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 Welcome & Introduction
« Akkodis Academy presents:
« Boosting productivity with Microsoft Copilot
« Learn the art of prompting
* Practical use cases for SMBs
* Finance
« Marketing
- Sales
 Human Resources
« Operations
« Transforming your business with Copilot + Agents
« Making Copilot work for you
* Questions & Answers
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Copilot is the Ul for Al

Copilot Agents
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Microsoft 365 Copilot

Your Al assistant for %_

Single chat destination 1 Microsoft 365 4 Microsoft 1 Copilot

for web and work Apps Graph Studio

Enterprise-grade security, privacy, and compliance
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[
Recap a meeting * Tell me about a topic/project ﬁ
© Draft an email with notes and action © Tell me what's new about topic
items from meeting organized by emails, chats, and files?
W, g _/
Summarize an email thread li Give me some ideas for ... 9

© Click on the Summarize icon © Suggest 10 compelling taglines

based on file
y \ y
Draft an email [i Help me write...
© Draft an email to [name] that informs H oW Can COp'IOt hel p © Generate three ways to say [x]
them that Project X is delayed two .
weeks. Make it short and casual in tone. you W|th you r woO rk?

s 4 \ y
Summarize a document '..' What did they say ... g
© Give me a bulleted list of key points © What did person say about topic

from file




Knowledge is Power

* The value of grounding Al in your data
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* What is the plot of Back to the Future? smsm
* Who is Marty McFly? W W
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We secure your data at rest and in
transit

Your control your data

Your data is not used to train or enrich
foundation models

13/06/2025

You're protected against Al security
and copyright risks

NKLODIiS

g
Microsoft 365

Copilot is built
on trust

© Akkodis Slide 9



* Learn the Art of Prompting

* The most important business skill for working with Al




1. Tell Copilot what you need ~

Prompts Learn about projects and concepts:
"What is [Project X] and who are the key stakeholders working on it?"

Edit text:

summarizing, editing, or
9 9 "Check this product launch rationale for inconsistencies."

transforming.

Transform documents:
"Transform this FAQ doc into a 10-slide onboarding guide."

Summarize information:
"Write a session abstract of this [presentation].”

Create engaging content:
"Create a value proposition for [Product X]."

Catch-up on missed items:
"Provide a summary of the updates and action items on [Project X]."




2. Include the right prompt ingredients

Context Source Expectations

key elements What Why do Which How should
response do you need it information Copilot
you want and who is sources or respond
from involved? samples to best meet
Copilot? should Copilot your
use? expectations?




2. Include the right prompt ingredients ~
( Goal ) ( Context )

What response do you want from Why do you need it and who
Copilot? is involved?

Generate 3-5 bullet points to prepare me for a
meeting with Client X to discuss their “Phase 3+"
brand campaign. Focus on Email and Teams chats
since June. Please use simple language so | can get
up to speed quickly.

key elements

Which information sources or samples How should Copilot respopd
should Copilot use? to best meet your expectations?
( Source ) Expectations
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GCSE in practice
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Example of GCSE framework

Let's try the following two prompts using Copilot in Word and
compare the responses.

* Prompt 1: Write a blog post about sustainable practices
in agriculture.

* Prompt 2: Craft a 1500-word blog post for a general
audience interested in sustainability, focusing on the
significance and benefits of sustainable agricultural

ractices like orﬁanic farming and agroforestr¥.
nclude real-world examples, innovative techno Q%ies,
and insights from reputable sources. Conclude with a
reflection on the importance of these practices and a
call for collective efforts to embrace them

C Goal ) ( Context ) ( Source ) Expectations
- T T T T T T haEHNBBBEB”BBBBBEBEEBDGSEESBSEESE™SBEBGBGBGBGBGEBEBEREREREERSSGSSSSSSSSSS
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Keep iterating to improve your prompts

You are an HR Manager who needs to prep for an upcoming Candidate hiring interview for a new position
within the IT department for an Al Engineer. Create a prompt that will help you prepare for the interview.

< (Coemer ) <

Help me prepare I'm an HR Manager who I'm an HR Manager who needs to prepare
for an upcoming needs to prepare for a for a candidate interview for our new Al
candidate interview candidate interview for our Engineer role in IT. Please review the
for a new Al new Al Engineer role in IT. candidate’s resume here: /[resume file] and
Engineer role in our Please prepare a list of the position detail here: /[position doc] and
IT department by appropriate questions for the provide me a comprehensive list of
creating a list of candidate, so that | looked questions that | can use to determine the
questions prepared during the interview candidate’s fit against the position

Goal Context Source Expectations



Expand the purpose of the prompt




3. Ask yourself these questions when prompting ~

e
: i n | exten

impactful Why am | Wha.t will | do Ca nle te d.
using this with the Copilot’'s remit

prompt? output of this to save more

. What is the context prompt? time

entire for this task. Am | going to send it Can | ask Copilot to

on to someone else? do a bigger task to
Transformitinto a automate more work?

different format?
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Example — extending the prompt’s purpose

We're all familiar with creating a list of actions in Teams meetings but why are you
doing this? If it is to send to Someone else then why not get Copilot to write the
email for you. It saves you time and improves the quality of your meeting follow

up.

. Pnnn€t7:Recap the /Contoso and Fabrikam Sustainability meeting
creating a table for action items, owners and due dates.

* Prompt 2: Write a follow up e-mail to the attendees of the /Contoso
and Fabrikam Sustainability meetin% with a table showinﬁ
decisions made, another showing actions and owners and lastly a
list of considerations for the next meeting

C Goal ) ( Context ) ( Source ) Expectations




Q  Search (Ctrl+Alt+E)

() New chat

 Copilot

For Microsoft 365

) Decode acronyms 77 Help me write Prep for that meeting

What does [LLM] stand for? Write an email to my team about Help me prepare for meeting
our top priorities for next quarter
from file

7. Boost your knowledge 77 Generate ideas 0) Stay on top

Help me learn about [topic] . List ideas for a fun remote team What do | have [Monday at 3 pm] ?
building event

View prompts

Use / to insert people, files and more

(® Add people, files, and more for better results

0/2000
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Keep it conversational




Following up

4. Keep the conversation going

Generating content ideas
Lead with broader requests, then give
specific details about the content.

Enabling insightful

meetings

Request a meeting recap, then ask for
more information about what you should
know.

Storytelling assistance
Ask Copilot to write a story, then guide it
by giving more specific, relevant details.

Gaining insights

Ask for a summary of a specific file, then
ask relevant questions to gain deeper
insights.

Translating languages

Ask Copilot to translate a sentence to one
of the supported languages, then ask for
more context or a regional dialect.

Solving technical problems

Present a technical problem, then narrow
it down, or ask for step-by-step guidance.




* Practical use cases for
SMBs

* Finance

* Marketing

* Sales

* Human Resources
* Operations




Increase revenue

‘ Optimize costs ‘

Help employees thrive

¢ 4
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Sales

Customer self-
service

Lead generation

Customer engagement

Negotiations &
closing

Post-sale follow-up
& upsell

Sales analysis
& forecasting

Marketing

Customer insights
& strategy

Demand generation

Content creation

Campaign execution

Predictive analysis

Personalization

Sales enablement &
recommendation

Finance

Quote to cash

Record to report

Tax & treasury

Planning & analysis

Risk management &
compliance

Procure to pay

Customer
service

Self-help

Support assignment

Issue diagnosis

Problem
resolution

Continuous
improvement

nbn-COMMERCIAL

Legal

Regulatory &

compliance management

Contracting

Risk management

Litigation

Consultation

Intellectual property

Advisory services

HR

Employee
engagement

Recruiting

HR admin &
payroll

Compensation
& benefits

Learning &
development

Talent
management

HR strategy &
planning

Data management

Software management &

acquisition

Device refresh

IT operations

Network operations

Information security

Change management &

user adoption






a AugcSave . fi?‘r" B . Y v accenture-2024-economac-and-sooat-impact-wesght-report o Aublic* + Sawed v £ Search a - o x

File Home Insert Draw Design Layout References Malings Review View Developer Help Acrobat  Shape Format £ Editing ~
] . - .= - “—_ —_ — [F— I OFnd ~ m NS 100
r Cay |15 ~ Aavy B STy == [ > o o
L[] e £ Ei L et i 3 = =210 | AaBOCCD | ABBOCCDd  AoBblcDcl AaBbCeDd AaBbCcD AaBbCeD AsBbCclx AaB AaBbCcD AsBbCel | % Replace o, g — =L
Past 4 . 2 A = = = 4= I : A . % t: : ~ : RGN Creste Ductat Sertivty  Ad-ins Editar Copilot
wae & Format ointes B I U~ xx A Z2-A- EIE=Z=EE- &-D-~ | TNormal |TNoSpsc. Headm! Headmg2 Headng3 Headingd  Headng 5 e Subtitle  SuoteEm. | [ p - POE s el
Cipboard ~ Font ~ Paragraph N Syles P Edting Adobe Aoobat Vosce Senstrty Add-ns ~
T Copilot Summary 0 v = Copilot v X

L/ ] Copilot
i everyday A

| compamon

/ Understand

Summarize this doc

The economic and
social impact of

[ Create an image

Generate an image of [description

) Understand quickly

investment in the & o e Y e e
nbn network R i e ! S P

How can | more condisely describe [time
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The report examines the economic and social impacts of the nbn network in Australia
highlighting significant benefits in productivity, employment. and wellbeing.

¢ Economic Impact: The nbn network has enabled $122 billion in GDP productivity
benefits from 2012 to 2022, contributing to 0.14% annwal multifactor productivity
growth, which is nearly one quarter of all MFP growth during this period. 1

= Job Creation: Between 2012 and 2022, the nbn network supported 169,000 additional
jobs, with 107,000 of these held by women. An additional 113,000 jobs are expeacted to
be created by 2030, 2 3

o Business Support: The nbn network supported the creation of 87,000 additional

businesses between 2012 and 2022, with a further 55,000 businesses expected to be

supported by 2030, ¢ S

Equalizing Economic Opportunity: Remote communities experienced up to 16 times

the productivity benefit compared to major citles, and the most disadvantaged

communities saw 5 times the productivity benefit compared to more advantaged areas,

6 7

* Improved Wellbeing: 3 in 4 nbn users reported that having the nbn network at home

positively impacted thelr Me satsfaction in the last year, with fewer than 1% reporting a

negative impact. 8 ¢

Positive Employment Outcomes: 77% of nbn users who worked from home or used

internet-enabled job search platforms reported positive impacts on their employment

outcomes. 0 1

Educational Benefits: 82% of nbn users who engaged in education from home reported

positive impacts on their educational outcomes. 1 13

Health and Environmental Benefits: 77% of nbn users who accessed telehealth services

reported positive health outcomes, and 85% felt the nbn network helped reduce their

emissions, ¥ 15
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 Compare these prompts

* Summarise this doc * Create areading guide for this report before | get started. Give
me a two-sentence summary, and then a few bullet points
about the most important arguments and supporting
evidence. Then give me a list of key assumptions the author
makes but doesn't address.

13/06/2025 © Akkodis Slide 33
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9 COp!'M al-ganacatad contert =3y be neomect
Sure, Lisal Here's a reading guide for the report;

Two-Sentence Summary: The report examines the economic and social impacts of the nbn network in Australia, highlighting significant
benefits in productivity, employment, and wellbeing. It quantifies the positive effacts of increased broadband speeds on GDP, job
creation, business support. and averall life satisfaction for nbn users 1

Most Important Arguments and Supporting Evidence:

Economic Impact: The nbn network has enabled $122 billion in GDP productivity benefits from 2012 to 2022, contributing to 0.14%
annual multifactor productivity growth, which & nearly one quarter of all MFP growth during this perod 1 .

Job Creation: Between 2012 and 2022, the nbn netwaork supported 169,000 additional jobs, with 101,000 of these held by women
An additional 113,000 jobs are expected to be created by 2030 1 .

Business Support: The nbn network supported the creation of 87,000 additional businesses between 2012 and 2022, with a further
55,000 businesses expected to be supported by 2030 1 .

Equalizing Economic Opportunity: Remote communities expenenced up to 16 times the productivity benefit compared to major
aities, and the most disadvantaged communities saw 5 times the productivity benefit compared to mare advantaged areas 1.
Improved Wellbeing: 3 in 4 nbn users reported that hawing the nbn network at home positively impacted their life satisfaction in
the last year, with fewer than 1% reporting a negative impact 1 .

Positive Employment Qutcomes: 77% of nbn users who worked from home or used internet-enabled job search platforms reported
positive impacts on their employment outcomes 1 .

Educational Benefits: 82% of nbn users who engaged in education from home reported positive impacts on their educational
outcomes ! |

Health and Environmental Benefits: 77% of nbn users who accessed telehealth services reported positive health outcomes, and
85% felt the nba network helped reduce their emissions 1 .

Key Assumptions the Author Makes but Doesn't Address:

The report assumes that the positive impacts of the nbn network on GDP, employment, and business creation will continue at the
same rate in the future without considering potential economic downturns or technological disruptions 1.

It assumes that the benefits of increased broadband speeds are uniformiy distributed across different regions and demographics,
without addressing potential disparities in access and usage ! .

The report does not account for the impact of alternative technologies, such as mobile networks, on the observed economic and

social benefits 1 .

It assumes that the survey responses from nbn users accurately reflact the broader population’s experiences and outcomes 1

| hope this guide helps you get started with the report! If you have any more questions or need further assistance, feel free to ask.

This document is intended fo

Tert rechctions: On - BB B9 Accesubity: Unovatable

Ask me anyth

Can you peovide more details on the economic impsct? What are the potential tachnalogical disruptions mentaned? C

q about this document
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Finance hai

Microsoft 365 Copilot use cases and ideas for finance professionals

Draft an email to your insurance company using Microsoft 365 Copilot in Outlook

Analyse a financial spreadsheet using Microsoft 365 Copilot in Excel

Create a financial analysis report using Microsoft 365 Copilot in Word

Summarize financial results using Microsoft 365 Copilot in Word

13/06/2025 © Akkodis Slide 35
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h‘l Marketing Campaign Analysis e g R ETSCS
) . i *  Focuson Digital Marketing: Ghven the impressive RO and revenue generated by digital
Eabrikam Q1 Marketing Campaign Data markating campaigns, allocate more budget towards similar campaigns in future quarters.
& Optimize Underperforming Campalgns: Review and analyze the underpeformance of high-
EX‘EC uthl"e su mma W budget campaigns such as "'.rarga:tal:l_- Group 1" to identify areas rFrr imprmfamant.
= Levarage Successful Strategies: Replicate and expand the strategies used in successful
Tha Q1 marketing cempaigns for Fabrikam hewe showcased a diverse range of strategies, including campalgns Lke "Feb emall - West" to maximize engagement and revenue.
digital marketing, brand marketing, and customer experience initiatives. The analysis of these # Balanced Budget Allocation: Ensure a more balanced budgat allocation across differant
campalgns reveals significant insights into thedr performance, budget allocation, and returm on campalgn types 1o diversity risk and capitalize on varying strengiths,
invastmant (ROI). Key findings include the highest ROI achieved by digital marketing campaigns and
the substantial revenue generated by specific campaigns such as the "Feb amail - West."
Data Analysis
Campaign Performance Overview
» Highest ROI: The digital marketing campaign *Feb email - West® dalivered the highesat AO| at
F168.40%, with a budget of 5500 and revenue of $16,342,
*  Revenue Generation: The top three revenue-generating campaigns were "Feb emall - West”
($16,342), “Billboards small” ($13,435), and “Feb email - Morth® ($12,423).
& Engaged Users: The "Product review 367 campaign targated 35,000 users and engaged
5,418, achieving an RO of 106.40%.
=  Budget Allocation: The *Targeted - Group 1" campaign had the highest budget at 5,800 but
resulied in the lowest RO at -97.66%,
Ave rage ROI b'_'.l' Ca mpaign Type
*  Digital Marketing: 1418.07%
+  Brand Marketing: 935.28%
*  Custormner Experience; 338.93%
Total Revenue by Campaign Type
*  Digital Marketing: $45,962
+  Brand Marketing: $19,067
*  Custormner Experience; $1 2,424
Budget by Launch Date
+  Top Budget Campaigns: "Targeted - Group 17 ($3,800), "Billboard: 1af # fmithe Diectce o F.. ai-generaied comtent may beincorrect ¢ 59
“Product review 3x* ($2,750). '
* Lowest Budget Campaigns: "Feb amail - Morth," "Fab email - Sow - r
each at£500. AT For example, "Make it formal
i, A w
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Q1 Marketing Campaign Analysis Recommendations
) . B o +  Foouson Digital Marketing: Given the impressive RO and revenue generated by digital
Eahrikam Q1 Marketing Campaign Data  wite s romp campaigns, allocate more budget towards similar campaigna in futura quarters.
T Underperfarming Campalgns: Review and analyze the underperormance el high-
; F Ao Rewrite i h &5 "Targetad - Group 1" to identi for i nt.
Eﬁecutwesummaw mpaigns such as . rgate : p 1" to identify arsas : mmm
O visualize a5 & Table Successful Strategias: Replicate and expand the strategies used in succassful
The 31 markating cempaigns for Fabrikam hewve showcased a diverse range of strategies, including % Like "Felb emall - West™ to maximize engagement and revanue,
digital marketing, brand marketing, and customer experience initiatives. The analysis of these + Balanced Budget Allocation: Ensure a more balanced budget allocation across differant
campalgns reveals significant insights into thedr performance, budget allocation, and returm on campalgn types to diversity risk and capitalize on varying strengths,
invastmant (ROI). Key findings include the highest ROI achieved by digital marketing campaigns and
the substantial revenue generated by specific campaigns such as the "Fab amail - West."
Data Analysis
Campaign Performance Overview
*= Highest ROI: The digital marketing campaign *Feb email - West® dalivered the highest ROI at
3168.40%, with a budget of 5300 and revenus of 16,342,
*  Revenue Generation: The top three revenue-generating campaigns were "Feb emall - West”
($16,342), "Billboards small” ($13,435), and “Feb email - Morth® ($12,423).
«  Engaged Users: The "Product review 307 campaign targeted 35,000 users and engaged
5,418, achieving gn RO of 106.40%.
= Budget Allocation: The *Targeted - Group 1" campaign had the highest budget at £5,800 but
resiited in the lowe st RO at -97.66%,
Ave rage ROI h'}.l' Campaign T},rpe
*  Digital Marketing: 1418,07%
+  Brand Marketing: 935.28%
«  Customer Experience; 336,93%
Total Revenue b'}.l' Cam paign T'_n,rpe
*  [Digital Marketing: $45,962
*  Brand Marketing: $19,067
+  Custermner Experlence: $12,424
Budget h}l' Launch Date
+  Top Budge! Campaigns: "Targeted - Group 17 ($3,500), "Billkoards large” (34,500), and
fProduct reviese 3t 1R TEAG
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Q1 Marketing Campaign Analysis Recommendations

) . ) +  Focuson Digital Marketing: Given the impressive RO and revenue generated by digital
Eabrikam Q1 Marketing Campaign Data markating campaigns, allocate more budget towards similar campaigns in future quarters.
+«  Opnimize Underperforming Campalgns: Review and analyze the underpeformance of high-
budget campaigns such as "Targetad - Group 17 to identify areas for improvement.

Executive Summary _ . ) )
= Leverage Successful Strategies: Replicate and expand the strategies used in successful
Tha Q1 marketing campaigns for Fabrikam hewe showcased a diverse range of strategies, including campalgns Lke "Feb emall - West" to maximize engagement and revenue.
digital marketing, brand marketing, and customer experience initiatives. The analysis of these = Balanced Budget Allocation: Ensure a more balanced budget allocation across differant
campalgns reveals significant insights into their performance, budget allocation, amd retunn on ) campalgn types to diversily risk and capitallze on varying strengths,
invastmant (ROI). Key findings include the highest ROI achieved by digital marketing campaigns and +
the substantial revenue generated by specific campaigns such as the "Feb email - West” F"“”’ Area Details
Focus on Digital Marketing Allocate more budget towards sirmilar
campaigns in future quarters due to impreesive
Data Anal‘ys|s ROl and revanue.
Optimize Underperfarming Campalgns Review and analyze "Targeted - Group 1" to
. . identify areas for improvemant.
Campalgn Performance Overview Leverage Successiul Strategles Replicate and expand strategies used in
+  Highest ROI: The digital marketing campaign *Feb email - West® dalivered the highast ROI at successful campaigne like *Feb email - West®.
316E.40%, with a budget of $500 and revenue of $16,342, Balanced Budget Allocation Ensure 8 more balanced budget allocation
+  Revenue Generation: The top three revenue-generating campaigns were "Feb email - West” across different campalgn types.
($16,342), "Billboards small” ($13,435), and “Feb email - Morth® ($12,423).
«  Engaged Users: The "Product review 3" campalgn targeted 35,000 users and engaged
5,418, achieving an RO of 106.40%.
= Budget Allocation: The *Targeted - Group 1" campaign had the highest budget at 5,800 but
resulied in the lowest RO at -97.66%,
Average ROl by Campaign Type
*  Digital Marketing: 1418,07%
+  Brand Marketing: 335.28%
*«  Customer Experience; 336,93%
Total Revenue by Campaign Type
*  Digital Marketing: $45,962
*  Brand Marketing: $19,067
+  Custermner Experlence: $12,424
1afi Wisualize as a tabie &l-generaled content may be incorrect. ¢ P
Eudget h'_',.l' Launch Date 7
*  Top Budget Campaigns: “Targeted - Group 17 (§5,800}, "Billboard: © )| @ || ror example. Remove the row shout.
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Q1 Marketing Campaign Analysis

Eabrikam Q1 Marketing Campaign Data

Executive Summary

The 1 marketing campalgns for Fabilkam have showcased a diverse range of strategles, including
digital marketing, brand markaeting, and customar exparianca initiatives. The analysis of thasa
campaigns reveals significant insights into their parformance, budgat allocation, end return on
investment (ROI). Key indings include the highest ROl achieved by digital marketing campalgns and
the substantial revenue generated by specific campalgns such as the "Feb email - West.”

Data Analysis

Campaign Performance Overview

Highest ROI: The digital marketing campaign “Feb email - West™ delivered the highest RO at
3166.40%, with & budget of $500 and revenue of §16,342.

Revenua Generation: The top three revenue-generating cempaigns wera "Feb email - Wast"
($16,342), "Billoards small” ($13,435], and "Feb emaill - Morth” (§12,423).

Engaged Users: Tha *Product raview 3x° cempaign targated 35,000 users and angagad
5418, achieving an RO of T06.40%,

Budget Allacation: The Targeted - Group 1" campaign had the highest budget at $5,800 but
resulted in the lowest RO at -97.66%.

Average ROl by Campaign Type

Digital Marketing: 1418.07%
Brand Marketing: 935_28%
Customer Experianca: 336.93%

Total Revenue by Campaign Type

Digital Marketing: $45, 962
Brand Marketing: $19.067
Customer Experianca: $12,424

Budget by Launch Date

Top Budgat Campaigns: "Targetad - Group 1% ($5,800), *Billboards large® ($4,500). and

“Product review 31 ($2,750).

Lowest Budget Campaigns: "Feb emall - Morth,” "Feb email - 3000 < To fine ure the draft, sdd some detad and regenerate
each at $500.

-

Add a column desoribing the impact for each recommendation

Recommendations

h—'ucua Area

Focus on Digital Marketing: Given the impressive RO and revenue generated by digital
marketing campalgns, allocate more budget towards similar campailgns in fulure guarters,
Optimize Underperforming Campaigns: Review and analyze the undarperformance of high-
budget campaigns such as "Targeted - Group 17 1o ldentify areas for Improvement,
Leverage Successful Strategies: Replicate and expand the strategies used in successtul
campaigns like "Fab amail - West" to maximize engagement and revenua.

Balanced Budget allocation: Ensure a more balanced budget allocation across different
campaign types to diversify risk and capitalize on varying strengths.

Details

Allocate more budget towards similar
campalgns in Tuture quarters due to impressive
RO and revenue,

Reviaw and analyze "Targetad - Group 1" to
identlty areas for Improvement.

Replicate and expand strategies usad in
successful campalgns like "Feb emall - West®.
Ensure a more balanced budget allocation
across different cempaign types.

Focus on Digital Marketing

Optimize Underperforming Campaigns
Levarage Successful Strategies

Balanced Budget allocation
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Q1 Marketing Campaign Analysis Reécommendations :
. . ) #» Focus on Digital Marketing: Given the impressive RO and revenue generated by digital
Eabrikam Q1 Marketing Campaign Data marketing campalgns, allocate more budget towards similar campailgns in fulure guarters,
»  Optimize Underperforming Campaigns: Review and analyze the undarperformance of high-
1 budget campaigns such as "Targeted - Group 17 o identify areas for improvement,
Executive Summary e campale B " v v
*  Leverage Successtul Strategies: Replicate and expand the strategies used In successiul
The 1 marketing campalgns for Fabilkam have showcased a diverse range of strategles, including campaigns like "Fab amail - West" to maximize engagement and revenua.
digital markating, brand marketing, and customar exparience initiatives. The analysis of thase Balanced Budget Allocaticn: Ensure a more balanced budget allocation acioss ditferent
campaigns reveals significant insights into their parformance, budgat allocation, end return on campaign types to divarsify risk and capitalize on varying strengths.
investment (ROI). Key indings include the highest ROl achieved by digital marketing campalgns and H
the substantial revenue generated by specific campaigns such as the "Feb email - West” Focus Arewm _ Detala Impact
Focus on Digital Marketing Allocate more budget towerds  Increased RO and revenue
similar campalgns in Tuture gemeration.
Dﬂtﬁ Anﬂl‘y’ﬁlﬁ quarters due to impressive
RO and revenue.
- s Optimize Underperfarming Review and analyze "Targeted - Improved performance of
Campalgn Performance Overview Campaigns Group 17 to identify areas for high-budget campaigns.
*  Highest ROl The digital marketing campalgn “Feb emall - West™ dellversd the highest RO at improvement.
166.40%, with a budget of $500 and revenue of $16,342. Lavarage Successful Replicate and expand Maximized engagement and
* Revenua Generation: The top three revenue-generating campaigns were “Feb email - Wast" Strategles 3';“’”"&5:"“':S uﬁ::'l': sll;lccmesslrul [T
1$16,342), "Billboards small” ($13,435), and "Feb emall - North” ($12,423). f:;:t'?,a gns Bl smal
* Engaged Users: The "Product review 3x” campaign targated 35,000 usars and engagad Balanced Budget Allscation  Ensure a mare balanced Diversified risk and capitalized
5,418, achleving an RO of 106.40%. budget allocation across on warying strengths.
+  Budget allocation: The "Targeted - Group 17 campaign had the highest budget at $5,800 but ditfarent campaign types.
resulted in the lowest RO at -97_66%.
Average ROl by Campaign Type
+  Digital Marketing: 1418.07%
= Brand Marketing: 935.28%
=  Customer Experianca: 336.93%
Total Revenue by Campaign Type
+ Digital Marketing: $45,552
= Brand Marketing: $19,067
= Customer Experianca: $12,424
Budget by Launch Date
*+ Top Budget Campaigns: "Targeted - Group 1" (§5,800), *Billboards large® ($4.500), and
“Product revlew 3x° ($2,750).
*  Lowest Budget Campalgns: "Feb emall - NMorth,” "Feb email - Bou ¢ af3 Wisualize as a tabie &l-generaled content may be incorrect. ¢ P
each at $500. p
|-..| @ For axample, “Make table content rmore concise”
i A -
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Q1 Marketing Campaign Analysis Récommendations
. . ) Focus Area Details Impact
Eabrikam Q1 Ma I‘k’.&[ll"l[_?, Camp algn Data Focus on Digital Marketing Allocate more budget towerds  Increased RO and revenue
similar campalgns in Tuture gemaration.
' quarears due to Impresslve
Executive Summary RO! and revenus.
The Q1 marketing campaigns for Eakrlkam have showcased a diverse range of strategies, including gpt-m-aje Underperforming Zﬁleﬁ'ﬁ‘:ﬂ :jnal',l.ze 'Targeft-en ’ Lr_”';":” performance of
digital marketing, brand markaeting, and customar exparianca initiatives. The analysis of thasa Ampalgne irnmfl:l:l-.-amznt entify areas for IEN-budget campaigns.
campaigns reveals significant insights into their parformance, budgat allocation, end return on e —— Razlicata an-:l- E— I e e
investment (ROI). Key indings include the highest ROl achieved by digital marketing campalgns and Strategles strategles used In successful | revenue
the substantial revenue generated by specific campalgns such as the "Feb email - West.” campalgns like "Feb enmall -
Wast".
: Balanced Budget Allocation Ensure a more balanced Diversitied risk and capitalized
Data Aﬂﬂl‘y’EIS budget allocation acroas on varying strengths.
. ) different campaign types.
Campaign Performance Overview
+  Highest RO The digital marketing campaign *Feb email - West™ delivered the highest RO| at | B3 Dt wim capaat "
with o

3166.40%, with & budget of $500 and revenue of §16,342.
* Revenua Generation: The top three revenue-generating campaigns were “Feb email - Wast"
($16,342), "Billoards small” ($13,435], and "Feb emaill - Morth” (§12,423).
» Engaged Users: The "Product raview 3x* campaign targated 35,000 users and angagad
5418, ﬂﬂmﬂ.l'lﬂﬂﬂ RO of 108, 20%, & Belerence your canten ® Inspire me
+  Budget allocation: The "Targeted - Group 17 campaign had the highest budget at $5,800 but
resulted in the lowest RO at -97.66%.

bﬁ{' e what you'd e to wiite

Oy

Average ROl by Campaign Type

+  Digital Marketing: 1418.07%
= Brand Marketing: 935.28%
=  Customer Experianca: 336.93%

Total Revenue by Campaign Type

+ Digital Marketing: $45,552
= Brand Marketing: $19,067
= Customer Experianca: $12,424

Budget by Launch Date

*+ Top Budget Campaigns: "Targeted - Group 1" (§5,800), *Billboards large® ($4.500), and
“Product revlew 3x° ($2,750).

*  Lowest Budget Campaigns: "Feb email - Morth,” "Felb email - South,” and “Feb emall - West™
each at $500.
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EXECUTVE summary ROI and revenue.
Tha 1 markating campaigns for Fabrikam hewve showcased a diverse range of strategies, including gpumula Underparforming ZE""'B“'::':E' :nalmym 'TETEETT'B‘d - LTI:]"C:'G:? P:ll'fﬂl'll'lﬂnﬂﬂ of
digital marketing, brand marketing, and customer experlence initiatives. The analysis of these AMpAIgns m:;':&em';m&ﬁ y areas fo gh-Budget campalgns.
campalgns reveals significant insights into their perfarmance, budget allocation, and return on =
Leve Successiul Replicate and expand Maximized &n ment and
invastmant (ROI). Key findings include the highest ROl achieved by digital merketing campsaigns and S‘tratm stergtagia:ausad?ﬁauc:aasful revEnLE dage
the substantial revenuae generated by specific campaigns such as the "Feb amail - West* campaigns Like “Fab amail - )
West",
p Balanced Budget Allocation Ensura a mora balanced Diversified risk and capitalizad
Data Anah"SlS budget allocation across on varying strengths,
different campalgn types,
Campaign Performance Overview
+ Highest ROI: The digital marketing campaign “Fetr email - West® dalivered the higheat RO at Enhanca Audiance Segmantation Lttiliza advenced analytics to refine audiance segmentation.
F168.40%, with a budget of 8500 and revenue of 16,342, Target more precise demaographics for higher conversion rates,
*  Revenue Generation: The top three revenue-generating campaigns were "Feb email - West" | | .
|$16,342), *Billboards small’ ($13,435), and *Feb email - North” ($12,423). Irvest in Cu.tt_lng- Edge T:-ols- Adopt _the latest_markenngtenhnnlog es and tools,  Stay ahead of
+  Engaged Users: The "Product review 3« campaign targeted 35,000 users and engaged tha competition and enhance campaign effectivaness.
5,418, achieving an RO of 106.40%. Foster Cross-Channel Integration  Ensure seamless integration and consistent messaging
*  Budget Allocation: The "Targeted - Group 1" campaign had the highest budgat at £5,800 but across all marketing channels. Strengthensad brand presence and cohesive customer
resulted in the lowest RO at -97.66%. journey.
Ave rage ROI b!.,- Ca mpaign T}’PE Monitor and Adapt to Market Trenda  Stay agile by continuously monitoring market trends and
adjusting strategles accordingly. Maintain relevance and competitvenass in a dynamie
& Digital Marketing: 1418,07% market langscape.
*  Brand Marketing: 935.28%
*  Custormer Experience; 338,93%
Total Revenue by Campaign Type
& Digital Marketing: 345,962
*  Brand Marketing: $19,067
*  Custormner Experience: $12,424
Budget by Launch Date
+  Top Budget Campalgns: "Targeted - Group 1" ($3,800), "Billboards large” (34,500, and
“Product review 3x° ($2.750).
* Lowest Budget Campaigns: "Feb email - Morth,” "Feb email - South,” and *Feb email - West®
each at §500,
1afi # Iregire me &l-generaled content may be incorrect. ¢ P
ol W For example, "Make it formal®
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(74 Get calendar info

When's my next meeting with
L Llidia Holloway ?

Understand quickly

Provide a comprehensive summary
of my emails about [the FY24 Sales
Report]

® Add people. files, and more for better results

o Copilot

Your Al assistant for work

[Z Understand the main points

Give me 3 bulleted list of key
points from
8% Thunderbolt eBike Battery...

) Maximize your time!

What's on my calendar tomorrow
ing?

Catch me up on my emails about the Adventure Works manufactuning expansion ptopctl

[E Check Teams mentions

Summarze Teams messages where
| was @mentioned this week

7 Visualize the data

Create an image of a bar chart
demonstrating growth.
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Catch me up on my emails about the Adventure Works manufsciunng expansion praject.
Sure. Alex] Here are the key points from your recent emails about the Adventure Works manufacturing
ﬁ expansion project:

Home

1. Updated Quote for eBike Production Line Machinery: Bob Kay from Northwind Manufacturing sent an
updated quate for the new production line machinery. The total east is $850,000, which includes

installation and a 2-year warranty. The delivery time is approximately 4 months from the confirmation date
1l.

2. Final Review of Expansion Contract: Allan Deyoung sent an email regarding the final draft of the contract
for the manufacturing facility expansion. There have been last-minute adjustments to the terms related to
supply chain commitments and penalty clauses due to recent fluctuatians in matenal casts, Allan
requested your review of the financial implications of these changes. Megan Bowen and Lee Gu also
provided their input on the marketing and sales impact of the revised contract terms 2 .

g

@ (@ i8 {@ i@ [0 i> {O

3. Task Assignment You assigned a task to Megan Bowen to reassess the project timeline with the
operations team. This task is related to the Manufactunng Expansion Contract Review 3/,

Let me know if you nead more details or if there’s anything else | can assist you withl

1 B Updsted Quote for eBike ... 2 A Re:Final Review of Expans... 3 A You've been assigned a task

. Edit in Pages E Copy [ #1c/30 miporams  Al-geneested coment may e incomeet ¢ G}

Can you provide more details on the updated guote for the eBike production line machinery?
What were Megan Bowen and Lee Gu's inputs on the marketing and sales impact of the revised contract terms?
Can you summarize the financial implications of the changes in the expansion confract? ﬁ View prampts
Message Copilot
'@ Add pecphe filkes, and more for better recults
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been adjustments to the terms related to supply chain commitments and penalty clauses. These changes
could potentially impact the overall project budget and financial planning ' 1,

2, Sales Projections: Lee Gu has expréssed concerns about the sales impact of the revised contract terms,
Specifically, there is a potential 15% variance from the onginal forecasts for 04 due to the adpusted
production start dates 1 .

3. Marketing Campaigns: Megan Bowen mentioned that aligning the marketing campaigns with the new
project timeline will be challenging but manageable. This could affect the timing and effectiveness of
marketing efforts. potentially influencing revenue generation 1.,

O is §_§ iD

4. Payment Structure: The contract review meeting notes indicate that the payment structure invelves a 50%
upfront payment upon contract signing, with the remaining 50% split across project phases, This structure
aims to ensure alignment with project progress and timely financial management 2.

5. Cost and Risk Management The meeting notes also highlight discussions on potential cost overruns and
rick management strategies. Aligning financial decisions with sales and demand forecasts is crucial to
mitigate these risks 2.

i

These changes require careful consideration to ensure that the financial implications are managed effectively
and that the project remains on track.

Let me know if you need more details or have any other questions!

1 A ReFinal Review of Expans.. 2 | Accounting Guidance for ...

B Edit in Pages ] Copy (O 20030 mugensea  Al-grmnned conten may be incoerent ¢ 5

Can you provide more details on the patential cost overruns and fisk management strateghes?

What are the next steps for reviewing the financial imphcations with the team?

‘R @ B io D

Can you surmmarize the input provided by Megan Bowen and Lee Gu on the marketing and sales impact? % View prompts
Message Copilat
{(#) Add people. files, and more for better results
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3. Marketing Campaigns: Megan Howen mentioned that abgming the marketing campaigns with the new
project imeline will be challenging but manageable. This could affect the timing and effectiveness of
marketing efforts. potentially influencing revenue generation 1 .

4. Payment Structure: The contract review meeting notes indicate that the payment structure involves a 50%
upfront payment upon coniract signing, with the remaining 50% split across project phases. This structure
aims to ensure alignment with praject progress and timely financial management 2/,

5. Cost and Risk Management: The meeting notes also highlight discussions on patential cost overrung and
risk management strategies. Algning financial decisions with sales and demand forecasts is crucial to
mitigate these risks (2

These changes require careful consideration to ensure that the financial implications are managed effectively
and that the project remains on track

Let me know if you need more details or have any other questions!

1| A ReFinal Review of Expans—. 2 @] Accounting Guidance fior

B Edit in Pages 0 Copy 2} @ zor30response:s  Al-penerated comentmay be ncomect < &

You can find your page here: @ Can you summarize the . If you want 1o add other responses 1o it just click
“Edit in Pages®.

& 9

Can you provide more details on the potential cost overruns and risk management strategies?
What are the next steps for reviewing the financial implications with the team?

Can you summarize the input provided by Megan Bowen and Lee Gu on the marketing and sales impact? ) View prompts

Message Copalot

(# Add peaple, files, and more for better results
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Can you summarize the

Certainly, Alex! The recent changes in the expansion contract for the Adventure Warks manufactunng propect
have several financial implications:

1. Supply Chain Commitments and Penalty Clauses: Dus 1o recent fluctuations in material costs, there have
been adjustments to the terms related to supply chain commitments and penalty dauses. These changes
could patentially impact the overall project budget and financial planning 1 .

2. Sales Projections Lee Gu has expressed concerns about the sabes impact of the revised contract terms.

Specifically, there is a potential 15% vanance from the onginal forecasts for Q4 due to the adjusted
production start dates (1 .

3. Marketing Campaigns: Magan Bowen mentioned that aligning the marketing campaigns with the new
project imeline will be challenging but manageable. This could affect the timing and effectiveness of
marketing efforts, potentially influgncing revenue generation 1

4, Payment Structure: The contract review meeting notes mdicate that the payment structure involves a 50%
upfront payment upon contract signing, with the remaining 50% split across project phases. This structure
aims to ensure alignment with project progress and timely financial management 2,

5. Cost and Risk Management: The meeting notes also highlight discussions on potential cost overruns and
risk management strategies. Algning financial dacisions with sales and demand forecasts is crucial to
ritigate these nisks /2

These changes require careful consideration to ensure that the financial implications are managed effectively and
that the project remains on track

Let me know if you need more details or have any other guestons!

mauzea
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3. Marketing Campalgns: Megan bowen mentionad that aigning the marketing campaigns with the mew
project timeling will be challenging but manageable. This could affect the timing and effectiveness of
marketing efforts, potentially influencing revenue generation 1,

4. Payment Structure: The Contract réview meéeling notes indscate that the payment struclune imvoles a 0%
upfront payment upon contract signing. with the remaining 50% split across project phases. This structure
aims to ensure alignment with project progress and timely financial management 2 .

5. Cost and Risk Management The meeting notes also highlight discussions on potential cost overruns and
risk management strategies. Aligning financial decisions with sales and demand farecasts is crucial to
mitigate these risks 2/,

These changes require careful consideration to ensure that the financial implications are managed effectively
and that the project remains on track,

Let me knew if you need more details or have any other questions!

1 A Re Finsl Review of Bxpans... 2 @) Accounting Guidance for ...

B Edit in Pages O Copy 0 @ 2oFi0rmpenan | Al-genannad conmn ity ba eeme. Q)

You can find your page here:  [E] Can you summarize the . i you want to add other responses to it, just click

“Edit in Pages".
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B » Canyou summarize the
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Can you summarize the

Can you prowide more details on the potential cost overruns and risk management strategies?

‘What are the next steps for reviewing the financial implications with the team?

Can you summarize the input provided by Megan Bowen and Lee Gu on the marketing and sales impact?

Message Copilot

(¥) Add people. files. and mare for better results

b 150060

& View prompts

@ 2 | r

Certainly. Alex| The recent changes in the expansion contract for the Adwenture Works manufacturing project
have several finanaal implications:

3

Supply Chain Commitmaents and Panalty Clausas: Due to recent fluctuations in material costs. there have
been adjustments to the terms related 1o supply chaim commitments and penalty clauses. These changes
could potentially impact the overall project budget and financial planming 1 .

Sales Projections: Lee Gu has expressed concerns about the sales impact of the revised contract terms.
Specifically, there is a potential 15% variance from the original forecasts for 04 due to the adjusted
production start dates (1,

Marketing Campaigns: Megan Bowen mentioned that aligning the marketing campaigns with the new
project timeline will be challenging but manageable. This could affect the timing and effectiveness af
marketing efforts. potentially influencing revenue generation 1 .

Payment Structure: The contract review meeting notes indicate that the payment structure involves 3 50%
upfront payment upon contract signing. with the remaining 50% split across project phases. This strecture
aims 1o ensure alignment with project progress and timely financial management 2,

Cost and Risk Management: The meeting notes also highlight discussions on potential cost overruns and
risk management strategees. Aligning financial decisions with sales and demand forecasts is crucial to
mitigate these risks 2 .

These changes require careful consideration to ensure that the financial implications are managed effectively and
that the project remains on track.

Let me know if you need more details or have any other guestions!
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75 It's your Copllot
Other pecple in the meeting
can't see this conversation.

Today

Summarize this meeting so far and
provide key points and action
items.

«lo o

Copllot 4:147M

Here's a summary of the key points
and action items from the meeting:
Key Points:

¢ The meeting focused on reviewing
the Northland contract for the new
manufactunng expansion project.

* Alex suggested adjusting payment
terms to milestone-based
payments to reduce cash flow
strain.

* Lee supported the idea for more
flexibility in managing project
phases,

* Megan raised concerns about the
tight timeline for the
manufacturing expansion,

suggesting
Al-gonerated CoMTent may D MOOmecT
Generating a response ses
Ask me anything about this meeting

% More prompts (8 >3
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tight timeline for the
manufactunng expansion,
suggesting it might lead to
operational risks.

* Allan agreed to look into
extending the timeline and to
discuss adjusting payment terms
to milestone-based payments with
Northland's legal and financial
team.

Action ltems:

* Payment Terms Adjustment -
Allan to discuss with Northiand's
legal and financial team about
adjusting to milestone-basad
payments. !

* Timeline Extension - Allan to
explore extending the project
timeline to mdtigate cperational
risks. 7

These adjustments aim to protect both
parties and smooth out cash flow
1ssues while aligning the expansion
with sales forecasts and marketing
efforts.
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—_— CONTRACT AGREEMENT Summarize this doc [in 3 key points)
=

Scope of the Project This Contract Agreement (“Agreement”) is made effective as of October 1, 2024, by and between

This contract is made between Adventure Works... Adventure Works (“Client”) and Northwind [“Company”). () Ask

Project Start Date and Duration " How can | more conaisely descrnibe [time

X 1sely desc

Total Project Cost Scope of the Project R hansNent

Monthly Fee This contract is made between Adventure Works (Client) and Northwind (Contractor), for the

License Term purpose of expanding the manufacturing facility at Adventure Works” main production site.

4 Tetms and Conditions for invoicing Northwind will provide full design, construction, and installation services to expand the current -
Adventurs Works manufacturing facility, This includes additional production lines, equipment O Chat history

Milestone 1: Initial Design and Planning (1..
Milestane 2 Site Preparation and Initial Co..
Milestone 3 Installation of Equipment and... Project Start Date and Duration

Milestane 4 Final Construction and Testin... « Project Start Date: October 1, 2024
Milestone % Project Completion and Han..

setup, and structural modifications to meet the projected increase in eBike production.

+ Project End Date (estimated): September 30, 2025
Invoicing Terms

Project Timeline « Total Duration: 12 months

Required Documentation and Regulatory Appro... .
Total Project Cost

¢ Total Cost: $2,500,000 USD

Liabdity and Insurance

Warranty and Support
Termination This cost includes all matenials, labor, construction, and consulting fees associated with the
Confidentiality axpansion of the manufacturing facility.
Goveming Law
Motices Monthly Fee
Signatures * Monthly Fee: $208,333 USD
The monthly fee includes project management, labor, and operational costs. Payments are due
at the end of each calendar month.
Summarize this doc | | Is there & call to action? C
License Term
The license for the use of the upgraded facility and production line is set for 5 years from the What is the commitment and monthly payment for
completion date of the project (anticipated as September 30, 2025). The license will this pro JC‘L'.";
automatically renew unless either party provides a written termination notice 60 days before
the expiration of the term. QJ @ g B>
Terms and Conditions for Invoicing
Payment for the project will be made based on the completion of the following project milestones: v
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=

Scope of the Project This Contract Agreement (“Agreement”) is made effective as of October 1, 2024, by and between

This contract is made between Adventure Works... Adventure Works (“Client”) and Northwind [“Company”). () Ask

Project Start Date and Duration " How can | more conaisely descrnibe [time

X 1sely desc

Total Project Cost Scope of the Project R hansNent

Monthly Fee This contract is made between Adventure Works (Client) and Northwind (Contractor), for the

License Term purpose of expanding the manufacturing facility at Adventure Works” main production site.

4 Tetms and Conditions for invoicing Northwind will provide full design, construction, and installation services to expand the current -
Adventurs Works manufacturing facility, This includes additional production lines, equipment O Chat history

Milestone 1: Initial Design and Planning (1..
Milestane 2 Site Preparation and Initial Co..
Milestone 3 Installation of Equipment and... Project Start Date and Duration

Milestane 4 Final Construction and Testin... « Project Start Date: October 1, 2024
Milestone % Project Completion and Han..

setup, and structural modifications to meet the projected increase in eBike production.

+ Project End Date (estimated): September 30, 2025
Invoicing Terms

Project Timeline « Total Duration: 12 months

Required Documentation and Regulatory Appro... .
Total Project Cost

¢ Total Cost: $2,500,000 USD

Liabdity and Insurance

Warranty and Support
Termination This cost includes all matenials, labor, construction, and consulting fees associated with the
Confidentiality axpansion of the manufacturing facility.
Goveming Law
Motices Monthly Fee
Signatures * Monthly Fee: $208,333 USD
The monthly fee includes project management, labor, and operational costs. Payments are due
at the end of each calendar month.
Summarize this doc | | Is there & call to action? C
License Term
The license for the use of the upgraded facility and production line is set for 5 years from the What is the commitment and monthly payment for
completion date of the project (anticipated as September 30, 2025). The license will this pro JC‘L'.";
automatically renew unless either party provides a written termination notice 60 days before
the expiration of the term. QJ @ g B>
Terms and Conditions for Invoicing
Payment for the project will be made based on the completion of the following project milestones: v
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— CONTRACT AGREEMENT
=

Scope of the Project
This contract s made between Adventure Works...
Project Start Date and Duration

This Contract Agreement ("Agreemant”) is made effective as of October 1, 2024, by and between
Adventure Works ("Client”) and Northwind (*Company”).

What is the commitment and menthly
payment for this project?

Totl Project Cost Scope of the Project .
Monthly Fee This contract is made between Advanture Works (Cllent) and Northwind {Contractor), for the The commitment for the project is to'ex:\and the
Licanse Torra purpose of expanding the manufacturing facility at Adventure Works' main production site. manufacturing 1acuity.at Aéve"‘“" Works' main
4 Terms and Conditions for Invoicing Northwind will provide full design, construction, and Installation services to expand the current production site. This includes additional
M 2 e Adventure Works manufacturing facility. This includes additional production lines, equipment production lines, equipment setup, and
tlestone T Initasl Design and Planning (1., : y
setup, and structural modifications to meet the projected increase in eBiks production. structural modifications to meet the projected
Milestone Z Site Preparstion and Intsal Co... ? : PatEd
Proi S Da nd Durati increase in eBike production, The project is
Milestone 3: Installation of Equipment and... oject Start Date a ration expacted to start on Octaber 1, 2024, and end
Milestone & Final Construction and Testin... « Project Start Date: October 1, 2024 on September 30. 2025, with a total duration of
Milest %P t C let d Han.., 1
e SRS GO S + Project End Date (estimated): September 30, 2025 12 months 1.
Invoscing Terms The total project cost is $2,.500.000 USD, and the
Project Timeline « Total Duration: 12 months monthly fee is $208,333 USD. This monthly fee
Required Documnentation and Regulatory Appro... . includes project management, labor, and
) Total Project Cost i ” R
Liability and Insurance %00.000 operational costs, and payments are due at the
Warranty and Support * Total Cost: $2.500,000 USD end of each calendar month ¢ 3
Tesrnination This cost Includes all materlals, labor, construction, and consulting fees associated with the Oc
Copy
Confidentiaity expansion of the manufacturing facility. 3
Governing Law A -generstad cortent may ba incormct \'j <
Notices Monthly Fee Ry
S « Monthly Fee: $208,333 USD Ao
The monthly fee includes project management, labor, and operational costs. Payments are due
at the end of each calendar month. What is the scope of the project?
License Term Tell me mare about Adventure Works | | C
The license for the use of the upgraded facility and production line is set for 5 years from the
completion date of the project (anticipated as September 30, 2025), The licensa will Ask me anything about this document
automatically renaw unless elther party provides a written termination notice 60 days before
the expiration of the term. Wil
Terms and Conditions for Invoicing
Payment for the project will be made based on the completion of the following project milestones:
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Scope of the Project
This cantract & made between Adventure Works..
Project Start Date and Duration
Total Project Cost
Monthly Fee

License Term

~

Terrns and Condttions for Invoicing
Milestone 1: Initial Design and Planaing (1.,
Milestone 2 Site Preparation and Inital Co
Milestone 3: Installation of Equipment and.
Milestone 4 Final Construction and Testin
Milestone 5 Progect Completion and Han..,

Imvoscang Terms

Project Timeline

Reguired Documentabion and Regulstory Appro

Liabilty and Insurance

Warranty and Support

Termenation

Confidentisity

Gavermang Law

Notices

Signatures
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CONTRACT AGREEMENT

This Contract Agreement (*Agreement”) is made effective as of October 1, 2024, by and between
Adventure Works (“Client”) and Northwind (“Company”).

Scope of the Project

This contract is made between Adventure Works (Client) and Northwind (Contractor), for the
purpose of expanding the manufacturing facility at Adventure Works' main production site.
Northwind will provide full design, construction, and installation services to expand the current
Adventure Works manufacturing facllity. This includes additional production lines, equipment
setup, and structural modifications to meet the projected increase in eBike production.

Project Start Date and Duration
« Project Start Date: October 1, 2024

+ Project End Date (estimated): September 30, 2025

« Total Duration: 12 months

Total Project Cost
* Total Cost: $2,500,000 USD

This cost includes all materials, labor, construction, and consulting fees assoclated with the
expansion of the manufacturing facility.

Monthly Fee
* Monthly Fee: $208,333 USD

The monthly fee includes project management, labor, and operational costs. Payments are due
at the end of each calendar month.

License Tarm
The licensa for the use of the upgraded facility and production line is set for 5 years from the
completion date of the project (anticipated as September 30, 2025). The license will
automatically renew unless elther party provides a written termination notice 60 days before
the expiration of the term.

Terms and Conditions for Invoicing
Payment for the project will be made based on the completion of the following project milestones:
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What is the commitment and monthly
payment for this project?

The commitment for the project is to expand the
manufacturing facility at Adventure Works' main
production site, This includes additional
production lines, equipment setup, and
structural medifications to meet the projected
increase in eBike production, The project is
expected to start on October 1, 2024, and end
on Septembaer 30. 2025, with a total duration of
12 months 1 .

The total project cost is $2,500,000 USD, and the
maonthly fee s $208,333 USD. This monthly fee
includes project management, labor, and
operational costs, and payments are due at the
end of each calendar month 2 3

O Copy

A
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References '

What is the scope of the project

Tell me more about Adventure Warks C

What are the terms and condtions for invaicing?
Please list the key items here,
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completion of specific project milestones
8.
Headings Pages Results "
NTR lesto s Iitial O = :
CO ACT AGREEMENT Mil ; ne 1 mt‘; Design and Planning
z (10% of total project cost), due upon
Scope of the Project This Contract Agreement ("Agreemant”) is made effective as of October 1, 2024, by and batwesn completion and approval of all design and
This contract is made between Adventure Works.. Adventure Works ("Client") and Northwind ("Company”). planning documents 2.
Milestone 2: Site Preparation and Initial
Project Start Date and Duration X c 20% of
Total Project Cost Scope of the Project donslvuchqn (20% o zoul prd:uecl clos!).
T ar r 1
Monthly Fee This contract is made between Adventure Works (Client) and Northwind (Contractor), for the - onc;lsx 5 pr::; ek m:: >
Licerse Tern purpose of expanding the manufacturing facility at Adventure Works' main production site. IO O ¥ s
4 Tertoes arid Condiions 10¢ Irwkcing Northwind will provide full design, construction, and installation services to expand the current paddegd mepactonial, L
Milestone 1: Initisl Design and Planriing (1 Adventure Works manufacturing facility. This includes additional production lines, equipment Milestone 3: Installation of Equipment
Mil > Sae ndl C satup, and structural modifications to meet the projected increase in eBike production. and Production Lines (30% of total project
ST e e 3 . cost). due upon completion of the
Milestone 3: Installation of Equipment and., Pfoject Start Date and Duration installation of the new production lines
Milestone 4: Final Construction and Testin.. « Project Start Date: October 1, 2024 and associated equipment 4
M : P a R
ilestone 5: Project Completion and Han . Pro,oot End Date (estimated): Septombev 30, 2025 Milestone 4: Final Construction and
Invoscing Terms Testing (30% of total project cost), due
Project Timeline s Total Duration: 12 months after final construction s completed,
Required Docurnentation and Regulatory Appro... . including any structural modifications, and
fEand Total Project Cost 7 ST ¥
iability and Insurance indtial testing of equipment £
Warranty and Support * Total Cost: $2,500,000 USD Milestone 5: Project Completion and
Tarrnation This cost includes all materials, labor, construction, and consulting fees associated with the Har-dc?ver (10% of total project cost). due
Confidentiaiity expansion of the manufacturing facility. upon final inspection, handover of the
Governing Law completed facility, and Adventure Works'
Nofices Monthly Fee approval &,
Signatures * Monthly Fee: $208,333 USD Invoice Issuance: Invoices will be issued
y ; upon the completion of each milestone
The monthly fee includes project management, labor, and operational costs. Payments are due 2nd are payable within 30 days of racaipt
at the end of each calendar month, F
g Additional Werk: If additional work is
License Term required beyond the original scope t'he
i N .
The license for the use of the upgraded facility and production Line is st for 5 years from the = 2
completion date of the project (anticipated as September 30, 2025). The icense will
automatically renew unless either party provides a written termination notice 60 days before
the expiration of the term.
Terms and Conditions for Invoicing
Payment for the project will be made based on the completion of the following project milestones:
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4, Payment Structure: The contract review meeting notes indicate that the payment structure involves a 50%
upfront payment upon contract signing. with the remaining 50% split across project phases. This structure
aims to ensure alignment with project progress and timely financial management 2 .

5. Cost and Risk Management: The meeting notes also highlight discussions on potential cost overruns and
risk managernent strategies. Aligning financial decisions with sales and demand forecasts is crucial to
mitigate these risks 2 .

These changes require careful consideration 1o ensure that the financial implications are managed effectivaly
and that tha project remains on track.

Let me know if you need mone details or have any other queshons?
1 A Re Final Review of Expans... H i:dmmmtirgﬁuidlmh_

B Edit in Pages Ll Copy ] ®ioiilrmpones  A-generted comtest may beicones 00

You can find your page here:  [E] Can you summarize the . If you want to add other responses to it just cick
“Edit in Pages".

4 9

‘Can you provide more details on the potential cost overruns and risk management strategies?

‘What are the next steps for reviewing the financial implications with the team?

B i@ i j@ i@ (03 %i-ﬂis
TR oIS g

Can you summarize the input provided by Megan Bowen and Lee Gu on the marketing and sales impact? % View prompts

Create a meeting agenda based on the Manufacturing Expansion Contract Review meeting and assocated emails with the objective of aligning
on the account recommendations for this deal.l

(*) Add people. files. and more for better results
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& Microsoft 365 x

<« G (1 hitpsy/m365 coud.micresoft/chat/ fromende=emefiredirectid = 69891 DEE3 1 TCAFARATTCAFSCEBE01B15&auth=2 Ay - 0y
S = P Search © B & 7 &
- —
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commitments and penalty clauses due to matenal cost fluctuations 1.,
* Review the payment structure and timeline adjustments 2 .

3. Fimancial Implications (5 minutes)

*  Alex Wilber to present the financial implications of the revised contract terms |1,
* Discuss potential cost overruns and risk management strategies 2,
4. Sales and Marketing Impact (5 minutes)

* |lee Gu to address concerns about the sales impact and potential 15% variance from original forecasts
forQd 1,
* Megan Bowen to discuss the alignmant of marketing campaigns with the new project timeline 1/,

5. Recommendations and Next Steps (5 minutes)

= Finalize the recommendations for the contract adjustments.
* Aggign achion items and set deadhines for amy follow-up tasks,

5

B i@ i@ IO s i@ [

&, Q&A and Closing Remarks (5 minutes)

= Open floor for any questions or additional comments.
* Summarize key takeaways and confirm next steps.

Please review this agenda and let me know if there are any changes or additional items you would like to
include.

1 A Re:Final Review of Expanc... 2 M You have late tagks 3 M You hawe late tacks

B Edit in Pages I Copy () 0000 mponser  Al-genersted contert may be incomect £ 5

‘R oi@

Could you summarize the imput from Megan Bowen and Lee Gu regarding the marketing and sales impact? % View prompts
Message Copilot

{(#) Add people. files, and more for better results

0/ 16000 @ f B -

HQu -2 @



Marketing MO

Microsoft 365 Copilot use cases and ideas for marketing professionals

Conduct market analysis using Microsoft 365 Copilot Chat

Brainstorm marketing campaign ideas using Microsoft 365 Copilot in Loop

Consolidate multiple marketing reports using Microsoft 365 Copilot in Word

Analyse a market trend spreadsheet using Microsoft 365 Copilot in Excel
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Product Name: Mystic Spice Pramium Chai Tea
Product Description:

Indulga in tha rich and aromatic ambrace of Mystic Spica Pramium Chai Tea, a maticulousky
craftad biend that pays homage to the imaless traditions of Indian chai. Esch cup offers an
enchanting journay through the vibrant Landseapes of India, bringing you an authantic chai
experience right in your home.

Koy Features:

1. Authentic Bland: Our chal (g a harmonlous ms of premium black tea leaves and a
signature selection of ground spiees, Incleding cinnamon, cardamam, cloves, ginger, and
black pepper, This aga-old recipe promisas an authantic and robust flaver in every sip.

2. Health-Enhancing Ingredients: Each ingredient in Mystic Spice Chal Tea | chosen Tor its
natural health banafite. Ginger and cardamadm ald in digeation, cinnamon helps regulate
bleed sugar, and clovas add a boost of antixidants.

3. Rich Aroma and Flaver: The wanm, specy aroma and deep, invigorating taste of sur ¢hai
make it the perlact beverage to start your day or unwind in the evening. The flavars are
intansa yat balanced, craating a comforting and soothing expanienca.

4. Versatile Brewing Options: Whether you Love your ghail steaming hof, as a refreshing ieed
tea, or as a creamy latte, our blend is vergatile enowugh to suit any preference. Easy brewing
instructions are includad to halp youw enjoy your chai just tha way you like it,

5. Sustainably Sourced: Committed 1o sustamalkility, we source our ingredents from emall-
acale farma that practice anganic Tarming, ensuring not anly the finest guality but alaa the
wellare of our planat.

-

Elegant Packaging: Mystic Spica Chai Tea comaes in baautifully designad, aco-friandty
packaging, making it an ideal gitt Tor tea Lovers of & lUxuniows treat lar yoursell.

-

Customar Satisfaction Guarantes: \We stand behind our product and offer a satisfaction
puarantaa, if Mystic Spice Chai Tea deasn't meet your expectations, wa are committed to
rmaking It right.

ideal For: Taa enthusiasts, health-conscious individuals, lovers of warm, spicy bevaragas, and
anyong looking to axplere the rich flavers of raditional Indian chai,

Enjoy the authantic taste of India with Myate Spice Pramium Chal Tea - whare every cup is a stong
of flavor and heritage.
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Total Chai  Artisamal Premade Chai Social Media Online Searches
Salea Chai Sales Salea (unita) Engagement [views] far Chai
[uwnits) units]
1/1/2023 TB4 197 587 5373 3303
1/31/2023 659 445 Z11 6374 2663
/282023 719 4731 256 a4 1546
3/31/2023 252 EEH] -46 4468 X371
443042023 835 439 236 1705 296
54312023 863 15 548 1555 559
/3042023 807 235 572 bl 5016
7/30/2023 459 177 a2 6304 2510
B/29/2023 109 a2 7 11591 2594
943042023 ] 3a8 158 6230 2754
104312023 659 A48 1 BaTa 663
11/3042023 729 473 256 a4 2546
124312023 1117 Ban 427 8312 g7
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Promotion Plan for Chai Tea in Latin

The promotion plan for Chai taa in Latin Amarica will be implemented owvar a pariod of 12 months,
with a budget of §100,000, The plan will b monitorad and evaluated using key performance
indicators, such as websita traffic, social madia angagemant, email open rates, convarsion rates,

Am erica salag wolume, cugtamar gatisfaction, and retention rates.

A document that outlines the strategy, objectives, and tactics for
marketing Chal tea in the region

Potential Taglines for Chai Tea

Here ara 10 possibla taglines that could be used to promote Chai tea in Latin Amearica:

Executive Summary +  Chaitea: Tha spice of lifa

= Chaitea: Aworld of flavor in a cup

Chai tea ig 8 gpioed tea drink that enginated in India and has become popular around the wiadd. It = Chaltea: Discover the magic of India

Iz a varsatile beverage that can be enjoyed hot or cold, with o withaut milk, and with different
spices and sweetanars, Chaltea has mary health benefits, such as boosting immunity, reducing
inflammation, and improving digestion, it also has a rich cultural and historical significance, as it is
often assaciated with hospitality, fiendship, and relaxation.

The Latin American market offers a great oppanunity fodr Chal tea, as the region has a growing

= Chaitea: Tha parfect tend of haalth and pleasura
= Chaitea: Mara than just taa, a way of life

= Chai tea: A drink for il seasons and reagons

= Chaitea: Tha ultimata indulgance for your sanses
= Chaitea: A swaet escape from the everyday

dernand for healthy, natural, and exotic products. The region also has a strong tea culture, = Chai tea: Share the warrmith, share the love
espacially in countres lke Argentina, Chile, and Uruguay, where mate 18 a popular dink. Chai taa = Chai tea: Treal yaurself to something special
can appeal to both tea lovers and coffas drinkers, as it offars a similar caffaina boost and a mora

complax flavar profile. Chai tea can alsa fit into the lifestyle and prefarences of Latin Amarican

consumars, who enjoy socializing, shanng, and indulging in swaat traats.

The pramotion glan for Chal tea in Latin Amerca sims o achieve the following objactives:

-

L]

Incraasa awaranass and interast in Chai tea among thae target audience

Pasition Chal tea ag a premium, natural, and healthy product that offers & unigue and
satlslying exparence

Encourage trial and purchase of Chai tea through various channels and incentives

Basild loyalty and retention among Chai tes consumers through engagamant and feadback

Tha promation pdan for Chaitea in Latin Amearica will use a combination of tactics, such as:

-

Craating a catchy and memorable brand nama and logo for Chaitea

Devaloping a website and social madia pragenca for Chal tea that showeases its benafits,
featuras, and stories

Laumching a digital marketing campaign that uses SEO, SEM, email marketing, and
Influencer marketing to reach and attract patential customers

Distributing fres samples and coupons of Chai taa in strategic locations, such as
supermarkets, cafes, and health stares

Crganizing events and contests that invite paopde to try and share Chai tea with their friends
and family

Partnering with local businesses and organizathons that share the same values and vision
as Chaitaa

English [Uniked Statesy Tt Predictions: on BB 75 accessibily Good to go Cgoipeyseting: Dros [ B B - ——82—+ s
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D i'm the LATAM Marketing Director for Contoso Beverage. Please create a LATAM Market
Analysis report for our Mystic Splce Premium Chal Tea beverage. Combine the three attached

files to create a report that describes the product, analyzes the market trend for it, and

Includes a promotion plan for Latin Amerca Contoso Ches Tea rarket trends 2023 docs
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Splce Premlu m Un al Iea eansurmer interast durlng mid-year.
- . These trends undarscora the potential for Mystic Spice Pramium Chai Tea to capitaliza on the
Pr r M i r rfor . . ) ~ - ) .
epared by the Marketing Director for Contoso Beverage dgemand for artisanal, high-quality chai products, particularly through rebust online markating and
social media engagament.
Introduction
Mystic Spice Premium Chai Taa is an axquisite blend that capturas tha essenca of traditional Indian PrDm'Dtl on PIE n fﬂ r Latl n AmE‘TIC a
;hf'" '::: '9“";:1‘]‘_“ prom::-a! cu!-np!ra;-lhar;swa analysis of :'B L‘“"; 'c""":"“f‘ 'T_'“rkﬂtf:r Mystic The promation plan for ntroducing Mystie Spiee Pramium Chal Tea to the Latin Amerlcan market
pica Pramium Chai Tea, combining insights from markat trands, product dascription, and a outlings s | strategic objectives and tactics:
detailed pramation plan for the region.
Objectives
Product Description = Increase awarenass and interest in Mystic Spice Premium Chai Taa ameng the target
audienca.
Mg,-s‘th.: Splee Premium Chal Tea Ia.a matlnulx:!usl:.r craftad Blemd that offers an suthentic chal = Position the tea a a premium, natural, snd healthy product affering a unique and satistying
experienca. The key faaturas of this product include: -
sapanance,
*  Authantic Blend: A mix of pramium black tea leaves and a signature selaction of spices lika + Encourage trial and purchase through various channels and incentives.
cinnarmon, cardarmom, cloves, gnger, and black pepper, promizing a robust flavos in avery = Build loyalty and retention among consumerns via engagemsent and feedback.
Bip. =
»  Health-Enhancing Ingredients: Ingredients choaen for their natural health Benefits, such ag Tactics
ginger aiding in digastion and cinnaman halping to regulate blood sugar, = [EBranding: Develop a eatchy and mernorable brand name and Lego.
= Rich aArorma and Flavor: The warm, spicy arsma and invigorating taste make it peract for any « Online Presence: Create a website and social media profilas to showcasa banefits,
tirre of day. features, and storles.
=  Wersatile Brewing Options: Sultable for preparaticn as hot tea, iced tea, of a creamy latte. «  Digital Marketing Campaigns: Utilize SE0, SEM, email marketing, and influencer
& Sustainably Scurcad: Ingredients from small-scals farms practicing organsc farming, partnarships to reach potentisl customers.
+ Elegant Packaging: Eco-friandly peckaging, ideal as a gift or personal traat, +  Free Samplas and Coupons: Distribute these in strategic locations such as supermarkets,
= Customer Satisfaction Guarantesa: We offer a satisfaction guarantes o nsure cUsTOmer cates, and health stores,
delight. »  Events and Contests: Organize events that invite people to try and share fhie 185 with feends
Mystic Spice Premium Chai Taa is ideal for tea enthusiasts, haalth-conscious individuals, and o Tamll[.!'. . . o . :
anyone laoking 1o explore the rlch Navors of traditional Indlan chai, # Partmarships: Collaborate with local businesses and organizations that align with our values
and wishon.
Market Trends for Chai Teain 2023 Implementation Plan
&n analysis of the Conteso Chai Tea markat trends for 2023 reveals significant insights: The Dmmmm',-' ul:an S D?Impla.mantsd ziel L i “‘?h = bu.daa‘mf'-ij nn'mp' Koy = o
parformance indicators will monitor and evaluate success, including wabsite traffic, social madia
# Salas Parformance: Thama has baen an cverall fluctuation in total chai salas, with notable angagemant, email open ratas, conversion rates, sales valums, customer satisfaction, and
peaks in January (784 units} and Dacember (1117 units). ratention rates.
»  Artisanalve. Prermade Seles: Arisanal chal sales have consistently parformyed well, with a . )
significant increase in Decembar (G50 units), indicating & growing praferance for high- Potential Taglines
quality, handerafted products. Below ara ten potential taglines for promoting Mystic Spice Premium Chai Tea in Latin America:
1afi # [mithe LATAM Mark.. i &l-generaled content may be incorrect. ¢ P
| For example, “Make it formal®
.
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Splce Premlu m Un al Iea eansurmer interast durlng mid-year.
- . These trends undarscora the potential for Mystic Spice Pramium Chai Tea to capitaliza on the
Pr r M i r r for - - = 5 = E -
epared by the Marketing Director for Contoso Beverage damand for artisanal, high-quality chai products, particularly through rebust online markating and
social media engagament.
Introduction
Mystic Spice Premium Chai Taa is an axguisite blend that capturas the essenca of traditional Indian Promotion Plan for Latin America
;hf"' ':: '9“";:1?”‘ : [;a_ c':'!""':f";"'“’;s"‘“ ol T :‘B L"“'; '“""":":"'f‘ ""_'“”“E”:’ Myslic The promation plan for introducing Myatie Spice Premium Chal Tea to the Latin American market
pica Pramium Chai Tea, combining insights from markat trands, product dascription, and a outlings s | strategic objectives and tactics:
detailed pramation plan for the region.
Objectives
Product Descriptinn * Increase awarenass and intarest in Mystic Spice Premium Chai Taa among the target
audienca,
Mys‘th.: Splee Premium Chal Tea Ia.a matlnulx:!uslg.r craftad Blemd that offers an suthentic chal = Position the tea a a premium, natural, snd healthy product affering a unique and satistying
experienca. The key faaturas of this preduct include; .
sapanance,
*  Authantic Blend: A mix of pramium black tea leaves and a signature selaction of spices lika + Encourage trial and purchase through various channels and incentives.
cinnarmon, cardarmom, cloves, gnger, and black pepper, promizing a robust flavos in avery = Build loyalty and retention among consumerns via engagemsent and feedback.
Bip. =
»  Health-Enhancing Ingredients: Ingredients choaen for their natural health Benefits, such ag Tactics
ginger aiding in digastion and cinnaman halping to regulate blood sugar. *  EBranding: Develop a catchy and mamorable brand name and Logo.
= Rich aArorma and Flavor: The warm, spicy arsma and invigorating taste make it peract for any « Online Presence: Create a website and social media profilas to showcasa banefits,
tirre of day. features, and storles.
=  Wersatile Brewing Options: Sultable for preparaticn as hot tea, iced tea, of a creamy latte. «  Digital Marketing Campaigns: Utilize SE0, SEM, email marketing, and influencer
« Sustainably Sourcad: Ingradients from small-scale farms practicing organic farming. partnarships to reach potentisl customers.
+ Elegant Packaging: Eco-friandly peckaging, ideal as a gift or personal traat, +  Free Samplas and Coupons: Distribute these in strategic locations such as supermarkets,
= Customer Satisfaction Guarantesa: We offer a satisfaction guarantes o nsure cUsTOmer cates, and health stores,
delight. »  Events and Contests: Organize events that invite people to try and share fhie 185 with feends
Mystic Spice Premium Chai Taa is ideal for tea enthusiasts, haalth-conscious individuals, and o Tamllyr. . . o . :
anyone laoking 1o explore the rlch Navors of traditional Indlan chai, # Partmarships: Collaborate with local businesses and organizations that align with our values
and wishon.
Market Trends for Chai Teain 2023 Implementation Plan
An analysis of the Contoso Chai Tea market trends for 2023 reveals significant insights: The Dmmmmr‘ ul:an will Dellmpla.mantsd over 12 months “‘?h = bu.daa‘mf'-ij ':":"mf]' Key B ~
parformance indicators will monitor and evaluate success, including wabsite traffic, social madia
» Salas Parformance: Thama has baen an overall fluctuation in total chai salas, with notable angagremant, email opan ratas, conversion mtes, sales valume, customer satistaction, and
peaks in January (784 units} and Dacember (1117 units). ratention rates.
»  Artisanalve. Prermade Seles: Arisanal chal sales have consistently parformyed well, with a . )
significant increase in Decambar (G20 units), indicating a growing prafarance for high- Potential TEE'.I nes
quality, handerafted products. Below ara ten potentisl taglines for promoting Mystic Spice Premium Chai Tea in Latin America:
£ Todine hune the draf, add some detad and regenerate
I B
This report looks good. However, phease add a section titled Competitive Analysis. =
Rewiew the beverage companies in Latin America that sell Chai Tea and then provide
infarmation in this section an the strengths and weaknesses of these competitors, thesr
miarket shara, and thesr pricing itrategie-;|
L. .
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»  Chai taa: & world of flavorina cup

= Chal tea: Discover the magic of India

« Chaitaa: The perfact bland of heatth and plaasura

& (Chaitea: More than just tea, a way of life

= Chal tea: & drink for all seasons and reasons

= Chal tea: The ultimate indulgence fof your senses

« Chaitaa: & swaat escape from the everyday

= Chal tea: Share the warmth, share the love

= Chal tea: Treat yoursell 1o gomeathing special

Competitive Analysis

In Latin Amerlca, several beverage companies sall Chal Tea, sach with thelr unlgue strengths,
‘waaknessas, market share, and pricing stratagies, Hera is an ovarview:

Competitor 1: Teavana

= Strengths: Strong brand recognition, extansive distribution netwark, high-guality products,
= Weasknesses: Higher price pednt, Uimited local Navors, less focus on arisanal approach.

= Market Shana: 25%

= Pricing Strategy: Premium prcing

Competitor 2: Twinings

= Strengths: Well-established brand, diverse product range, competitive pricing.

*  Weaknesses: Tmditional marketing strategias, lass engagament with younger
demographics.

«  Markat Share: 20%

= Pricing Strategy: Competitive pricing

Competitor 3: La Virginia

= Strengths: Strong presence inlocal markets, affordable prces, good flavor variety.
= Weaknesses: Limited international reach, less pramium positioning.

*  Markat Share: 15%

*  Pricing Stratagy: Valus-based pricing

Understanding the sirengths and weaknesses of these competitons allows Mystic Spice Premium
Chai Tea to position sell effectively in the market. By leveraging unigue selling points such as
artizanal guality, health benefits, and sustainable sourcing, along with a well-planned promaotion
strategy, Mystic Spice can gain a compatitive edga and capture a significant shara of the Latin
Amarican market,
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Mystic Spica Pramium Chai Tea prasents a significant opportunity for Contose Beverage to axpand
its footprint in the Latin Amarican market. By lavaraging the insights from markat trends,
understanding the competitiva landscapa, and implamenting a strategdic promotion plan, Mystic
Splce can efectivaly posithon Msell &5 & premium, health-conscious cholce that resonates with the
lifestyle and preferences of Latin Amenican consumeans.
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»  Chai tea: A world of flaverina cup R —
= Chal tea: Discover the magic of India Mystic Spica Pramium Chai Tea prasents a significant opportunity for Contose Beverage to axpand
»  Chaitea: The perfact blend of heatth and pleasura its faotprint in the Latin Amarnican market, By leveraging the msights from markat trends,
« Chaitea: More than just tea, a way of life understanding the competitiva landscapa, and implamenting a strategdic promotion plan, Mystic
s Chal tea: A drink Tor all seasons and reagons Sph:l! can ﬂﬂeﬂ”'ﬂ'ﬁl}' PDB"'{H'I nsell as a Premium, health-conscious cholce that ressnatas with the
«  Chaitea: The ultimate indulgence for your senzes lifestyle and preferances of Latin Amenican consumerns.
« Chaitaa: & swaat escape from the everyday
= Chal tea: Share the wanmih, share the love
= Chal tea: Treat yoursell 1o gomeathing special
Competitive Analysis
In Latin Amerios, several beverage companies sall Chal Tea, sach with their unique strengths,
‘waaknessas, market share, and pricing stratagies, Here is an ovarview;
Competitor 1: Teavana
»  Strengths: Strong brand recognition, extansive distribution netwark, high-guality produscts,
s Wiasknesses: Highes price point, imited local Navors, less focug on arisanal approach.
= PMarket Share: 25%
= Pricing Strategy: Premium pocing
Competitor 2: Twinings
= Strengths: Well-established brand, diverse product range, competitive pricing.
»  Weaknessas: Tmditional marketing strategias, less engagament with younger
demographics.
»  Markat Share: 20%
= Pricing Strategy: Competitive pricing
Competitor 3: La Virginia
= Strengths: Strong presence inlocal markets, affordable prces, good flavor variety.
= Wiaknesses: Limited international reach, less pramium positioning.
» Markat Share: 15%
*  Pricing Stratagy: Valus-based pricing
Understanding the strengths and weaknesses of these competitons sllows Mystic Splee Premium
Chai Tea to position sell effectively in the market. By leveraging unigue selling points such as
artizanal guality, health benefits, and sustainable sourcing, along with a well-planned promotion
strategy, Mystic Spice can gain a compatitive edga and capture a significant shara of the Latin
Amarican market,
¢ To fine tune the draft, add some detad and regenerate
f )
Mica job! One last thing, Please add a section titled Distribution Channals, Review the =
distribution channels used to sell Chal Tea in Latin Armerica and then provide
information in this section on the types of ratadars, whobssalars, and distributors used
L. .
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= Chaitea: The spica of life . . .

g e. Distribution Channels

= Chal tea: Discover the magic of India To succassfully markat Mystic Spice Premium Chai Taa in Latin America, it is crucial to understand

»  Chaitaa: The perfact bland of heatth and plaasura tha distribution channels utilizad for chaitea sales in the region. Tha key distribution channels

& Chaitan: Mors than just tea, & way of life include:

= Chal tea: & drink for all sessons and reasons o e

= Chal tea: The ultimate indulgencea for your sanses

«  Chaitaa: & swaat escape from the everyday = Supermarkets and Hypermarkats: These large retail stores offer wida visibility and reach to

= Chal t2a: Share the warmih, share the love a diverse customer base.

= Chal tea: Treat yoursell to semething special = Speciatty Tea and Coffes Shops: Ideal for targeting tea enthusiasts saeking premium and

artisanal products,
= Heslth Food Stores: These storas cater to health-consclous cansumers looking for natursl

Competitive Analysis and haalthy bevargas.

In Latin America, several beverage companies sell Chal Tea, sach with their unique strengths, = Online Retallers: E-commatte plattanms provide comvenience and attesslbillty, raaching a

‘waaknessas, market share, and pricing stratagies. Hers is an owarvienw: broader audienca,

Competitor 1: Teavana Wholesalers

«  Strengths: Streng brand recognition, extansive distribution network, high-guality products, = Regonal Wholesalers: These wholasalers distribute prodects to vanous Local retailers,

=  Weaknesses: Highes price point, Limited local fiavors, less focus on artisanal approach. ansuring covaraga across diffarent araas.
. Market Shara: 255 +  Food Service Digtributors: Supplying cafes, restaurants, and hotels, these distributors helg

= Pricing Strategy: Premium pricing incraasa brand prasance in the hospitality sector,

Competitor 2; Twinings Distributors

# Mational Distributors: These distrbutors manage larga-scale distribution across the
country, ensuring censistant supply and availability,

= Specialty Beverage Distributora: Focused on niche markets, these distributors cater to

»  Swrengths: Well-established brand, diverse product range, competitive pricing.
* Weaknessaes: Tmditignal marketing strategias, lass engagament with younger

demographics. . . )
«  Market Share: 20% specialty storas and pramium retail outlets,
= Pricing Strategy: Competitive pricing By leveraging these distribution channels, Myatic Spice Pramium Chal Tea can effectively reach itz
. L target audianca in Latin America, ensuring widespraad availability and accessibility,
Competitor 3: La Virginia
= Strengths: Strong presence inlocal markets, affordable prces, goad laver variety. -
®  Wiaknesses: Limited international reach, less pramium positoning. Cﬂ'nﬂlu sion
« Markat Share: 15% Mystic Spica Pramium Chai Tea prasents a significant opportunity for Contose Beverage to axpand
«  Pricing Stratagy: Value-based pricing its footprint in the Latin Amarican market. By laveraging the insights from markat trends,

understanding the competitiva landscapa, and implementing a strategic promotion plan, Mystic
Splce can eMfectivaly posithon Mself &5 & premium, health-canscious cholce that resonates with the
lifestyle and preferences of Latin Amenican consumeans.

Understanding the strengths and weaknesses of these competitons asllows Mystic Splce Premiuny
Chai Tea to position itsell effectively in the market. By leveraging unigue selling points such as
artizanal guality, health benefits, and sustainable sourcing, along with a well-planned promaotion
strategy, Mystic Spice can gain 8 compatitive edga and capture a significant shara nf the | atin
Amarican market, 4 Zafl # [mithe LATAM Mark.. i &l-generaled content may be incorrect. ¢ P
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»  Chaitea: The spice of life . . .
S Distribution Channels
= Chal tea: Discover the magic of India To succasshully markat Mystic Spice Premium Chai Taa in Latin America, it is crucial to understand
»  Chaitaa: The perfact bland of heatth and plaasura tha distribution channels utilizad for chaitea sales in the region. Tha key distribution channels
«  Chaitaa: More than just taa, & way of life includa;
= Chal tea: A drink for all seasons and reagons Retail
= Chai tea: The ultimate indulgencea for your senses etallers
»  Chaitan: & swaat escape from the everyday # Supermarkets and Hypermarkats: These large retail stores offer wida visibility and reach to
= Chal tea: Share the warnmih, share the love a dwerse customers base.
= Chal tea: Treal yoursell to semething special # Speciatty Tea and Coffes Shops: Ideal for targeting tea enthusiasts saeking premium and
artisanal products,
C . Analvsi #  Heslth Food Stores: These stonas cater o health-conscious consumers loaking for natural
nmpetltwe natysis and haalthy bavaragas.,
In Latin America, sevesal Beverage companies sell Chal Tea, sach with their unigue strengtha, +  Online Retallers: E-commerce pletforms provide convenience and sccessibility, resching &
waakngssas, market share, and pricing stratagies, Hers is an ovarviow: broader audience,
Competitor 1: Teavana Wholesalers
» Strengths: Strong brand recognition, extansive distribution netwark, high-guality produsts, - “EE“’F“'WHDEMLHB: T""“fe wholasalers distribute products to various Local retallers,
= Weaknesses: Higher price point, limited local Navors, less focus on artisanal approach. ensuring covaraga across diffarent araas.
o Market Share: 355 = Food Service Distnbutors: Supplying cafes, restaurants, and hotels, these distributors helg
»  Pricing Strategy: Premium pricing incraase brand prasance in the hospitality sector.
Competitor 2; Twinings Distributors
»  Strengihs: Well-established brand, diverse product range, competitive pricing. * N“t"’t"“m‘“”_'“;m’ ’.'“fj“;"s’“‘;“‘“; m“:?&;’“'“ahwt"mm”m“ the
* Weaknesses: Traditignal marketing strategias, lass engagament with younger COUNTY, GNSLNNE ConsIstant SUpply and avalabiiny.
demographics = Specialty Beverage Distributora: Focused on niche markets, these distributors cater to
«  Markat Sharg: 20% specialty storas and pramium retail outlats,
= Pricing Strategy: Competitive pricing By laveraging these distribution channels, Myatic Spice Pramium Chai Tea can affactively reach its
. _ targat audianca in Latin America, ensuring widespraad availability and accessibility,
Competitor 3: La Virginia
= Strengths: Strong presence inlocal markets, affordable prces, goad laver variety. Cﬂ'nﬂlu sion
®  Wizaknesses: Limited international reach, less pramium positoning.
« Markat Share: 15% Mystic Spica Pramium Chai Tea prasents a significant opportunity for Contose Beverage to axpand
»  Pricing Stratagy: Value-based pricing its footprint in the Latin Amarican market. By laveraging the insights from markat trends,
Undarstandingth . 4 " fh dors allows Myatlc Snica Pramk understanding the competitiva landscapa, and implementing a strategic promotion plan, Mystic
nderstanding the sirengths and weaknesaes of these compatitars allows Mystic Spice Framium Spice can eMectively position itsell 88 & premium, health-conscious cholce that resonates with the
Chal Tea to position nsell effectively in the market. By leveraging unigue selling points such as ilestyle and preferences of Latin American consumers
artigzanal guality, health benefits, and sustainable sourcing, along with a well-planned promaotion ! ’
strategy, Mystic Spice can gain a compatitiva edga and capture a significant shara of the Latin
Amarican market,
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LATAM Market Analysis Report for Mystic
Spice Premium Chai Tea

Prepared by the Marketing Director for Contoso Beverage

Introduction

[ 7] Mystic Sploe Premium Chal Tea & an exguizite Blend that captures the essence of traditional Indlan
~alms to provide 8 comprehensive analysis of the Latin American market for Mystic
hal Tea, combining insights frorm market trends, product description, and a
plan far the region.
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escription

Mystic Spice Premium Chai Taa is a meticulously craftad blend that offers an authentic chai
experience. The key featuras of this product include:

= Authentse Blend: A mix of premium black tea leaves and a signature selection of spices like
cinnamon, cardamom, clovas, ginger, and black pappar, promising a robust flavor in avary
sip,
# Haalth-Enhancing Ingredients: Ingredients chosan for their natural haalth banafits, such as
ginger alding in digestion and cinnaman helping 1o regulate blood sugar.
# Rich Aroma and Flavor: Tha warm, spicy arama and invigorating taste make it parfect for any
time of day.
# Versatila Brewing Options: Suitabla for preparation as hot taa, iced taa, or a creamy latte.
= Sustainably Sourced: Ingredients from small-scale farms practicing organkc farming.
= Elegant Packaging: Eco-friendly packaging, ideal as a gift or personal traat.
»  Customar Satisfaction Guarantaa: Wa offer a satisfaction guarantas to ensura customer
dalght.
Mystic Splce Premium Chal Tea ls ideal for tea enthusiasts, health-consclous indivduals, and
anyone looking to explara the rich flavors of traditional Indian chai,

Market Trends for Chai Tea in 2023

An analysis of the Contaso Chal Tea market trends for 2023 reveals significant inslghts:

= Sales Performance: Thers has baen an overall lucstuation in total shal salas, with notable
peaks in fanuary (784 units) and Decermber 1117 unitg).
« Artisanal vs, Premade Sales: Artisanal chai sales hava consistently parformad well, with a

significant increase in December (GB0 units), indicating & growing preferance for high-
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# Social Media Engagemant: Engagamant peaked in July {26304 views], suggasting that
targeted online campaigns can drive significant interest.

# Online Searchas: The highest number of searchas was in Juna (50716, reflecting increased
consumer imterast during mid-year,

Thesa trends undarscone the potential for Mystie Spice Pramium Chal Tea to capitalize an the
demand for artisanal, high-quality ehai products, garcularly through rebust onling marketing and
social media engagament,

Promotion Plan for Latin America

The promaotion plan for introducing Mystic Spica Framium Chai Tea to tha Latin American markat
outlines several strategic abjectives and tactics:

Objectives

»  Increase awareness and interest in Mystic Spice Premium Chal Tea among the tanget
audignee.

= Position tha tea as a pramium, natwral, and healthy product offering a uniqua and satisfying
exparence,
Encouraga trial and purchase through various channals and incentives.
Build loyalty and ratention among consumars via angagemant and feedback,

Tactics

= Branding: Davelap a catchy and mamorable brand nama and Logo,

= Online Presence: Create a website and social media profiles to showease banefits,
features, and stories.

= Digtal Marketing Campaigns: Utitize SEQ, SEM, emall marketing, and [niuences
parinanships to reach potential customers.

# Free Samples and Coupoens: Distribute these in strategic locations such as suparmarkats,
cafes, and haalth stores.

# Events and Contests: Organize events that invite peopla to try and share the taa with friends
and family.

= Pammerships: Collaborate with local businesses and organizations that align with our values
and visian,

Implementation Plan

The promation plan will be implementad over 12 manths with a budget of $100,000. Key
performance indicatars will maonitor and evaluate success, including website traffic, social media
angagenent, email open rates, corversion rates, sales volume, customer satisfacton, and
ratantion rates,
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LATAM Market Analysis Report for Mystic targetad ontine campalgns can arive sgnifcant inerest.
. . . + Online Searchas: The highest number of searchas was in Juns (5076), reflecting increased
Sp |Ce Pr’e mium C h al Tea CONSUME interast during mid-yaar,
) These trends undarscans the potential for Myate Spice Pramium Chal Tea to capitalize an the
Prepared by the Marketing Director for Contoso Beverage demand for artisanal, high-quality chai products, particularly thraugh robust online marketing and
social media gngagament,
Introduction
Mystie Splee Premium Chal Tea |z an exguisite Blend that caplures the essence of traditional Indlan Promotion Plan for Latin America
chial. This repan alms 1o provide a comprehensive analysls of the Latin Amesican market for Mystic The promaotion plan for introducing Mystic Spica Framium Chai Tea to tha Latin American markat
Spece Premiurm Chal Tea, combining insights from market trends, product deseription, and a outlings & | strategic objectives and tactica:
datailad promotion plan for the region,
i . .
Rewritewith Copilot © 1of3 3 X Objectives
o R . . L = Increase awareness and interest in Mystic Splee Premium Chal Tea among the tanget
kystic Spice Premium Chai Tea captures the essence of traditional Indian chai, This report audiance.
| i i f 1 i i hai T i . . . . -
S E L 'ﬁ".“'?”m" I L e Pren.-lurn I B S, T # Position the tea as a pramium, natwral, and healthy product offering a uniqua and satisfying
trends, product detalls, and a premotion plan for the reglon. experience
&l-generated content may be incorrec & 9 Encourage trial and purchase throwgh various channals and incentives.
; - Build layalty and ratention among consumars vis angagement and fesdback,
ST S Insert below | O What do you want Copilot to change?
| o J Tactics
ginger alﬂlngindlg;eaﬁnnmﬁnmm?nhalplngmwmn_mnd Shith +  Branding: Davelop a catchy and mamorable brand nama and logn,
*  Rich Aroma and Flaver: Tha warm, spicy arema and inigorating taste make it parfact for any = Online Presence: Create a webslte and soclal media profiles te showcase banefits,
'5'""9"’_”31‘" _ _ _ _ _ features, and stories.
+  Versatila Brewing Opficns: Suitabla for preparaticn as kot taa, iced taa, or @ creamy atts. +  Digital Marketing Campaigns: Utilize SEQ, SEM, emall marketing, and [nflugncer
s Sustainably Seurced: Ingredients from small-scale farms practicing argansc farming. parinanships to reach potential customers.
= Elegant Packaging: Eco-friendly packaging, ideal as a gift or personal treat. +  Free Samples and Coupons: Distribute these in strategic locations such as suparmarkets,
*  Customar Satisfaction Guarantaa: Wa offer a satistaction guarantas to ensura customer sates, and health stoies,
dalght. +  Events and Contests: Organize events that invite people to try and share the taa with friends
Mystic Sploe Premiom Chal Tea |s idesl Tor 1ea enthusasts, health-conselous individusls, and and family.
anyone looking to explara the rich favors of traditional Indian chai, - Panmfzr.shlps. Collaborate with local businesses and organizations that align with our values
and visian,
Market Trends for Chai Tea in 2023 Implementation Plan
An analysis of the Conloso Chal Tea market trends for 2023 reveals significant insights: The promotion plan will be implemented over 12 months with 2 budget of $100,000. Key
perfarmance indicators will monitar and evaluate success, including website traffic, secial madia
= Sales Performance: Thers has baen an overall lucstuation in total shal salas, with notable angagemant, email open atas, corversion rates, sales valume, customer satisfaction, and
peaks in fanuary (784 units) and Decermber 1117 unitg). ratantion rates,
« Artisanal vs, Premade Sales: Artisanal chai sales hava consistently parformad well, with a
significant increase in December (GD0 units), indicating & growing preference far high- Potential Taglines
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LATAM Market Analysis Report for Mystic
Spice Premium Chai Tea

Prepared by the Marketing Director for Contoso Beverage

Introduction

Mystic Spice Premium Chai Taa captures the assence of traditional Indian chai. This rapart analyzas
the Latin Amancan market for Mystic Spica Pramium Chai Tea, covering markat trends, product
details, and a promotion plan for the reglon.

Product Description

Mystic Sploe Premium Chal Tea s a meticulously crafted blend that offers an authentic chal
experienca. The key faaturas of this product include:

# Authantic Blend: A mix of pramium black tea leavas and a signature selaction of spicas lika
cinnamon, cardamom, cloves, ginger, and black pepper, promizing a robust flavos in evary
sip.

= Health-Enhancing Ingredients: Ingredients chosen for their natural health benefits, such as
Einger aiding in digastion and cinnaman halping to regulate blood sugar,

= Rich Aroma and Flaver: The warm, eplcy arema and Indgorating taste make it perfect far any
tirme of day.

= Wirsatile Brewing Options: Suitable for preparatien as hot tea, iced tea, of 8 creanmy latte.

# Sustainably Sourcad: Ingradients from small-scale farms practicing organic farming.

= Elegant Packaging: Eco-friendly packaging, ideal as a gift or personal treat.

« Customar Satisfaction Guarantaa: Wa offer a satisfaction guarantaa to ensura customer

delight.

Mystic Spice Premium Chai Taa is ideal for taa enthusiasts, haalth-conscious individuals, and
ariyone looking 1o explore the rich Neavors of traditional Indian chai,

Market Trends for Chai Tea in 2023
An analysis of tha Contoso Chai Tea markat trends for 2023 reveals significant insights:

# Salas Parformance: Thama has baen an cverall fluctuation in total chai salas, with notable
peaks in January (784 units| and Dacember (1117 units].

»  Artisanal v, Prermade Seles: Arisanal chai sales hayve conststently parformyed well, with a
significant increase in Decambar (G50 units), indicating a growing praferance for high-
quality, handcrafted products.

Tewt Predictions: on [T ﬁl.me”bl‘rr Good o go

= Soclal Media Engagement: Engagament peaked inJuly (26304 views], suggestng that
targatad online campaigns can drive significant intarast,

»  Online Searches: The highest nurmber of searches was i June (5016, rellecting increased
consumer interast during mid-year,

These trends undarscona the potential for Mystic Spice Pramium Chai Tea to capitalize on the
damand for artisanal, high-quality chai products, particularly through rebust online markating and
social media engagament,

Promotion Plan for Latin America

The promation plan for introducing Mystic Sgioe Pramium Chal Tea to the Latin Amerlcan markat
oartlines sevaral strategic objectivas and tactics:

Objectives

# Increase awarenass and interest in Mystic Spice Premium Chai Tea among the target
audienca.

= Positlon the tea as a premium, natwral, and healthy produet offering a unique and satislying
axparanca,

= Encourage irial and purchase threwgh varlous ehannals and incenthves.

= Build loyalty and retention among consumers via engagement and feedback.

Tactics

= Branding: Develap a catchy and memorable brand name and Logo.

= Online Presence: Create a wabsite and social media profilas to showcasa banafits,
Teatures, and storles.

= Digital Marketing Campaigns: Litilize SEQ, SEM, amail markating, and influencer
partnarships to mach potential customers.

= Free Samples and Coupone: Distribute these in strategic losations such as supemmarkeats,
cafes, and haalth stores,

= Events and Contests: Organize events that invite peeple to try and share the tea with frends
and farily.

# Parmarships: Collaborate with local businesses and organizations that align with cur values
and vighomn.

Implemeantation Plan

The promotion plan will ke implemantad over 12 manths with a buddet of $100,000. Kay
parformance indicaters will monitor and evaluate success, including website traffic, social madia
angagemant, email open ratas, conversion rates, sales valume, customer satisfaction, and
retantion rates,

Potential Taglines

Below ara ten potential taglines for promoting Mystic Spice Premium Chai Tea in Latin Amarica:
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Sales /IKLODIS

Microsoft 365 Copilot use cases and ideas for sales professionals

Create a market research report using Microsoft 365 Copilot in Loop

Create a sales presentation using Microsoft 365 Copilot in PowerPoint

Prepare your meeting notes from emails using Microsoft 365 Copilot Chat

Compare supplier agreements using Microsoft 365 Copilot in Word
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3. Taste and Flavor Varieties: Contoso Protein Plus’ reputation for deliclous and diverse
M a rket Tre A d H e pDI"t . C-DntDS o P rote i f F"ll..l 5 Tlavors was a key selling point in the viral content, This made the product appear more

appaaling and consumear-friendLly.

The New Social Media Sensation 4, Health and Fitness Trends: The ongoing surge in health and liness consciousness,
combined with an increase in the number of people embracing workout routines and

active lifestylas, created a receptive market for & product like Contoso Protein Plus.
Report Date: lanuary 22, 2024

5. Easy Availability: The product’s accessibility through various online retailers further

fuelad the hype. Online platforms offered the convenience of purchasing, and this was
In recent weeks, Contose Protein Flus has become a significant social media sensation, underscored by the Influencer’s recommendation,
and the brand |s Fiding the wiave of DWUlaﬂﬁ' following & video that was released on social
media. This trand analysis axplores the key factors contributing to the sudden surge in
demand for Contosa Protein Plus. Today, Contoso Beveraga Ltd. has limitad its salas of
Contosa Protein Plus to the Southwest US, which is the company's home Dase. Given the
market trend Tor this product, Contoso must decide whether T will e viakale to take this

&. Positive Reviews and Testimoenials: The reel was not an isolated casa. Several
consumers and fitness enthusiasts shared their positive experiences with Contoso Protain
Plus on social media, This uger-generated content added o the product’s creditklity and
helped establish a robust online community around it

product nationally. 7. Word of Mouth: Social media platforms foster the raphd spread of trends through word
of mauth, Users whe tried the produst shared thelr experiences, Inspiring mare individuals
to follow suit.

The Viral Real

The catalyst for the rapid rise in demand for Contoso Protein Plus can be traced back to a

Impacts on Contoso Protein Plus's Market Position
captivating and influential reel posted on social media platforms, particularly Instagram

and TikTok, The reel Teatured a fitness influencer whe highlighted the produet's taste, A5 arasult of this virsl reel and the subsequent social media hype, Contoso Protein Plus
effectiveness, and versatility, The compelling content showcased the influencer has experienced & ramarkabla boost in sales and brand recognition. 1t has positicnad itself
saamlessly integrating Contoso Protein Plus into their daity fitness routine, and it as a trendly, go-to choice for those looking to supplement thelr fitness and nutrition
resonated with 2 broad audienca. routines., The brand's marketing team has actively engaged with the viral content to amplify

its reach and impact.

Key Factors Behind the Hype )
Conclusion
1. Engaging Content: The viral reel successiully conveyed the product’s appeal threugh
engaging visuals and informative content, It captivated viewers by demonstrating the ease Thie power ol sacial media in influensing consumer cholees and creating trends cannot be
of incurpnrating Contoso Protein Plus into a dEIil].' fitnass I‘BEiITIBI'I. underestimated, Contoso Protein Plus’ recent Surgen DDI}IU|3|'|T,' SErVES a5 atestament 1o

the potential of viral content and influencer marketing in tha digital age. As the fitness and
2. Influencer Marketing: The power of influsncer marketing cannot be overstated. The health industry continues to thrive, it is likely that Contoso Protein Plus will maintain its
fitnass influencer's endorsament of the oroduct lent cradibilitv to its auality and efficacwy. e e el s L e L bl e B bl B i B b bt
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CQ - Original Content:
In recent weeks, Contoso Protein Plus has become a significant social media sensation, and the brand is riding the wave of popularity following a video that was

released on social media. This trend analysis explores the key factors contributing to the sudden surge in demand for Contoso Protein Plus. Today, Contoso
Beverage Ltd. has limited its sales of Contoso Protein Plus to the Southwest US, which is the company’s home base. Given the market trend for this product,
Contoso must decide whether it will be viable to take this product nationally.
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Questions &
Answers

This slide is dedicated to addressing any questions or comments from the audience. Encourage participants to share their thoughts or seek clarification on any
aspects of the presentation. Engaging in a dialogue will help reinforce key points and provide additional insights. Thank you for your attention, and | look
forward to your questions,
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¢ Added images to make your deck more

engaging
¢ Applied layouts to organise slides

You can also use Designer for adjusting
layouts.
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Add a slide at the end of the
presentation for Q&A.
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OK, here you go. A Q&A slide has been
added at the end of the presentation

If you'd like, Designer also has other layout
options to consider,
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Health and Fitness Trends .
I've added speaker notes to this slide. These
notes do not contain visual context. Review
the notes and make edits manually, or unde
8 » Sunge in Health and Fitness Consciousness and try again,
= Growing awareness about health and fitness )
Increased interast in maintaining a healthy lifestyle
» Embracing Workout Rautines Please suggest a list of questions that
= More people adopting regular workout routines the audience may have during this
+ Active lifestyles becaming more popular presentation
9
+  Receptive Market for Conteso Protein Plus
+  Product aligns with current health trends ',b Copilot  &1-gererated content may be ncormac
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noreased demand for health supplements I've added speaker notes to this slide. These
notes do not contain visual context, Review
the notes and make edits manually, or unde
and try again.
& D
The rise in health and fitness awareness has led to more people adopting active lifestyles and workout routines. This trend has created a receptive market for
products like Contoso Protein Plus, which aligns with the current demand for health supplements. What is the report date for the Market Trend
Report?
Original content Conte Proter et T et
4. Health and Fitness Trends: The ongoing surge in health and fitness consciousness, combined with an increase in the number of people embracing workout i
routines and active lifestyles, created a receptive market for a product like Contoso Protein Plus. o
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The Health Benefits of
Protein

+ Protein supports muscle growth
and repair after exercise.

« It aids in maintaining a healthy
weight by promoting satiety.

« Protein plays avitalrole in
hormone production and immune
function.

Protein is an essential macronutrient that offers numerous health benefits. It is crucial for muscle growth and repair, especially post-exercise. Additionally,
protein contributes to weight management by increasing feelings of fullness, which can help control appetite. Moreover, it is vital for hormone production and
supports the immune system, ensuring overall health and wellness.
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I've added speaker notes to this slide. These
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Add a slide about the health benefits
of protein

a Copilot Al-gersrated content may be ncorect

OK, here you go. A slide about the health
benefits of protein has been added

If you'd like, Designer also has other layout
options to consider.

4H 9

What is the report date for the Market Trend
Report?

What are the key factors behind the hype of
Contoso Protein Plus?

C
Ask me anything about this presentation

WY B 9




Human Resources /IKLODIS

Microsoft 365 Copilot use cases and ideas for human resources professionals

« Create ajob description using Microsoft 365 Copilot in Word
« Analyze resumes and make a recommendation using Microsoft 365 Copilot in Word
« Create interview questions using Microsoft 365 Copilot in Loop

« Compose an email offer letter using Microsoft 365 Copilot in Outlook
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Job Description: Senior Animation Designer

Graphic Design Institute

Overview

We ara saaking a highly skilled and sxpanencad Sanior Animation Dasigner to join our dynamic
team at the Graphic Desidn Institute. Tha successful candidate will lead animation design projects,
provida mentorship to junior designers, and ansure the creation of high-guality, visually appealing,
and user-friendly designs that mast project reguiremants.

Responsibilities
Collaboration

»  Wirk collaboratively with other designers, devalopers, and stakeholdears 1o create high-
quality designs.

* Lead brainstorming sassions to generate creativa idaas.,

»  Provide constructive feedback to other team membars,

= Cammunicate effectively with taam members, stakehaelders, and clisnts o ensure projact
requirements are mat,

Design

»  Create visually appealing designs that ara user-friandly, accessibla, and rasponsiva.

s LUze design software such as Adobe Creative Suite, Sketch, or Figma to create designs.
= Create wireframes, prototypes, and mockups to lustrate design concepls,

» Ensura dasigns are optimizad for differant davices and platforms,

# Provide guidance to junior designers on dasign best practices,

Communication

* Provide regular updates on project prograss,
= Respond 1o feadback and make necessary changas 1o designs,
= Present designs 1o stakeholders and clents.

Research

= Conduct ressarch to identify user naads, preferences, and behaviors to inform design
deciasons.

= Conduct user interviews and suréeys to gather feedback.

* Analyze user data to idantify trands and pattarns,

= Stay up-te-date with the Latest design trends and technologies.

O English [Unibed Statexy  Tedt Predicions: on FR T, acremsibiiby Good bo go

Headirg 2

AaBhceD AsBhced AABb! AaBbC AsBbCt
Headeg 1

Headirg 3

P Commants
IR S
RAADB| naBbcc assbcer assbcer assbcer || o F % B BC
Title Subdithe  Sulbthe Em Ernphass  Ietense E e freate Dictate | Seredivity  Add-ins
= e - - s o [ select= aPDE - -
Sris [F] Editing adobe Acobst | Veice Semitiity | Add-ins
Testing

= Conduct usability testing to ansure designs mest user naads and ara accessitle to all
USES.

= Creata test plans and sCENErios.

= Conduct Uger tesling sessiong.
Analyze test results and maka nacessary changes to designs,
Provide guidanca to junior designars on tasting bast practices.

Documentation

+ Creata and maintain design documantation, including style guides, dasign systems, and
dasign specifications,
Ensure design documantation is up-to-date and accurata,
Provide guidanca to junior deasignars on documantation bast practices.

Professional Development

= Stay up-Lo-date with the latest design trends, wols, and technolegles o improve design
quality and efficiancy,

«  Attend design conferences and warkshops,
Pamcipate in anling design communiteas,
Taka coursas ta leam naw design skills,

Leadership

Lead the design taam and provide guidanca to junior designars,

Frovide mantarship and coaching to junior designaers,
= Lead design reviews and provide conatructive feedback to team mermbers.
= Emsure designeg meet project reguirerments and are delivered on time.

Qualifications
»  Bachelor's degres in Graghic Design, Animation, or a related fistd,
-

Minimum of & yaars of experience in animation dasign or a related fiald,
Proficiency in design software such as Adobe Creative Suite, Sketch, of Figma.

= Strong portfole showeasing user-friendly, accessible, and responsive designs.
Excallent communication, collaboration, and leadership skills,
Proven ability to conduct research and usability testing.

= Esxperience in creating and maintaining design documentathon.

= Commitmant to staying up-to-date with the latest design trends and technologies,

Wa Look farwand 10 welcoming a talented and passionate Sanior Animation Designer to our team. If
you mesat the above qualifications and are excited about this opgortunity, pleass apply with your
rasums and portfolio,
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Alex Wilber is an experienced Animation Designer with a strong background in both 20 and 30 animation, looking to leverage
his skills in a dynamic work environment
- Work Experience: Alex has workad as an Animation Designer at Spark Animation since January 2021, leading a team of 12
anlmators and collaborating with varlous stakeholders to produce high-gquality 30 animations using software like Maya,
Blender, and Adobe Creative Suite. [1] [2)
» Pravious Roles: Prior to Spark Animation, Alex worked at Fiel Studio from June 2018 to Decembar 2020, creating 20 and 30
anlmatlons for varous projects and at Flash Animation as a Junlor Anlmation Designer from September 2016 to May 2018,
assisting in 20 animations for web and mobile platforms, [3) 141
» Education and Skills: Alex holds a Bachelor of Arts in Fine Arts with a major in Animation from the Univarsity of Art and
Design and & pursaing a Master of Arts In Animation from Online University. He s profichent in various animation software and
has strong creative and collaborative skills. [5] (5]
0 Copy || O Opsen inchat Abgenerabad conbant may b ncomet ¢ 5
Resume: Alex Wilber Education
Animation Dasigher =  University of Art and Design, New York, NY [(Sep 2070 - Jun 2014)
. Bachelor of Arts in Fine Arts, Major in Animation
Contact Information
+  Online University, Remote (Sep 2015 - 2020)
=  Email: alex.wilber@example.com
Master of AFS in .ﬂ-nlmatlon. Expected Graduation; Dec 2025
Objective )
Skills
To apply my creative and technical skills as an Animation Designer in a dynamic and
Innovative environment, = Proficient in various enimation softwara, such as Maya, Blender, Toon Boom, Flash,
Photoshop, After Effects, and Animate
. # Exparienced in both 2D and 30 animation, as well a8 motion graphics and visual
Work Experience P grapn
lMects
= Spark Animation: Animation Designer (Jan 2021 - Present) = Creative and artistic, with a keen eye for detail, color, and composition
Lead a team of 12 animators to create high-quality 3D animations for various projects, * Team player, with excellent communication and collaboration skills
incluging feature films, commersials, and video games, Collaborate with direstors, * Adaptable end fisxible, able to work on diffsrent stylss and genres of animation
producers, and clients to ensure the artistic vision and quality standards are met. Usa Interests
Maya, Blender, and Adobe Creative Suite to design and animate charactars, environments,
and effects. - W-B‘IGNI"IE animated movies and shows
*  Playing video games
*  Plael Siudio: Animation Designer (Jun 2018 - Des 2020) B - PP ————
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D rmthe Hiring Manager for Graphic Design Institute. We're hiring for the position of Senior
Animation Designer. Please create a report that compares the attachad resumes to the
reqquiremants for a Senior Animation Designer in the attached job desoniption file and rank
the candidates from rmost qualified to kast qualified. Thank you! Graphic Design Institute -
Job Descrption doo /rag
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- Research and usakbility testing Qualifications:

LR e A - Bachelor of Artz in Fine Arts [dnimation), pursuing Master of Arts in Animation

- Professional development . B _ . L . .
P - ¥ yaars of experience in animation dasign, including sanior roles

Ll - Proficignt in Maya, Blender, Toon Boom, Flash, Photoshop, Aftar Effects

Qualifications:

- Bachalor's degree in Graphic Dasign, Animation, or related fiald

- Minimum of 5 years of experaencea in animation design or related fleld

- Experience leading a team and managing projects
Strangths:

- Mat tha experience raquirgmeant with gxtansive senior rola experience

- Praflclency in design softwars (Adabe Creative Surte, Sketch, Figma) - Strong portiolio with leadership and collaboration skills

- Strong portfolio - Praficiency in multipls animation softwane

- Excellant commasnication, collaboration, and leadarship skills - Published auther and certified expert

- Pravan ability in research and usability teating PP —

- Expanance In creating and mamtaiming design documeantation

- Currantly pursuing a Master's dagraa, which may imply a current focus on aducation alongside
wark

Nestor Wilke

Qualifications:

Ranking of Candidates
1. Mestor Wilke - Most gualified with exensive expenence and senior role expertise.
2. Patti Fernandaz - Hghly gualified with strong experience and leadership skitls.
3. Alax Wilber - Very qualifiad with ample experience and current educational pursuit,
- Bachalar of Fine Ars in Animation

4. Holly Dickson - Least qualifiad dua to limitad experience and lack of senior rola experience.
- Orwer 25 years of experience in the industry

- Proficient in Adobae Aftar Effects, Autodesk Maya, Cinama 4D

Conclusion
- Extansive seni d iml i
an AR, I IRV O 1 Basad on the comparison of the candidates' resumas to the job description, Mestor Wilke is the
Strengths: maost qualified candidate for the Senior Animation Designer positien, followed closaly by Patt

Farnandaz, Alax Wilber, while axperienced, is ranked third due to his ongeing education. Halky

- Wast industry experience and leadership rales
Ty exp p alented, does nat mest the minimum exparence rauiremant for

i 1af1 # I'm the Hinng Mana.. i &l-generated confent may be incorract ¢ 53
- Strong portfolio
r
- Proficiency in relevant animation softwara o Keepit |ESEIR] For exampla, Wake it formal”
- Praven ability in research and usabilitg teating . I -
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- Excellant commanication, collaboration, and leadarship skills

- Prowen ability in reseanch and usability testing

- Expariance in creating and mamtaining design documentation

- Currantly pursuing a Master's dagraa, which may imply a current focus on aducation alangside
wark

Mestor Wilke

Qualifications;

- Bachelor of Fine &Ms in Animation

- Orver 25 yaars of experience in the industry

- Proficient in Adobe Aftar Effects, Autodesk Maya, Cinama 4D
- Extansive senior and managerial experienca
Strengths:

- Vast Industry experience and leadership roles

- Strong portfalio

- Proficiency in relevant animation softwara

- Praven ability in research and usability testing
Wiaaknegses:

- Mona idantifiad; highly experienced and qualified
Patti Fermandez

Qualifications:

- Bachelor of Fine &mMs in Animation

- 10 years of awpariance in the industry

- Proficient in Maya, Blandar, Adobe Animate, and Unity
- Exparience in l2ading teams and managng projects
Strangins:
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Ranking of Candidates

1. Mestor Wilke - Most gualitied with extensive expanencea and senior rale axpertise.
2. Patti Fernandez - Highly gualitied with strong experience and lesdership skille.

A, Alax Wilber - Very qualifiad with ample experience and current educational pursuit,

4. Hally Dickson - Least qualifiad dua to limitad experience and lack of senior rola experience.

Conclusion

Basad on the comparison of the candidates' resumas o the job description, Mestor Wilke is the
mast qualified candidate for the Senior Animation Designer position, followed closaly by Patti
Farnandaz, Alax Wilber, while axperianced, is ranked third due to his ongeing aducation. Holky
Dickson, althaugh proficient and talented, does net meet the minimum experlence requiremeant for
the pasition.

T Draf wah Copilot k4

Please create a table comparning the 4 candidates
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- Currently purauing a Master's degree, which rmay imply a current focus on education alengside . -
- Ranking of Candidates
1. Nastor Wilka - Most qualified with extensive sxpanance and sanior role axpartise.
Mestar Wilke

Qualiticath 2. Patti Farnandaz - Highly qualified with strong experiance and leadership skills.
ualifications:

. o 3. Alew Wilbier - Very qualied with ample experience and current educational pursuit,
- Bachalar of Fine Arts in Animation

. : . 4. Holly Deckson - Least gualified dua to mited experience and lack of senior rola experience.
- Oregr 25 vaars of experienca in tha industry

- Proficient in Adobe After Effects, Autodesk Maya, Cinema 40

Conclusion
- Extenane semor and managerlnl EIZPETIEI'II:E

Basgad on the compansan of the candidatas’ resumeas 1o !hE_II:Ih dagcrnption, Mestor Wilke g the
SII'EI'IE'.“H'ISI mast gualified candidate for the Senior Anlmation Deaugner POSITSEN, folloswed GIEIB-El'.' b‘.' Patti

Farnandaz. slex Wilber, while eaxparenced, is ranked third due to his ongeing education. Hally

- Wast industry experience and leadarship rolas . .. .. . .
e " Dickson, although proficient and talentad, does not meet tha minimum experience raquiramant for

- Strong portlalio _+_th'a pasition.
- Proficlency in relevant animation software  candidate Exparience Leadership Current Ranking
o - : Skills Education
- Provan ability in research and usability tasting Mastor Wilks Exiensre Yas Mo 1
Waaknesses: Patti Fe.mandez Strang Yas Mo 2
Alex Wilbar Ample Yas a5 a
- Mone identified; highly experienced and gualified Hally DHekaan Limited N MNa 4
Patti Fernandez

Qualitications:

- Bachalor of Fine Arts in Animation

- 10 years of axparence in the industry

- Praficient in Maya, Blendear, Adobe Animate, and Unity
- Expariance in laading taams and managing projacts
Strangths:

- Meets the edperience requirerment with senior and lead animater rsles
- Strang portlalio

- Proficiency in multiple animation software

- Leadarship and team management skills
Weaknesses:

- Mone sigaficant: well-rounded and sxperienced
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Operations MO

Microsoft 365 Copilot use cases and ideas for operations professionals

Brainstorm project plan ideas using Microsoft 365 Copilot in Whiteboard

Draft a meeting reply using Microsoft 365 Copilot in Outlook

Compare reporting results using Microsoft 365 Copilot in Word

Create a presentation using Microsoft 365 Copilot in PowerPoint
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Hi Jamie,

| found the issue—20 units were part of a damaged return batch that was mistakenly added back to
inventory instead of being marked as non-sellable. Additionally, 5 more units were allocated to an order
that was canceled but not reflected in WMS. That explains the 25-unit shortfall.

To prevent this in the future, | suggest we:

* Implement a double-check system for returned stock before marking it as available.
¢ Ensure all canceled orders automatically adjust inventory in WMS.
¢ Schedule weekly audits of high-demand products like the Smart Mugs.

Let me know If you agree with these action items, or if you'd like to add anything else.

Best,
Polly

€\ Reply > Forward

Polly Bedford

Hi Jamie, Thanks for flagging this. | just did a quick manual count of the Contos...

(A You
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b Folders | #»  Summary by Copilot
V‘ S0 R . © Help me plan
= MPS Sollv Recdford T "~ & 3
Q Polly Bedford : \ ) - Set my out of office from
® To: @ Jamie Lawson Mon ) 4 PM

Find something

Find the file that

) Plan and set goals

How do 1 set and track |“”'} term

career goals?

) Chat history
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- C= Organise my inbox
s Favalrites Focused Other o = Tl Urgent: Order Fulfillment Delays — Inventory Discrepancy . )
Create an inbox rule to [categoris
|- Polly Bedford . From this . rson t
ir Folders & ! _ 'Tﬁ summary by Copilot L ] -4
I_|-'5.|¢|'|r_ Order Fulfillme 424 P comiersation
b 4 i t Hi Jamle, I found the (ssue—20 You informed Polly Bedford about custamer complaints regarding delayed shiprents of Contoso Smart, Mugs and discrepancies n Help me plan
A : 1 batween the warahouse management System (WS inventony levels amd actual stock 4 ~
s Last month Set my out of office from
-, Pally Bedfard canfirmead that the warehause anly has 25 units instead af the 50 showen in WS and suspected arrons in the last Menday T next Fr ¥
Iwventory update 2
o Polly Bedford identified that 20 units were part of a damaged return batch mistakenly added back to imventory, and 5 units were - Find something

allocated to a cancelled order not reflec

ted in WS, explaining the 25-unit shortfall '3 . Find the file that [ne

Polly Bedford suggested implementing a double-check system for returned stock, emsuring cancelled orders adjust inventony in

@ Plan and set goals

How dio | set and track long-term
career goals?

ated v b i /.{ C
- T} Chat histon
@ Pally Bedford @D « & o e B - = chathstey
To: & Jarmie Lawson Man 170272025 4:24 PM
Hi Jamie,

| found the issue—20 units were part of a damaged return bateh that was mistakenly added back to
inventory instead of baing marked as non-sellabla. Additionally, 5 maore units were allocated to an order
that was canceled but not reflected in WMS. That explains the 25-unit shortfall.,

To prevent this in the future, | sSUggast we:

¢ Implemeant a double-chack system for returned stock before marking it as available,
+ Ensure all canceled orders automatically adjust inventory in WMS.
+ Schedule weekly audits of high-demand products like the Smart Mugs.

I } Let me know if you agree with these action items, or if you'd like to add anything else. ;
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Re: Urgent: Order Fulfillment Delays — Inventory Discrepancy

Fram: Polly Badford <Polly, Bedford®bhgtm.onmicrosoft.coms=
Sent: 1/ Febouary 2005 4:24 PM

To: Larmier Linwson {.‘l-:imirlI_h_]|:||'||.;Irn.1:|r|rr|i1:r|:ae\.u::l|'|.-::urn‘.:

Subject: e Urgent: Drder Bollillrment Deligs — Imentory Discrepancy
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| teund the issue—20 units werne part of 3 damaged return batch that was mistakenly added back to inventory instead of being marked as non-sellable. Additionally, 5 moere units were allocated to an order that was canceled but not reflected in WMS, That explains the

25-unit shortfall,
To prevant this in the future, | suggest we:

+ |mplemant & double-check system for returnad stock before marking it a5 available.
= Ensure all canceled orders automatically adjust inventory in WMS.,
« Schedule weekly audits of high-demand products like the Smart Mugs.

Let me know if you agree with thesea action itemns, or if you'd like to add anything else.

Best,
Polly

Fram: Polly Badford <Polly. Bedford@bhgtm.onmicrosoft.com=

Sent: Monday, February 17, 2025 1:23 PM

Te: lamnie Lawson <admin@bhgtm.onmicrosoft.coms

Subject: Fe: Urgent: Ovder Fulfillment Delays — Imontory Discrepancy

Hi Jamia,

Thanks for flagging this. | just did a quick manual count of the Contoso Smart Mugs in the warehouse, and you're right—we only have 25 units on hand, not 50, It loeks like there was an error in the last inventory update. | suspect that either:

1. & batch of returned items was incarrectly added back to available stock without inspection,
2. Some orders weren't properly marked as shipped, leading to an Inaccurate stock count.
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Re: Urgent: Order Fulfillment Delays — Inventory Discrepancy

& Thank Eolly for finding the answer to the problem | ﬂ

Sent: 1/ Febouary 2005 4:24 PM
To: Larmier Linwson {.‘l-:imirlI_h_]|:||'||.;Irn.1:|r|rr|i1:r|:ae\.u::l|'|.-::urn‘.:

Subject: e Urgent: Drder Bollillrment Deligs — Imentory Discrepancy

Hi lamia,
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Dwalt saved al 4:30 PM

| teund the issue—20 units werne part of 3 damaged return batch that was mistakenly added back to inventory instead of being marked as non-sellable. Additionally, 5 moere units were allocated to an order that was canceled but not reflected in WMS, That explains the

25-unit shortfall,
To prevant this in the future, | suggest we:

+ |mplemant & double-check system for returnad stock before marking it a5 available.
= Ensure all canceled orders automatically adjust inventory in WMS.,
« Schedule weekly audits of high-demand products like the Smart Mugs.

Let me know if you agree with thesea action itemns, or if you'd like to add anything else.

Best,
Polly

Fram: Polly Badford <Polly. Bedford@bhgtm.onmicrosoft.com=

Sent: Monday, February 17, 2025 1:23 PM

Te: lamnie Lawson <admin@bhgtm.onmicrosoft.coms

Subject: Fe: Urgent: Ovder Fulfillment Delays — Imontory Discrepancy

Hi Jamia,

Thanks for flagging this. | just did a quick manual count of the Contoso Smart Mugs in the warehouse, and you're right—we only have 25 units on hand, not 50, It loeks like there was an error in the last inventory update. | suspect that either:

1. & batch of returned items was incarrectly added back to available stock without inspection,
2. Some orders weren't properly marked as shipped, leading to an Inaccurate stock count.
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o @ Polly Bedford

& -

Re: Urgent: Order Fulfillment Delays — Inventory Discrepancy Dwaft saved at 4:31 PM

Hi Polly,

Thank you 5o much tor yeur diligence in tracking down the issue, Your thorough investigation has claritied the discrepancy and helped us understand the root cause of the 25-unit shortfall, | really appreciate your attention to detail and quick action in identitying that
20 units were mistakenly re-added to the inventory after being returmed damaged, and the additional 5 units were not accounted for due to a cancelled order not reflecting in the WMS,

| completely agres with your suggested measures ta prevent such issuas in the future. Implemeanting a8 double-check system for returned stock, ensuring that cancelled orders sutomatically adjust inventory in the WHMS, and scheduling weekly audits for high-
demand products like the Smart Mugs sound like excellent teps to enhance our inventary management processes,

Thanks again, Pally. Your proactive approach and commitment to resalving this matter swiftly have been invaluable. If thera's anything elsa that nesds to be addressed, please feel free to let mae know.
Best regards,
Jamie

) thank pally for finding the answer to the .. 1 &l genesated.. Ay 5)

& rmake il a licndly and less lonmal lUIIL‘i 'o

Subject: e Urgent: Drder Dollillenent Delegs — Imeentory Disorepancy

Hi lamia,

| found the issue—20 units were part of & damaged return batch that was mistakenly added back to inventory instead of being marked a3 non-sellable. Additionally, 5 more units were allocated to 8n order that was canceled but not reflected in WS, That explains the
25-unit shortrall,

To prevent this in the future, | SUggest we:

« |mplemant 8 double-check system for returnad stock before marking it as available.
* Ensure all canceled orders automatically adjust inventory in WHMS,
« Schedule weekly audits of high-demand products like the Smart Mugs.

Let me know if you agree with these action items, or if you'd like 1o add anything else.

Best,
Pally

Fram: Polly Badford <Polly, Bedford@bhgtm onmicrosoft. coms

P X [N 17 IOTE 1.7 [A
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Re: Urgent: Order Fulfillment Delays — Inventory Discrepancy Dwaft saved at 4:31 PM

Hi Polly,

Thanks a ton tor sorting out the isswe, Your thorough investigation really cleared up the discrepancy and helped us understand the root cause of the 25-unit shartfall. | truly appreciate your attention to detail and quick action in identitying that 20 units were
mistakenly re-added to the inventory after being retumed damaged, and the additional 5 units were not accounted for due to a cancelled order not reflecting in the WMs.,

I'm an board with your suggasted meaasures to prevant this from happening agein. Adding a doubla-check system Tor returnad stock, making sure cancellad orders automatically adjust inventary in the WMS, and schaduling waekly audits for high-demand products
like the Smart Mugs all sound like great steps to improve our inventory management.,

Thanks again, Pally. Your proactive approach and guick resolution have besen incradibly halpful. If thera's anything elsa that needs attention, just let me knaw.

Best,
Jamie
{ 2ofe ) make it a friendly and Iess farmal fone -
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Modif

selfy semient ged return batch that was mistekenly added back to inventory instead of being marked a5 non-sellable. Additionally, 5 more units were allocated to an order that was canceled but not reflected in WHMS. That explains the
3 Retry

et

2% Make it shorter

v Make it lonoer . = urned stack before marking it as available.
+ Ensure all canceled orders automatically adjust invantory in WHMMS.
« Schedule weekly audits of high-demand products like the Smart Mugs.

Let me know if you agree with these action items, or if you'd like 1o add anything else.

Best,
Pally

Fram: Polly Badford <Polly, Bedford@bhgtm onmicrosoft. coms
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Re: Urgent: Order Fulfillment Delays — Inventory Discrepancy Dwaft saved at 4:32 PM

Hi Polly,

Thanks a ton tor sorting out the issue, Your thorough investigation really cleared up the discrepancy and helped us understand the root cause of the 25-unit sharttall, | truly appreciate your attention to detail and quick action in identitying that 20 units were
mistakenly re-added to the inventory atter being retumed damaged, and the additional 5 units were not accounted for due 1o a cancelled order not reflecting in the WMs.,

I'm an board with your suggasted meaasures to prevant this from happening agein. Adding a doubla-check system Tor returnad stock, making sure cancellad orders automatically adjust inventary in the WMS, and schaduling waekly audits for high-demand products
like the Smart Mugs all sound Like great steps to improve our inventory management.,

Thanks again, Pally. Your proactive approach and guick resolution have besen incradibly halpful. If thera's anything elsa that needs attention, just let me knaw.

Best,
Jamie

Fram: Molly Badiord <Molly. Bedfordi@bhatm.onmicrosoft.comz

Sent: 17 February 2025 4:24 'M

Te: Jamie Lawson <admin@bhgtm.onmicrosoft.com=

Subject: e Urgent: Drder Dollillemem Delegs — Imentory Disorepancy

Hi lamia,

| found the issue—20 units were part of & damaged return batch that was mistakenly added back to inventory instead of being marked a3 non-sellable. Additionally, 5 more units were allocated to 8n order that was canceled but not reflected in WS, That explains the
25-unit shortrall,

To prevent this in the future, | SUggest we:

« |mplemant 8 double-check system for returnad stock before marking it as available.
+ Ensure all canceled orders automatically adjust invantory in WHMS.
« Schedule weekly audits of high-demand products like the Smart Mugs.

Let me know if you agree with these action items, or if you'd like 1o add anything else.

Best,
Pally

Fram: Polly Badford <Polly, Bedford@bhgtm onmicrosoft. coms

P X [N 17 IOTE 1.7 [A
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 Transforming your business
with Copilot + Agents
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What are Copilot agents?

Agents expand Copilot's knowledge and skills or can operate autonomously to complete
tasks or automate processes

Simple # g %) Advanced
Retrieval Task Autonomous
Retrieve information from Take actions when asked, Operate independently,
grounding data, reason, automate workflows, and dynamically plan, orchestrate
summarize, and answer replace repetitive tasks for users  other agents, learn and escalate

user questions

Copilot agents vary in level of complexity and capabilities depending on your need

nbn-COMMERCIAL



Spectrum of Copilot agents

1 0ODhS

IT Helpdesk agent Device Refresh agent Lead Gen agent
How do | connect to the corporate Request a new laptop and send The agent has identified and
network? approvals via IT Service tool. researched 15 new leads for you
to review.
% 0 B % 0 B IR B>

t————————-9
————————e

x‘ Advanced

Project Expense

Tracker agent Report agent

What is the status of phase 2 for Review outstanding open purchase
project X and the remaining budget? orders and begin financial planning.

nbn-COMMERCIAL

Customer
Support agent
¢

The agent identified new support
issues and triaged to multi-agents
to handle.

% 0 >
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™ Popular on Teams
OneDrive Trending with your peers
Agents
&
Copilot Top picks
G; Top rated apps
i ppraesk M3ES certified
Al-powered apps
@4
Plans
Categories
Q] Built by Microsoft
Vera Ln-—i-\g
Education
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Project management
. Utilities

Built with Power Platform
Sew e

Industries
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Education
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Gowarnment

Health care and life schences
Saw mans

o2 Workflows

& Manage your apps
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Perfect Wiki =
Qoo RD7

Buikd and organize your knowled e base of Company res.,
& 46 [266 ratings)

Commusicyion  Conboat managemani

m Miro = Add
Mirg

Create, emibed, pin, search and get notificatians for Miro ...
i 4.0 24 ratingsj

Commusication  Productity

Now Virtual Agent
Serviceow

Find arewers, fle requests and complete routine SendoeN.,
W &2 (554 ratings)

Posd] uTiwiny

P Presentations Al =
Irfographts techralagies.

Instanthy create and design stunning presentations with 2.
o 4.4 (67 ratings)

Commusication  Productity

Backlog
Mulab Inc.

A tasks and get nofified about Badklog updates in Micr
& 3.6 [7 ratings)

Commusication  Producisity

ServiceDesk Plus Cloud
Toho Corparation Private Limited

fudd!

Bdanage all your ServiceDesic Pius Cloud inodent and sery._
o 4.1 (250 ratings)

Middmin  Peoducthvity

w  Seismic el
B cimic

Jira Cloud

AHaszman.coem

Audd

EMpaower your team 1o track, update, snd manage progect.,
# 4.1 (458 ratings)

Mrddmin  Project manapement

Confluence Cloud = Add
Atlassian.com

Caphure rich mesting rates, share pages, & stay up-io-da..
¥ 2810 ratmgs)

{ommunicatins  Conbent mansgemant

Trelle
Abasmancom

Akl

Tralkar Jets o work more collaboratively and get mane do.,
W 3.4 (120 ratings)

Communication  Productingy

PFrompt Coach
Micrasoft Corporation

‘Wirile and imgrove your prompks
¥ 4.0 ratings)

Productiity  Traimisg & bicrisl

Writing Coach +

Ad
Microsoft Corporation
Take your writing to the neet kel with 'Writing Joach

¥ .77 ratings)

Froducthety  Traisiag & hutorial

Learn3Bs g =
Terca Intemational ApS

Learn, share, and manage training inside Microsoft Teams
W 4.1 (822 ratings)

Huran rescurcen B mensbizg  Productity

' DailyBot +

Ackd
DuaityBat

Dropbox =
Add
Cropbax, Inc.

Share fes and upload cortent to Do phas without leavin.,
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Mural 75
Add
LU Kural

Take ic=as from imagrakian ba actration with bural m k..
W 4.4 1512 ratiregs}

Communcation  Productaty

Diecisions =,
Al
Deosions
Al-powered meetings: Agendas, surrenaries, decisions,
W 4.2 (34K ratings]

Cormanication  Productiaty

Priority Matrix 5 = Add
Appluence I

Foous an high-impact tasics. Do the: work that matters.

¥ 4.8 (a2 ratiregs}

Prajact mt

Career Coach =

Add
Whcrascft Conporation

Ebewaite woiur caresr with Career Coadh
W 3.5 (2 ratings)

Coment masagemsat  Traisiag & nuineisl

Starmind =
Starmind AG

Add
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W 4.7 (22 ratings)

Communecabion  Productaty

iPlanner Pro 5 =

= iGkbe A
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Erhance your Microseft 365 tocls with project manageme,
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Saolutions2Share GmbH

Controd wour Teams with governanace, lifecycles, templates,.,
o 46 [1.2K ratings)
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Wicrosaft Corporation

Plan and nawvigate the brainsiorming process
& 5001 ratingl)
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AreGIS =
Exzni, Inc.
Explore a trending world of maps and data

o &1 17 ratings]

Communication  Maps & feeds
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Lk Software Inc
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Z} Prompt Generation

Help me generate a prompt to be
wsed in Copilot

= Prompt Engineering

How do | write a good prompt?

Message Copllot

oy

&) Add content

1000

2} Analyze Prompt

Analyze my prompt and provide
feedback an how | could improve
it

) Fix my prompt

| am not getting the output |
expect from my prompt. How can |
fix 117

=¥ Prompt Coach

&} Prompt Compliance

Evaluate if my prompt is compliant
and follawing the respansible Al
guidelines,

) Prompt Examples

Show me 3 good prompt
examples.

45 View prompts

9 Barhead Sohutions A... & -

[¥) New chat
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The Institute of Applied Technology - Digital is the new way to get the digital
skills Australia needs, with short courses designed by trusted Industry and
Education experts to complement your experience and fit with your life.

IR T b

|AT Digital
\‘c

Microskill Microskill Microskill

Generative Al and its Introduction to Artificial Responsible Artificial

Business Applications Intelligence Intelligence

Up to 5 hours Up to 5 hours Up to 5 hours

Fully discountec

—

IAT Foundation Partners

WESTERN SYDMHEY
WL

| Futs T Microsoft

Laarn more alout our partnars




“Hundreds of years ago. | think hardly anyone understood the impact that widespread
literacy will have. Today, | think hardly anyone understands the impact that democratising
access to Al will have. Building Al systems has been out of reach for most people, but that
does not have to be the case. In the coming era for Al, we’ll empower everyone to build Al

systems for themselves, and | think that will be incredibly exciting future.”

Andrew Ng
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» Making Copilot Work for
You
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Q&A (15 minutes)



* Let's make Copilot work for you

Implementation | Guidance | Training | Agent Building

https://www.tech-academy.com.au/akkodis-m365cp

NKLODIiS

AKKODIE ACADEMY

Microsoft 365 Copilot -
for SMBS

A |

About Us

Redeem your achievement badges!
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