
Leveraging AI in Your Business
Apparel or otherwise.
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The  Variable

Diffe rentiated companies  are  4  times  
more  like ly to grow than the ir competitors .

The Awards:

We Create

Different

The Belief:

The Clients:

SMALL AGENCY
OF THE YEAR

4X

3X
BEST WORKPLACES
FOR INNOVATORS

1X
AMERICA’S
BEST STARTUP

2016-present 2019-present

2021-present 2023 -present
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The  Variable What will we 
cover today?

Why AI01

When To Use  AI

Tools

02

03

Prompting Methods04
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Innovation for Your Industry05

Working with Data06

Q & A07



The  Variable

Why

AI?
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25%

The  Variable

Faster
4 0 %

Better
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The  Variable

v i s u a l s

Steam power saw 
an 18-22% 
increase in 
productivity.
And it fue led the  indus trial revolution.
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The  Variable

Companies do 
massive software 
installations, v i s u a l s

To get 3 -4 % improvements .
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The  Variable

The best time to 
dive into AI was 
yesterday. v i s u a l s

The s econd bes t time is  today.
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The  Variable

This is for a 
callout or 
headline.

v i s u a l s

There will never 
be a smaller gap 
between an AI 
beginner and an AI 
expert.

Le
ve

ra
gi

ng
 A

I i
n 

Yo
ur

 B
us

in
es

s



The  Variable

Will AI take my 
job?

v i s u a l s

Le
ve

ra
gi

ng
 A

I i
n 

Yo
ur

 B
us

in
es

s



The  Variable

No.
v i s u a l s
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The  Variable

No.
v i s u a l s

But s omeone who knows  how to us e  AI might.

Le
ve

ra
gi

ng
 A

I i
n 

Yo
ur

 B
us

in
es

s



The  Variable AI is a 
gigantic 
field. We’ll 
focus on 
useful AI.

The tools  for radical bus ines s  and 
personal trans formation are  at your 
fingertips . Don’t ge t dis tracted.

Cognitive Computing Computer Vision

Machine Learning Neural Networks

Deep Learning Natural Language 
Processing
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The  Variable Specifically, 
we’ll focus 
on these 
two models.

If you’re  super nerdy, these  are  the  
two that have  had mass ive  
breakthroughs  that are  creating all 
the  hype .

Autoregression Model Diffusion Model
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The  Variable

The Tools 
We Use: LLM

Audio

Video

Images

Research
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The  Variable

When do I

use AI?
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The  Variable

Start with the assumption that AI 
can solve your problem, and let 
it prove you wrong.
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The  Variable

YOU NEED 10 
HOURS WITH 
ANY AI TOOL 
BEFORE YOU 
ARE GOOD.

v i s u a l
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The  Variable

YOU NEED 3 
SLEEPLESS 
NIGHTS

v i s u a l
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The  Variable

How do I

use AI?
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The  Variable

A THOUGHT 
PARTNER

v i s u a l
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The  Variable

A TASK 
MASTER

v i s u a l
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The  Variable

A GRAD 
SCHOOL 
INTERN

v i s u a l
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The  Variable

Which

AI tools
should you use?
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The  Variable

Tools
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Tools
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The  Variable

Unders tanding

prompting.
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The  Variable

How to Engineer a Prompt.
Vers ion 1 (analytical).
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The  Variable

RTEF
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ROLE // TASK // EXAMPLE // FORMAT

JP 9 .3 5  AM, 16  Fe b  

You are a seasoned screenwriter. You've been tasked with coming up 
with the next great American TV series. You could write a sitcom about an 
advertising executive who creates a religion. Or a pastor who goes into 
advertising. Or anything else that sounds funny. Give me the title of the 
sitcom and the logline for the series.



LOGLINE:
In "Sacred Slogans," a gifted ad executive aiming to revitalize his career teams up with a 
struggling church to boost its attendance. In a bid to save his career and the church, he 
embarks on a hilarious and heartwarming journey to merge the worlds of faith and branding. 
They launch a series of unconventional campaigns that turn religious outreach into a viral 
sensation. As they navigate the fine line between reverence and ridicule, they discover that 
faith, much like advertising, is all about finding the right message for those who need it most.

Sacred Slogans



The  Variable

How to Engineer a Prompt.
Vers ion 2 (conversational).
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CONVERSATIONAL
hours

I need to create a business 
s tra te gy a round  d iffe re ntia tion.

You a re  a  bus ine s s  s tra te g is t who ne e ds  to  c re a te  a  
bus ine s s  s tra te gy a round  d iffe re ntia tion.

You a re  a  be haviora l e conomis t who ne e ds  to  write  a  bus ine s s  
the ory tha t ta lks  about the  importance  of d iffe re ntia tion.

You a re  a  be haviora l e conomis t…tha t us e s  a  de c is ioning  
frame work s imila r to  J obs - to-be -Done .

You a re  a  be haviora l e conomis t…but tha t re la te s  it  to  Darwinian p rinc ip le s .

You a re  a  be haviora l e conomis t…in fac t, you’ve  d is cove re d  the  6  laws  of bus ine s s  a ttrac tion.



CONVERSATIONAL

JP 9 .3 5  AM, 16  Nov 

You a re  a  be haviora l e conomis t who ne e ds  to  write  a  bus ine s s  the ory 
tha t ta lks  about the  importance  of d iffe re ntia tion. Your the ory 
imple me nts  a  de c is ioning  frame work s imila r to  tha t of J obs - to- be -
Done  The ory. But it  re la te s  d iffe re ntia tion s pe c ifica lly to  e volution a s  
put forward  in Darwinian The ory. In fac t, you a re  amaze d  to  have  
d is cove re d  The  Six Immutab le  Laws  of Bus ine s s  Attrac tion. Ple as e  
write  thos e  out and  g ive  a  re a l world  bus ine s s  ca s e  of how the y have  
be e n applie d  s ucce s s fully.



6 LAWS OF BUSINESS ATTRACTION

1. Law of Distinctive Signaling

Principle : In nature, creatures use distinctive colors, sounds, and behaviors to attract 
mates or deter predators. Similarly, businesses must signal their unique value proposition 
clearly.

Application : Ensure that your branding, marketing, and communication highlight what sets 
you apart from competitors.

Example : Apple's minimalist design and emphasis on privacy distinctly signal its brand 
values.



6 LAWS OF BUSINESS ATTRACTION

2. Law of Symbiotic Growth

Principle : Many organisms form symbiotic relationships to enhance their chances of 
survival. In business, strategic partnerships can amplify growth and differentiation.

Application : Identify potential collaborations that can enhance your product, expand your 
reach, or provide complementary value to customers.

Example : Spotify and Hulu offering bundled subscriptions, providing more value together 
than separately.



6 LAWS OF BUSINESS ATTRACTION

3. Law of Evolutionary Consistency

Principle: While adaptation is crucial, there's also a need for consistency in evolution 
to maintain identity and trust. Businesses must ensure that while they innovate, 
they remain consistent with their core values and promises.

Application: While pivoting or introducing new products, ensure they align with the 
brand's core identity and values.

Example: LEGO venturing into digital games and movies but maintaining its core 
value of promoting creativity.
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Use cases  for the

apparel industry.
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The  Variable

Color Trends  for 20 25 Future Dusk: Deep violet-blue (#5D4E8A)
Transcendent Pink: Subtle violet-beige-pink (#C8A2C8)
Aquatic Awe: Vivid turquoise (#33B5E5)
Sunset Coral: Highly saturated orange (#FF7043)
Ray Flower: Warm radiant yellow (#FFD54F)
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The  Variable

Sneaker-Ins pired Women’s  Appare l Designing clothing that complements or is 
inspired by the aesthetics of women's sneakers. 
This could include athleisure wear, casual 
dresses, or accessories that match or contrast 
popular sneaker designs.
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The  Variable

Color-Changing Fabrics Implementing materials that change color based 
on temperature, light, or touch. This not only 
adds a mystical element to the clothing but also 
makes the apparel interactive and dynamic.
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The  Variable

Aromatherapy-Infus ed Appare l Clothing with pockets to hold aromatherapy 
pods. The pods contain calming scents like 
lavender or chamomile, which can help reduce 
stress and anxiety when worn.
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The  Variable

Home-Centric Socks Catering to the home-centric living trend, 
develop ultra-comfortable, durable socks 
designed for prolonged indoor use, possibly with 
features like non-slip soles or extra cushioning
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The  Variable

Threads  of Thunder
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The  Variable
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A 1980’s hair metal song about how hard the Americas Apparel Producers Network 
Conference is going to rock.

We're stitchin' up a storm tonight (tonight)
Needles moving at the speed of light
Patterns flying and the thread is tight
Come on, join us, feel the might, yeah-ah
It's Americas Apparel Producers Network Bash
Weaving dreams of fabric and the cash



The  Variable

Let’s Use the Power of 
Marketing (and AI) to Create a 
New Apparel Concept
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The  Variable

Unis ex and Gender-Fluid Denim In line with inclusive fashion movements, 
designing denim that is unisex or gender-fluid, 
breaking traditional gender norms in fashion.

T H E    I D E A
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Where Every Body Fits
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The  Variable

Working with

data.
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The  Variable

1. Trend Analysis:
● Time Series Analysis: Examine how sales have changed over time. This could be on a 

monthly, quarterly, or yearly basis.
● Seasonal Trends: Identify any seasonal patterns in sales, which can help in forecasting and 

inventory management.
1. Performance by Region:

● Analyze sales data by geographic region to determine where your products are most popular 
or identify untapped markets.

1. Product Performance:
● Analyze which styles, colors, or sizes are selling best and which are underperforming. This 

can inform production and marketing strategies.
1. Customer Segmentation:

● Segment your customers based on their purchasing patterns, demographics (age, gender, 
etc.), or other criteria to tailor marketing strategies and optimize product offerings.

1. Sales Channel Analysis:
● Compare the performance of different sales channels, such as online versus retail stores, to 

understand where your customers prefer to shop.
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The  Variable

6. Profitability Analysis:
● Analyze the profitability of different products by looking at revenue minus costs associated 

with each item.
7. Comparison with External Benchmarks:

● Compare your sales data with industry benchmarks to gauge your market position and 
competitive performance.

8. Predictive Analytics:
● Use statistical models to forecast future sales based on historical data and external factors 

like economic indicators or market trends.
9. Correlation Analysis:

● Explore correlations between sales of golf shirts and other variables, such as marketing 
spend, weather conditions, or economic indicators.

10. Inventory Turnover:
● Analyze inventory turnover rates to ensure optimal stock levels and reduce holding costs.
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The  Variable

Let’s perform predictive analytics

1. Data Preparation:
● Convert the 'Sales Date' to a datetime format for time series analysis.
● Aggregate sales data by date to analyze total units sold per day.

2. Exploratory Data Analysis (EDA):
● Examine the sales trends over time.
● Check for any seasonal patterns or anomalies in the sales data.

3. Model Building:
● Depending on the sales trend and seasonal patterns, choose an appropriate time series 

forecasting model (like ARIMA, seasonal ARIMA, or a simpler moving average model).
4 . Model Training and Validation:

● Split the data into training and test sets to validate the model's performance.
5. Forecasting:

● Use the trained model to forecast future sales.
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Outline for the Report
1. Executive Summary
● Brief overview of the sales performance of extended golf shirts.
● Key highlights and insights.

2. Sales Performance Overview
● Total sales revenue and units sold.
● Comparison of sales across different brands.

3. Detailed Analysis
● Sales performance by model.
● Sales performance by color.
● Sales performance by size.
● Sales performance by store location.

4. Price Analysis
● Average retail price and cost price by brand.
● Profit margin analysis.

5. Trend Analysis
● Sales trends over time (monthly/quarterly).

6. Recommendations
● Insights derived from the data.
● Suggested actions for improving sales and profitability.

Charts Needed
● Total Sales Revenue by Brand: Bar chart.
● Units Sold by Brand: Bar chart.
● Sales Revenue by Model: Bar chart.
● Sales Revenue by Color: Bar chart.
● Sales Revenue by Size: Bar chart.
● Sales Revenue by Store Location: Bar chart.
● Average Retail Price and Cost Price by Brand: 

Grouped bar chart.
● Profit Margin by Brand: Bar chart.
● Sales Trends Over Time: Line chart.
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Q & A
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