

quantity, 

 

 From this we can clearly 

understand that sales value 

increase by selling large quantity 

of product, 

 

 So the organization should 

concentrate in sell high quantity 

to increase the sales, 

 

 They should increase the product 

in costly range rather than high 

costly and display product 

(costliest) product.  

 

Fig 10: Regression Chart showing relationship between Sales quantity and Sales value 

 

Fig 10, Trend live between sales value and sales quantity is also positively correlated. The 

bubble above the trend line represent the sales quantity is high.   
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Result:

 

 

Inference: 

 From this analysis the sales of women apparel upcoming quarter is + or - 30.79% 

from the past 1 year result, 

 

 Kids apparel upcoming quarter sales is + or - 52.84%, 

 Men apparel upcoming quarter sales is + or -70%, 

 

 The forecasting is predicted under exponential smoothing method seasonal analysis 

cannot be performed due to the data available only for limited period (1 year).   

 

 

Fig 11: Line Chart showing sales forecast for the year 2018 - Month wise - category wise

Fig 11, Forecasting chart shows the predicated sales for upcoming 

quarter.  
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Fig 12: Bar Chart showing z-score for the product sub-category wise 

 

Fig 12, This Z-score bar chart shows the sub-category wise product differenciation.  

 

Result: 

 

 

Inference: 

 From this analysis the sales of 

Hyderabad branch upcoming 

quarter is + or - 27.9% from the 

past 1 year result, 

 Mumbai branch upcoming quarter 

sales is + or - 42.7%, 

 Coimbatore branch upcoming 

quarter sales is + or - 48.6%, 

 Chennai branch upcoming quarter 

sales is + or - 53.2%, 
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 Madurai branch upcoming quarter 

sales is + or - 41.4%, 

 Trichy branch upcoming quarter 

sales is + or - 42.5%, 

 The forecasting is predicted under 

exponential smoothing method 

seasonal analysis cannot be 

performed due to the data available 

only for limited period (1 year).  

 

FINDINGS 

 Through this study we find Silk saree 

is the top selling product when 

compare to the overall products. More 

than 50% of sales is happen only by 

selling Silk saree, 

 

 The women’s garments is selling more 

compare to the kids and men garments 

so the organization need to stock more 

women apparel other than children and 

men 

 

 Holiday month like April (10.27%) 

and October (9.67%) is in top sales 

compare to the other month sales so 

stock should maintain more on this 

month compare to any other months. 

 

 In the range analysis the costly product 

is sell more in all the branch compare 

to low, medium, high costly so we 

identified middle class customer prefer 

this shop more than high class and low 

class so the product should maintain 

according to that. 

 

SCOPE FOR FURTHER STUDY 

 This study states about only the 

Airport branch of apparel retail store 

only in 6 branch it can be down widely 

to get more insights, 

 

 The study is down only for limited 

period it can be improved by using 3 or 

more year data to get more accurate 

result, 

 

 The study involves only limited 

methods for predicting. Comparing 

with more machine learning models 

would confirm result. 

 

CONCLUSION 

 This study identified fast selling 

product and slow selling product for 

the past one year (Jan 2017 – Dec 

2017), 

 

 It differentiate the product based on the 

sales value,  

 

 The advanced chart is used to descried 

the sales for branch, range and sub-

category wise will provide more 
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accuracy to view compare to the 

traditional charts, 

 

 Forecasting, liner regression, and trend 

line is used to provide more inference 

regarding the feature sales and stock 

maintenance, 

 

 This study is down using past one year 

data of all the airport branches belongs 

to The Chennai Silks which triggers 

the study to feature investigation using 

all the other retail shops to analyse 

deeper on product movement. 
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