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REPORTING WHAT MATTERS
Sven Aunapu
Director, LifeLine Services
Blue Ridge
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WHAT MATTERS

INVENTORY VALUE AND ASSOCIATED COSTS1.

2. VENDOR PERFORMANCE

LOST SALES3.

4. STOCKING OPPORTUNITIES
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KNOWING YOUR AUDIENCE MATTERS

“Users” or 
“Viewers”

“Historical” or 
“Static”

“Numbers” or 
“Pictures”

Sometimes 
“Less is More”

Be able to 
“Tell the Story”
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KNOWING YOUR AUDIENCE…
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KEY METRIC 
REPORTS

INVENTORY CARRYING COSTS – THE COST OF DOING NOTHING

DAYS TO SELL INVENTORY

INVENTORY VS DEMAND

COST OF LOST SALES – A HISTORICAL VIEW

VENDOR PERFORMANCE

ITEM JUSTIFICATION
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INVENTORY CARRYING COSTSINVENTORY CARRYING COSTS
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AVERAGE DAYS TO SELL INVENTORYAVERAGE DAYS TO SELL INVENTORY
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INVENTORY VS DEMANDINVENTORY VS DEMAND
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COST OF LOST SALESCOST OF LOST SALES
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VENDOR PERFORMANCEVENDOR PERFORMANCE
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ITEM JUSTIFICATIONITEM JUSTIFICATION




