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ABSTRACT—

This technical document contains the overall spectrum of how a business can be studied and can hence be modified using the basic outputs being present in the
data sets of a business.

We study about the various insights which a business usually gives but are often un noticed either by the technical team or the business owner himself.

This report gives a sample aid to other researches which are also based on the technical aspect of a business

Introduction

We usually notice that small business owners never keep a track record of their daily business details which can be the breaking ice point for many
owners as well but usually if these mistakes or points or data sets are ignored , cause a ever lasting effect on the earnings as well as the potential of
further business growth

Here in this paper , we will come across the real life ( project based) example of Sharma ji Kiryana Store where we will surely notice the major impact
which a business owner can make or break using the tiny and minute but important details

This can lead to a major shift where the businesses can be converted from the reactive approach towards the proactive approach that usually ensures
customer engagement and also improves the stock quality as well as the quality of business usually practiced by the owners

METHODOLOGY

In this sub topic, we will observe that what are the basic terms and insights the data is composed of, also what are the major sets of information which
are available to us from the Sharmaji Kiryana Store

Basic Data sets Collection;

the basic data collection was based out of the data provided in the MS excel workbook which contained the minute as well as the comprehensive data
based out of Sharmaji Stock

The data contains the overall info like, the items, rates, customer visits, reasons, the basic data of customer and the basic relationship of those customers
with Sharma ji

The arrangement of data sets was done manually using the help many excel based functions

The overall data set was categorized in the form of charts and graphs to get the insights from the MS EXCEL data sheet and to know that what are the
basic presence of Sharmaji in the overall market

The data sheet was then used in a much more advanced manner to get the insights
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LOCATION - D-70 , OPPOSITE TULSI APPARTEMENTS , NEAR DELUX SALON

of ing n NDER  AVERAGE TICKET OMER  TIME OF PUI
TOBUYSPECIFICALLY

1 AN MORNING FRIENDLY

2 BUTTER MIDDLECLASS  Becausetheysawit after visiting the salon PAYAL 100 AFTERNOON 10KMAWAY NORMAL

3 MILK UPPERMIDDLE O BUYSPECIFICALLY ARVAN a0 EVENING ZKM AWAY VERYFRIENDLY

4 CHOCOLATES RICHCLASS Becausetheysaw it after visiting the salon  DEEPANSHU 50 MORNING SKMAWRY REGULAR CUSTOMER
L BREAD BAKERY El NO LOWERMIDDLE TOBUY SPECIFICALLY KHURANA 0 AFTERNOON 10KMAWAY FRIENDLY

6 DAHI MILKIES 35 NO MIDDLECLASS  Becausetheysaw it after visiting the salon Lo 200 EVENING ZKM AWAY NORMAL

7 PANEER MILKIES 40 NO UPPERMIDDLE TOBUYSPECIFICALLY ISHA 50 MORNING SKMAWAY VERYFRIENDLY

8 E6GS FROTEWNS 45 YES RICHCLASS Becausetheysaw it aftervisiting the salon ISHTA 100 AFTERNOON 10KMAWAY REGULAR CUSTOMER
e CHIPS SAVERY 50 No LOWERMDDLE O BUYSPECIFICALLY DEEPKA a0 EVENING ZKM AWAY FRIENDLY

bl BUTTER SIDES 5% YES MIDDLECLASS  Becausetheysaw it after visiting the salon PRANIAL 50 MORNING SKMAWAY NORMAL

u MILK BEVERAGES 10 YES UPPERMIDDLE TOBUY SPECIFICALLY RAHUL 0 AFTERNOON 10KMAWAY VERYFRIENDLY
12 CHOCOLATES ~ SWEETS 15 NO RICHCLASS Becausethey saw it after visiting the salon TALLWAR 200 EVENING 2KM AWAY REGULAR CUSTOMER
13 BREAD BAKERY 20 NO 206M  LOWERMIDOLE TOBUYSPECIFICALLY MALK 50 MORNING SKMAWAY FRIENDLY

14 DaHI MILKIES il NO BOGM  MIDDLECLASS  Becausetheysawit ahtervisitingthe salon smu 100 AFTERNOON 10KMAWAY NORMAL

15 PANEER MIKES 30 ES 100GM  UPPERMIDDLE O BUYSPECIFICALLY DHARAYA a0 EVENING ZKM AWAY VERYFRIENDLY
16 E6GS PROTENS 35 NO RICHCLASS Becausethey saw it after visiting the salon SHANYA 50 MORNING L REGULAR CUSTOMER
17 CHIPS SAVERY 40 YES LOWERMIDDLE TOBUY SPECIFICALLY UTTAM 0 AFTERNOON 10KMAWAY FRIENDLY

18 BUTTER SIDES 45 YES MIDDLECLASS  Becausetheysaw it after visiting the salon PIKU 200 EVENING ZKM AWAY NORMAL

19 MILK BEVERAGES 50 NO 170G6M  UPPERMIDDLE TOBUY SPECIFICALLY ASHNA 50 MORNING SKMAWAY VERYFRIENDLY
20 CHOCOLATES ~ SWEETS 55 NO 206M RICHCLASS Becausetheysaw it aftervisiting the salon UIWAL 100 AFTERNOON 10KMAWAY REGULAR CUSTOMER
21 BREAD BAKERY 10 No 60GM  RICHCLASS O BUYSPECIFICALLY PRADEEP a0 EVENING ZKM AWAY FRIENDLY

2 DaHI MILKIES 15 NO 1006M LOWERMDOLE  Becausetheysawit after visiting the salon 1RANU 50 MORNING SKMAWAY NORMAL

n PANEER MILKIES 2 YES 110GM  MIDDLECLASS TOBUY SPECIFICALLY WIKAS 0 AFTERNOON 10KMAWAY VERYFRIENDLY
2 E6GS PROTEWNS 25 NO 1206M  UPPERMIDDLE  Becausetheysawit after visiting the salon om 200 EVENING 2KM AWAY REGULAR CUSTOMER
% CHIFS SAVERY 30 YES 1 RICHCLASS TOBUY SPECIFICALLY KARAN 50 MORNING SKMAWAY FRIENDLY

% BUTTER SIDES 35 YES 170GM LOWERMIDDLE  Becausetheysawit after visiting the salon ROHAN 100 AFTERNOON 10KMAWAY NORMAL

7 MILK BEVERAGES 40 No 206M  MDDLECLASS O BUYSPECIFICALLY RAGHAV a0 EVENING ZKM AWAY VERYFRIENDLY
28 CHOCOLATES SWEETS 45 ] 60GM  UPPERMDDLE  Becausetheysaw it aitervisiting the salon MAM 50 MDRNING SKMAWAY REGULAR CUSTOMER
x BREAD BAKERY 50 NO 36M RICHCLASS TOBUY SPECIFICALLY SIDDIQUE 0 AFTERNOON 10KMAWAY FRIENDLY

30 DAHI MILKIES 55 YES 406M  LOWERMIDDLE  Becausetheysaw it after isiting the salon ALAM 200 EVENING ZKM AWAY NORMAL

<> SHARMAJIKADATA  GENDERCOUNT ~ OFFERSVSITEMS ~ REALTIONVSLOCATION  CUSTOMERVSST, = + i 4

Figure 1; INITIAL STATS AND FORMATED TABLE FOR RESEARCH
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Figure 2; Further studies on the Researched table
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Figure 3 ; Further studies on the Researched table
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Figure 4 ; Further studies on the Researched table
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Figure 5 ; Further studies on the R
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DATA FILTERING USING SQL SOFTWARES

The data was then filtered using sqgl platforms like online SQL compiler and then the data was converted to a readable form which can now be

understood by many easily

« SQL queries for the mentioned top 50 sql based

questions

SELECT COUNT(*) FROM store;

SELECT SUM(AMOUNT) FROM store;

SELECT COUNT(DISTINCT GENERAL_ITEMS) FROM store;
SELECT GENERAL_ITEMS, MAX(AMOUNT) FROM store;

SELECT GENERAL_ITEMS, MIN(AMOUNT) FROM store;

SELECT SUM(AMOUNT) FROM store WHERE CUSTOMER STATUS = 'MIDDLE CLASS';

SELECT COUNT(*) FROM Store WHERE RELATIONSHIP_WITH_THAT_CUSTOMER = ‘FRIENDLY';

SELECT SUM(AMOUNT) FROM store WHERE CUSTOMER_VISITING_REASON LIKE

*%salonk';

SELECT COUNT(DISTINCT GENERAL_ITEMS) FROM store WHERE TYPE = 'MILKTES';

SELECT COUNT(*) FROM Store WHERE TIME_OF_PURCHASE

SELECT COUNT(*) FROM store WHERE TIME OF PURCHASE

SELECT COUNT(*) FROM store WHERE TIME_OF PURCHASE

SELECT NAME, MAX(AVERAGE_TICKET_SIZE_OF CUSTOMER)

= 'MORNING' ;

= "AFTERNOON' ;

= 'EVENING';

FROM store;

SELECT NAME, IN(AVERAGE_TLCKET_SIZE_OF_CUSTOMER) FROM store;

SELECT SUM(AMOUNT) FROM Store WHERE LOCATION_OF_CUSTOMER = '5 K AMAY';

SELECT SUM(AMOUNT) FROM Store WHERE LOCATION OF CUSTOVER = '10 KM AUAY'3

SELECT CUSTOMER_STATUS FROM Store GROUP BY CUSTOMER STATUS ORDER BY COUNT(*) DESC LINIT 1;

SELECT LOCATION OF_CUSTOMER FROW Store GROUP BY LOCATION_OF_CUSTOMER ORDER BY CCUNT(*) DESC LIMIT 1

SELECT AVG(AMOUNT) FROM store;

SELECT COUNT (DISTINCT TYPE) FROW store;

SELECT SUM(AMOUNT) FROM Store WHERE GENERAL ITEMS = 'CHIPS';

SELECT SUM(AMOUNT) FROM store WHERE GENERAL_TTEMS = 'CHOCOLATES';

SELECT GENERAL_ITENS FROW store WHERE TYPE = 'SWEETS' GROUP BY GENERAL ITEMS ORDER BY COUNT(*) DESC LIMIT 1;
SELECT GENERAL_ITENS FROM store WHERE TYPE = "SAVERY' GROUP BY GENCRAL_ITEMS ORDER BY COUNT(*) DESC LEMIT 1;
SELECT COUNT(*) FROM store WHERE GENERAL_ITEMS = “BUTTER';

SELECT COUNT(*) FROM Store WHERE GENERAL ITEMS = 'BREAD';

SELECT SU(APOUNT) FROM Store WHERE CUSTOMER_STATUS = 'UPPER HIDDLE';

SELECT SUN(AIUNT) FROM Store WHERE CUSTOMER_STATUS = 'RICH CLASS '

SELECT COUNT(*) FROM store WHERE TYPE = 'MILKIES'

SELECT TIHE_OF_PURCHASE FROM store GROUP BY TIHE_OF_PURCHASE ORDER BY COUNT(*) DESC LIAIT 1;
SELECT COUNT(*) FROM store WHERE TIME OF PURCHASE = 'EVENING';

SELECT COUIT(*) FROM store WHERE TINE_OF PURCHASE = 'AFTERNOON';

SELECT COUNT(*) FROM Store WHERE TIHE OF PURCHASE = "MORNING'

SELECT DISTINCT LOCATION OF CUSTOHER FROM store;
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DATA TO BE VISUALISED

USING PWER BI
Finally, the data was then converted to the extensive dashboard of POWER BI which can now be read , understood , visualised properly

Desktop Form

Rl BREAD CHOCOLA...
BUTTER

0O [ DASHBOARD FOR SHARMAJI II

Figure 6 ; Figure representing desktop format of Study through POWER BI

Mobile Form

AMOUNT VS ITEMS

) BUTTER CHIPS

4 4 4

CHOCOLATES EGGS
3

Figure 7 ; Figure representing MOBILE format of Study through POWER BI
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RESULTS

The results which are displayed ,contains the end results from various tech softwares and machine aid
SHARMAJI KIRAYANA STORE
EXCEL FILE

BASIC DATA AFTER ANALYSIS;

* THE AVERAGE TICKET OF MIDDLE CLASS STATUS WAS 80 WHICH WAS
50% OF ALLTYPES OF CUSTOMER

¢ CUSTOMERS WHO BOUGHT CHIPS WERE THE MOST FRIENDLY WITH
SHARMAJI

* WHO WERE AT THE SHOP - THE FRIENDLY INDIVIDUALS WERE THERE TO
BUY SPECIFIC PRODUCTS FROM SHARMA JI

e MOST OF THE CUSTOMERS WERE MIDDLE CLASS WHOSE TOTAL SPENT
AMOUNT TO PURCHASE GOODS WERE THE HIGHEST

s THE MAXIMUM REVENUE GENERATED BY SHARMA JI WAS BY SELLING
BUTTER TO HIS CUSTOMERS

¢ BOTHTHE FREQUENCY AND AMOUNT OF SELLING CHOCOLATES WAS
THE MAXIMUM

* PRODUCTS WITH SHARMA JI WHICH HAD LEAST NO. OF DIFFERENT
WEIGHTS AVAILABLE WITH HIM WERE - EGGS AND PANEER

1. Most Frequent Product Category Sold — Chocolates
o Chocolates were the most frequently purchased item, indicating high
demand for sweets among customers.

2. Highest Revenue-Generating Product — Dahi
o Among all items, Dahi (255 per unit) generated the most revenue,
making it the top-selling high-value product.

3. Most Common Customer Category — Middle-Class Customers
o A majority of the customers belonged to the Middle-Class segment,

malina tham tha ardmans rmaniin cantrhitare



International Journal of Research Publication and Reviews, Vol (6), Issue (4), April (2025), Page — 12961-12966 12966

w

Most Common Customer Category — Middle-Class Customers
< A majority of the customers belonged to the Middle-Class segment,
making them the primary revenue contributors.

IS

Peak Shopping Time — Evening
= The highest number of purchases happened in the Evening, suggesting
that most customers prefer shopping later in the day.

v

Most Common Customer Visiting Reason — "To Buy Specifically”
o Alarge number of customers came with a clear purpose to buy specific
products rather than impulse purchases.

o

Most Common Location of Customers — 5 KM Away
o The majority of customers came from locations 5 KM Away, making this
the most active shopping zone.

-

Highest-Spending Customer — Tallwar (3200 Ticket Size)
o The highest single transaction was made by Tallwar, who had the
largest ticket size of T200.

©

Most Frequent Customer Relationship Type — Friendly

o Alarge portion of customers were classified as "Friendly”, showing
strong engagement and loyalty with the store.

9. Discounted Transactions vs. Non-Discounted Transactions — Equal Split
o 15 transactions had applied discounts, while 15 transactions were at full
price, showing that offers were used effectively.

10. Revenue Contribution of "Regular Customers” — %320

+ Regular Customers contributed a significant 320, making them ane of the
most valuable customer segments for Sharma Kiryana Store.

CONCLUSIONS

From the above mentioned report , we can clearly conclude that from now on , Sharmaji and also various other business owners will be able to maintain
a data sheet or a fact sheet , and can get a real insight of how a business can be given its due respect and value.
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