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Dedication

Fashion can hold a great deal of emotional meaning and significance for people all around
the world. For many, fashion is a form of self-expression and a way to communicate their
personality, beliefs, and identity to the world. It can also serve as a means of connecting with
others who share similar styles or interests.

Fashion has the power to make people feel confident, empowered, and beautiful, as well as
to express their individuality and creativity. It can also provide a sense of belonging and
community, particularly for those who feel marginalised or isolated in other aspects of their
lives.

Moreover, fashion can evoke powerful emotions and memories. Certain garments or styles
may hold sentimental value or be associated with significant life events, such as weddings or
graduations. Fashion can also serve as a way to honour cultural traditions and heritage,
connecting individuals to their past and their ancestors.

In many ways, fashion is a universal language that transcends cultural, linguistic, and
geographic boundaries. It has the ability to bring people together and create a sense of
shared experience and understanding. Overall, fashion plays an important role in the
emotional lives of people all around the world, providing a means of self-expression,
creativity, and connection.

Too often, the world dismisses fashion as frivolous or expendable, but we know the truth.
That's why we want to introduce you to a powerful tool that can help you superfuel the
industry: Generative Al

ChatGPT and other language models can help you strategically and tactically - from deeply
understanding your potential market, customers and areas for growth to creating
compelling product descriptions, generating engaging social media posts, and even
developing new product concepts.

This book explains how to use any language model to unlock the full potential of this
powerful tool and take your work to new heights.
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Note: While this book touches on many of the steps you’ll follow every day and, in doing so,
provides tips and lessons for accomplishing these tasks with the assistance of a language
model, it is not intended to serve as a comprehensive guide to any step in the process. In
several instances, we merely present high-level examples to demonstrate the processes
involved and how language models can be beneficial. We’re sure you’ll have a more
sophisticated approach to some of these challenges, and we’re sure you’ll use this book as a
springboard to developing a more sophisticated approach to using language models to help

you do so!
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FOREWORD

As we embark on this journey together, it is essential to acknowledge the profound impact
technology has had on all industries in recent years. The fusion of art and technology has
given birth to an entirely new paradigm, where the boundaries of creativity are continuously
expanding, and the possibilities are virtually limitless. In this transformative era, we have been
fortunate to witness and contribute to the evolution of the fashion and retail industries; from
NFTs to omnichannel experiential shopping and social commerce, this industry has been at
the forefront of the revolution.

With the emergence of artificial intelligence, particularly language models, we stand at the
precipice of yet another groundbreaking transformation. This incredible Al-driven tool has the
potential to revolutionise the way we work. Our collective experiences have shown us how
this technology can enhance the process, streamline workflows, and open up new horizons.

That is why we have come together to write PROMPT for Fashion Retail, a guide designed to
help you harness that power. From previous roles, we are all too familiar with the common
guestions asked of the insight, marketing, analytics, digital and customer departments, and
we therefore understand the knowledge that is needed to face unique challenges. We hope
that by sharing our insights and expertise, we can provide you with valuable tools and
resources to overcome obstacles and unlock your full potential to work better, quicker and
smarter.

In this book, we present practical examples, exercises, and tips, drawing from our extensive
experiences across various industries. We aim to strike a balance between human and Al-
driven creativity, recognising the importance of maintaining that vital human touch. We
believe that by combining the strengths of human intuition and Al capabilities, we can create
a powerful synergy that propels us forward in this ever-evolving landscape.

Our hope is that PROMPT for Fashion Retail serves as a trusted companion on your journey,
guiding you through the complexities of some key questions you may be asked and helping
you navigate the Al-driven frontier with confidence. As you explore the pages of this book,
we encourage you to embrace the limitless potential that awaits you and continue to push
the boundaries of your own creativity.

Together, let us chart a new course and create a future that captivates audiences worldwide.
Sincerely,

Louisa Livingston and the Audience Strategies team



FAQS

What is PROMPT for Fashion Retail, and who is it for?

PROMPT for Fashion Retail is a comprehensive guide for individuals in the fashion
retail industry and adjacent categories seeking to leverage the power of language
models like ChatGPT to grow their brands. The book is aimed at a wide range of
professionals, including marketing executives, entrepreneurs, CEOs, and anyone
interested in improving their strategic and tactical approach to working better,
quicker and happier.

What makes PROMPT for Fashion Retail different from other books on language models like
ChatGPT?

This book is unique because it's written by experts in fashion retail and brand growth.
It provides actionable and hands-on guidance tailored to the specific needs of the
fashion industry, helping readers incorporate language models into their daily work
for brand growth, audience understanding, and marketing optimisation.

Is PROMPT for Fashion Retail suitable for beginners?

Yes, the book is suitable for both entry-level professionals and seasoned experts. The
lessons are applicable across many different areas with the aim of helping people work
better, quicker and smarter by harnessing this technology. It provides a clear and
accessible introduction to working with language models, while also offering
advanced strategies and tips for more experienced users.

Does PROMPT for Fashion Retail discuss the challenges and pitfalls of using language
models like ChatGPT?

Yes, the book addresses known challenges, pitfalls, and inconsistencies associated
with using language models. It provides practical advice, tips, and guidance to help
readers overcome these hurdles and make the most of the opportunities presented
by language models.

Does PROMPT for Fashion Retail include case studies or examples?

Yes, the book includes a range of real-world examples and applications that show
readers how to put language models to work for their brands. These examples span



FAQS

across various areas, including brand development, marketing, customer experience,
and more.

How does the book balance the use of Al and human creativity?

The book emphasises the essential role of human creativity in the fashion industry
while demonstrating how language models can enhance and support that creativity.
It provides guidelines and strategies to help readers find the right balance between
human input and Al-generated insights.

Is the book only applicable to ChatGPT, or can the lessons be applied to other language
models?

Although the book uses ChatGPT for most examples, the principles and lessons can be
applied to other language models and Al chatbots. The book provides a solid
foundation for understanding how to use these types of tools, making it easier to
adapt the strategies and prompts for any platform.

How does the book address ethical concerns surrounding language model use?

The book acknowledges potential challenges and ethical issues when using language
models. It encourages a balanced approach to human and Al-driven creativity,
emphasising the importance of critical thinking, ethical standards, and sound
judgment while leveraging Al to enhance business operations.

Did ChatGPT write this book?
No. The book was written by experienced professionals with over 50 years of
combined experience in creative, retail and entertainment industries. However, they

used ChatGPT's capabilities to enhance their work and provide practical examples and
exercises throughout the book.

n



PREFACE

A Book in Two Parts

In Part 1, you'll discover a wealth of insights, frameworks, and practical guidance for
harnessing the power of language models like ChatGPT and Copilot to help you to work better,
quicker, and happier. We call this collectively the ‘PROMPT mindset.” In this section, we’ll
introduce you to the metaphor of how language models are like ‘electric bikes for your mind.’
You'll be introduced to our ‘4 Ps’ framework (preparation, prompting, process, proficiency,),
which provides a roadmap for experimenting boldly with language models while staying
focused on achieving tangible results. This book explores the intricacies of prompting,
breaking down this essential skill into clear, actionable strategies through real-world case
studies and our ‘10 ingredients of effective prompts’ framework. Part 1 is common to all
books in the PROMPT series.

We’'ll then move into Part 2, which applies and brings to life many of these lessons via practical
examples in the world of fashion retail. You'll see our suggested multi-step, iterative way of
working with language models brought to life through a large number of practical case
studies. Throughout, the book balances an inspiring vision for the future of Al-augmented
knowledge work with practical, responsible guidance that prioritises human agency, factual
accuracy, and the irreplaceable role of human creativity and ethics in shaping the trajectory
of these transformative tools. You'll learn how to use language models to build and grow
fashion retail brands. We'll walk through processes step-by-step and focus on real-world
examples to show you how to put these amazing tools to work for you.

Navigating the Book Based on Your Needs

This book throws quite a lot at you, and it’s important to note that different parts are most
relevant to different job departments. In order to support you we asked a language model to
suggest which chapters would be most important for each job family.

PROMPT:

We wrote a book to help people in the fashion retail industry use language models, here
are the contents (.....) come up with different roles in fashion retail, As columns. With the
chapters of the book in rows, mark which sessions are most relevant to each role with an
X

RESPONSE:

12
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Sales Marketing  Operations  Customer Store Strategy Insight,

Service Manageme Research

nt and Data
Understanding your X X X X X X

audience
Brand Development X X X X X
Marketing Optimization X X X
Planning marketing X X X X
Creating marketing X X X
assets
Developing Customer X X X X X X
Experience
Legal support X X X X X
Using language models X X X X X X X
Well

Now you know where to look when you need a guide. We do recommend you read the whole
book, though!

Who Is This Book For?

This book is for the curious, the adventurous, and the strategically minded. It's for those who
see the potential in new technologies like language models, but who also understand that
realising that potential requires thoughtful experimentation, not blind adoption.

If you're an experimentalist at heart, eager to test the boundaries of what's possible with Al,
you'll find a kindred spirit in these pages. Whether you're fresh out of school and looking to
make your mark, or a seasoned leader seeking new ways to drive innovation for you and your
team, you're in the right place. If you're an outsider in your industry, looking for tools to help
you break new ground and disrupt the status quo, this book is for you.

This book is for innovators and those with an entrepreneurial spirit — those with the vision
and drive to create something new, whether within an existing organisation or by striking out
on their own. It's for leaders who understand that the future belongs to those who can
harness the power of language models not just to optimise, but to craft something new.

If you're a language model sceptic, dubious of the hype but open to persuasion, we truly
welcome your discerning eye. This book isn't about wild predictions, but about practical real-
world application and results.

13



PREFACE

Importantly, this book is for those who see language models as a partner, not a silver bullet.
It's for readers who understand that the real power of tools like ChatGPT and Copilot lies in
their ability to enhance and extend and amplify human capabilities, not replace them.

Ultimately, this book is for those ready to embrace a new era of knowledge work — one
defined by collaboration between human and machine, by profound gains in productivity and
creativity, and by a spirit of bold experimentation. If that sounds like you, then welcome. This
book is for you.

We're Not ‘Al People’

We aren’t ‘Al people’ in the typical sense. We're more than a dozen seasoned professionals
who have spent decades in the trenches of marketing, entertainment, consumer goods,
higher education, and more. We’re used to driving real-world results. Our team's experience
spans roles at companies like Unilever, EMI Music, BBC, Harrods and beyond. We've met the
challenges of building brands, engaging audiences, and moving markets. We’'ve worked as
both insiders and consultants to a huge range of brands.

What unites us is a shared revelation: the immense practical potential of language models
like ChatGPT to transform how we work for the better, quicker, and happier. We've seen first-
hand how thoughtful application of language models can yield step-change improvements in
efficiency, creativity, and impact across a stunning range of use cases — from audience
research to content creation to strategic planning. Our mission is to demystify language
models, stripping away the hype to uncover the specific levers that drive better business
outcomes.

So while we're decidedly ‘Al people’ in our enthusiastic embrace of the technology, we're
emphatically not ‘Al people’ in the insular, technocentric sense. We're in the business of
driving impact, effectiveness, and happiness, not chasing new technological fads. We believe
that meaningful innovation is as much about people and process as it is about algorithms and
automations.
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If that sounds like a refreshingly grounded take in a field often clouded by grandiose
pronouncements, well, that's the point. At PROMPT, we're committed to cutting through the
noise to uncover the signal. We invite you to join us on that journey — to experience the
transformative power of language models not as an end, but as a catalyst for doing your best
work.

One of the most invigorating aspects of our work on PROMPT is the sheer diversity of domains
we get to explore. We've seen and shown that the potential applications for tools like
ChatGPT are as varied as the brilliant minds putting them to work.

Since 2022, we've had the privilege of collaborating with trailblazers across a kaleidoscopic
array of fields — Grammy-winning songwriters, world-renowned architects, startup CEOs,
social impact visionaries, and more. By stress-testing language models' capabilities across this
wide range of contexts, we've developed robust, flexible methods for driving outsized results.

Some highlights of the applications we've tackled in partnership with domain experts:
e Supercharged data analysis and data science for a global media brand
e Decision-making support for a global entertainment brand

e Re-written the innovation process for a global consumer goods giant, resulting in
quicker and better new product concepts

o Helping market research firms to deploy it to uncover richer audience insights

o Helping startup CEOs harness the technology to rapidly prototype and pressure-test
business plans

15
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What's remarkable is that virtually none of these practitioners would consider themselves ‘Al
people’ by trade. They're creatives, strategists, managers, researchers, and leaders — experts
in their crafts. Yet by incorporating language model tools into their workflows, they've been
able to achieve breakthrough efficiencies and quality.

The secret is harnessing language models in a way that augments and elevates human
intelligence, rather than trying to replace it. A master songwriter leveraging language models
as a generative ‘jamming’ partner to explore melodic variations. A senior executive using the
language model to roleplay incisive mock interviews. A filmmaker tapping the language
model’s encyclopaedic knowledge to enrich a script's believability.

Introducing: The PROMPT Mindset

The advent of powerful language models like those used in ChatGPT and Copilot has ushered
in a new era of possibilities for any professional seeking to work better, quicker, and happier.
However, harnessing the full potential of these tools requires more than just technical know-
how; it demands a new fundamental shift in mindset and approach. We call this the ‘PROMPT
mindset’ — a philosophy that combines the courage to explore uncharted territories with a
commitment to measurable outcomes, leveraging language models as a powerful multiplier
to human proficiency, rather than a substitute for it.

The PROMPT mindset is about harnessing the transformative potential of language models
while tempering it with the hard-won insights and domain expertise of seasoned
professionals.

Language models present both a challenge and an opportunity. A big challenge is that the
allure of 'better, faster, and happier' work could lead to an overreliance on language models
at the expense of critical analysis and well-crafted strategies. Chasing efficiency is a risky
game.

At its core, the PROMPT mindset is about embracing language models as transformative while
staying anchored to the realities of competitive dynamics and the irreplaceable value of
human discernment. We liken working with language models to an electric bike for the mind:
they are powerful machines that can help you cover far more ground with less effort, but they
still require an active rider to steer, pedal, and navigate. Just as you wouldn't expect an
electric bike to autonomously carry you to your destination, you shouldn't rely on language
models to independently solve your business challenges. Human leadership and subject
matter expertise remain essential.

This often means adopting an iterative, conversational approach when prompting. Rather
than expecting a single query to yield the perfect insight or idea, we recommend engaging in
a multi-step dialogue, progressively refining your prompts based on the model's responses.

16
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By building up context and providing feedback, you can guide language models towards
outputs that are more useful, relevant, actionable, and aligned with your unique needs.

Crucially, the PROMPT mindset also emphasises the importance of fact-checking and
validating your language model's outputs. While these models are remarkably fluent and
persuasive, they can also ‘hallucinate,” which is the term that means they can generate
content that is superficially plausible but factually incorrect or strategically off target. They
can be confidently wrong. Blindly trusting their responses is a recipe for potential
embarrassment at best and potential disaster at worst. Instead, we advocate using language
models as a starting point for further research and ideation, always subjecting its suggestions
to the scrutiny of human expertise and real-world calibration.

On the other hand, when used wisely, language models can free up precious time and mental
energy for higher-value work. By at least semi-automating rote tasks and providing a rich
starting point for exploration, they can help you focus on the parts of your job that truly
require human ingenuity — like identifying unexpected opportunities, developing engaging
narratives, and finding innovative strategies.

Ultimately, the PROMPT mindset is about harnessing the power of language models in a way
that is both ambitious and pragmatic. It's about being open to the incredible possibilities that
tools like ChatGPT enable while also staying clear-eyed about their limitations. It's building a
partnership with the technology to maximise its potential impact for you. Most of all, it's
about remembering that even in an age of artificial intelligence, real-world results still require
human creativity, judgement, and empathy. By wedding the two in a spirit of
experimentation, iteration, and continuous learning, bold leaders can chart a course to new
frontiers of efficiency, creativity, and impact. The future is here — and it's ours to shape.

We advocate:

e Experimentation: Embracing a spirit of curiosity and willingness to test new ideas and
approaches with language models

e Collaboration: Viewing language models as partners in the creative process, working
alongside human expertise and intuition

e Augmentation: Using language models to enhance and extend human capabilities,
rather than replace them entirely

e Continuous learning: Staying open to new possibilities and best practices as the
technology and its applications evolve

e Ethical use: Prioritising the responsible and transparent deployment of language
models, with a focus on benefiting people and society

17
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Strategic thinking: Approaching language models as tools to support and scale
strategic planning and decision-making, not just tactical execution

We reject:

Blind trust: Accepting the outputs of language models without question or
verification, regardless of their apparent fluency or persuasiveness

Automation without intervention: Pursuing efficiency and speed at the expense of
quality, nuance, and deeper understanding

Replacement mentality: Viewing language models as a substitute for human
creativity, expertise, and critical thinking

Shallow adoption: Treating language models as a plug-and-play solution without
investing in the skills and processes needed to use them effectively

Technology reliance: Elevating the role of language models above human judgement
and assuming that machine intelligence is inherently superior or more reliable



PART 1: THE PROMPT
MINDSET

Welcome to Part 1 of our exploration into the world of language models and their
transformative impact on knowledge work. In this section, we'll lay the foundation for
understanding what language models are, how they work, and why they're so powerful. We'll
explore the key concepts, terminology, and frameworks that will guide your journey towards
harnessing these tools effectively in your own work.

Through a combination of research insights, practical examples, and hands-on guidance, Part
1 will equip you with the knowledge and skills needed to start experimenting with language
models and experiencing their benefits first-hand. Whether you're a complete beginner or
already have some experience with Al, this section will provide you with a comprehensive
understanding of the language model landscape and how to navigate it with confidence.

We'll start by defining the key terms and explaining why language models are the primary
focus for augmenting knowledge work. Then, we'll dive into how these models work,
exploring the concepts of training data, pattern recognition, and knowledge generation. From
there, we'll examine the multifaceted benefits of language models, from boosting
productivity and quality to enhancing creativity and job satisfaction.

Next, we'll introduce a range of practical taxonomies and frameworks for understanding the
vast array of language model applications, helping you identify high impact use cases in your
specific domain. We'll also explore the four core skills that language models possess —
synthesis, learning, writing, and thinking — and how these can be leveraged to revolutionise
various aspects of knowledge work.

Building on this foundation, we'll then delve into the practical lessons and strategies for
applying language models effectively, centred around our ‘4 Ps’ framework of Preparation,
Prompting, Process, and Proficiency. Through detailed explanations and real-world examples,
you'll learn how to craft effective prompts, engage in iterative refinement, and develop the
skills needed to collaborate with language models successfully.

Finally, we'll zoom out to consider the broader journey of language model adoption, both at
an individual and organisational level. We'll explore the typical phases of adoption, address
common misconceptions, and paint a vision of a future where language models democratise
and enhance knowledge work for all.

By the end of Part 1, you'll have a robust understanding of language models and a practical
toolkit for starting to harness their potential in your own work. So let's dive in and begin this
exciting journey together!
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Note: Part 1 is common to all books in the PROMPT series, as it lays the foundation for
understanding and effectively using language models like ChatGPT.

After laying this groundwork in Part 1, each book then dives into a specific industry or domain
in Part 2. There, you'll find detailed examples, case studies, and best practices tailored to your
particular field. Part 2 will show you how to apply the concepts from Part 1 to solve real
challenges and seize new opportunities in your area of expertise.

So whether you're reading PROMPT for Brands, PROMPT for Musicians, or any other book in
the series, you'll start with this common foundation in Part 1 before exploring the specific
applications relevant to your world in Part 2. Let's dive in and discover how language models
can help you achieve more than you ever thought possible!
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In this chapter, we'll lay the foundation for understanding what language models are and how
they work. We'll start by defining some key terminology, then explore why we're focusing
specifically on language models rather than other types of Al. Next, we'll dive into what
language models actually are and how they function. We'll look at the interplay between
models, products, and tools to help you choose the right technologies. Finally, we'll examine
some of the key limitations of language models to keep in mind. By the end of this chapter,
you'll have a solid grasp of the fundamentals needed to start applying language models
effectively in your work.

Terminology

Al (artificial intelligence): Al refers to the broad field of computer science focused on creating
intelligent systems that can perform tasks that previously required human-like intelligence.
You likely already interact with Al every day when you use voice assistants like Siri or Alexa,
get personalised recommendations on Netflix, or see facial recognition on your smartphone.
Note: We find this term to be too broad to be very useful in most contexts.

Generative Al: Generative Al is a subset of artificial intelligence that focuses on creating new
content, such as text, images, audio, or video, inspired by the patterns learned from the
content that the Al was trained on. Language models are a type of generative Al. Note: We
find the term ‘generative Al’ is also too broad to be very useful in most contexts.

Language models: Also known as large language models (LLMs), are a specific type of
generative Al that excel at processing and generating human language. These sophisticated
models are trained on vast amounts of text data, allowing them to learn the intricate patterns,
relationships, and contextual nuances of ideas, words, and phrases.

While state-of-the-art language models are increasingly capable of handling images, speech,
and other data types (they are multimodal), their core strength remains in the realm of ‘text-
in, text-out’ interactions. It is this mastery of language, the building blocks of thinking and
communicating, that makes language models so profoundly impactful and widely applicable
across industries and use cases. Therefore it is mostly ‘text-in, text-out’ that we focus on.

Note: Throughout this book, we'll primarily use the term ‘language models’ to refer to this
transformative technology, rather than the broader categories of ‘Al’ and ‘generative AL’

Products: Products are the user-facing applications or interfaces that allow people to interact
with language models. For example, ChatGPT is a product that provides an intuitive chat
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interface for engaging with the language models from OpenAl like GPT-40. And Claude.ai is a
product that provides a chat interface to the models by Anthropic.

Models: Models refer to the underlying Al algorithms that have been trained on large
datasets to perform specific tasks. For instance, GPT-40 is a language model developed by
OpenAl that powers products like ChatGPT. And Claude 3 Opus is a language model developed
by Anthropic that powers the paid version of their Claude.ai product.

Tools: Tools are additional capabilities or functionalities that can be integrated with language
models to extend their abilities. These can include features like web browsing, image
generation, or access to specific databases. For example, ChatGPT can use tools like searching
the internet or DALL-E for creating images based on textual descriptions.

Precision in our language is crucial when discussing transformative technologies like language
models. By using specific terms and understanding their distinctions, we can cut through the
hype, demystify the technology, and ensure that we're all on the same page.

For instance, recognizing that ChatGPT is a product that interfaces with the GPT-40 language
model, which can be extended with tools, allows us to have more meaningful and nuanced
conversations about its capabilities and limitations.

Moreover, by being more precise in our language, we can better grasp the potential of this
technology and more easily develop strategies to overcome limitations.

Why We're Focused on Language Models

While generative Al is rapidly expanding into new content domains, from images to speech
to 3D environments, our primary focus at PROMPT is on language models and their vast
potential for augmenting knowledge, information and communication work. There are
several reasons we believe mastering language models should be the priority for most
organisations and professionals today:

e Maturity and accessibility: Language models represent the current apex of generative
Al. They’re the easiest to control and they’re useful for more tasks. They're also the
most accessible, with user-friendly conversational interfaces like ChatGPT putting
their power at everyone's fingertips.

e Centrality of language: Language is the currency of thinking and communicating at
work — from emails and documents to meeting notes and presentations, we spend
our days swimming in a sea of words. Any tool that can help us navigate and use
language more effectively thus has immense utility across roles and industries.
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e Versatility of applications: Because so much knowledge work revolves around
ingesting, making sense of, and communicating information, language models can
enhance a staggeringly wide range of activities such as analysing data, summarising
takeaways, drafting content, and generating ideas. If a task touches language, a
language model can likely assist.

e Transferable skills: Mastering language models builds a foundational competency
that readily extends to other generative domains. The same principles of iterative
guidance, example-based learning, and output evaluation apply whether you're
working with text, images, or beyond.

Ultimately, we believe the businesses that will thrive in the era of language models will be
those that go beyond surface-level experimentation to deeply integrate them into their
operational muscle memory. They'll design prompting guides as rigorously as their brand
standards, build model-assisted research and ideation into their strategic planning cadences,
and upskill teams to interface with language models as naturally as they do with spreadsheets
and slide decks.

That's the world we're racing to build — one where the question is not human versus
machine, but how to architect the optimal interplay between them. With language models as
the vanguard, we're on the cusp of a once-in-a-generation leap forward in knowledge work.
It's time to embrace the wave, ride the momentum, and steer towards a future of radically
elevated human potential.

So, What Is a Language Model?

We find the following framing helpful: Think of them as having learned from a rough
approximation to the sum total of human knowledge and enabling the analytics of knowledge
as a result.

At its core, a language model is a sophisticated statistical tool for processing, predicting and
generating human language. But that dry technical description hardly does justice to the awe-
inspiring capabilities of the best models.

The Sum Total of Human Knowledge

Imagine for a moment the vast corpus of text data that the best models were trained on.
While the exact details are not public, it's widely believed that they were trained on a
significant swath of the high-quality information available online and beyond, including:

e Millions of books spanning fiction and non-fiction, technical manuals to mass-market
paperbacks — copyrighted and not
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o News archives reaching back decades, with an emphasis on reputable sources

e Academic publications and educational materials across every conceivable discipline
e Historical documents, legal records, patents, and other public data troves

e Billions of social media posts, blogs, forums, and online conversations

e Transcripts of films, TV shows, YouTube videos, podcasts and more

In a very real sense, this training data represents a substantial cross-section of all recorded
human output to date — the culmination of centuries of knowledge-seeking, experience,
creativity, and discourse. An approximation to the sum total of human knowledge.

We’ve had access to this knowledge via search engines like Google and stores like Amazon
for decades. But there’s a limit to the number of books, websites, and other documents you
can read, let alone remember. For language models, there is no limit. By ingesting and
identifying patterns across this vast data set, language models construct an intricate map of
the underlying structure behind words. How concepts relate to one another, and how
language is used to inform, inspire, persuade, and entertain. Language models can draw on
that underlying structure behind the sum total of human knowledge to predict what would
be a useful response to each and every prompt you give them.

They’ll take insights from plays and social media and medical journals and market research
reports to respond to every single prompt you send. Amazing.

24



WHAT ARE LANGUAGE MODELS?

When prompted with a query, these models draw upon the vast web of associations and
patterns they've internalised to generate a response that is statistically probable given the
context. They're not merely retrieving pre-written information, but dynamically constructing
new text that mirrors the semantic and stylistic patterns of your prompt and their training
data. It's a fundamentally generative act, one that reflects an intricate understanding of how
language is structured and deployed across an astonishingly wide range of domains. This
generation happens word by word, with the model predicting the most likely next word based
on the sequence of words that came before it. At each step, the model is essentially asking
itself, “Given everything I've seen in my training data, and given the specific words in this
prompt, what word is most likely to be most useful next?” By iterating on this process —
selecting a word, updating its context, and predicting again — the model can construct entire
paragraphs and pages that feel uncannily human-written. It's a testament to the power of
statistical pattern recognition applied at an unprecedented scale.

This is a novel and profound thing to contemplate. With the right prompting, we now have
the ability to query this vast knowledge base on demand, drawing upon relevant information
synthesised from countless authoritative sources. Whether you're researching the causes of
the French Revolution or the latest breakthrough in quantum computing, chances are the
best models can generate useful explanations, analyses, and debate — drawing on the
distilled wisdom of hundreds or thousands of experts.

In a sense, every time we use a model, we're tapping into a kind of collective human
intelligence — the product of our species' tireless drive to learn, document, and share
understanding. That's both hugely exciting and a bit humbling. As we stand on the shoulders
of intellectual giants, these models offer a powerful new perch from which to see further.

The Analytics of Knowledge

For years, tools like Excel and SQL have revolutionised how we manipulate numbers, allowing
us to identify patterns, fill gaps, and extrapolate numerical trends. This ability to dissect and
reconfigure numbers has been a cornerstone of data analysis. Today, we stand on the brink
of a similar revolution, but this time, it's the realm of words — language, ideas, and knowledge
— that's being transformed. Enter the concept of ‘knowledge analytics,” a domain where the
analytical power we've wielded over numbers extends into the vast, untamed wilderness of
words. This breakthrough represents a seismic shift in our ability to harness, understand, and
innovate with the full spectrum of human intellect.

With language models as our eager analysis partner, we can perform feats of knowledge
analytics that would be difficult or impossible for humans alone:

e Condensing information at scale: Instantly distilling key insights from vast troves of
text, from market research reports to customer feedback, allowing us to quickly grasp
the essence of any dataset
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e Generating and refining ideas: Coming up with potential new solutions to a problem,
then pressure-testing each one from multiple angles to arrive at the most promising
and robust concepts

e Crafting compelling content: Writing or editing for resonance across different
audiences and contexts, ensuring our communications strike the right chord every
time

e Uncovering hidden connections: Applying analogical reasoning to surface non-
obvious parallels and lessons from one domain that can shed light on strategic
challenges in another, sparking innovative thinking

Of course, ‘knowledge analytics’ is not a turn-key solution. As with data analytics, it requires
careful framing of the problem, cleaning and structuring of inputs, and iterative refinement
of outputs. We must learn to wrangle language models with the same mix of technical chops
and domain savvy that distinguishes the superstar Excel analyst from the Excel novice.

But for those willing to invest in this new skill, the rewards are immense. Suddenly, scouring
the collective intelligence of humanity for relevant insights becomes a task that can be
accomplished in minutes, not months. And generating a creative array of solutions or
framings is as simple as a well-crafted prompt, rather than an all-day brainstorm.

In a world where the pace of change is only accelerating, this ability to rapidly make sense of
complex information landscapes and divine actionable wisdom will be an immense
competitive advantage. Organisations that successfully harness knowledge analytics will be
able to learn faster, decide smarter, and adapt with more agility than those mired in legacy
ways of working.

So the next time you're grappling with a thorny business challenge, consider: What would it
look like to unleash the knowledge-crunching power of a language model on this problem?
With a little elbow grease, you may just find that the answers you seek are hiding in plain
sight, waiting to be surfaced.
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Language Model Fundamentals

Models, Products, and Tools. Choosing the Right Technology

When it comes to applying language models to real-world knowledge work, the sheer array
of available products can be overwhelming. But, one product stands out as the clear
frontrunner for the majority of use cases: ChatGPT.

There are several key reasons why ChatGPT has become our go-to choice. First and foremost,
it simply offers the best balance of capability and accessibility among mainstream language
models. With its broad knowledge base, impressive linguistic fluency, and intuitive interface,
ChatGPT is uniquely well-suited to tackling a wide range of tasks — from research and analysis
to ideation and content creation.

Moreover, ChatGPT benefits from OpenAl's track record of constant iteration and
improvement. The model is continually evolving, with regular updates that expand its
capabilities and refine its performance. This means that the skills and workflows you develop
while using ChatGPT will remain relevant and valuable over time, even as the underlying
technology advances.

It's also worth noting that ChatGPT is by far the most widely adopted language model product,
with a thriving ecosystem of users and applications. This broad usage confers several
advantages. The techniques and best practices you pioneer with ChatGPT will be highly
portable and applicable across domains. You'll be able to tap into a wealth of community
knowledge and collaborate with like-minded practitioners around shared standards.

Of course, ChatGPT isn't the only game in town. There are a range of powerful language
models available, each with its own strengths and specialties. When evaluating these
alternatives, the key benchmark as we go to press is OpenAl's GPT-40 — the underlying model
that powers ChatGPT's paid versions. Products like Anthropic's Claude 3 Opus and Google's
Gemini 1.5 Pro have shown impressive results on par with or even exceeding GPT-40 on
certain tasks.

For general-purpose use cases, OpenAl's GPT-40 (accessible for free via ChatGPT) remains the
gold standard in terms of performance and flexibility. But for applications that require more
natural writing, Anthropic's Claude 3 Opus is a strong alternative.

But crucially, for the vast majority of mainstream knowledge work, GPT-40 level performance
remains the benchmark. Unless you have a highly specific, niche use case that pushes the
boundaries of ChatGPT's capabilities, or requires specialised domain knowledge, you'll likely
be well-served by sticking with this proven platform.

To get the most out of these, it's important to understand some key terminology. In the world
of generative Al, products like ChatGPT, Claude, or Perplexity provide user-friendly interfaces
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to interact with underlying language models like GPT-40 or Claude 3 Opus. These models, in
turn, can access various software tools to extend their capabilities, enabling functions like
document search, image generation, web browsing, and data analysis.

When working with any language model product, privacy and ethics should be top of mind.
While these models are highly capable, they're not infallible — and the data you input can
potentially be used to further train and refine the system. As a best practice, ChatGPT should
always be used in private mode for any sensitive information. A good rule of thumb is to only
upload data that you'd be comfortable sharing with a rival CEO.

Ultimately, the choice of which language model to deploy depends on your specific needs,
available resources, and level of language model proficiency. But for most knowledge workers
looking to harness the power of language models today, ChatGPT hits the sweet spot —
offering unparalleled versatility, usability, and extensibility. By focusing on mastering this core
platform, you'll be well-positioned to unlock new levels of productivity and creativity in your
work. The future of Al-augmented knowledge work is bright. With language models as your
virtual assistant, that future is yours to write.

Unpacking The Ingredients of a Response

When you engage with a language model, the response you receive is the product of a
complex interplay of different inputs. Understanding what goes into shaping the model's
output can help you craft more effective prompts and get the most out of your Al-augmented
workflows.

At a high level, a language model’s response is influenced by:

® Your custom instructions: Any bespoke guidance you provide about your
communication preferences, domain expertise, or desired response style. This might
include specifying your professional background, the type of language you want the
model to use, or the perspective you want it to adopt. In ChatGPT you can enter these
once and have ChatGPT draw on them at the start of each conversation to guide it.
Our verdict? Useful for setting the tone and context, but easily forgotten by the model
in a long conversation.

e Your prompt: The specific query or request you pose to the model, which can be up
to ~20,000 words in ChatGPT or ~150,000 words in Claude.ai. Crafting clear, detailed,
and well-structured prompts is crucial for steering the model towards your intended
output. Our verdict? Great for providing direction and getting targeted responses, up
to around 20-30,000 words. After that, you need to be more and more careful that
the context is useful (rather than distracting) and that you give the model clear
instructions on what aspects of the context you want it to draw upon.
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e Knowledge from training data: The vast corpus of online text data that the model was
originally trained on, encompassing websites, books, articles, and more that were fed
to it during its training. This gives the model a broad (though not always perfectly
accurate or up-to-date) knowledge on a wide range of topics. Our verdict? Excellent
for common knowledge queries, but can struggle with niche facts. Can’t contain recent
information beyond the model’s training date.

e Some chat history: A portion of the conversation history from your current session,
which helps maintain context and coherence across the exchange. However, the
model's ‘memory’ is limited to around ~20,000 words for ChatGPT (and much less /
more in other products), after which earlier parts of the discussion may be forgotten.
Our verdict? Useful for maintaining continuity within a session, but be careful as the
model's attention can wane for very long conversations.

e Optional snippets from search or documents: In some products like ChatGPT, a
language model can use a search tool to retrieve and incorporate pertinent
information from online searches to supplement its knowledge. Similarly, if you
upload long documents, models can use a search tool to extract relevant excerpts to
inform its responses. Our verdict? This can occasionally provide helpful additional
context, but search quality is often poor and may introduce irrelevant or unreliable
information.

e Relevant items from memory bank: Some language model products like ChatGPT
offer the ability to save key snippets or takeaways from a conversation into a ‘memory
bank.” On subsequent interactions, even if the full chat history has been truncated,
the model can still draw upon these stored highlights to inform its understanding and
responses. This can be a useful way to maintain continuity and build upon prior
discussions over extended engagements. While not a full solution to the model's
limited ‘attention window,” this memory bank feature can help mitigate the
downsides of chat history loss and keep the focus on the most salient points. Judicious
use of the memory bank can make interactions with language models feel more
coherent and cumulative, as though it's building a shared context with you over time.
Our verdict? When available, storing select information in the memory bank can
definitely enhance your language model interactions, especially for complex, multi-
session projects.

By thoughtfully orchestrating these ingredients — providing crisp instructions, posing well-
crafted prompts, seeding helpful context, and iterating based on the model's outputs — you
can significantly influence the quality and utility of the responses you receive.
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Language Models Aren’t Perfect

Now that we've explored the immense potential of language models, it's crucial to also
understand their limitations. In this section, we'll dive into the two most significant ways in
which language models fall short of perfection: Their propensity to be confidently wrong
about niche facts and their inability to maintain long-term memory or focus within a
conversation. By examining these shortcomings, we can develop strategies to mitigate their
impact and use language models more effectively.

Language Models Can Be Confidently Wrong on Niche Facts

For all their power and fluency, even the best language models have an important limitation
that users must be aware of: They can sometimes be confidently wrong. Especially when it
comes to uncommon or niche facts. This is technically referred to as ‘hallucination.’

This stems from the way these models learn and reason. Rather than memorising a knowledge
base of facts, they pick up on broad patterns and associations across their training data. When
prompted, they generate a response based on what would be most statistically probable
given those patterns.

Most of the time, for common or non-niche topics, this works remarkably well. The ‘wisdom
of the crowds’ effect means the most frequent associations are also often the most truthful.
But for more obscure or specialised domains where training data is sparse, the model may
latch onto spurious correlations or confabulate plausible-sounding but incorrect responses.
So be alert.

This can manifest in a few ways:

e Conflating similar-sounding statistics or anecdotes, e.g. mixing up details from
different niche historical events

e Mis-remembering or misattributing niche quotes, ideas or sources

e Inventing superficially convincing but inaccurate explanations for niche technical
concepts

e Making mistakes on questions requiring recall of niche facts, like uncommonly
referenced dates

Complicating matters, the model will often state these false facts with the same assured
confidence as its more reliable outputs. Without deep subject matter knowledge, it can be
difficult to spot a ‘hallucination.’
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The key takeaway here is not that language models are unreliable, but rather that their
reliability is uneven. They can be uncannily accurate on some topics and subtly but stubbornly
wrong on others, with little to signal the difference beyond our own domain knowledge.

So how can we reap the immense benefits of language models while mitigating the risks of
these ‘confident hallucinations?’ A few strategies:

e Fact-check important claims against authoritative sources, especially in high-stakes
domains like health, finance, or law

e Cross-reference key details across multiple reliable sources to identify and resolve
inconsistencies

e Lean on your own and others' expert judgement to assess the plausibility of model
outputs in your domain

e Use prompts that encourage reasoning transparency, e.g. “Explain your step-by-step
logic for arriving at that conclusion”

e Maintain a healthy scepticism and probe deeper when something seems off, even if
the model states it confidently

Ultimately, engaging with language models is certainly not about blindly trusting or ignoring
their outputs, but about cultivating a discerning partnership — one in which we very much
bring our own intelligence to the table.

By playing to the models' strengths while proactively compensating for their weaknesses like
niche fact recall, we can harness their potential to help us work better, quicker, and happier.
It's a dance of human and machine, each elevating the other through their unique capabilities.

So the next time a language model confidently serves up a surprising fact or figure, take it as
an invitation for further exploration, not a finding to take at face value. Dig deeper, pressure-
test against other reputable sources, apply your own critical reasoning. The truth is out there
— it just might take a little extra sleuthing to pin down when a language model is involved.

In addition to occasional inaccuracies, another limitation of language models is their inability
to maintain long-term memory or focus, which we'll explore next.

Language Models Can Forget and Be Inattentive

While a conversation with a language model like ChatGPT can feel remarkably natural and
coherent, it's critical to remember that under the hood, these models don't maintain any kind
of persistent long-term memory or attentional state in the way humans do. Every response is
generated from scratch when a product like ChatGPT sends both your current prompt and a
limited window of immediate conversation history as context to an underlying memoryless
model like GPT-40. Sending the conversation history along with your current prompt certainly
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makes it seem like the model has remembered things from earlier in the conversation. And
this certainly helps it to better respond to your current prompt. But, in reality, each time you
send a prompt, a memoryless model like GPT-40 is seeing that whole conversation for the
first time.

This ‘memoryless’ architecture means that language models do not actually learn or update
their knowledge based on interactions with users. The ‘pre-trained’ in GPT (Generative Pre-
trained Transformer) underscores that these models have a fixed set of associations and
patterns internalised from their initial training data. They can draw upon this knowledge base
to engage in all sorts of impressive linguistic feats, but they're not actively accumulating new
information or evolving their understanding over time or even within any one conversation.
It's a subtle but crucial distinction that's key to setting appropriate expectations and using
them effectively.

This ‘memoryless’ architecture has some significant implications and limitations that users
must be mindful of:

e Forgetting the past: Language models have a fixed ‘attention window’ — a maximum
number of words from the conversation history that they can consider as context
when generating their next response. For models like GPT-40 when used in ChatGPT,
this window is typically on the order of 20,000 words. For models like Claude 3 Opus
when used in Claude.ai, this window is nearer 150,000 words. Once a back-and-forth
exchange exceeds that length, the model will necessarily ‘forget’ anything from earlier
in the conversation as it will fall outside its ‘context window.’

e Inattention to salient points: Even within their attention window, language models
may struggle to know which are the salient points of a long conversation. They can
sometimes lose the thread or gloss over important details that were mentioned earlier
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in the conversation but are no longer top of mind. It's as though they aren’t paying
enough attention to the relevant parts of a long conversation.

To work effectively with language models given these constraints, a few strategies can help:

e Start fresh for a fresh take: For complex or critical tasks, consider spinning up a new
conversation rather than extending an existing one. To ensure all the relevant context
can fit within the attentional sweet spot. Trying to extend a long thread can lead to
confusion and suboptimal results.

e Recap and rephrase: Periodically summarise the main points from the conversation
so far and feed them back as part of a new prompt in a new chat. This can help re-
centre the model's focus and counteract the attention drift that happens over lengthy
exchanges.

e Slice and dice: Break large tasks into more targeted and self-contained subtasks that
fit comfortably within the attention window. Stitch the pieces together on your end
rather than expecting the model to hold the entire problem space in its head at once.

e Take notes as you go: Save key snippets, decisions, and discoveries from your
exchange externally so you can easily refer back or build on them later. Your own
permanent memory can help compensate for the model's ephemeral one.

By being aware of language models' memory and attentional boundaries, we can meet them
where they are and get the most out of the collaboration. It's not about expecting a perfectly
omniscient conversation partner, but rather learning the quirks and cadences of the tool to
elegantly dance within its limitations.

An analogy might be engaging with someone in the throes of anterograde amnesia —
someone who retains all their prior knowledge and skills but cannot form new long-term
memories. With care and compassion in how we structure our interactions, profound
connection and co-creation is still very much possible. We simply adapt, guide, and remember
them along the way.

So the next time you're deep in an extended back-and-forth with a language model and it
seems to be losing the plot, take it not as a sign of failure but as a gentle nudge. An
opportunity to reflect, recalibrate, and meet the model anew with clarity and grace. In the
dance of human and Al, sometimes a well-placed lead is all it takes to get the steps flowing
once again.

Understanding the basics of what language models are, how they work, their various forms,
and their limitations provides an essential foundation as we start to explore their potential
applications. Armed with this knowledge, we're ready to dive into the next chapter, where
we'll examine the tangible benefits language models can bring to your work.
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In the previous chapter, we unpacked the core components and capabilities of language
models. But what does this mean in practice? How can these tools tangibly boost your
productivity, performance, and job satisfaction?

The era of speculating about the potential professional impact of language models is firmly
over. A large body of rigorous academic research has delivered an unambiguous verdict:
language models are not just a toy for tech enthusiasts but a bona fide boost to productivity
and performance across a wide range of knowledge work domains.

Study after study from institutions like MIT, Harvard Business School, UC Berkeley, and
Stanford have put language models through their paces in real-world workplace scenarios.
The results from Dell’Acqua, F., et al. (2023) and Noy, S., & Zhang, W. (2023) paint a consistent
and compelling picture:

e Faster task completion: Across writing, analysis, coding, and problem-solving tasks,
workers with access to language models get the job done substantially faster — often
in a fraction of the time it takes their unassisted counterparts. We're talking speed
gains of 50% or more in many cases.

e Better work product: It's not just about speed — the quality of the output gets a boost
too. Deliverables created with the aid of language models consistently earn higher
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ratings for attributes like clarity, insight, thoroughness, and overall effectiveness.
Language model assistance helps people put their best foot forward.

e Less drudgery, more creativity: By offloading a good deal of the rote labour involved
in research, writing, and even coding, language models free up workers' mental
bandwidth for higher-value cognitive tasks. People report feeling less bogged down in
the weeds and more able to think strategically and creatively.

e Happier, empowered employees: Perhaps unsurprisingly given the above benefits,
folks who incorporate language models into their workflows tend to find their jobs
more satisfying and meaningful. They feel a greater sense of efficacy,
accomplishment, and even enjoyment in their day-to-day lives. Hardly the dystopian
displacement some had feared.

What's remarkable is the sheer diversity of tasks in which these gains have been observed.
From crafting persuasive emails to analysing contracts to generating novel product concepts,
language models are proving their versatility as a cognitive companion across domains.

Of course, unlocking these benefits requires more than just throwing a language model at a
problem and hoping for the best. As discussed elsewhere in this book, using language models
effectively means mastering a range of skills from prompting to evaluating responses and
from being clear about your requirements to and iterative refinement. Collectively, the
studies make clear that it's the combination of human and machine intelligence that delivers
peak performance.

But for those willing to invest in developing that crucial human-language model collaboration
muscle, the rewards are substantial and wide-ranging. In an era where the pace of business
seems to accelerate by the day, the ability to fundamentally turbocharge the core activities
of knowledge work amounts to a formidable competitive advantage.

For organisations, this means the imperative to upskill workers on language models is no
longer a nice-to-have but a strategic necessity. The teams that move fastest to weave these
technologies into their operational fabric will be best positioned to reap the efficiency and
innovation gains they enable. Deferring adoption is implicitly deciding to do more with less.

At the individual level, we believe that proficiency with language models will rapidly become
table stakes for knowledge workers seeking to remain at the top of their game. Just as using
spreadsheets or presentation software evolved from a specialist skill to a universal job
requirement, comfort collaborating with language models will be the new must-have for the
professional class.

The good news is that the productivity benefits of language models accrue to novices and
power users alike — everyone's on a learning curve together. The key is simply to start
somewhere, go in with an open and experimentative mindset, and embrace the iterative
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process of trial and error. Don't be afraid to dive in and get your hands dirty; each interaction
with the technology, whether a resounding success or an instructive misstep, is a valuable
data point on your journey to mastery. Trust that with consistent practice and a willingness
to learn from both triumphs and stumbles, you'll steadily hone your instincts for how to wield
these tools for maximum impact. The path to proficiency is paved with curious exploration.

So whether you're an executive looking to supercharge your organisation's collective output,
a mid-career professional eyeing the next rung on the ladder, or a fresh graduate seeking an
edge in a dynamic job market, the verdict is: fluency with language models is a 21st-century
power skill par excellence. Dive in — your future productivity (and prosperity) will thank you.

A Special Focus on Happier Working

While the productivity and quality benefits of language models like ChatGPT are often the
focus, an underappreciated yet crucial advantage is the increased happiness and satisfaction
they bring.

By automating routine, mundane tasks, language models free you up to focus on more
fulfilling, creative and complex work that better uses your unique human skills and passions.
This shift away from tedious ‘busywork’ and toward more meaningful activities can be a major
boost to engagement and morale. People thrive when they feel they are doing work that
matters and making full use of their talents.

Language models also act as an always-available brainstorming partner and sounding board,
enhancing individual creativity. Overcoming mental blocks becomes easier, allowing you to
stay in flow.

Perhaps most significantly, the time savings enabled by language models supports a better
work-life balance. When work can be accomplished more quickly and efficiently, people have
more bandwidth for the other important parts of life — family, friends, hobbies, and rest.
Reducing the stress of overwork and ‘time poverty’ is a key ingredient for happiness.

When people feel engaged, empowered, supported, and balanced in their jobs, they aren't
just more productive — they're happier. And that boost in mood and morale has positive
ripple effects on teams, organisations, and personal lives. Fulfilment at work translates to a
greater sense of well-being overall.

So while the ‘better’ and ‘quicker’ benefits of language models are indeed compelling, let's
not underestimate the power of ‘happier.” Making work not just more efficient but more
enjoyable for the human beings doing it may be one of the most important and
transformative ways language models shape the future of work.

While the productivity and quality benefits are clear, it's important to note that realising this
potential requires more than just access to the technology. Let's explore what it takes to use
language models skilfully.
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Good Use Takes Skill

Imagine being gifted a finely-crafted tool, capable of yielding remarkable results — but only
in the hands of someone who has taken the time to master its use. Such is the nature of
working with language models like ChatGPT; the returns are highly dependent on the skill of
the operator.

Consider the analogy to photography. Today's cameras are marvels of technology, with auto-
focus, auto-exposure, and intelligent post-processing that make it easier than ever to capture
a decent photo. But in the hands of a master photographer — someone with a keen eye, a
deep understanding of light and composition, and honed technical skills — that same camera
can produce images of breath-taking artistry and impact.

Similarly, an experienced executive knows that the key to a productive relationship with a
human assistant is not just delegation, but partnership. By providing clear goals, context, and
feedback, and by leveraging the assistant's unique skills and knowledge, a savvy leader can
achieve outcomes that would be impossible alone.

Those who approach these models as a mere novelty or a plug-and-play solution are likely to
be underwhelmed. Pasting in a standard prompt and expecting flawless output on the first go
is a recipe for frustration. The generated text might be grammatically fluent but conceptually
fuzzy, or technically on-topic but strategically off-target.

On the other hand, those who invest in understanding the capabilities and quirks of language
models, and who practise the art of prompt crafting and iterative refinement, can use them
to achieve exponential gains in productivity and creative output. For these power users, the
models become a true force multiplier, augmenting and accelerating their professional
potential.

So what sets the power users apart? A few key principles and practices:

e Clarity of intent: Before engaging the model, they have a crystal-clear sense of what
they're trying to achieve — the more specific the goal, the better. “Help me write
something clever” is an invitation for meandering. “Generate a 100-word teaser for a
blogpost aimed at ClOs about the potential of 5G in manufacturing” provides solid
guidance towards what a useful result looks like.

e Domain knowledge: They bring their own subject matter expertise to the table,
allowing them to provide detailed context, evaluate outputs critically, and guide the
model towards relevant and factually grounded responses. They know what jargon,
frameworks, and edge cases to mention to elicit the most incisive writing.

e Iterative refinement: They see prompting as a process, not a single step. If the initial
output misses the mark, they dig into why and modify their approach accordingly.
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They might provide more contextual examples, tighten up the language, or break the
task into smaller sub-prompts. Each round brings them closer to their ideal.

e Prompt-writing prowess: Over time, power users develop an intuition for what
prompts work best for different use cases. They know when to be descriptive vs.
prescriptive, how to balance open-endedness and specificity, and how to strike the
right stylistic notes. Prompting becomes a skill in itself.

e Tool mastery: They're not just proficient in prompting but also in the technical details
of the model's implementation. They understand concepts like token limits,
temperature settings, and example-based prompting, and use them to fine-tune
performance. If a model offers plugins or integrations, they're eager to experiment
with them to expand their creative palette.

Fundamentally, power users see language models as a collaborator, not an oracle. They know
that the quality of the output is a function of the quality of their input — garbage in, garbage
out. But they also know that with careful steering and a dash of serendipity, these models can
take them to innovative places they wouldn't have reached without them.

Of course, even power users have their off days. The nature of working with language models
means there will always be an element of unpredictability; a prompt that worked wonders
yesterday might yield perplexing results today. But they take this in stride, seeing it as part of
the learning process. Each surprising response is a chance to update their mental models and
sharpen their skills.

Perhaps most crucially, they approach language models with a spirit of experimentation and
play. While they might be putting the tools to serious professional use, their mode of
interacting retains a sense of curiosity and wonder. They're not afraid to try wacky prompts,
to push the boundaries of what's possible, to let the model surprise them. It's in that dance
of structure and spontaneity that the real magic happens.

In the end, using language models skilfully is about understanding that you get out what you
put in. It's about developing a keen sense of when to lead and when to follow, when to be
precise and when to leave room for serendipity. It's a unique blend of art and science, and
one that promises to be a defining competency of knowledge work in the years to come.

The invitation, then, is to approach these powerful tools with humility and an open mind. Be
patient with yourself as you develop your own prompting voice and be generous with your
scepticism when evaluating the model's responses. The road to mastery is paved with iterated
attempts, each one a learning opportunity.

So go forth and prompt! The next frontier of your professional potential awaits just on the
other side of the blinking cursor. With practice and perseverance, you too can use language
models like the precision instruments they are.
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The productivity benefits of language models extend beyond major breakthroughs to the
cumulative impact of many smaller optimisations. Let's look at an example.

Sometimes the Small Wins Make a Big
Difference

When considering the potential of language models, it's natural to want to focus on ground-
breaking, headline-grabbing applications — the kind that fundamentally disrupt entire roles
or business models. We’ve worked with many companies on these.

However, as we'll illustrate in this section, some of the most profound and far-reaching
benefits of language models often spring from surprisingly mundane sources. And
overlooking these is missing out on a huge part of the impact. The small, unsexy optimizations
that, at first glance, might seem hardly worth the effort to automate. But when these micro-
efficiencies are leveraged consistently across an organisation, the cumulative impact can be
as big or bigger than the ground-breaking applications.

Take, for instance, the case of plastic surgeons adopting language models to streamline their
post-operative note taking, as studied by Abdelhady & Davis (2023).

Traditionally, surgeons would spend an average of 7 minutes post-operation dictating or
writing up their notes — a necessary but tedious task that syphoned away precious time and
focus from higher-value activities like seeing more patients or strategizing treatment plans.
But with the introduction of language models, a careful study showed that a 7-minute chore
could be reduced to a mere 5-second prompt to a language model, which then filled in the
details and wrote up the relevant report. Multiply those savings across several surgeries a
day, every day, and the cumulative impact on productivity is staggering.

What's more, in blind tests, the Al-generated notes were found to be of higher and more
consistent quality than the human-written ones, with 100% adherence to required rubrics
and inclusion of key details. Not only did the technology save time, it standardised best
practices and reduced human variability. The result? More complete records, fewer
oversights, and ultimately better patient care and safety.

The icing on the cake was that patients themselves responded positively to the Al-assisted
notes when surveyed, citing greater clarity and comprehensiveness. This suggests that far
from being a clinical optimization concern, language models can directly elevate the end-user
experience and satisfaction when thoughtfully deployed.

While the plastic surgery example may seem niche, it perfectly encapsulates the
transformative potential of language models to streamline rote knowledge work across
contexts. Consider the possibilities:
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e Lawyers dictating case briefs or contract summaries

e Teachers jotting down student progress reports

® Researchers logging experiment notes or observations
® Analysts annotating data trends or anomalies

e Nurses charting patient vitals and medication intake

In each scenario, offloading the mechanical task of documentation to a language model helps
the human to focus their mental energy on patient care, clinical decision-making, and other
higher-value activities. It's a nice illustration of how working with language models can
elevate the human condition not by replacing us but by empowering us to dedicate more of
our time and cognitive resources to the work that truly requires our expertise, empathy, and
creative problem-solving.

So the next time you find yourself mired in a mindless, repetitive task, consider: Could |
prompt a language model to take some load off and help me handle this, instead? The answer,
increasingly, is likely to be yes. Your job, then, is to take that precious reclaimed time and
brainpower and pour it into the meaningful, distinctly human work that moves the needle.
Identify the ‘5-second prompts’ in your world and let the machines do the methodical lifting
so you can get back to the work of creating, deciding, and leading. An often overlooked but
critical benefit of language model augmentation.

Unlocking New Levels of Human Potential

It's one thing to theorise about the potential of language models to enhance knowledge work
— it's quite another to see the extent of that potential rigorously validated in empirical
studies. But as we’ve seen, that's exactly what a growing body of academic research is now
conclusively demonstrating: language models can boost human productivity and
performance in ways that were unimaginable just a few years ago. But how, and by how
much?

Consider this striking finding from a recent study conducted by researchers at MIT, Stanford,
and other top institutions (Dell’Acqua, F., et al., 2023): In a series of experiments involving
hundreds of experienced professionals working on real-world business tasks (things like
market research analysis, product roadmap development, financial modelling, etc.),
participants who had access to a language model assistant completed a whopping 12% more
tasks in 25% less time, achieving 40% higher quality output on average compared to their
unassisted counterparts.

Just wow! We're not talking about small gains at the margins, but a step-change increase in
productivity and output quality. The language model was not replacing the human workers
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but rather augmenting their capabilities, allowing them to get more (and better) work done
in significantly less time. It's a vivid demonstration of the concept of ‘supercharging’ human
potential that so many have theorised about but that we now have hard data to support.

Digging deeper into the results, a few key themes emerge:

e Cognitive offload: The technology was particularly effective at taking on the more
mechanical, time-consuming aspects of tasks — things like brainstorming and initial
drafting. This freed up human bandwidth to focus on higher-level strategy, analysis,
and decision making.

e Human-language model symbiosis: The best results came not from blindly deferring
to the language model but from an active collaboration between human and machine.
Participants who took the time to carefully prompt the language model, critically
evaluate its outputs, and iterate towards a solution achieved outcomes that exceeded
what either could likely manage alone.

e Levelling up: Interestingly, the productivity and quality gains were most pronounced
for participants whose baseline performance (without the help of language models)
was lower. In other words, the technology had an equalising effect, allowing less
experienced or skilled individuals to ‘punch above their weight’ and deliver output on
par with top performers. This has profound implications for talent development and
upskilling. More on this shortly.

e Learning curve: Not everyone saw immediate benefits — there was a learning curve
to figuring out how best to steer and interpret the language model. But those who
stuck with it and developed a feel for effective prompting saw their performance
continue to climb. Language model proficiency, it seems, is a muscle that strengthens
with practice.

These findings are both exciting and sobering. Exciting because they hint at a future where
language models act as equalisers of human potential, helping all of us to think and create at
a higher level. But sobering because they make plain that harnessing these powerful tools
effectively will be a key differentiator (and competitive advantage) going forward.
Organisations and individuals who fail to cultivate language model fluency risk being left
behind.

But for those ready to embrace the challenge, the rewards could be transformative. Imagine
a world where every knowledge worker has a language model co-pilot in their corner, helping
them to think more clearly, generate ideas more fluidly, and communicate more impactfully.
A world where complex problems that today take weeks of toil to untangle become solvable
in minutes or hours with some well-crafted prompts and a dose of human-machine
partnership.
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That's the world these studies suggest is within reach — if we're willing to do the work of
figuring out how to partner productively with our new language model assistants. It's not
about ceding agency to the algorithms, but about learning to dance with them in a way that
brings out the best in both parties. A pas de deux of digital and biological neurons, if you will.

So if you're a knowledge worker looking to stay at the vanguard, take this as your cue to start
experimenting with language models as collaborators in your craft. Begin with small, low-
stakes tasks and work your way up as your confidence (and corpus of effective prompts)
grows. Share your successes and failures with your peers, and learn from theirs in turn. The
journey to language model fluency is one we'll all be navigating together in the years ahead.

But to navigate it we must if we hope to ride the rising tide of technological transformation
rather than being swept away by it. The studies are in, and the verdict is clear: language
models are not here to replace us, but to empower us to reach new heights of creativity,
productivity, and impact. The question is not whether we'll work alongside intelligent
machines, but how skilfully we'll learn to pilot them.

Language Models Massively Boosts Productivity and Quality, Especially for Less-
Skilled Workers

As language models have matured from a niche research area to a mainstream business tool,
one of the most pressing questions has been: who stands to benefit most from these powerful
new technologies? Will they primarily help the most skilled and experienced knowledge
workers soar even higher? Or could they have a more democratising effect, elevating the
output of those with less developed capabilities?

Scores without ChatGPT M Scores with ChatGPT
8 -
6.06
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5.2
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People in the bottom half of skills People in the top half of skills

Source: Fabrizio Dell’Acqua et al. (2023)
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The aforementioned study from researchers at MIT, Stanford, and other top institutions
provides a resounding answer: Language models like ChatGPT can massively boost
productivity and work quality for employees across the skill spectrum, but the gains are
especially pronounced for those starting from a lower baseline.

The study design was elegantly simple yet profound in its real-world relevance. Several
hundred business professionals were tasked with completing a series of typical knowledge
work activities — things like analysing market research data, drafting product roadmaps,
developing financial models, and so on. Half the participants were given access to ChatGPT;
the other half were not.

We've seen the headline numbers, but the real kicker came when the researchers zoomed in
on the performance distribution. For participants whose baseline output (without ChatGPT’s
help) was in the bottom half of the sample, the quality of their language model-assisted work
rose to even exceed that of the top performers working unassisted.

Let that sink in for a moment. With the aid of language models, the below average employees
were suddenly delivering work that was better than the above average group. The technology
acted as a great equaliser, empowering those with less honed skills to punch far above their
natural weight class.

So what's going on here? A few key dynamics seem to be at play:

e Levelling the playing field on ‘hard’ skills: For tasks that require a high degree of
technical knowledge or domain expertise, the language model can help fill in gaps and
suggest best practices, allowing those with less training to perform at a higher level.

e Enhancing creativity and ideation: One of the toughest parts of many knowledge
work tasks is simply coming up with an initial direction or framework. The language
model excels at generating a diverse array of high-quality ideas and outlines, giving
those who might normally struggle to ideate a productive starting point to riff on and
refine.

e Providing a sturdy scaffold: For complex, multi-step projects, the language model can
suggest a logical structure and flow, breaking the work down into manageable chunks.
This scaffolding enables those who might typically get lost in the weeds to stay focused
and organised, enhancing both efficiency and end product coherence.

The implications of these findings are far-reaching and profound. At the individual level, they
suggest that language model proficiency could be a powerful tool for professional
development and career mobility. By learning to use these tools skilfully, workers who may
have previously felt stuck or stagnant in their roles have a new avenue for demonstrating and
delivering value.
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But it's at the organisational and societal levels that the real transformative potential comes
into focus. In a world where language models can so dramatically elevate the output of the
average knowledge worker, the very notion of what constitutes ‘top talent’ may need to be
redefined. Companies that have historically focused on competing for a small slice of
superstars may find that a more sustainable advantage lies in empowering the broad base of
their workforce with language models.

This could be a significant boon for diversity, equity, and inclusion as well. If language models
can help level the playing field by enabling individuals from a wider range of backgrounds and
experiences to showcase their skills and potential, it could open up new pathways for
underrepresented groups to thrive and advance. By reducing barriers to entry and providing
tools that enhance the quality and impact of everyone's work, language models have the
potential to create a more inclusive and equitable professional landscape. This could lead to
more diverse perspectives being heard, more representative decision-making, and ultimately,
a more vibrant and innovative workforce.

Of course, realising these benefits at scale will require proactive effort and investment from
leaders. It's not enough to just give employees access to language models and hope for the
best — there needs to be concerted upskilling, clear guidelines and guardrails, and a culture
that embraces experimentation and learning from failure. The transition to a language model-
enabled workforce is as much a change management challenge as a technological one.

But for organisations and societies willing to rise to that challenge, the payoff could be
extraordinary. A world where every knowledge worker has numerous language model
assistants and co-pilots in their corner, helping them to think smarter, work faster, and create
at a higher level. A world where the distinction between ‘average’ and ‘elite’ performers
becomes increasingly blurry as technology democratises access to superhuman capabilities.

That's the world this research hints at — and it's one where the benefits of language models
are not concentrated in the hands of a select few, but rather diffused across the many. As we
continue to grapple with how best to deploy these powerful tools, studies like these provide
a hopeful reminder that, when skilfully used, language models have the potential to uplift us
all. The question is not if we'll work alongside intelligent machines, but how we'll create a
future where every knowledge worker is able to work much better, quicker, and happier.

The productivity and skill-amplifying effects of language models open up exciting new
opportunities for what knowledge workers can accomplish — some of which are quite
unexpected.

The Unexpected Potential of Large
Language Models
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When ChatGPT first burst onto the scene in late 2022, it was greeted with a mix of awe,
scepticism, and outright dismissal. Surely, the naysayers argued, this was just another
overhyped Al demo — an amusing parlour trick capable of generating fluent but ultimately
shallow and unreliable text. However, language models are now reshaping the very landscape
of knowledge work.

But what are they good for? The answer is not easy to come to. As Ethan Mollick, a professor
at the University of Pennsylvania's Wharton School who studies the interplay of technology
and human performance, succinctly put it: “Large language models are bad at tasks you would
expect them to be good at, but surprisingly good at things you expect them to be bad at.”

It's a powerful encapsulation of the counterintuitive and often baffling capabilities of these
systems. On the one hand, language models can struggle with seemingly trivial tasks like basic
arithmetic, niche factual recall, or staying on topic in a long conversation. Ask even the best
language model to solve a complex maths problem, recall a specific niche date, or maintain a
coherent dialogue over a very long context conversation, and there's a decent chance it will
stumble.

But pose it a complex, open-ended challenge like dreaming up a novel business idea, crafting
a persuasive essay, or debugging a tricky piece of code — tasks that we typically associate
with human creativity, expertise, and intuition — and the results can be stunningly good.
Good enough, in many cases, to be practically useful and even superior to what a skilled
human could produce in a short timeframe.

Consider a few examples:

e Writing and content creation: Language models can generate polished drafts of
everything from marketing copy to technical documentation to creative fiction — not
always perfect, but often good enough to serve as a starting point for human
refinement. They can also offer real-time suggestions for improving the clarity,
concision, and style of our writing.

e Research and analysis: By distilling vast troves of information into coherent
summaries, language models can greatly accelerate the research process and surface
insights a human might have missed. They can also help structure complex problems,
break them down into sub-questions, and propose analytical frameworks.

e Ideation and problem-solving: Language models excel at generating novel ideas and
solutions by combining concepts in unexpected ways. They can serve as tireless
thought partners, helping us explore a wider range of possibilities and challenge our
assumptions.

e Programming and data wrangling: Language models trained on code can not only
auto-complete lines, but suggest entire functions, debug errors, and explain complex
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concepts in plain language. They're quickly becoming indispensable dev tools. Similar
breakthroughs are emerging in data-heavy domains like financial modelling and
scientific computing.

The productivity and quality gains enabled by language models are truly exciting. But it's
important to recognize that realising this potential requires more than just access to the
technology — it demands a thoughtful approach to implementation. In the next chapter, we'll
introduce some key frameworks for identifying high impact use cases and integrating
language models effectively into your workflows.
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To harness the power of language models, it's crucial to understand the different ways they
can be applied to enhance your work.

In this chapter, we'll dive into specific frameworks and use cases that illustrate the vast range
of possibilities. From core skills like synthesis, writing, and ideation to high-level applications
across the business lifecycle, you'll see how language models can be leveraged at every stage
of the knowledge work process.

Whether you're a strategist looking to supercharge your research capabilities, a marketer
aiming to scale high-quality content creation, or an entrepreneur seeking to validate new
business ideas, the frameworks in this chapter will provide a roadmap for identifying and
unlocking high-impact opportunities.

As you explore these use cases, keep in mind the key principles of the PROMPT mindset: a
spirit of experimentation, a commitment to human-machine collaboration, and a focus on
tangible outcomes. By approaching these applications with an open and strategic mindset,
you'll be well-positioned to harness the full potential of language models to work better,
quicker, and happier.

Introducing Our Collection of Practical
Taxonomies of Language Model
Applications

One of the challenges in discussing the potential of language models is that the sheer range
of possible use cases can be overwhelming. It's a bit like trying to enumerate all the ways a
literate human can put pen to paper — the options are as vast and varied as the scope of
human knowledge itself. Here’s our solution.

These frameworks provide a structured way to think about the different dimensions of
language model use cases, from the stage of the business lifecycle they address to the core
capabilities they leverage to the level of sophistication they require. In the following sections,
we'll dive into each of these frameworks in detail, exploring how they can guide your journey
towards more effective and impactful language model adoption. Whether you're a language
model novice looking for a roadmap to get started or a seasoned practitioner seeking to
optimise your approach, these frameworks offer a valuable toolkit for unlocking the full
potential of Al-augmented knowledge work. So let's roll up our sleeves and dive in — your
path to working better, quicker, and happier awaits!
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Let's start by examining one of the most fundamental taxonomies — four core capabilities
that language models enable.

Four Core Language Model Capabilities

For our first taxonomy, let’s look at the four core capability areas of language models.

e Thinking & Communicating: This book primarily focuses on how language models are
revolutionising the way we process information, generate ideas, and express
ourselves. From crafting compelling content to summarising complex topics and
brainstorming creative solutions, these tools are becoming essential for a wide range
of cognitive and communicative tasks.

e Making Images: Advanced language models can generate images based on textual
descriptions. Either by themselves (e.g. GPT-40) or by using other Al tools, such as
DALL-E. This opens up new possibilities for creative expression and visual
communication.

e Analytics & Data Science: Language models can also use programming languages like
Python to write code and use tools like Code Interpreter (a Python code execution
environment) to run code, enabling them to perform sophisticated data analysis and
data science tasks. This has the potential to streamline and democratise data science
workflows.

e Writing Code: Beyond natural language processing, language models have shown
remarkable proficiency in writing code across various programming languages. This
capability can help developers be more productive and efficient in their work.

While the principles and practices of prompt engineering, iterative refinement, and human-
machine collaboration discussed in this book are applicable across all four capability areas,
it's important to recognize that each domain has its own distinct set of considerations,
techniques, limitations, and challenges that we won't be delving into here. Our focus in this
book is squarely on the transformative potential of language models in the realm of thinking
and communicating. By situating this within the broader context of language model
applications, we hope to provide you with a clearer understanding of the scope and
boundaries of the concepts covered in the following chapters. If you're interested in exploring
the other three areas — making images, analytics, and data science, or writing code — and
would like guidance or advice, please don't hesitate to reach out to us!

With this foundation in mind, let's zoom out and look at some higher-level frameworks for
mapping language model use cases.
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Thinking and Communication

While language models excel across all four of these capability areas, for the purposes of this
book, we'll be focusing primarily on their transformative potential in the realm of thinking
and communication. Let's dive deeper into how these tools are revolutionising the way we
process information, generate ideas, and express ourselves.

At the heart of the language model revolution transforming knowledge work lies a profound
yet easily overlooked truth: language is the very lifeblood of human cognition. It is the
essential medium through which we absorb information, crystallise ideas, and convey them
to others. Language fuels the twin engines of thinking and communication — two critical
capabilities where language models truly shine. This makes them an ideal starting point for
our exploration of frameworks illustrating how these powerful tools can elevate the quality,
efficiency, and clarity of your work. Indeed, we often posit that language models can
meaningfully assist with any task involving thought or expression — a claim we invite others
to challenge by identifying cognitive or communicative activities beyond the reach of this
ground-breaking technology.

Consider some of the ways language models are enhancing these two fundamental building
blocks of thinking and communication:

e Accelerating ldeation: Generative language models are natural brainstorming
partners, able to quickly produce a diverse array of ideas and angles on any given
topic. By seeding them with a well-crafted prompt, humans can rapidly explore a wider
conceptual space and make novel connections they may not have considered. This can
be a boon for everything from creative writing to business strategy to scientific
hypothesising.

e Sharpening Expression: Language models aren't just adept at generating raw text, but
at helping to refine and polish it as well. They can suggest more concise phrasings, flag
potential ambiguities or inconsistencies, and even adapt the style and tone to better
suit a given audience or medium. In effect, they can serve as writing coaches, helping
us to express our thoughts with greater clarity, precision, and impact.

e Extending Memory: One of the most powerful features of language models is their
ability to store and surface relevant information from vast knowledge bases on
demand. By uploading domain-specific documents or even personal notes, humans
can essentially ‘augment’ their memory, allowing them to quickly recall key facts,
insights, and examples to enrich their thinking and communication. It's like having a
personal research assistant always at the ready.

e Bridging Disciplines: The sheer breadth of domains language models are trained on
allows them to serve as connective tissue between disparate fields and ideas. They
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can help to ‘translate’ complex concepts from one area into the language of another,
sparking creative cross-pollination. A marketing professional might use a language
model to surface relevant analogies from psychology or game theory; a scientist might
leverage it to find unexpected applications for their research in industry or policy.

e Structuring Thought: Language models aren't just eloquent - they're also logically
coherent (most of the time). As such, they can be valuable aids in breaking down
complex problems, laying out arguments, or narratively structuring everything from
essays to presentations to code. By proposing outlines and frameworks, they can help
humans to organise their thinking and ensure a clear through-line from premise to
conclusion.

Taken together, these capabilities suggest a vision of knowledge work that's turbocharged by
seamless human-machine collaboration. With the simple ‘thinking and communicating’
framework as our foundation, let's explore additional lenses that can help us understand and
harness the potential of language models across more domains and use cases.

With the foundational skills of thinking and communication in mind, let's now explore a
framework for understanding the different levels of language model mastery and the
opportunities each level presents.

The Ladder of Language Model Mastery

If you've ever picked up a new hobby or skill — be it cooking, playing an instrument, or
speaking a foreign language — you know that the journey from novice to master is not a
straight line. It's a gradual ascent, marked by distinct stages of competency, each building on
the last. The same, it turns out, is true of learning to work with language models like ChatGPT.
While the specifics may differ, the overall trajectory is remarkably consistent.

Drawing on our experience engaging with language models like ChatGPT, we've identified six
distinct levels of interaction, from casual conversations to strategic decision-making. We call
this the Ladder of Language Model Mastery, and it provides a roadmap for users to
understand their current level of interaction and discover the possibilities that await them as
they climb higher.
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Level 1: Small Talk

At the base of the ladder, users engage in casual conversations, share jokes, ask simple
guestions, and enjoy everyday discussions. Language models excel at mimicking human-like
conversations, making this level perfect for friendly banter or quick, light-hearted exchanges.

Level 2: Playful Creations

On the next rung, language models help people craft poems, compose songs, make up stories,
and engage in playful brainstorming or ideation. This level allows users to unleash their inner
creative and let the language model spark their imagination with ideas or wordplay.

Level 3: Information and Understanding

As users ascend further, language models become personal knowledge assistants. They can
ask the Al to explain complex concepts, summarise lengthy articles, or provide definitions and
explanations for a wide range of topics. This level enables users to tap into a language model’s
vast knowledge base for quick and accurate information retrieval.

Level 4: Task Assistance

In the middle of the ladder, language models provide step-by-step instructions, offer
guidance, and solve basic problems. Additionally, they can help draft job descriptions, plans,
letters, or even proofread and edit documents. This level transforms language models into
versatile and efficient personal assistants.
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Level 5: Advanced Creativity and Ideation

Nearing the top of the ladder, users encounter Advanced Creativity and Ideation. Here,
language models can generate detailed original stories, articles, or reports, offer more
advanced ideation, and even help craft persuasive arguments or engage in creative problem-
solving. This level unlocks the full creative potential of language models, allowing users to
explore intricate and imaginative ideas.

Level 6: Strategic Insights and Decisions

At the peak of the ladder, users discover Strategic Insights and Decisions. In this level,
language models can generate audience insights, evaluate potential risks, identify trends or
patterns, and conduct high-level research to support decision-making. By analysing complex
situations and considering multiple factors, language models can develop informed
recommendations or advice, empowering users to make better strategic decisions.

Climbing the ladder of language model mastery is a journey that requires patience,
persistence, and a willingness to learn. It's essential to take it one step at a time, focusing on
mastering each level before progressing to the next. By understanding what the next rung
looks like, you can set clear goals and develop a roadmap for your own growth and
development.

As you climb the ladder, remember that you're not alone. Surround yourself with a supportive
community of fellow learners and enthusiasts who can offer guidance, inspiration, and
collaboration opportunities. Together, you can explore the vast potential of language models
and push the boundaries of what's possible.

By understanding these different levels of language model mastery and what skills and
opportunities each one unlocks, you can chart a clearer course for your own learning and
growth. With this roadmap in hand, you're well-equipped to start your ascent up the ladder
and experience the transformative benefits of working with these powerful tools.

Drawing on our work with organisations across sectors, we've found it helpful to think about
language model use cases through three primary lenses:

The Business Lifecycle Lens

This lens maps applications to the typical stages of developing and growing a business or
product:
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e Audience Understanding: Using language models to analyse customer feedback,
social media chatter, and market research to surface insights about needs,
preferences, and pain points

e Concept Development: Leveraging the models to brainstorm new product or service
ideas, value propositions, and business models

e Go-To-Market Strategy: Generating marketing copy, sales collateral, website content,
and other assets to effectively position and promote the offering

e Post-Launch Optimisation: Continuously refining the product, messaging, and
customer experience based on real-world feedback and performance data

By thinking through how language models can be applied at each phase, businesses can
develop a more systematic approach to Al adoption that's grounded in their core growth
objectives.

Another valuable way to map the opportunity space is by focusing on the core capabilities
language models enable across industries and use cases.

The Functional Capability Lens

Another way to slice the language model opportunity is in terms of the core capabilities the
technology enables:

e Language Processing: Using the models to analyse and extract meaning from large
volumes of unstructured text data, such as customer reviews, support tickets, or
internal documents

e Language Generation: Leveraging the models to create original content, from social
media posts and email copy to long-form articles and reports

e Data Augmentation: Employing language models to expand or enrich existing
datasets, such as by generating additional training examples for machine learning
models or fleshing out sparse user profiles

e Workflow Automation: Integrating language models into tools and processes to
streamline tasks like data entry, document summarization, and report generation

This lens is particularly useful for identifying opportunities to embed language models into
existing systems and workflows to drive efficiency and consistency.

A third crucial perspective is the sophistication and complexity of different language model
applications — which we can understand through the lens of use case maturity.
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The Use Case Maturity Lens

Beyond the business lifecycle and capability lenses, another valuable way to frame language
model use cases is in terms of their sophistication and complexity. This ‘maturity’ lens can
help organisations plan and prioritise their adoption journey. The three key stages of use case
maturity are:

e Quick Wins: These are the ‘low-hanging fruit’ use cases that are relatively easy to
implement and provide immediate value. Examples might include using language
models to generate social media content, summarise meeting notes, or draft routine
emails.

e Intermediate Applications: These use cases require a bit more setup and fine-tuning
but can drive significant improvements in quality and productivity. Think analysing
customer feedback to identify product improvements, generating first drafts of sales
proposals, or creating chatbot scripts.

e Advanced Deployments: At the high end of the maturity curve are applications that
are deeply embedded into core business processes and decision-making. These might
include using language models to surface insights from vast troves of unstructured
data, participate in strategic planning discussions, or even guide R&D efforts.

Mapping use cases along this spectrum can help organisations prioritise their language model
adoption efforts and gradually build the skills and capabilities needed to tackle more
ambitious applications over time.

Of course, these taxonomies are not mutually exclusive — a single use case might well span
multiple categories. The power comes in combining them to develop a multi-dimensional
view of the opportunity landscape. A product manager, for instance, might use the Business
Lifecycle Lens to identify the key stages where language models can add value, the Capability
Lens to determine the specific functions they can perform, and the Maturity Lens to prioritise
the rollout.

Ultimately, though, no framework can substitute for hands-on experimentation and learning.
The most successful adopters of language models will be those who dive in with an open and
curious mindset — who are willing to try new things, learn from failures, and continuously
iterate. Even with a roadmap in hand, the journey will be full of surprises.

But equipped with the right mental models and a spirit of guided exploration, any
organisation can start to harness the potential of language models to rethink how they
understand their markets, serve their customers, and drive their businesses forward. The
opportunities are as boundless as the human imagination itself — all that remains is to start
turning that vision into reality, one prompt at a time.
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These taxonomies provide a multidimensional map of the language model opportunity
landscape. But to really understand how to navigate it, we need to dive deeper into the core
skills these tools enable.

The Four Core Skills of Large Language
Models

Building up from a foundational level, we can consider that language models have four core
skills. Each magical, each somewhat independent of the others, and each with huge potential
to make your work better and quicker. Let’s explore them now.

Yy o 2 &

Synthesising Learning Writing Thinking

At the broadest level, language models have four key capability areas that enable them to
revolutionise knowledge work in different ways:

Synthesising

Large language models like ChatGPT excel at digesting and distilling large volumes of
information down to their essence. This powerful capability enables a wide range of practical
applications for condensing information, such as:

e Summarising long documents: Input lengthy research reports, client briefs, product
reviews, or any text-based materials, and have the language model generate a concise
executive summary hitting the key takeaways. This can save hours of manual effort
trying to synthesise complex information.

e Synthesising meeting notes and discussions: Drop in a full meeting transcript or
meandering Slack discussion thread, and get back a neatly structured summary of the
main topics covered, key decisions made, and important action items. No more
slogging through pages of notes to find the critical points!

e Analysing transcribed interviews: Have a transcript of a customer interview,
employee exit interview, or stakeholder discussion? A language model can summarise,
analyse and even highlight the most salient quotes and insights. This makes it a breeze
to extract value from qualitative feedback.
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e Reviewing and prioritising emails: Have a language model language model scan
through your overflowing email inbox to surface important messages you may have
missed. It can identify key points, next steps, and even draft suggested replies. This
helps tame the scourge of email overload.

Learning

Rather than spending hours manually combing through the web, databases, industry reports,
and academic literature to find relevant information, you can now lean on the vast knowledge
contained in large language models to dramatically accelerate desk research. Potential use
cases include:

e Rapidly developing audience and customer personas: Provide some basic seed
information about a target customer segment or user group and have a language
model flesh out a detailed persona, complete with demographics, psychographics,
needs, behaviours, and even illustrative verbatim quotes. Gain much richer audience
understanding in a fraction of the typical time and effort.

e Efficiently researching markets, competitors, and best practices: Ask a language
model to surface key facts, statistics, trends, benchmarks and competitor profiles to
quickly get up to speed on a new product category, industry vertical, or geographic
region. Spend less time searching for information, and more time synthesising
insights.

e Comparing regulations, requirements, and cultural nuances across regions: Have a
language model summarise the relevant legal, financial, logistical and cultural
landscape considerations across different markets to inform go-to-market and global
expansion plans. More easily navigate international complexity and tailor approaches
for local relevance.

e Exploring niche topics and alternate perspectives: Push a language model to explain
your problem space or research topic from unexpected angles, underrepresented
viewpoints, or edge case scenarios. Pressure-test core assumptions, uncover potential
blind spots, and spark novel intersectional ideas.

Writing

Writer's block and the tyranny of the blank page are a thing of the past. Large language
models can take the pain out of content creation by generating high-quality first drafts to
kickstart all sorts of assets and communications, such as:

e Blogs and thought leadership: Supply a language model with a topic, desired tone and
target audience, and it can spit out a workable first draft of an engaging blog post, by-
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lined article or opinion piece for you to refine. Spend your energy polishing and
wordsmithing rather than agonising over how to get started.

Personalised emails and newsletters: Have a language model compose tailored
versions of a core message, cleverly customised for each recipient based on their role,
relationship, or past interactions with your brand. Or feed it some content categories
and desired length to generate a ready-to-send newsletter that feels decidedly human
and not mass produced. Put authentic, engaging one-to-one communication within
reach at scale.

Wiki pages and knowledge base content: For any given topic or process, a language
model can generate clear explanations, step-by-step how-to guides, FAQs, and
troubleshooting tips. Unlock the full value of your internal experts and systems by
making it effortless to capture, organise and share knowledge across teams and
functions.

Talking points and presentation content: Supply a topic, audience, desired length,
and key messages, and have a language model draft an outline and script of
compelling remarks. Go from blank slides to a solid narrative flow and speaker notes
in minutes, so you can focus on visual polish and delivery. Never be at a loss for words
on stage.

Translating between languages: For global and multicultural teams as well as
organisations serving international marketplaces, let a language model instantly
translate documents, websites, product descriptions and customer communications
between dozens of languages. Break down barriers to shared understanding.

Thinking

Perhaps most exciting of all, large language models can serve as a brainstorming partner and

strategic sounding board to enhance creative problem-solving and decision-making for thorny

business challenges. Examples include:

Ideating novel concepts and solutions: Have a language model suggest a range of
creative ideas for new product features, campaign themes, brand names, customer
experience enhancements or business model pivots based on an understanding of
your brand, audience, and competitive situation. Get the gears turning with thought-
starters and ‘wild card’ ideas from new angles.

Developing positioning and messaging: Work iteratively with a language model to
crisply articulate your brand or product's unique and ownable value proposition,
reasons to believe, and key benefits. Explore different ways to compellingly express
the core idea for different target segments. Pressure-test how distinct and defensible
the positioning is against key competitors.
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e Stress testing plans and identifying gaps: Have a language model poke holes in your
go-to-market strategy, campaign plan, financial model, or business case. Ask it to
identify potential risks, flaws in logic, inconsistencies, or unsupported claims. Request
constructive criticism to shore up your thinking and pre-empt likely objections.

e Playing out future scenarios: Have a language model forecast how emerging macro
trends, disruptive technologies, and shifting consumer behaviours could impact your
product category or competitive landscape. Get concrete by painting a picture of ‘a
day in the life’ of your customer two, five or ten years out. Explore both optimistic and
pessimistic scenarios to future-proof your strategies.

The use cases across each of these four skill areas are truly boundless, constrained only by
our imagination and willingness to experiment. What unites them is the power of human-
language model collaboration to augment and accelerate knowledge work of all kinds — from
the everyday to the extraordinary. It's an exhilarating frontier that's ours to explore.

These taxonomies and skill dimensions provide a valuable map of the opportunity space for
applying language models. However, while these frameworks provide a valuable starting
point for identifying and prioritising high-impact language model use cases, there's no
substitute for direct experience and iterative trial and error. To navigate this space
successfully, we need to dive deeper into the practical strategies for effective prompting,
output evaluation, and process integration. That's exactly what we'll cover in the next
chapter, where we introduce our '4 Ps' framework and other essential lessons for putting
language models to work.
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Now that we've explored the potential of language models, it's time to dive into the practical
strategies for harnessing their power effectively in your day-to-day work. Through our
extensive experience working with these tools, we've distilled the key lessons and best
practices into a simple yet powerful framework we call the '4 Ps.'

The ‘4 Ps’ for Great Work with Language
Models

Welcome to our ‘4 Ps’ framework, your ultimate cheat sheet for harnessing the power of
language models like ChatGPT to elevate your work. This framework distils the essential
lessons and best practices for collaborating with Al into four key pillars: Preparation,
Prompting, Process, and Proficiency. Whether you're a beginner just starting to explore the
potential of language models or a seasoned pro looking to optimise your workflows, the ‘4
Ps’ will be your trusty guide on this exciting journey.

© O @ =

Prep. Prompt Process Proficiency

Your goal Articulate your requirements Steps to your goal Calibrate using expertise,
evidence

Bring well-formatted context ~ Up to 10 ingredients: Use C.AR.E

(at start of prompt) Act as, | am, Context, Check, Add, Remove, Edit Use Synthesising, Learning,
Ultimate goal, Proximate goal, Writing, and Thinking

Know the language Constraints, My audience, Use the model's (limited)
Your task, Response style, memory Overcome bias

Use a secure Al Response format

Prevent mimicry / plagiarism
Lead the witness

To consistently get impressive results from large language models like ChatGPT, it's vital to
internalise the ‘4 Ps’ framework.

Preparation
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Before you even open up a blank chat window:

e Your goal: Get crystal clear on your objectives. What specific output are you trying to
generate, in service of what larger project or goal?

e Context: Gather any relevant context that could help guide the model, such as articles,
reviews, meeting transcripts, brand guidelines, or past examples of the type of content
you're aiming to create. Ensure this context is well formatted, so that the language
model can understand what it is, what’s in there and where each piece of context
starts and ends!

e Language: Also consider the specific language you'll need to guide the language model
and to give appropriate feedback.

e Security: Use an Al that is secure enough for your needs. If you're not entering any
confidential information, then you needn’t worry. For most confidential information,
simply flipping a switch inside your Al product to ensure that it treats your data as
confidential is good enough. For certain use cases and in certain companies, you're
going to want to ask your legal and IT team which Al products have been approved for
use before you start work.

Garbage in, garbage out very much applies here, so frontload the work to set yourself up for
success.

Prompting

Now it's time to actually engage the model through artful prompting. We discuss this in more
detail in a subsequent chapter, but here’s some quick tips to get you started.

The key is to be as specific and explicit as possible about your expectations. It is as simple as
that. If you can do this in a small number of words, that’s great! But, for some tasks, you may
need to use a lot of text and give a lot of examples to ensure you're being sufficiently clear on
what you want.

Some key elements to potentially include are: playfully instructing it to act as a particular
expert persona, stating the core objective as well as adjacent context, noting any constraints
or things to avoid, describing your target audience and required deliverable format, and
requesting a particular writing style or structure.

You should resist the urge to just dash something off and go with the first result. Treat
prompting as a creative exercise in its own right, and don't be afraid to try leading forms like
“Here's what a good output would have...” Experiment with a few variants and see what yields
the best jumping off point.

Process
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For anything beyond the simplest task, adopt the mindset that working with a language model
is an iterative, back-and-forth dialogue, not a one-and-done request. Take the time upfront
to break hairy, complicated problems into bite-sized intermediate steps.

When faced with a complex request, break it down into manageable steps and leverage
language models to assist with each stage of the process. This iterative approach allows for
greater control and refinement, leading to better results. Start by dividing the task into logical,
sequential components. Then, engage a language model to help with each step individually,
such as generating an outline, suggesting relevant points then drafting each section one by
one. As you work through these steps, review and refine the language model's output,
provide additional context, and make necessary adjustments. Once you've completed all the
steps, combine the refined components offline to create your final output. You’ll get a much
better output than trying to achieve the task in a single prompt.

Proficiency

Delivering a final product that shines requires your unique subject matter expertise to
complement the model's outputs. Always take a critical eye to claims and recommendations.
Does this accord with what you know to be true based on data, experience, and intuition?

Pressure-test reasoning and ditch or fix anything that feels off. Ground abstract ideas in real-
world application through vivid examples and action steps. Add in missing context that the
model wouldn't have about your company, customers, or competitive landscape.

Most importantly, edit to inject your authentic brand voice and personality. Ensure the style
and sentiment rings true and would resonate with your target audience. Pass the "sniff test"
by putting yourself in the shoes of a recipient — does this communication sound like it came
from a relatable human or an advice-spewing automaton?

Think of the model as a ‘verbal sous chef’ — perhaps it did all the tedious prep work of
assembling raw ingredients, but it's still on you as the head chef to creatively combine them
with culinary finesse and flair into something delightful. The meal is ultimately your creation.

By weaving together thoughtful preparation, precise prompting, a feedback-driven iterative
process, and your own expert polish, you can reliably coax language models to help you
produce truly phenomenal work. But, while the ‘4 Ps’ provide a solid foundation, true
language model mastery requires developing an even deeper understanding and robust set
of skills. Let's unpack what that entails.

At each stage, be diligent in evaluating the model's suggestions before proceeding. Use the
handy ‘CARE’ process as a starting point:
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e Check: Assess the draft output for overall quality and completeness vs. your original
request. Did it address the core question? Does the logic hold up? Is the perspective
valid and unique or obvious and generic?

e Add: Fill in key points, examples, or sections that are missing or underdeveloped.
Inject your own original ideas to round out the picture

e Remove: Cut fluff, redundancies, or tangents that dilute the message. Nix anything
that's off-brand, off-strategy or just rings false

e Edit: Polish the diamonds in the rough. Rephrase and restructure to really make the
content sing. Ensure a strong beginning, middle and end. Tweak the style for
consistency and brand alignment

Repeat this process as needed, perhaps using the model to expand on selected excerpts, until
you have a complete first draft that exceeds your expectations.

Finally, stay mindful of prompt length and model memory — you may need to occasionally
take a step back and summarise the key points in a new chat to create a clean ‘slate’ so you
stay on track. And always, always carefully fact check claims before publishing. Trust but very
much verify.

Language Model Mastery: It's About Skills,
Not Tech

It's easy to get caught up in the hype around the latest and greatest language models. Every
few months, it seems, a new contender emerges, touting unprecedented capabilities and
promising to revolutionise the way we work. The options can feel overwhelming.

But here's the thing: when it comes to harnessing these technologies to drive results in your
work, the specific model you choose is far less important than the skills you develop in
working with it. While there are certainly differences between the top models in terms of
their strengths, weaknesses, and idiosyncrasies, the core capabilities and use cases are largely
the same. Whichever model you’re using, you're still fundamentally engaging in a process of

62



LESSONS FOR THE PRACTICAL APPLICATION OF LANGUAGE MODELS

iterative prompting, output evaluation, and refinement to generate insights, ideas, and
content.

That's why at PROMPT, our focus is not on chasing the shiniest new model, but on helping
you build the enduring skills to thrive. We believe that true mastery lies not in accumulating
a collection of models, or mastering any one, but in cultivating a mindset and methodology
for leveraging any model effectively.

So what does that mastery look like in practice? It starts with a deep understanding of the
strengths and limitations of language models as a category. Knowing what they're good at
(e.g. pattern recognition, knowledge synthesis, ideation) and what they struggle with (e.g.
niche factual accuracy, complex logical consistency, attention to long context) is essential for
designing prompts and workflows that play to their strengths while mitigating their
weaknesses.

Language model mastery is about developing a strategic sense of where and how to deploy
these at a high level for maximum impact. It's about looking beyond the obvious use cases
and imagining new ways to harness their capabilities to unlock efficiency, creativity, and
insight. And it's about making deliberate choices about how to redeploy the time and energy
they liberate — whether it's taking on more projects, diving deeper into critical challenges, or
upskilling yourself and your team.

The good news is that these skills are eminently learnable — and highly transferable. Once
you've built up your chops on any of the great models out there, you'll find that they translate
readily to others. The specific commands or interface may differ, but the core muscles of
effective prompting, discerning evaluation, and creative application remain the same.

So if you're just starting your journey with generative Al, don't get too hung up on choosing
the ‘perfect’ model. Pick one of the top contenders — GPT-40, Claude 3 Opus, Gemini 1.5 Pro,
or another in that class — and dive in. Focus on honing your skills in prompting, evaluating,
and iterating. Immerse yourself in understanding your domain and how language models can
be applied to its unique challenges. And above all, stay curious, experimental, and open to
the possibilities.

The era of language models is just beginning, and the technology will continue to evolve at a
dizzying pace. But the skills of using them effectively — of knowing how to partner with
language models to elevate your thinking and amplify your impact — those will endure.
Master those, and you'll be ready to ride the wave of this transformative technology, no
matter which model is cresting at the moment. The real power, after all, lies not in the
technology itself but in the ingenuity and expertise of the human at the keyboard.

Prompt Engineering: An Art, Not A Science
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One of the most critical skills in the language model mastery toolkit is prompt engineering —
crafting effective prompts to elicit the desired outputs from the Al. But as any seasoned
prompt engineer will tell you, there's no secret formula or fool proof template that
guarantees perfect results every time.

As Al researcher Aaron Erickson eloquently puts it, effective prompting is “part about knowing
what question to ask, part being comfortable with nondeterminism, part being ok asking
audacious questions and being pleasantly surprised with the results, even if the answer is
imperfect.”

Effective prompting requires a deft balance of clarity, specificity, and open-ended
exploration. You want to give the model enough context to grasp your intent, while leaving
room for surprising insights.

Sometimes you can achieve this with a very simple prompt. But sometimes you need more.
In situations like this, a helpful framework is to consider up to ten core ‘ingredients’ in your
prompts:

e Act as: Establish an expert persona for the model

e | am: Describe yourself to inform the model's perspective
e Context: Provide background to frame the task

e Ultimate goal: Clarify your overarching objective

e Proximate goal: Specify the immediate output

e Constraints: Note restrictions or things to avoid

e Audience: Define who the output is for

e Task: Articulate the core action to perform

e Style: Indicate the desired tone and format

e Structure: Suggest an outline for the response

Even with this recipe, whipping up an ideal prompt takes practice and iteration. View each
interaction as a collaborative dialogue — if the output misses the mark, reflect on why and
refine your prompt accordingly.

Over time, you'll hone your intuition for the prompts that work best for your unique needs
and domain. While studying others' examples can inspire, true mastery emerges from your
own tinkering and testing.
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So embrace the art of prompt engineering as an evolving practice. Approach each session
with curiosity, using prompts to explore uncharted intellectual territory. With the right mix of
guidance and openness in your recipe, you'll cook up linguistic feasts that surprise and satisfy.

Seeing example prompts from others is useful for inspiration on use cases you may not have
considered. Indeed we’ll share many of them later in this book! But you should always rewrite
prompts to fit your specific needs vs using them verbatim.

So if there's no one-size-fits-all approach to prompt engineering, how can you consistently
get great results? The key is to embrace an iterative mindset.

Crafting the Perfect Prompt is an lterative
Approach

When working with language models like ChatGPT, it's easy to get caught up in the quest for
the ‘perfect prompt’ — that elusive combination of words that will magically yield the exact
output you're looking for. But the truth is, crafting effective prompts is less about nailing it on
the first try, and more about engaging in a process of iterative refinement.

The key is to start with the simplest possible prompt that captures the essence of what you're
trying to achieve. Don't get bogged down trying to anticipate every nuance or edge case right
out of the gate. Instead, focus on articulating your core objective as clearly and concisely as
you can.

Once you've generated an initial response, take the time to critically evaluate it. Ask yourself:
Does this output align with what | was hoping to get? Is it on topic and relevant? Does it
capture the appropriate tone and style? Is there anything missing or superfluous?

Use your answers to these questions to inform your next iteration. If the model didn't quite
grasp what you were going for, try rephrasing your prompt with more specific language. If the
tone feels off, experiment with different word choices or explicit style instructions. If there
are gaps in the information provided, consider adding more context or examples.

As you go through this process of iterative refinement, be sure to also reflect on how you
might need to clarify your own thinking. Sometimes, a less-than-perfect output is actually a
sign that your own objectives or expectations were a bit fuzzy to begin with. Use the model's
responses as a mirror to interrogate and sharpen your own understanding of what you're
really trying to achieve.

In addition, don't be afraid to experiment with including more information about yourself and
your specific needs in your prompts. While it's not always necessary, providing some context
about your role, industry, or project can help the model tailor its responses to be more
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relevant and useful. You might also try specifying the desired format, length, or style of the
output to help steer the model in the right direction.

Ultimately, the perfect prompt is one that yields results that are good enough for your
purposes — and that bar will be different for every user and every use case. The key is to
approach prompt engineering as a collaborative dialogue with the model, one in which you're
continuously refining and clarifying your inputs to get closer to your desired outputs.

By embracing this iterative mindset, you'll not only end up with better results, but you'll also
sharpen your own skills in articulating your needs and evaluating Al-generated content. And
as you gain more experience and develop a feel for what works and what doesn't, you'll find
that you can get to your desired destination more quickly and with fewer detours along the
way.

So the next time you sit down to craft a prompt, remember: start simple, evaluate critically,
and iterate based on what you learn. The perfect prompt may not exist, but with a bit of
persistence and a willingness to engage in a bit of back-and-forth, you can almost always get
to an output that moves your work forward. And that, in the end, is what really matters.

The Importance of Multi-Step Processes

When working with a language model, it's easy to fall into the trap of expecting a perfect, fully
formed output from a single prompt. Think of your interaction with language models not as a
one-and-done request, but as a collaborative journey toward an as-yet undetermined
destination, potentially with many exciting destinations visited along the way. Every prompt
you provide is a signpost pointing the model in a general direction, but the exact route and
endpoint will be shaped by the back-and-forth that follows.

A helpful framework is to approach your task as a four-step process, with each step building
on the insights and outputs of the last. Here’s a high-level example of that in the world of
brand marketing to meet audience needs:

e Defining Needs: Start by clearly articulating your audience's needs, pain points, and
desired outcomes. This lays the foundation for all the creative work to come.

® Generating Segments: Next, prompt ChatGPT to propose a range of audience
segments that map to those distinct needs. Iterate on these segments until you have
a set that feels comprehensive, differentiated, and actionable.

e Brainstorming Ideas: With segments in hand, now prompt a language model to
suggest product, marketing, or experience ideas tailored to each group. Encourage it
to think expansively and generate multiple options per segment.
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e Refining Positioning: Finally, work with the model to home in on the most promising
ideas and craft compelling positioning and messaging to bring them to life. Pressure-
test the uniqueness and resonance of each concept.

At each stage, resist the urge to settle for the first output you receive. Instead, critically
evaluate the Al's suggestions and provide targeted feedback to steer it closer to your
objectives. Use phrases like “This is on the right track, but can you make it more...” or “I like
X and Y, but Z feels off because...” to give the model clear guidance on how to refine its
responses.

It's also crucial to edit and enhance the model's outputs with your own subject matter
expertise and creative flair. ChatGPT can serve up a platter of intriguing raw ingredients, but
it's up to you to season them to taste and artfully arrange them on the plate. Always run a
fine-toothed comb through Al-generated content to correct any inconsistencies, punch up
the prose, and make it unmistakably on-brand.

By embracing this multi-step, iterative approach, you'll be able to progressively zero in on
outputs that don't just meet the bar, but vault over it with room to spare. You'll also be honing
your own prompt-crafting chops and developing an intuitive feel for how to get the best out
of this powerful but quirky creative partner.

More importantly, you'll be putting into practice the paramount principle of human-language
model collaboration: That the role of these is to augment and accelerate human expertise,
not automate it away. By engaging in a true back-and-forth dialogue with ChatGPT — one in
which you're not just posing queries, but actively shaping the responses through your own
knowledge, you'll maintain your essential role as the conductor of the creative symphony.

So next time you're staring down a complex creative challenge, try breaking it down into this
four-step framework and enlist ChatGPT as your intellectual sparring partner. With each
round of feedback and refinement, the model's outputs will get sharper and more aligned
with your goals, and you'll be flexing your own prompt-engineering muscles in the process. It
may take a few extra steps to reach that final ‘aha!” moment — but when you do, it'll be a
destination well worth the journey.

Electric Bikes for The Mind

Language models like ChatGPT aren't just nifty tools — they're portals to entirely new realms
of intellectual exploration and creative expression. To borrow a metaphor from the late, great
Steve Jobs, he described computers as “bicycles for the mind,” empowering us to traverse
vast conceptual distances and scale lofty idea-mountains with turbo-boosted efficiency and
finesse. And the new revolution of language models has led OpenAl CEO Sam Altman to go
one step further, describing ChatGPT as an “e-bike for the mind.” We love it!
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We’d also like to take this metaphor one step further and clarify that whilst language models
may boost our performance, speed and happiness like an electric bike does for travel, they’re
certainly not self-driving cars. We cannot simply hop aboard and arrive quickly and safely at
our destination. The importance of the electric bike rider (that’s you!) in setting the direction,
pedalling, navigating, and parking is critical.

But as with any powerful technology, using language models effectively requires more than
just hopping on and putting the pedal to the metal. To truly harness their potential to elevate
your thinking and supercharge your output, you must learn to ride in tandem with the
technology — to steer, accelerate, and brake in all the right moments. You are the navigator
charting the course; the model is your tireless co-pilot ready to propel you forward.

One of the biggest pitfalls in working with language models is what researchers call "falling
asleep at the wheel" — becoming so entranced by the model's fluent and seemingly
authoritative outputs that you fail to critically evaluate their substance and relevance. Just
like an electric bike, a language model will keep speeding ahead based on the initial direction
you provide, regardless of whether it's actually getting you closer to your intended
destination.

To stay alert and engaged throughout your Al-augmented creative process, it's crucial to treat
the model's outputs as promising prompts rather than polished products. When you receive
a response to your input, don't just nod along and accept it as gospel truth. Put on your
discerning editor's cap and scrutinise it for logical coherence, factual accuracy, and alignment
with your original goals. Trust but verify.

Ask yourself: Does this actually address the core question or task | set out to tackle? Are the
ideas truly novel and incisive, or just plausible-sounding fluff? Does the writing style and
structure fit my audience and intent, or meander into generic tangents? Is this a substantive
intellectual meal, or just empty rhetorical calories?
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If the answer to any of these gut checks is "No" or "Not quite," it's time to hop back into the
driver's seat and course correct. Identify the specific elements that missed the mark and feed
that constructive critique back into your next prompt. Rinse and repeat this iterative
refinement cycle until you arrive at a work product that makes you sit up and say "Aha!"

This is the real craft of human-language model collaboration — knowing when to let the
model take the lead and when to reassert your own creative control and domain expertise.
It's about developing the discernment to sift the glimmers of genius from the dross, and the
dexterity to weave those raw threads into a bespoke tapestry that exquisitely suits your needs
and audience.

Make no mistake, this co-creative back-and-forth requires effort and ingenuity on your part.
Partnering with a language model is not a passive taxi ride where you can just sit back and
zone out until you've reached your final destination. It's an active, engaged expedition that
demands your full presence and participation at every leg of the journey.

But for intrepid explorers willing to put in the pedal-work, the payoffs are plentiful. By
learning to harness these electric bikes for the mind with skill and discernment, you'll be able
to ideate faster, write more confidently, and unearth unexpected gems of insight that might
otherwise remain buried beneath the surface. You'll be able to go further and deeper in your
creative quests, without getting bogged down in the drudgery of staring at a blank page.

Perhaps most thrillingly, by offloading some of the cognitive heavy lifting to your trusty
language model sidekick, you'll free up precious mental bandwidth to focus on higher-order
analysis, synthesis, and sense-making. You can direct your energy toward the uniquely human
tasks of framing the right questions, connecting the dots, and spinning the straw of raw
information into the gold of actionable wisdom.

But to alchemize these efficiency gains into meaningful impact, you must be intentional about
how you choose to reinvest your hard-won cognitive surplus. Will you double down on a
gnarly problem that's been stumping you for months? Finally carve out time to tackle that
ambitious passion project perpetually simmering on the back burner? Volunteer your newly
expanded expertise to a cause that moves you?

The beauty is the choice is yours — and therein lies the true transformational potential of
language model augmentation. By learning to use language models as cognitive prosthetics
rather than creative crutches, you reclaim your agency and autonomy as a knowledge worker.
You become the master of your own intellectual destiny, with an endlessly versatile tool at
your disposal to help you blaze new trails and reach new heights.

So hop on that electric bike for the mind and start pedalling — the open road of infinite
possibility awaits. Just remember, you're the one with your hands on the handlebars. Where
you steer is entirely up to you.
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The ‘4 Ps’ framework, the art of prompt engineering, the importance of an iterative approach,
and the concept of language models as 'electric bikes for the mind' — these are the crucial
building blocks of practical language model mastery. By internalising these lessons and honing
your skills through deliberate practice, you'll be well on your way to unlocking the full
potential of these powerful tools in your knowledge work.

But mastering the ‘4 Ps’ and the art of prompt engineering is only part of the journey. To truly
realise the transformative potential of these tools, we need to zoom out and consider the
organisational context. In our final chapter of Part 1, we'll explore the phases of language
model adoption and key considerations for driving impact at scale.
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In this final chapter of Part 1, we'll zoom out to consider your language model journey at both
a personal and organisational level. We’ll go beyond the potential and practical application of
language models to help you carve a path to success.

Six Phases of Adoption

Our work since 2022 with 100s of organisations and 1,000s of people have demonstrated that
there are several phases to adoption and application of language models. These phases
represent the journey from initial scepticism to widespread integration of language models:

Phase 0: Scepticism and Hesitation

Characterised by doubts about the efficacy and practicality of Al. Many view it as another
wave of hype, with uncertainties about its benefits. This stems from experience with
overhyped technologies that failed to deliver on their promises.

Phase 1: Initial Exposure and Surprise

Begins when you get your first real exposure to what language models can do. Often marked
by surprise. Witnessing language models successfully applied in your domain of expertise —
especially when it delivers unexpected insights or solutions — is a game-changer.

Phase 2: Experimentation and Trial

You start to experiment, often on a small scale or in a controlled environment. You begin to
test Al's capabilities and limitations, applying it to specific tasks or projects. This phase is
critical for understanding how language models can be integrated into your existing
workflows.

Phase 3: Realising Practical Applications

You begin to understand how language models can enhance creativity, efficiency, and
effectiveness in your decision-making. You start to see that language models can aid in your
work, rather than a threat or a gimmick. This phase often involves learning how to interact
with language models effectively to get the best results.

Phase 4: Adoption and Integration

Integration of language models into everyday processes as a standard tool, much like how
computers and the internet were eventually integrated into most aspects of work. You start
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to see language models as an essential part of the process to begin to restructure your
workflows and strategies around Al's capabilities.

Phase 5: Evolution and Learning

As language model products become more sophisticated, integrated, and ubiquitous, the
need for continuous learning and adaptation becomes crucial. You must stay informed about
the latest developments in language models and remain open to updating your skills and
approaches.

The phases of language model adoption and benefits show that integrating language models
into our work processes is a journey, not a one-time event. It requires a willingness to
experiment, learn, adapt, and evolve over time.

In the early phases, scepticism and hesitation are natural as people grapple with a powerful
new technology. Initial exposure can be both exciting and surprising, as the capabilities of
language models often exceed expectations. This sparks curiosity and leads to
experimentation on a small scale.

As people gain hands-on experience, they start to realise practical applications where
language models can enhance their work — boosting creativity, efficiency, and decision-
making. This realisation is key to moving past seeing language models as a gimmick and
recognizing it as a valuable part of your workflow.

With this recognition comes wider adoption and deeper integration into daily workflows.
Language models start to become a standard part of the toolkit, much like computers and the
internet before it. This phase often involves restructuring processes to best leverage Al's
capabilities.

As language models continue to advance, the final phase is one of ongoing evolution and
learning. Staying up to date with the latest developments and continuously updating one's
skills becomes essential. What once felt cutting-edge quickly became the norm.

On the benefits side, the phases progress from isolated individual usage to language models
becoming an integral ‘team member’ that enhances everyone's capabilities. As more people
experience the benefits and language models prove their worth, it shifts from an experiment
to an expectation and finally to an essential augmentation of human potential.

Navigating these phases successfully requires a proactive approach. Organisations need to
support their people in understanding and adopting Al, provide opportunities for
experimentation and learning, and foster a culture that embraces the human-language model
partnership. Individuals need to cultivate a mindset of openness and continuous learning.

The goal is not just to use Al, but to deeply integrate it in a way that fundamentally elevates
what's possible — for ourselves, our teams, and our organisations. By understanding these
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phases of adoption and benefits, we can chart a course towards a future where language
model and human ingenuity combine to unlock new heights of productivity and potential.

As you progress along your personal language model mastery journey, it's crucial to be aware
of and avoid several common misconceptions that can hinder your growth and limit the
impact of these tools in your organisation.

Three Fallacies: Perfection, Cheating, and
Replacement

In the rapidly evolving world of artificial intelligence, three major fallacies have emerged,
clouding our understanding of how humans and language models can effectively collaborate.
These misconceptions are the Perfection Fallacy, the Cheating Fallacy, and the Replacement
Fallacy. By examining and debunking these fallacies, we can develop a more accurate and
productive framework for human-language model collaboration.

The Perfection Fallacy

The Perfection Fallacy is the belief that language models should be flawless and infallible,
capable of delivering perfect results without human intervention. This myth stems from a
misunderstanding of the nature of language models and their limitations. Language models
can, in reality, make mistakes, exhibit biases, and fail to grasp the full context of a situation.
And that's ok.

Overall, it's a mistake to scrutinise language models to a higher standard than the other
imperfect tools we readily use every day. We don't expect Google results, interns, or
consultants to be perfect — we know to apply critical thinking and not blindly accept their
output. The same measured approach should be taken with Al, which in fact often
outperforms all of these!

Language models are designed to work alongside humans, helping to automate and
streamline tasks and processes, while still allowing the human to maintain control and
oversight. Much like the autopilot for an aeroplane, language models handle routine tasks,
but the human can intervene and ‘grab the wheel’ for more complex situations or when
something unexpected occurs. Like any tool, the human remains firmly in the driver's seat.
Bad output from language models is no more of a threat than bad information from a Google
search if the human applies the same scrutiny and critical thinking they always have.

The core point here is that using language models shouldn't require that it be flawless any
more than a new intern hire, agency partner or research report has to be flawless to be useful.
It's an additional tool, not a wholesale replacement for human discernment.
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Recognising the imperfections of language models is crucial for effective collaboration. It
allows us to approach language models as powerful assistants that require human oversight,
interpretation, and correction. As all interns, agencies, research reports and Google searches
do. By acknowledging the limitations of Al, we can develop strategies for mitigating potential
errors and ensuring the integrity of our work.

The Cheating Fallacy

The Cheating Fallacy is the notion that using language models to assist in our work is somehow
dishonest or unethical, as if we are taking credit for the Al's efforts. This misconception fails
to acknowledge the long history of humans using tools and resources to enhance their
capabilities. We do this every day! From calculators to research software to Google results,
interns, or consultants, we rely on technology and people to help us work and improve our
efficiency all the time.

Collaborating with language models is no different. It is not cheating to leverage the power
of language models to analyse text, generate insights, or automate repetitive tasks. Instead,
it is a strategic decision to allocate our time and energy towards higher-level tasks that require
human judgement, creativity, and empathy. By embracing language models as a legitimate
tool, we can focus on the aspects of our work that truly add value.

The Replacement Fallacy

In the context of knowledge work, the Replacement Fallacy is the misguided belief that
language models will entirely replace human effort, making our skills and expertise irrelevant.
Although language models can indeed perform specific tasks more efficiently than humans, it
is essential to recognise that language models require strong human leadership to function
effectively. When used skilfully, language models act as a mirror, reflecting and amplifying
the expertise of the user. The quality of the Al's output is directly proportional to the human's
expertise and leadership. The more knowledgeable and experienced the user, the better the
language model performs, providing targeted insights that align with the user's perspective
rather than generic responses. In essence, language models serve as a tool to enhance human
capabilities, not replace them.

The most successful applications of language models involve a symbiotic relationship
between humans and machines, where each contributes their distinctive strengths. Humans
excel at setting goals, providing context, and making judgement calls, while language models
excel at processing large volumes of data and identifying patterns. By working together,
humans and language models can achieve results that neither could accomplish alone.

Towards Effective Human-Language Model Collaboration

Overcoming these fallacies is essential for unlocking the full potential of human-language
model collaboration. It requires developing a framework for responsible language model
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integration that emphasises human oversight, continuous learning, and ethical
considerations.

This framework should include strategies for:
e |dentifying the appropriate tasks for language model collaboration
e Establishing processes for human oversight and intervention

e Developing the skills and knowledge necessary for effective language model
collaboration

e Ensuring transparency and accountability in Al-assisted work
e Fostering a culture of continuous learning and adaptation

By addressing these fallacies head-on and developing a comprehensive approach to language
model collaboration, we can harness the power of language models to enhance our work,
while retaining the essential human qualities that drive innovation and progress.

The Al Revolution: Empowering People to
Change the World

When OpenAl launched the GPT-4 Turbo model, CEO Sam Altman made a bold proclamation
that resonated deeply with our mission at PROMPT:

“We believe that Al is going to be a technological and societal revolution. It will
change the world in many ways. It will empower all of you to build so much. If you
give people better tools, they can change the world. Al will be about individual
empowerment and agency at a scale that we've never seen before. That will
elevate humanity to a scale that we've never seen before. As intelligence becomes
integrated everywhere, we will all have superpowers on demand.”

This vision of Al as a great equaliser and amplifier of human potential aligns perfectly with the
ethos behind our work. At PROMPT, we're not just enamoured with the raw technical
capabilities of large language models. We're inspired by how these tools can be harnessed to
unleash creativity, accelerate innovation, and drive transformative impact across domains.

When we work with entrepreneurs, marketers, strategists, and creators to integrate Al
language models into their workflows, our goal is not to replace or automate away human
ingenuity, but to augment and extend it. We've seen first-hand how the ability to delegate
cognitively taxing tasks like research, analysis, and first-draft writing to a language model
assistant frees up immense mental bandwidth for higher-level strategic and creative thinking.
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People can now operate at a level previously exclusive to well-resourced teams. A solo
founder can generate high-quality market analysis in an afternoon, a task that once required
an expensive consulting engagement. A time-strapped marketer can spin up dozens of
customised pitches and proposals without burning the midnight oil. A resource-constrained
non-profit can access on-demand research capabilities that rival a think tank.

This is the real power of language models as we see it. Not as a replacement for human
intelligence, but as a force multiplier for individual agency. When anyone with a laptop and
an internet connection suddenly has the equivalent of a world-class expert system at their
fingertips, the barriers to entry for ambitious projects and audacious goals start to crumble.

Of course, using these new superpowers responsibly and effectively is not a trivial challenge.
As Altman notes, Al is ultimately a tool, and like any tool, its impact depends on the skill and
intent of the user. That's why a core part of our work at PROMPT is education and
empowerment. Helping individuals and teams not just access these capabilities but develop
the judgement and discernment to apply them in ways that truly move the needle.

This means learning to see past the hype and identify the highest-leverage opportunities for
language model augmentation in one's specific context. It means developing the prompt
engineering and results parsing skills to steer generative models towards novel and useful
insights rather than coherent-sounding fluff. And it means cultivating the discipline to always
keep one's human faculties firmly in the loop. To use language models as a complement to,
not a substitute for, critical thinking.

But for those willing to embrace this paradigm shift and put in the work to pioneer new ways
of working, the rewards are immense. We're on the cusp of a new era of knowledge work.
One where the limiting factor is no longer access to information or analytical horsepower, but
the quality of one's questions and the originality of one's ideas.

In this brave new world, the playing field is levelled, and the possibilities are endless. The next
ground-breaking startup, world-changing non-profit, or category-killing product could come
from anywhere and be dreamed up by anyone with curiosity, drive, and a language model co-
pilot by their side.

While the specifics of the language model revolution are still uncertain, we share Altman's
conviction that it represents a fundamentally new medium for expanding the boundaries of
human creativity and problem-solving.

Our role, and our privilege, is to help shepherd this transformation. To ensure that the power
of these tools is not concentrated in a few hands but distributed to all those with the vision
and passion to use them for good. We believe that everyone deserves access to superpowers,
and we're excited to help you unleash yours.

76



YOUR JOURNEY

To make this vision a reality, organisations must focus on equipping people at all levels with
foundational language model skills — the hidden key to unlocking widespread benefit.

The Power of Foundational Skills

In the rush to capitalise on the transformative potential of Al, many organisations find
themselves chasing after elusive ‘killer use cases’ — those high-impact applications that
promise to revolutionise processes and deliver outsized business value. It's an
understandable impulse; after all, the hype around language models is filled with tantalising
stories of quantum leaps in efficiency, insight, and innovation.

However, as many leaders are discovering, the path to language model success is often more
complicated than simply identifying a marquee use case and throwing resources at it. Too
often, these initiatives fail to live up to their transformational promise, stymied by low
adoption, integration challenges, and a lack of organisation-wide buy-in.

The root cause of these struggles is often a neglect of the most critical factor in any language
model implementation: the people who will actually be using the technology on a day-to-day
basis. No matter how impressive the language model or how well-designed the process, its
impact will be muted if employees lack the skills and confidence to effectively leverage it in
their work.

That's why, at PROMPT, we advise organisations to start their language model journey not by
chasing shiny use cases, but by investing in foundational skills training for their people. By
equipping employees at all levels with a baseline understanding of Al's capabilities,
limitations, and applications, companies can lay the groundwork for organic, bottom-up
innovation that permeates every corner of the business.

The power of this approach lies in its ability to activate the latent potential of language models
across a wide range of use cases, many of which may not be immediately obvious from a top-
down perspective. When employees understand how to ‘think with A’ — how to frame
problems, craft prompts, interpret outputs, and iterate on solutions — they begin to spot
opportunities to apply it in the context of their specific roles and workflows.

The beauty of this is that use cases emerge organically from the employees closest to the
work itself. Rather than being imposed from on high, they're rooted in a deep understanding
of the day-to-day challenges and opportunities of each role. And because they're initiated by
the users themselves, they tend to have higher adoption rates and smoother integrations into
existing workflows.

Of course, this bottom-up approach doesn't negate the value of strategic, top-down language
model initiatives. Major process overhauls and platform implementations absolutely have
their place and can deliver significant value when executed well. But even these large-scale
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efforts are more likely to succeed when built on a foundation of widespread language model
competency.

When employees at all levels have a shared understanding of Al's potential and a common
language to discuss its application, barriers to adoption begin to dissolve. Teams are better
equipped to provide meaningful input into the design of new Al-powered processes, and to
troubleshoot issues as they arise. A culture of experimentation and continuous improvement
takes hold, as individuals feel empowered to suggest refinements based on their hands-on
experience.

Contrast this with the all-too-common scenario of a centrally driven language model initiative
without proper employee engagement and training. These often encounter resistance from
an unprepared workforce. Lacking language model literacy, employees may view the
technology with suspicion or apathy, failing to understand its relevance to their work.
Adoption lags, workarounds proliferate, and the anticipated benefits fail to materialise. Not
because the use case was flawed, but because the human element was overlooked.

The lesson for leaders is clear: By all means, think big when it comes to Al's potential to
transform your business. But don't neglect the critical importance of foundational skills in
making that vision a reality. Programs like those offered by PROMPT, which focus on
demystifying language models and teaching practical techniques for its use, can be a powerful
catalyst for change.

When employees at all levels are equipped to ideate, experiment, and iterate with Al, the
possibilities are truly endless. Use cases that once seemed like distant aspirations become
daily realities, woven into the fabric of how work gets done. And the organisation as a whole
becomes more agile, more innovative, and better positioned to harness the full potential of
this transformative technology.

The age of language model is here, and its impact will only continue to grow. The question for
leaders is not whether to embrace it, but how to empower their people to make the most of
it. By prioritising foundational skills — the ‘hidden key’ to unlocking Al's potential —
organisations can build a workforce that doesn't just adopt Al, but truly thrives with it.

Conclusion of Part 1

Congratulations on making it through Part 1 of our exploration into the world of language
models! By now, you should have a solid grasp of what these tools are, how they work, and
why they hold such transformative potential for knowledge work.

We've covered a lot of ground in this section, from defining key terms and concepts to
examining the multifaceted benefits of language models, introducing practical taxonomies
and frameworks, exploring the four core skills, and delving into the strategies and best
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practices for effective application. Through it all, we've emphasised the importance of a
hands-on, iterative approach to learning and mastery.

As we conclude Part 1, take a moment to reflect on your own journey so far. What have been
your key takeaways and ‘aha’ moments? Where do you see the most exciting potential for
language models in your own work? What questions or concerns do you still have, and how
might you go about addressing them?

Remember, the path to language model mastery is an ongoing one, filled with continuous
experimentation, learning, and growth. The frameworks, strategies, and mindsets we've
introduced in this section are designed to guide and support you on this journey, but the real
magic happens when you start applying them in practice.

And that's exactly what we'll be doing in Part 2 — diving into a wealth of real-world examples
and case studies that showcase the incredible variety and depth of language model
applications. From generating marketing copy and analysing customer feedback to drafting
legal contracts and conducting research, you'll see how the principles and techniques from
Part 1 come to life in concrete, domain-specific ways.

So as you reflect on your learnings from this section, start thinking about how you might begin
to apply them in your own context. What projects or tasks could you start experimenting
with? What datasets or prompts could you play around with? How might you share your
explorations and insights with colleagues or peers?

The exciting thing about the world of language models is that we're all pioneers in this space,
figuring it out together. Every experiment, every success, every failure is an opportunity to
learn and push the boundaries of what's possible. And with the foundational knowledge and
practical toolkit you've gained from Part 1, you're well-equipped to start making your own
contributions to this rapidly evolving field.

So let's carry this spirit of curiosity, experimentation, and continuous learning into Part 2 and
beyond. The journey of language model mastery is just beginning, and we can't wait to see
where it takes you!
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PART 2: PROMPT FOR
FASHION RETAIL

In Part 2 you'll see our suggested multi-step, iterative way of working with language models
brought to life through a large number of practical case studies. Throughout, the book
balances an inspiring vision for the future of Al-augmented knowledge work with practical,
responsible guidance that prioritises human agency, factual accuracy, and the irreplaceable
role of human creativity and ethics in shaping the trajectory of these transformative tools.
You'll learn how to use language models to build and grow fashion retail brands. We'll walk
through processes step-by-step and focus on real-world examples to show you how to put
these amazing tools to work for you.
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THE FASHION INDUSTRY

The fashion industry is a complex and ever-evolving landscape that encompasses a range of
different activities, from design and production to marketing and retail. At its core, however,
the industry is driven by a desire to create clothes and accessories that are both stylish and
desirable to consumers, even if they only exist as an NFT. But, much of fashion today is as
much about the marketing of a brand and the narrative that it spins - in words, images and
appearances as it does about the product, and there is a big role for Al here to develop and
enhance that brand.

To succeed in this competitive marketplace, fashion brands must not only understand the
latest trends and styles but also have a deep understanding of their target market and how
to effectively communicate with them.

This book will explore strategies and best practices for fashion brands looking to create
products that resonate with their target audience and drive sales. This book also touches on
the role of fashion retailers who deliver multiple brands through physical and digital channels.

Al In the Fashion Retail Industry Right Now

The fashion industry is increasingly adopting Al technology in many different forms. Many
fashion brands and retailers are investing in Al-powered solutions to help them automate
various processes and gain insights into consumer behaviour.

Some of the main uses of Al in the fashion industry include:

e Demand forecasting: Al can help fashion companies predict demand for specific
products, allowing them to optimise their inventory and minimise waste.

e CRM and Loyalty Programmes: e.g. Personalised recommendations and predictive
workflows used to analyse consumer data and provide personalised
recommendations for products, helping to increase sales and improve customer
satisfaction.

e Image recognition: Al can be used to analyse images of clothing items and identify
patterns, colours, and styles, allowing a better understanding of the latest trends and
the creation of more targeted marketing campaigns and search engines.

e Chatbots and customer service: Al-powered chatbots can help provide 24/7 customer
service and support, answering common questions and resolving issues in a timely
manner.
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e Product design and development: Al can be used to generate new product ideas and
designs based on consumer preferences and historical data, helping fashion
companies to stay ahead of the curve.

e Creativity: People are already playing with Al systems that can suggest outfits from a
tagged retailer database or create outfit combinations from your own closet -
although the general consensus so far is that generative Al lacks the required creative
finesse for this to be exciting...yet

e Image Generation Tools: There is huge potential in image generation tools and the
impact they could have e.g. avatars replacing real-life models, mock-ups, digital try-
ons, staging etc.

e Research and Customer Analytics: Using Al to analyse reviews on products, services,
and store experiences. Providing summaries and key issues based on responses in
reviews.

e Copywriting: Using Al to write copy; from email newsletters, press releases, product
descriptions, social media posts and sales material

Overall, the use of Al in the fashion industry is still in its early stages, but it's clear that it has
the potential to revolutionise many aspects of the industry and help better meet the needs
and desires of their customers.

We try to stay focussed on audiences, brand and marketing within this book and don’t cover
all of the above but hope the inspiration will provide the impetus to explore its use for other
areas too.
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WHAT CAN LANGUAGE MODELS HELP
YOU WITH? EVERYTHING

It's hard to know where to start with getting help from language models. What can it help
with? They can help with everything. Or at least any thinking and communicating-related task!
That’s our experience after having used ChatGPT and other language models a *lot* for many
tasks we’re familiar with. And after watching many other people use it for many tasks they’re
familiar with.

Let’s step back and think about many of the different things you need to do to be successful
in your role within Fashion Retail. This is not meant to be exhaustive, but we’ve picked some
big headline jobs to use as examples. We developed this overall framework to help us think it
through.

1. Market and Audience Understanding
a. Market Research and analysis
b. Understand the needs and preferences of customers/ market
c. Competitive Analysis

2. Product Development
a. Innovative creativity that will stand out
b. Quality and Value
c. Time to market/ complexity

3. Production: Supply Chain and Logistics
a. Increase efficiency
b. Reduce Waste
c. Manage suppliers

4. Brand Development
a. Establishing a strong identity and messaging
b. Building awareness
¢. Managing reputation

5. Distribution Channels
a. Partnering - wholesalers and retailers
b. Finding new routes to market
c. Improving efficiency and profitability

6. Omnichannel Experiences
a. Providing a seamless customer experience
b. Building loyalty
c. Personalising for increased conversion and engagement
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7. Marketing and Promotion
a. Campaign creation
b. Social media & influencers
c. Reporting/ tracking ROI

8. Marketing and Promotion
a. Campaign creation
b. Social media & influencers
c. Reporting/ tracking ROI

9. Customer Service and Support
a. Response times and issue resolution

b. Proactive and personalised brand experience

c. Technology leverage e.g. chatbots

10. Community and Engagement
a. Customer feedback e.g. NPS scoring
b. Promotions and events

c. Digital relationships e.g. newsletters, loyalty, social

To start with, we simply asked a language model for examples of how it could help with each

step.
PROMPT:
... continued ...
For each area in my list, come up with five prompts a person doing that task could use to
get a language model to help.. Respond in table format
RESPONSE:
Sure. Here are some prompts that you can use:
Prompt 1 Prompt 2 Prompt 3 Prompt 4 Prompt 5
Market and Canyou How can | What are How canwe  Canyou help us
AUdience' provide conduct some track and understand the
Understanding  jnsights on effective successful analyse impact of
the latest market strategies to customer cultural and
fashiontrends  research for segmentour behaviour to social changes
among the our fashion target improve our on the fashion
target brand? market? offerings? industry?
audience?
Product What are Canyou How can we What are Canyou
Development some suggest ways  improve our some provide insights
innovative to incorporate product effective on emerging
ways to technology testing and strategies to fashion

84



Production:
Supply Chain
and Logistics

Brand
Development

Distribution
Channels

Omnichannel
Experiences

Marketing and

Promotion

WHAT CAN LANGUAGE MODELS HELP YOU WITH? EVERYTHING

design
sustainable
and eco-
friendly
clothing?

How can we
optimize our
production
processes to
reduce lead
times and
costs?

What are
some
effective ways
to establish a
strong brand
identity and
image?

How can we
optimize our
distribution
channels to
reach more
customers?

What are
some
effective ways
to create a
seamless and
consistent
customer
experience
across
different
channels?

How can we
develop a

comprehensiv

e and
effective
marketing
plan for our
fashion
brand?

into our
product
designs?

Canyou help
us identify
and evaluate
potential
suppliers and
manufacturer
s?

Canyou
provide
insights on
successful
branding
strategies for
fashion
startups?

Canyou help
us identify
potential
retail partners
and channels
for our
fashion
brand?

Can you help

us develop an

omnichannel
marketing
and sales
strategy for
our fashion

brand?

Canyou
provide
insights on
successful
marketing
and
promotion
strategies for

quality
control
processes?

What are
some
effective
ways to
manage
inventory
and logistics
for a fashion
brand?

How can we
differentiate
our brand in
a crowded
market?

What are
some
successful
strategies to
expand our
online sales
channels?

How can we
leverage
technology
to enhance
our
omnichanne
|

experiences
?

How can we
measure
and track
the ROI of

our
marketing
campaigns?

differentiate

our products
from

competitors?

Canyou
provide
insights on
ethical and
sustainable
sourcing
practices in
the fashion
industry?

How can we

measure and
track brand
awareness

and
perception
among our
target

audience?

How can we
evaluate the
profitability
and viability
of different
distribution
channels?

What are
some
successful
examples of
omnichannel
experiences in
the fashion
industry?

What are
some
innovative
ways to
engage with
customers
through social
media and

categories and
niches?

How can we
improve
communication
and
collaboration
with our supply
chain partners?

What are some
effective ways
to create and
implement a

brand
messaging and
positioning
strategy?

Canyou
provide insights
on the latest
trends and
challenges in
fashion retail
distribution?

How can we
measure and
track the
effectiveness of
our
omnichannel
experiences?

How can we
differentiate
our marketing
messaging and
tactics from
competitors?



WHAT CAN LANGUAGE MODELS HELP YOU WITH? EVERYTHING

fashion influencer
products? marketing?
Customer How can we Can you What are How canwe  Canyou help us
Service and improve our provide some measure and develop a
Support customer insights on effective track customer
service and successful ways to customer retention
support strategies to create a satisfaction strategy for our
processes to handle personalize and loyalty? fashion brand?
enhance customer d and
customer complaints tailored
satisfaction?  and feedback?  customer
experience?
Community How can we What How can we How can we How can we
and create a strategies can  collect and encourage create engaging
Engagement brand we use to analyse customersto  virtual events
ambassador increase customer share their and
program to engagement  feedback to experiences experiences
engage with onoursocial  improve our with our that allow
our media products brand and customers to
customers channels and and products on connect with
and promote build a services, social media, our brand and
our products  community of and and use this  each other, and
through social loyal enhance the content to increase their
media and followers? overall build a loyalty and
other customer stronger engagement
channels? experience? community with our
and increase products?
brand
awareness?

This is a pretty good list to get you started and to give you ideas for where to focus. What is
interesting here is how many times ChatGPT and other language models tell us they can
monitor trends. We know, we said they couldn’t do that, but it can provide insights and
analysis based on the data and information available. This means they can help to identify
current trends in the fashion industry and provide recommendations based on historical data,
industry reports, and consumer behaviour analysis. They can also help to predict future trends
by analysing historical patterns and consumer behaviour trends. However, it's important to
note that these predictions are not guaranteed, as fashion trends can be unpredictable and
influenced by a wide range of factors.

We’'ll certainly use some of these prompts as we progress through the book. But we’ll also
push the language model much further and expand on some of the others. But you should try
a similar prompt to get a language model to give you ideas for how it can help whenever
you’re stuck. We're confident that, no matter which area you need help with, it will be able
to. If you can’t work out how just get in touch, and we’ll try to help!
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BROADER RETAIL CHALLENGES

We think this book guides the less tech-oriented user through an introduction to language
models mainly via the marketing lens e.g. segmentation, marketing optimisation, and
campaign recommendations. This caters well to smaller companies, those about to start
fashion businesses, people new to the industry, or consultants developing ‘outside in’ points
of view quickly. However, we recognise that the majority of the fashion retailers’ challenges
at the moment are in reducing markdown cost, improving margin in omnichannel, forecasting
and allocating stock more accurately, reducing the cost of returns, pricing strategy,
nearshoring vs offshoring sourcing strategy, lead time to market for designs. Al and machine
learning has a clear role to play in all of these challenges, but generative Al and language
models don’t yet have a clear role in these.

For the casual user of language models with low barriers to entry, it’s not going to help you
solve your everyday challenges of how to optimise clearance costs or stop producing 1.5
garments to sell just 1 (a key challenge on sustainability and margin).

For those outside of marketing (we’re talking about merchandisers, buyers, supply chain,
sourcing and finance), we want to explain and highlight WHY it’s important to understand
your audience. As a context, in Grocery, retailers have been getting closer and closer to the
customer for decades. This originates from the aggregated market, industrialised operation
and, therefore, lower margins (c10% gross vs ¢.50% gross in fashion). Grocers have therefore
invested in loyalty schemes to understand their customers better e.g. Tesco Clubcard and
Nectar which (as well as marketing personalisation) has allowed them to optimise their
operation to cut unnecessary costs by tailoring their offer. The Fashion industry could learn a
lot from this.

Linking the value of customer segmentation and associated insight could provide benefit to
those outside of marketing and perhaps address the more ‘hot topics’ such as improving the
allocation of stock, better forecasts (each store has a different customer base), targeted
pricing or offers, and therefore a more efficient operation, lower inventory costs and less
markdown.

Knowing customers better can have an impact on sourcing strategy as well. For example,
Shein has a very different model for testing and production. By producing incredibly small
runs of products and testing these on key segments, they are able to test and learn far quicker
than the competition and only produce volumes of products they know will sell. This stems
from accurate segmentation and accelerated insight-gathering from small production runs.
More traditional retailers have a far longer development cycle, so base decisions on a less
accurate view of what their customers want, because of the fast pace of fashion trends and
the time between design and point of purchase. This can be reduced by a hybrid near-shoring
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and off-shoring sourcing strategy. Most just stick to offshoring because it feels cheaper (lower
labour costs mean lower garment costs), but this requires incredibly far-sighted (c.12+
months) forecasts.

With a near-shoring strategy for high fashion items, retailers may pay more per garment for
production but will produce only the volumes that customers want to buy.

Hopefully, you’ll see where we’re going with this...it all comes back to segmentation,
understanding your audience and plugging that knowledge into the right parts of the

organisation.

Coming back to ChatGPT and other language models, let’s see how it thinks it can help with
this.

PROMPT:

What are the departments in fashion retail?

Create a table explaining how segmentation of audiences can help each of these teams

RESPONSE:

In a fashion retail company, various departments work together to ensure the smooth
operation of the business. While the specific departments may vary depending on the
size and structure of the company, some common departments in fashion retail include;:
These departments work together to create a successful fashion retail company that

provides customers with appealing, high-quality products and a positive shopping

experience.

Department and Role

Merchandising: Responsible for selecting and
buying the right products, managing inventory,
and ensuring that the products align with the
brand's vision and customer preferences.

Design: Develops and creates the fashion items,
including clothing, accessories, and footwear.
Designers work with trends, materials, and
colours to create appealing and functional
products.

Production: Handles the manufacturing
process, from sourcing materials and overseeing
garment production to quality control and
ensuring that products are produced on time
and within budget.

How Audience Segmentation Helps

By segmenting audiences based on their preferences,
styles, and purchasing habits, merchandisers can tailor their
product selection and inventory management to meet the
specific needs of different customer groups. This helps
improve sales and reduces the risk of overstock or out-of-
stock situations.

Designers can create products that cater to the specific
tastes and preferences of different audience segments. This
ensures that the company offers a diverse range of
products that appeals to various customer groups,
increasing the likelihood of meeting customer needs and
generating sales.

Audience segmentation can help the production team
identify the most popular products for each segment,
allowing them to prioritize production accordingly. This
ensures that the company is producing the right amount of
products for each customer group, maximizing efficiency,
and minimizing waste.
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Logistics and Supply Chain: Coordinates the
movement of products from production facilities
to retail stores or distribution centres. This
includes managing transportation, warehousing,
and inventory control.

Marketing: Creates and implements marketing
strategies to promote the brand, products, and
services. This may include advertising, public
relations, social media, and events.

Sales: Manages the selling process, including
managing retail stores, wholesale accounts, and
e-commerce platforms. Sales teams also work
on building relationships with clients and
managing customer service.

Visual Merchandising: Ensures that products
are displayed attractively in-store and online to
maximize sales. This includes creating window
displays, in-store layouts, and product
photography.

Finance: Oversees financial management,
including budgeting, forecasting, and financial
reporting. The finance department also ensures
that the company is compliant with financial
regulations and tax laws.

Human Resources: Manages employee
relations, including hiring, training, performance
evaluations, and payroll. HR also ensures that
the company complies with labour laws and
regulations.

IT: Develops and maintains the company's
information technology infrastructure, including
computer systems, software, and e-commerce
platforms. IT also ensures data security and
privacy.

Legal and Compliance: Ensures the company is
compliant with all legal requirements, including
intellectual property rights, contracts, and
employment law. The legal department also
manages any legal disputes that may arise.

Segmenting audiences can help logistics and supply chain
teams better understand the specific needs of different
customer groups in terms of delivery times, shipping
preferences, and product availability. This allows them to
develop tailored logistics strategies that optimize product
distribution and inventory management for each segment,
improving overall operational efficiency.

By understanding the preferences, demographics, and
interests of various audience segments, marketing teams
can develop targeted campaigns that resonate with specific
customer groups. This helps improve the effectiveness of
marketing efforts and increases the return on investment
for advertising and promotional activities.

Sales teams can use audience segmentation to identify the
best channels and strategies to reach different customer
groups. This includes tailoring sales presentations and
communication styles to the needs and preferences of each
segment, improving the chances of closing sales and
building long-term customer relationships.

Visual merchandisers can create in-store displays and
online product presentations that appeal to the preferences
and expectations of different audience segments. This
ensures that the store environment and online shopping
experience are tailored to the specific needs of each
customer group, improving customer satisfaction and
increasing sales.

By understanding the spending habits and preferences of
different audience segments, finance teams can create
more accurate financial forecasts and budget allocations.
This helps the company make informed decisions about
resource allocation and investment in different areas of the
business, maximizing profitability and minimizing financial
risks.

HR can use audience segmentation to understand the
different skills and capabilities needed to serve various
customer groups effectively. This information can be used
to identify staffing needs, develop targeted training
programs, and improve employee performance evaluations,
ensuring that the company's workforce is equipped to meet
the needs of its diverse customer base.

Audience segmentation provides IT teams with valuable
insights into the technology preferences and needs of
different customer groups. This helps them develop and
maintain systems, software, and e-commerce platforms
that cater to the specific requirements of each segment,
improving the overall customer experience and ensuring
smooth operations.

Understanding the preferences and behaviours of different
audience segments can help legal and compliance teams
identify potential risks and challenges related to intellectual
property, contracts, and consumer protection laws. This
information can be used to develop strategies and policies
that ensure the company remains compliant while serving
the needs of its diverse customer base.
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So much it can help with! We think it might be missing store management e.g. format and
space planning, concept strategy and store of the future, brand partnerships, customer
service outside of sales and, of course, the data and insight team, who all stand to learn A LOT

from a segmentation. Remember you can prompt a language model again with builds to your
question.

Location planning is another huge area. For multi-store brands, it is worth considering how
language models can help with location planning e.g. would a fashion store have the same
range in a London business district vs. an out-of-town retail park? More on that later.

For now, hopefully, we’ve illustrated why language models are important for most functions
within a fashion retailer, but let’s dig into the areas we think are super important.

90



UNDERSTANDING YOUR AUDIENCE

or "Why Every Fashion Brand Needs an Audience Strategy"

In the world of fashion brands, it's easy to get caught up in the creative process and focus on
producing and selling exceptional clothing and accessories. However, if you want to succeed
in the industry, you cannot afford to neglect the business side of things. At the heart of that
is having a clear audience strategy.

An audience strategy is a plan for identifying and targeting a specific audience and then
tailoring your marketing efforts and product development to meet their needs and
preferences. This can involve identifying the characteristics and underlying needs of your
target audience, such as their age, style preferences, and shopping habits, and then creating
marketing campaigns and initiatives that speak to those needs and preferences.

Having an audience strategy is essential because it helps you reach the right people, stand
out from the competition, create more effective marketing, and build a deeper connection
with your audience. For example, if you're a fashion retailer targeting trendy millennials, you
might create a social media campaign featuring stylish, visually-striking images and offering
exclusive discounts on new arrivals. On the other hand, if you're a luxury fashion brand
targeting an affluent clientele, you might create a personalised shopping experience that
includes one-on-one styling appointments and exclusive previews of new collections.

Examples of fashion retailers doing this well include Zara, which has a highly targeted and
cohesive brand that resonates with its young and fashion-forward customer base, and Chanel,
which consistently engages its audience through various marketing initiatives for its iconic
products. On the other hand, examples of those doing this poorly include those who fail to
identify their target audience or those who create marketing campaigns that are
disconnected from their brand or product offerings.

To create an effective audience strategy, it's important to segment your audience into
different groups based on their category-based needs and preferences. For example, you
might have one segment of trendsetters who are highly engaged with your brand and another
segment of budget-conscious shoppers who are looking for affordable yet stylish options. By
understanding the needs and preferences of each segment, you can create marketing
campaigns that are tailored to their specific needs and that are more likely to convert them
into loyal customers. You can also develop your innovation and new product development
within your target audience guardrails.

In addition to creating effective marketing campaigns, having a deep understanding of your
audience can also support innovation. By understanding the needs and preferences of your
customers, you can create a more engaging and personalised shopping experience that sets
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you apart from the competition. For example, if you know that your target audience values
sustainability, you might implement eco-friendly initiatives in your store, such as using
recycled materials or offering a recycling program for used clothing. Similarly, if your audience
values convenience and speed, you might implement technology such as self-checkout or
mobile payments to streamline the shopping experience. By innovating based on your
audience's needs and preferences, you can create a shopping experience that truly resonates
with them and keeps them coming back for more.

Another way that audience understanding can support innovation in fashion retail is by
improving the omnichannel experience for your customers. With the rise of e-commerce,
social media, and mobile shopping, customers expect a seamless and consistent experience
across all channels. By understanding your audience's preferences and behaviour, you can
create an omnichannel strategy that meets their needs and exceeds their expectations.

For example, if you know that your target audience values efficiency, you might offer options
such as buying online, picking up in-store (BOPIS) or same-day delivery. On the other hand, if
your audience values personalised recommendations and styling advice, you might offer
virtual styling consultations or a personalised shopping experience that combines online and
in-store shopping.

By creating a consistent and seamless experience across all channels, you can increase
customer satisfaction, build brand loyalty, and ultimately drive sales. In short, audience
understanding is a critical component of creating an effective omnichannel strategy that
delivers a superior customer experience.

Understanding Your Audience

There are many ways you can do this. Let’s ask a language model for some advice to get
started.

PROMPT:

How can a marketing executive in charge of marketing a new fashion brand understand
who their potential audience is in a way that is useful to them?

RESPONSE:

Sure, here are 10 ways a marketing executive can understand their potential audience in
a useful way:

Conduct market research: Conducting market research can help you gain insights into
your target audience's preferences, behaviour, and needs. You can use surveys, focus
groups, or online analytics tools to gather this information.
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Create buyer personas: Creating buyer personas is a helpful exercise to visualize your
target audience. By creating fictional characters that represent your target audience, you
can better understand their characteristics, preferences, and motivations.

Analyse competitor's audience: Analysing your competitors' audience can provide
valuable insights into the market you are targeting. By understanding who your
competitors are targeting and how they are doing it, you can refine your own target
audience and marketing strategy.

Utilize social media: Social media platforms such as Facebook and Instagram can
provide valuable insights into your target audience's behaviour and preferences. You can
analyse engagement rates, demographics, and interests to better understand your
audience.

Use customer surveys: Customer surveys can be a useful tool to gather feedback on
your brand, products, and customer experience. You can use this information to
understand your target audience's needs and preferences.

Conduct focus groups: Focus groups can provide qualitative insights into your target
audience's opinions, attitudes, and behaviour. You can use this information to create
marketing campaigns that resonate with your audience.

Analyse sales data: Analysing sales data can provide valuable insights into your target
audience's purchasing behaviour. You can use this information to create targeted
marketing campaigns and promotions.

Attend industry events: Attending industry events can provide insights into trends and
preferences in the market you are targeting. You can also network with industry
professionals to gain insights into the behaviour and preferences of your target
audience.

Utilize online analytics tools: Online analytics tools such as Google Analytics can
provide valuable insights into your target audience's behaviour on your website. You can
analyse metrics such as bounce rates, page views, and click-through rates to better
understand your audience.

Monitor customer feedback: Monitoring customer feedback on social media, review
sites, and customer service channels can provide valuable insights into your target
audience's preferences and needs. You can use this information to improve your
products and services and create marketing campaigns that resonate with your
audience.

Interestingly, it didn’t suggest the way we’ll do it in PROMPT for Fashion Retail - using a
language model for this task! Let’s see how it does.
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Category-Related Needs

Our first step to really getting under the skin of our audience is to consider their deep
underlying human needs. These are the things that really influence / determine / drive
people's behaviour. These could be ‘jobs to be done’ or Physiological, Safety, Love /
Belonging, Esteem, Self-Actualization, Cognitive, Aesthetic, Transcendence needs or many
other deep-underlying needs. While people's wants and desires may vary, their fundamental
needs as human beings remain the same and help set a market scope for brand or product
development.

We call these category-related needs: The functional or emotional challenges that a category
of product or service is designed to meet. For example, a car might meet the category-related
need of transportation, while a vacation package might meet the category-related need for
relaxation and enjoyment.

We believe that understanding what we call ‘category-related needs’ is crucial because that’s
how you should define your category - not by the products you’re providing but by the
problems they solve. It’s also how you should grow a brand - by better aligning your products
or services with the specific needs and desires of your target audience. By understanding your
audience’s category-related needs, you can develop more effective marketing and sales
strategies, and create compelling products or services that address those needs. This can help
your brand stand out in its market and differentiate itself from competitors. Ultimately, and
in simple terms, understanding category-related needs attracts and retains more customers
who will be more satisfied with your brand's offerings than those less focused on meeting
their needs.

Ultimately, understanding people's deep underlying category-related human needs helps
brands to create more effective messaging, products, and services that resonate with their
target audience on a deeper level. This, in turn, can lead to stronger brand loyalty, customer
engagement, and higher conversion rates.

Let’s ask the model to list the top needs for us.
PROMPT:

List the top twenty (start with the biggest first) unique deep underlying needs of people
who buy from fashion retailers (e.g. apparel, accessories) that will determine and predict
customer behaviour in people buying these items through physical or digital channels.

RESPONSE:
Self-expression and individuality

Confidence and self-esteem
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Social status and recognition

Sense of belonging and community
Comfort and ease of wear

Quality and durability

Fashionability and trendiness
Affordability and value for money
Exclusivity and uniqueness
Convenience and accessibility
Sustainability and ethical production
Functionality and practicality
Emotional satisfaction and pleasure
Personalization and customization
Versatility and adaptability

Cultural identity and heritage
Nostalgia and sentimentality
Exploration and adventure

Health and wellness

Environmental consciousness and responsibility.

This is starting to get interesting, would it be useful to tick the boxes of where your brand
fulfils an underlying category-related need in your category? Best to ask for some more
information, though and really understand each need. It's critical to remember you can
always ask a language model to elaborate and provide more information to help you
understand its response. It really loves to chat, and it can help enormously to ask it to add
emojis to the list to bring it to life for you. We love doing this. It makes it pop when you
present it later, too, remember to ask for table format where it would help!

PROMPT:
... continued ...
Now provide a description for each and an emoji

RESPONSE:

95



UNDERSTANDING YOUR AUDIENCE

Self-expression and individuality

The desire to express one's unique identity through fashion choices, to stand out and be
recognized as an individual.

Confidence and self-esteem

The need to feel confident and assured in one's appearance, to project a positive self-
image and boost self-esteem.

Social status and recognition 8

The desire to be perceived as successful, influential, or part of a particular social group
through clothing choices.

Sense of belonging and community &

The need to feel connected to a group or community, to share common values, beliefs,
or interests through fashion choices.

Comfort and ease of wear %

The desire for clothing that feels comfortable, easy to wear, and practical for daily
activities.

Quality and durability ©

The preference for clothing made with high-quality materials, well-made, and built to
last.

Fashionability and trendiness §}

The interest in keeping up with the latest fashion trends and being perceived as
fashionable and stylish.

Affordability and value for money &

The preference for clothing that provides good value for money, affordable, and meets
basic quality standards.

Exclusivity and uniqueness 3%
The desire for clothing that is unique, rare, and not commonly available to others.
Convenience and accessibility

The preference for shopping experiences that are easy, convenient, and accessible
through different channels.

Sustainability and ethical production %
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The concern for environmental impact and social responsibility in fashion production
and consumption.

Functionality and practicality o/

The need for clothing that serves a particular function or purpose, such as protection
from the elements or specific activities

Emotional satisfaction and pleasure $?

The enjoyment and pleasure derived from wearing certain clothing, such as comfort,
beauty, or sentimental value.

Personalization and customization

The desire to customize and personalize clothing to express individual style, preferences,
or values.

Versatility and adaptability $%

The preference for clothing that can be worn in different settings, adapted to different
occasions, and combined in various ways.

Cultural identity and heritage ®
The interest in clothing that reflects one's cultural identity, heritage, or roots.
Nostalgia and sentimentality &

The emotional connection to clothing associated with personal memories, past eras, or
historical events.

Exploration and adventure @
The desire to discover and explore new fashion styles, cultures, and experiences.
Health and wellness %’

The interest in clothing that supports health and wellness, such as active wear or
ergonomic design.

Environmental consciousness and responsibility £

The concern for the environmental impact of fashion production and consumption and
the desire to support sustainable and ethical practices.

To really understand how to connect your brand with people's needs, you can ask them to be
split by technical and emotional needs to help you balance your brand planning

PROMPT:

... continued ...
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List them as functional or emotional needs.
RESPONSE:

Functional needs:

Comfort and ease of wear

Quality and durability

Affordability and value for money
Convenience and accessibility
Functionality and practicality
Versatility and adaptability

Health and wellness

Emotional needs:

Self-expression and individuality
Confidence and self-esteem

Social status and recognition

Sense of belonging and community
Fashionability and trendiness
Exclusivity and uniqueness
Emotional satisfaction and pleasure
Personalization and customization
Cultural identity and heritage
Nostalgia and sentimentality
Exploration and adventure
Environmental consciousness and responsibility

No surprise that there are more emotional drivers here. Now you’ve understood what is
driving people, it’s time to define your audience.

Clearly Defining Your Audience(s)
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First, decide who you want to engage. A good way is to come up with a set of audience
segments. Think of them as a menu that you can choose from.

Audience segmentations are vital in understanding your marketplace. By identifying different
types of audiences who are driven by different category-related needs, you can really deliver
more efficiently with your brand.

Audience segmentation refers to the process of dividing a larger audience or market into
smaller, more specific groups based on common characteristics or behaviours. We focus on
category-related needs as the deep underlying drivers of behaviour. It is an important
technique used by businesses and marketers to tailor their marketing and advertising efforts
to the specific needs and preferences of different customer groups.

There are several reasons why audience segmentation is important. Firstly, it allows
businesses to better understand their customers by identifying patterns in their behaviours,
preferences, and purchasing habits. This information can be used to develop more targeted
marketing messages that resonate with specific groups of customers, leading to higher
conversion rates and improved customer satisfaction.

Secondly, audience segmentation helps businesses to allocate their marketing resources
more effectively. By identifying the customer groups that are most likely to respond to a
particular marketing message, businesses can focus their efforts on those groups, rather than
wasting resources on broader campaigns that may not be as effective.

Finally, audience segmentation can help to avoid the "Simpson's Paradox," which is a
statistical phenomenon where a trend appears in different groups of data, but disappears or
even reverses when the groups are combined. This can happen when data is not properly
segmented, leading to misleading conclusions or incorrect decisions.

For example, let's say that a business wants to improve its customer satisfaction ratings, and
decides to offer a discount on its products to all customers. If the business does not segment
its audience, it may find that overall customer satisfaction ratings increase slightly, but when
it looks more closely, it may find that the discount was only effective for a specific group of
customers (e.g. those who typically purchase high-value items). By segmenting its audience
and tailoring its discount offer to this specific group, the business could have achieved much
greater results.

Here is a list of generic fashion audience segments to start us off.
PROMPT:

Come up with ten audience segments for fashion buyers. Each should be defined by a
different underlying need that drives their buying habits. Some should be super-engaged
with fashion, and some should be only lightly interested. Give each an emoji, a catchy
name and a description. We'll call these our “Audience Segments.”
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RESPONSE:

3% The Fashionistas - These are the super-engaged fashion lovers who want to stay on
top of the latest trends and styles. They are always looking for the newest, most unique
and eye-catching designs to add to their wardrobe.

% The Athleisure Enthusiasts - These are the active individuals who prioritize comfort
and functionality over fashion. They want to look good while working out, running
errands, or even lounging at home.

© The Professional Dressers - These are the career-oriented individuals who prioritize
a polished and professional appearance. They want to make a strong impression at work,
business meetings or conferences, and prefer classic styles.

B The Bargain Hunters - These are the budget-conscious shoppers who are always on
the hunt for a great deal. They want to look good without breaking the bank and enjoy
finding fashionable items at a discounted price.

& The Party Animals - These are the social butterflies who love to make a statement
with their outfits. They prioritize fun, bold and unique designs for special events, parties
or nights out on the town.

i<k The Beach Bums - These are the individuals who prioritize comfort and functionality
for the beach, pool or any other outdoor activity. They want to look stylish, yet practical,
and prefer lightweight, breathable and easy-to-wear clothing.

& The Body Positive Shoppers - These are the shoppers who prioritize comfort and
confidence above all else. They want to look good and feel good in their own skin,
regardless of their size or shape.

&) The Homebodies - These are the individuals who prioritize comfort and relaxation at
home. They prefer cozy, comfortable and practical clothing to wear while lounging or
doing household chores.

The Creative Minds - These are the artistic and creative individuals who prioritize
unique and expressive designs. They prefer to express their individuality through their
clothing and accessories, often experimenting with bold colours, prints, and textures.

2 The Eco-Friendly Shoppers - These are the individuals who prioritize sustainability
and ethical production in their fashion choices. They prefer to buy from brands that use
eco-friendly materials and ethical manufacturing practices.

A great start!

Really you should tweak the prompt to specify the focus on your category, so you get
segments that are even more targeted. Keep playing until you come up with a set you love.

For example, if you were interested in younger audiences interested in high-end luxury
fashion you might try the following tweaks to the prompt (underlined).
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PROMPT:

Come up with ten audience segments for young, wealthy fashion buyers who are
interested in high-end luxury brands. Each should be defined by a different underlying
need that drives their high net-worth buying habits. Some should be super-engaged with
luxury fashion, and some should be only lightly interested. Give each an emoji, a catchy
name and a description. We'll call these our "Audience Segments"

RESPONSE:

€ The Elite - These are the super-engaged luxury fashion lovers who are always on the
lookout for the most exclusive and prestigious brands. They want to show off their
wealth and status by owning the most expensive and rare pieces.

M The Classic Collectors - These are the individuals who prioritize timeless and iconic
luxury fashion pieces. They want to invest in high-quality items that will never go out of
style and can be passed down as heirlooms.

@ The Romantic Dreamers - These are the fashion buyers who prioritize the romance
and elegance of luxury fashion. They want to feel luxurious and beautiful in their clothing
and accessories, often opting for delicate fabrics and intricate detailing.

The World Travelers - These are the individuals who prioritize fashion pieces that are
versatile and practical for their jet-setting lifestyle. They want to look stylish and
comfortable while traveling, and often seek out luxury brands that cater to their needs.

% The Athletes - These are the fitness enthusiasts who prioritize high-performance and
functional luxury sportswear. They want to look good while working out and prefer
luxury brands that offer premium-quality activewear.

© The High Achievers - These are the young professionals who prioritize a
sophisticated and refined appearance. They want to make a strong impression in their
careers and prefer luxury brands that offer classic, tailored and elegant clothing.

(@ The Fashion Chameleons - These are the individuals who love to experiment with
different styles and trends. They want to express their individuality through their clothing
and accessories, and prefer luxury brands that offer a diverse range of designs.

& The Investment Strategists - These are the fashion buyers who view luxury fashion
as a smart investment opportunity. They seek out limited edition or iconic pieces that will
appreciate in value over time, and often resell their collections for profit.

% The Partygoers - These are the young socialites who prioritize fashion pieces that are
show-stopping and attention-grabbing. They want to stand out at events and parties and
prefer luxury brands that offer unique and bold designs.

# The Sustainable Shoppers - These are the individuals who prioritize sustainability
and ethical production in their luxury fashion choices. They prefer to buy from luxury
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brands that use eco-friendly materials and ethical manufacturing practices, and often
use their purchasing power to support these causes.

Taking this one step further could involve thinking about the needs and how they differ by
country rather than audience type. For example, thinking of global high net worth individuals
and their luxury fashion habits, we can ask which of their specific needs are most important
to which countries to sharpen our thinking around developing these global customers.

PROMPT:

List the top twenty (start with the biggest first) unique deep underlying needs of high-net-
worth consumers who buy from luxury fashion retailers (e.g. apparel, accessories) that
will determine and predict customer behaviour in people buying these items through
physical or digital channels. Note in which countries this need is strongest and where it is
secondary. Table format.

RESPONSE:

Rank Deep Underlying Country where the need is Country where the need is

Need strongest secondary
1 Status Middle East China
2 Exclusivity China Middle East
3 Quality Italy Japan
4 Craftsmanship Italy Japan
5 Uniqueness France United States
6 Authenticity United States Europe
7 Personalization United States United Kingdom
8 Heritage United Kingdom Italy
9 Experience United States United Kingdom
10 Sustainability Northern Europe United States
11 Innovation United States Japan
12 Artistry France United States
13 Rarity Middle East Russia
14 Versatility United States China
15 Comfort United States China
16 Glamour Middle East Russia
17 Simplicity Japan United States
18 Design Italy United States
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19 Brand Identity United States Europe

20 Timelessness Italy United States

Note: This table is based on general tendencies and may vary depending on individual
preferences and cultural factors.

You could even get super specific and ask about your brand or your competitor's brand (more
on this later) and investigate any differences.

This is a very general broad view of the market, and the segments will be much more
applicable if you are clear with your prompt e.g. highlight differences in physical or digital
shopping.

Generational Trends

Much of the focus and effort in this industry is directed at Gen Z, and rightly so - they are
believed to be the largest generation, representing 25% of the world's population and deeply
influential in “..shaping the culture and moving the economy with a purchasing power of about
$360 billion..” Ref: Business of Fashion. We try to avoid demographic-led approaches to

segmenting audiences as it can be a very blunt approach. It’s likely they would be present in
all segments to some degree, but they are important to understand - particularly in relation
to cultural trends. Can language models help here?

PROMPT:

I am a fashion buyer for a large department store, | need to understand the category-
related needs of Generation Z in relation to buying fashion and what typical trends are
influencing this group of people

RESPONSE:

As a language model, | can provide you with some general insights about the category-
related needs of Generation Z when it comes to buying fashion and some of the typical
trends that are influencing this group of people.

Generation Z is the demographic cohort following the Millennials, typically born between
the mid-1990s to mid-2000s. This generation is known for being digitally savvy, socially
conscious, and having a preference for authenticity and individuality.

Here are some category-related needs and typical trends that are influencing the fashion
choices of Generation Z:

Sustainable and Ethical Fashion: Generation Z is more environmentally and socially
aware than previous generations, and this is reflected in their fashion choices. They are
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interested in sustainable and ethical fashion, such as clothing made from recycled
materials or produced in fair-trade conditions.

Streetwear: Streetwear fashion has been popular with Generation Z for several years,
and it continues to influence their fashion choices. They prefer comfortable and casual
clothing with a bold and edgy aesthetic.

Gender-Neutral Fashion: Generation Z is more inclusive and open-minded when it
comes to gender identity and expression. This is reflected in their fashion choices, with
many of them opting for gender-neutral clothing that blurs traditional gender
boundaries.

Technology-Driven Fashion: Generation Z is the first generation to grow up entirely in
the digital age, and they are comfortable with integrating technology into their fashion
choices. This includes clothing with built-in technology, such as smart fabrics or wearable
technology.

Personalization: Generation Z values individuality and self-expression, and they want
their fashion choices to reflect this. They are drawn to personalized clothing and
accessories that allow them to express their unique style and personality.

There are also more ‘typical’ youth trends to consider (e.g. to rebel, to be individual) that
should be explored in this context, but for now, let’s ask where our segments sit with this
audience.

PROMPT:

| am a fashion buyer for a large department store, | need to understand the category-
related needs of Generation Z in relation to buying fashion and what typical trends are
influencing this group of people

RESPONSE:

Sure, here's the ranking of the segments based on how representative they are of
Generation Z:

Fashionistas

The Athleisure Enthusiasts
The Body Positive Shoppers
The Eco-Friendly Shoppers
The Creative Minds

The Bargain Hunters

The Professional Dressers
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The Homebodies
The Party Animals
The Beach Bums

Now, let me provide some underlying trends that are relevant for a fashion buyer to
understand for each of these segments:

Fashionistas: This segment is highly fashion-conscious and always looking for the latest
trends. They are driven by self-expression and are not afraid to experiment with new
styles. As a fashion buyer, it is important to stay on top of the latest fashion trends and
stock up on unique and trendy items.

The Athleisure Enthusiasts: This segment is interested in comfortable and stylish
clothing that can be worn for both athletic and casual activities. They are looking for
versatile pieces that can transition from gym wear to streetwear. As a fashion buyer, it is
important to stock up on athleisure wear that is both functional and fashionable.

The Body Positive Shoppers: This segment is looking for clothing that fits and flatters

their body shape, regardless of their size. They are interested in clothing that promotes
body positivity and self-love. As a fashion buyer, it is important to stock up on inclusive
sizing and body-positive clothing that celebrates all body types.

The Eco-Friendly Shoppers: This segment is interested in sustainable and ethical
fashion, such as clothing made from recycled materials or produced in fair-trade
conditions. They are looking for fashion items that have minimal environmental impact.
As a fashion buyer, it is important to consider the environmental impact of your
inventory and stock up on sustainable fashion options.

The Creative Minds: This segment is looking for unique and artistic fashion items that
allow them to express their creativity and individuality. They are interested in fashion
items that stand out and make a statement. As a fashion buyer, it is important to stock
up on avant-garde and artistic fashion items.

The Bargain Hunters: This segment is looking for affordable fashion options without
sacrificing style and quality. They are interested in fashion items that offer a good value
for their money. As a fashion buyer, it is important to stock up on budget-friendly fashion
options that offer good quality and style.

The Professional Dressers: This segment is interested in fashionable and polished
clothing that is appropriate for the workplace. They are looking for clothing that is both
professional and stylish. As a fashion buyer, it is important to stock up on work-
appropriate fashion items that are both fashionable and functional.

The Homebodies: This segment is interested in comfortable and cozy clothing that can
be worn at home. They are looking for fashion items that are both comfortable and
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stylish. As a fashion buyer, it is important to stock up on comfortable and casual fashion
items that are perfect for a night in.

The Party Animals: This segment is looking for fashion items that are perfect for a night
out or special event. They are interested in fashion items that are fun, bold, and
attention-grabbing. As a fashion buyer, it is important to stock up on statement pieces
and fun fashion items that are perfect for a night out.

The Beach Bums: This segment is interested in fashionable and comfortable beachwear
that is perfect for a day in the sun. They are looking for clothing that is both functional
and stylish. As a fashion buyer, it is important to stock up on beach wear that is both
comfortable and fashionable, including items like swimsuits, cover-ups, and hats.

While we wouldn’t totally trust language models on quantitative output (it excels at
knowledge analytics but is not so reliable for data analytics e.g. ranking), this does help to
frame and develop the theory that some segments are going to be more important to your
brand than others.

After tweaking the prompts and coming up with a set of audience segments that feel useful
to you, the next step is to pick one or two you want to target. That’s the topic of the next
chapter.

Deciding Your Now, Next, Not Yet and
Never Audiences

Audience segments need to be prioritised. Targeting them all with equal effort would be too
wasteful, and too expensive. Targeting just one, whilst perhaps appropriate for some niche
content, is likely to be too narrow, and too short-sighted.

Rather than taking a binary ‘target / not target’ approach to your segments, we have
developed a phased approach where we help clients think about the role of different
segments on their path to growth.
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(10an gu(®

B B
NEXT NOTYET NEVER

You have product-market Lightly engaged in your brand. Some buy from you but Hard to reach or engage
fit for these audiences. But could be more so. not many. with your brand.

Drive advocacy. Innovate to drive growth. Bz:s'ir;?‘flf’;?tl"hte?:m Don't waste time.

Objective: Objective: Objective: Objective:
Turn fans into advocates. Turn likers into fans. Don't alienate them. Don't be distracted by them.

Our Now, Next, Not Yet and Never framework

Why should | look beyond my Now audiences? We simply cannot rely solely on the loyalty of
our Now audiences to maintain, let alone grow your audience, so much of our work focuses
on the Next audiences.

Thinking back to our model for the role of Al alongside humans in the Preface, the task of
selecting your Now, Next, Not Yet and Never segments is firmly in the territory of human
experience, expertise and creativity. As such, we don’t explore in this book how language
models can help with this prioritisation. You would need to be very clear about your goals
before trying to prioritise particular audience segments. And it should really involve robust,
representative, human-interpreted audience research.

Deep-Diving into Your Target Audience

You can ask ChatGPT and other language models to bring the segments to life in any way
that’s useful for you. Here is one way:

PROMPT:
... continued ...
Please answer the following interview question for each segment.

Question: Describe a fashion-buying moment from the last week that best describes your
relationship with fashion retail.

RESPONSE:

3% The Fashionistas - "l spent hours browsing through the new arrivals section of my
favourite online store, carefully selecting items that fit the latest trends and my personal
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style. | love staying up-to-date with the latest fashion and always strive to make a
statement with my outfits."

% The Athleisure Enthusiasts - "l stopped by my local sporting goods store to pick up
a new pair of leggings and a breathable tank top for my morning yoga session. | prioritize
comfort and functionality in my athletic wear, but also want to look good while working
out."

% The Professional Dressers - "l went to a department store to purchase a classic suit
for an upcoming job interview. | prioritize a polished and professional appearance in the
workplace, and believe that dressing well can have a positive impact on my career
success."

& The Bargain Hunters - "l visited my favourite thrift store and found a gently used
designer blouse at a fraction of the original price. | love finding fashionable items at a
discounted price and always keep an eye out for sales and deals."

% The Party Animals - "I went to a boutique and picked out a sparkly, sequined dress
for an upcoming bachelorette party. | prioritize fun and unique designs for special
occasions, and always want to make a statement with my outfits."

The Beach Bums - "l ordered a new swimsuit online, carefully selecting a style that
was both practical and stylish for my upcoming beach vacation. | prioritize comfort and
functionality for outdoor activities, but also want to look good while enjoying the sun."

& The Body Positive Shoppers - "l bought a flowy, comfortable dress that made me
feel confident and beautiful, regardless of my size or shape. | prioritize comfort and
confidence in my clothing choices and believe that everyone should feel good in their
own skin."

The Homebodies - "l ordered a cozy, oversized sweatshirt online to wear while
lounging around the house. | prioritize comfort and practicality in my at-home clothing
choices, and want to feel relaxed and comfortable in my own space."

The Creative Minds - "l went to a boutique and picked out a bold and colourful
statement piece to add to my collection. | prioritize unique and expressive designs in my
clothing choices and love experimenting with bold colours, prints, and textures."

#2 The Eco-Friendly Shoppers - "l purchased a new pair of shoes from a sustainable
brand that uses eco-friendly materials and ethical manufacturing practices. | prioritize
sustainability and ethical production in my fashion choices and believe in supporting
companies that share my values."

That’s a good simple example. But here is another more sophisticated way to bring the
segments to life.

PROMPT:
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... continued ...

For these 10 segments, I'd like to understand them more. Imagine how each of these
segments thinks, feels and behaves. Then answer these questions for Segment 1. Then
pause and await instructions before answering for Segment 2.

Qualitative questions:
® What does fashion mean to them?
® What type of physical and digital fashion retailers do they typically enjoy?
® What types of fashion marketing would engage them?
® What promotions would motivate them to purchase?
® How do they discover new retailers to buy fashion these days?
Quantitative questions:
(For each question, please answer with 1-10 (1: not at all, 10: LOADS) plus an explanation)
® How much do they spend on fashion every year?
® How often do they shop for fashion every year?
® How much of a trendsetter are they in what they wear?
RESPONSE:
What does fashion mean to them?

To The Fashionistas, fashion is a way to express themselves creatively and showcase
their unique personal style. They keep up with the latest trends and love experimenting
with different colours, textures, and designs to create bold and statement-making outfits.

What type of physical and digital fashion retailers do they typically enjoy?

The Fashionistas tend to enjoy high-end fashion retailers that carry the latest designer
labels and trendy items. They are drawn to visually stunning storefronts and websites
that showcase fashion in a visually appealing way. They may also enjoy boutique stores
that carry unique and one-of-a-kind pieces.

What types of fashion marketing would engage them?

The Fashionistas are likely to be engaged by visually stunning campaigns that showcase
the latest fashion trends and innovative designs. They may be attracted to social media
campaigns that feature influencer collaborations or behind-the-scenes glimpses of the
fashion industry. They may also be drawn to exclusive offers or early access to new
collections.
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What promotions would motivate them to purchase?

The Fashionistas may be motivated to purchase by promotions that offer exclusive
access to designer collections or limited-edition pieces. They may also be drawn to
promotions that offer discounts on high-end designer items or free shipping on their
orders. They may also be interested in loyalty programs that offer rewards for frequent
purchases.

How do they discover new retailers to buy fashion these days?

The Fashionistas may discover new retailers through social media influencers or fashion
bloggers that showcase the latest trends and designer collections. They may also attend
fashion shows, follow fashion industry news, or read fashion magazines to stay up-to-
date on the latest styles and designers.

How much do they spend on fashion every year?

8 - The Fashionistas tend to prioritize fashion in their budget and are likely to spend a
significant amount on high-end designer items and trendy pieces.

How often do they shop for fashion every year?

8 - The Fashionistas are likely to shop for fashion multiple times a month, as they are
always on the lookout for the latest trends and designer collections.

How much of a trendsetter are they in what they wear?
How much of a trendsetter are they?

9 - The Fashionistas are likely to be trendsetters in their personal style, as they enjoy
experimenting with bold and innovative designs and are always looking for the latest
fashion trends to incorporate into their outfits.

[To save space, we won't repeat this for the other segments here. But you get the ideal]

Up until this point, we’ve shown you how to think about audiences and deep-dive into the
ones you’re most excited about targeting. Now we need to work out what to do differently
to engage them. Firstly let’s think about your brand.
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Brand development is crucial for any business because it enables them to establish a unique
identity and differentiate itself from competitors. A strong brand can help build trust and
loyalty with customers, which can lead to repeat business and positive word-of-mouth
recommendations.

Here are some reasons why brand development is crucial:

e Differentiation: A strong brand helps you to stand out in a crowded marketplace,
where customers are bombarded with an overwhelming number of choices. By
creating a unique and recognizable brand, a retailer can differentiate themselves from
competitors and attract customers who share their values and aesthetics.

e Trust and loyalty: A well-developed brand can help to establish trust and build loyalty
with customers. When customers associate a brand with quality, reliability, and a
positive shopping experience, they are more likely to return to that brand in the
future.

® Increased perceived value: A strong brand can increase the perceived value of
products, allowing them to charge premium prices and earn higher profits. When
customers feel emotionally connected to a brand, they are willing to pay more for
products and services associated with that brand.

e Consistency: A well-developed brand ensures consistency across all touchpoints, from
the website and social media to packaging and in-store displays. Consistency builds
trust and helps customers to recognize and remember the brand.

Market Analysis and Positioning

Positioning involves identifying the key benefits and attributes of a product or brand and
communicating them to customers in a way that resonates with their needs and desires. This
can be achieved through various marketing tactics such as advertising, public relations,
packaging, and pricing.

Effective positioning requires a deep understanding of the target market and its needs, as
well as an understanding of the competitive landscape. By understanding what makes a
product or brand unique and appealing to customers, marketers can create a positioning
strategy that effectively communicates its value proposition and resonates with customers.

To start with, language models can help you to look at your competitor landscape and
positioning.
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PROMPT:
List the top 10 retailers for fashion in the UK and describe their core brand values
RESPONSE:

Here are ten of the top fashion retailers in the UK, along with a brief description of their
core brand values:

ASOS: ASOS is an online retailer that caters to a younger demographic. Their core brand
values include inclusivity, diversity, and empowerment.

Next: Next is a high-street retailer that focuses on stylish, affordable clothing. Their core
brand values include quality, affordability, and reliability.

Marks & Spencer: Marks & Spencer is a British institution that has been around for over
a century. Their core brand values include quality, sustainability, and innovation.

Zara: Zara is a fast-fashion retailer that specializes in trendy, affordable clothing. Their
core brand values include style, speed, and sustainability.

H&M: H&M is a Swedish retailer that has become known for its affordable, on-trend
clothing. Their core brand values include sustainability, diversity, and affordability.

Topshop: Topshop is a British high-street retailer that caters to young, fashion-conscious
women. Their core brand values include individuality, innovation, and trendiness.

River Island: River Island is a fashion-forward high-street retailer that caters to a young,
trendy demographic. Their core brand values include style, quality, and affordability.

Boohoo: Boohoo is an online retailer that specializes in fast fashion for young women.
Their core brand values include trendiness, affordability, and inclusivity.

JD Sports: |D Sports is a sports fashion retailer that specializes in sneakers and
streetwear. Their core brand values include authenticity, exclusivity, and innovation.

New Look: New Look is a British high-street retailer that caters to young, trend-
conscious women. Their core brand values include affordability, accessibility, and
individuality.

Boom. Desk research like this used to take hours if not days!

What about if you are a start-up? Even just at the idea generation stage? A simple question
to ChatGPT or another language model could help inspire your next company

PROMPT:

What brand value gaps are there in fashion retail that no one else owns?
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RESPONSE:

Some potential brand value gaps that could be explored in the fashion retail industry
include:

Sustainable fashion for all sizes: While many fashion retailers are beginning to
embrace sustainability, there is still a lack of inclusivity when it comes to sizes. A fashion
retailer that focuses on sustainable fashion for all sizes could fill this gap and
differentiate themselves in the marketplace.

Ethical manufacturing transparency: Consumers are increasingly interested in the
ethical practices of the brands they buy from, and transparency in manufacturing is an
area that could be improved. A fashion retailer that offers complete transparency in their
manufacturing process and highlights ethical practices could differentiate themselves
from competitors.

Affordable luxury: Luxury fashion is often associated with high price points, making it
unattainable for many consumers. A fashion retailer that offers high-end, luxurious
products at an affordable price point could fill this gap and differentiate themselves from
competitors.

Tech-empowered shopping experiences: The use of technology in fashion retail is
increasing, but there is still room for innovation. A fashion retailer that uses technology
to provide unique and personalized shopping experiences, such as virtual try-ons,
augmented reality, or personalized styling, could differentiate themselves from
competitors.

Inclusive, diverse marketing: Many fashion retailers have been criticized for their lack
of inclusivity and diversity in their marketing campaigns. A fashion retailer that focuses
on inclusive, diverse marketing that represents a wide range of people could fill this gap
and differentiate themselves in the marketplace.

Or maybe you want to compare brands.
PROMPT:
What makes Harrods and Selfridges special?
RESPONSE:

Harrods is a luxury department store located in London, England that is renowned for its
opulence, exclusivity, and high-end products. There are several key factors that
contribute to what makes Harrods special:

History and heritage: Harrods has a rich history and heritage dating back over 170
years. Founded in 1834, it has become an iconic part of London's retail landscape and is
recognized around the world as a symbol of luxury and exclusivity.
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Opulent design and architecture: The store's design and architecture are opulent and
grand, featuring ornate ceilings, marble floors, and intricate detailing throughout. The
luxurious interior design and visual merchandising make for a unique and memorable
shopping experience.

Exclusivity and high-end products: Harrods is known for its selection of exclusive and
high-end products, including designer fashion, jewellery, watches, beauty products, and
more. The store attracts affluent and discerning customers who are willing to pay a
premium for luxury goods and exceptional service.

Exceptional customer service: Harrods is renowned for its exceptional customer
service, with staff members who are trained to provide a personalized and attentive
shopping experience. From personal shopping services to expert advice and assistance,
customers are treated with the utmost care and attention to detail.

Iconic events and experiences: Harrods hosts a variety of iconic events and
experiences throughout the year, such as the famous Christmas windows and the annual
summer sale. These events create a buzz and draw in crowds of shoppers from all over
the world.

Overall, the combination of history, opulence, exclusivity, high-end products, exceptional
customer service, and iconic events and experiences make Harrods a truly special and
unique retail destination.

Selfridges is a high-end department store chain with locations in London, Birmingham,
and Manchester, and is known for its luxurious shopping experience, high-quality
products, and innovative marketing. Here are some of the key factors that make
Selfridges special:

A unique shopping experience: Selfridges is known for its innovative and visually
striking store designs, with each store featuring a different design theme. This makes for
a unique and memorable shopping experience that sets Selfridges apart from other
retailers.

A focus on luxury: Selfridges is committed to offering high-quality, luxurious products
across a range of categories, including fashion, beauty, homewares, and more. The store
carries a curated selection of premium brands and exclusive collaborations that are not
found in other retailers.

An emphasis on sustainability: Selfridges is dedicated to sustainability and has
launched several initiatives to reduce its impact on the environment. These include
sourcing sustainable materials and reducing waste, making it a more responsible and
conscientious retailer.

Innovative marketing campaigns: Selfridges is known for its creative and boundary-
pushing marketing campaigns, which often blur the lines between retail and art. These
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campaigns generate a lot of buzz and attention, attracting customers and setting
Selfridges apart from other retailers.

Exceptional customer service: Selfridges is committed to providing an exceptional
customer experience, with staff members who are knowledgeable, friendly, and
attentive. The store also offers a range of personalized services, including personal
shopping and bespoke tailoring, to create a more tailored and individualized shopping
experience.

Overall, Selfridges is a unique and special retailer that sets itself apart through its
innovative designs, luxury products, commitment to sustainability, innovative marketing,
and exceptional customer service.

Language models don’t know all the secrets of what makes a brand special, but it’s
illuminating to see how easily they pick out the key differences between brands. Take some
time to explore what your competitors are doing.

Messaging and Tone of Voice

Language models can help create ideas for new companies and support how to motivate
different segments to action.

PROMPT:

Thinking about our segments for fashion retailers. Choose the most promising segments
that are willing to spend money on fashion and pretend you are a creative fashion
retailer, create a new omnichannel retailer that sells fashion. Give it a new name and an
emoji. Describe its website and its physical stores and explain what it's brand values are

RESPONSE:

As a fashion retailer, | would choose the following market segments as the most
promising for spending money on fashion:

3% The Fashionistas

© The Professional Dressers

B The Party Animals

& The Body Positive Shoppers

The Creative Minds

Based on these segments, | would create an omnichannel retailer called "Style Haven"

Our brand values would be inclusivity, creativity, and sustainability.
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Our website would be sleek and user-friendly, with a personalized shopping experience
that offers style recommendations based on customers' preferences and purchase
history. We would also have a blog section featuring fashion tips, trend alerts, and
interviews with influencers and designers.

For our physical stores, we would create an inviting and inclusive atmosphere with a
diverse range of mannequins and models of all sizes and shapes. We would also have
regular events and workshops featuring local designers and artisans, as well as body-
positive and sustainability advocates.

At Style Haven, we believe that fashion should be fun, expressive, and accessible to
everyone, regardless of their size, shape, or budget. We are committed to using
sustainable and ethical practices in all aspects of our business, from sourcing materials
to manufacturing and shipping. We aim to be a fashion destination that inspires
creativity, celebrates diversity, and promotes conscious consumption.

We quite like the sound of Style Haven! How can you ensure it appeals to each of your target
audience segments? Ask a language model!

PROMPT:

Imagine you are starting an omnichannel retailer called "Style Haven" for fashion lovers.
Our brand values would be inclusivity, creativity, and sustainability. Thinking of our 10
segments provide the tone of voice that the brand marketing should have and what a
key message would be to interest them in this new fashion brand. Table format.

RESPONSE:

Segment Tone of Voice Key Message

3% The Fashionistas Glamorous, sophisticated, and Style Haven is the ultimate destination for fashion-

trend-setting. forward individuals looking to make a statement.
% The Athleisure Sporty, energetic, and versatile. Style Haven's athleisure collection is perfect for
Enthusiasts active individuals who want to look good and feel

comfortable while working out.

¥ The Professional Polished, classic, and timeless. Style Haven's professional wear collection features
Dressers timeless designs that will make you look and feel
confident in any workplace.

% The Bargain Savvy, budget-conscious, and  Style Haven offers unbeatable prices on high-quality
Hunters value-driven. fashion items, making it the perfect destination for
bargain hunters.

& The Party Animals Bold, fun, and daring. Style Haven's party collection has everything you
need to stand out and make a statement at any
event.
The Beach Bums Relaxed, easygoing, and Style Haven's beachwear collection features stylish
carefree. and comfortable designs that are perfect for a day

by the water.
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& The Body Positive
Shoppers

& The Homebodies

The Creative
Minds

£ The Eco-Friendly
Shoppers

BRAND DEVELOPMENT

Confident, empowering, and
body-positive.

Cozy, comfortable, and relaxed.

Unique, expressive, and
innovative.

Conscious, sustainable, and
environmentally responsible.

ns

Style Haven's inclusive sizing and body-positive
messaging make it the perfect destination for
anyone looking to feel beautiful.

Style Haven's loungewear collection is perfect for
anyone who loves to stay in and get cozy.

Style Haven's collection of creative and unique
fashion items allows you to express yourself in new
and exciting ways.

Style Haven is committed to sustainability and offers
a wide range of eco-friendly fashion options for
conscious shoppers.
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Adapting your marketing to your target audience is crucial. Different audiences have different
preferences, tastes, and behaviours, and as such, require different approaches when it comes
to marketing. As a simple example, a young urban professional may respond well to social
media campaigns and targeted advertising and shop online, while an older, less-engaged
audience may be more inclined to shop at an out-of-town retail park and are not at all
interested in new drops or trend-led products. With audience segments, the difference is
even clearer, as the example below shows.

PROMPT:
... continued ...

For each Audience Segment, please choose the top marketing idea that would be most
likely to engage that segment. Please answer in the following format:

Number. Emoji Segment Name: Marketing Idea Name: Reason why it would work for this
segment

RESPONSE:

3% The Fashionistas: Runway-inspired Collections: Fashionistas are always looking for
the latest trends and styles to add to their wardrobe. By showcasing runway-inspired
collections, they will feel like they are on top of the fashion game and have access to
exclusive designs.

%" The Athleisure Enthusiasts: Functional yet Stylish Athleisure Wear: Athleisure
enthusiasts prioritize comfort and functionality but also want to look good while working
out or running errands. By offering functional yet stylish athleisure wear, they can have
the best of both worlds.

© The Professional Dressers: Classic Professional Attire: Professional dressers
prioritize a polished and professional appearance. By offering classic professional attire,
they can make a strong impression at work or business meetings.

[ The Bargain Hunters: Clearance Sales and Discounts: Bargain hunters are always
on the lookout for a great deal. By offering clearance sales and discounts, they can
attract these shoppers and make them feel like they are getting the best value for their
money.

& The Party Animals: Bold and Unique Party Wear: Party animals prioritize fun, bold,
and unique designs for special events or nights out. By offering bold and unique party
wear, they can make a statement and stand out in the crowd.
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%z The Beach Bums: Lightweight and Breathable Beachwear: Beach bums prioritize
comfort and functionality for outdoor activities. By offering lightweight and breathable
beachwear, they can look stylish and practical at the same time.

& The Body Positive Shoppers: Inclusive Sizing and Body-Positive Messaging: Body-
positive shoppers prioritize comfort and confidence above all else. By offering inclusive
sizing and body-positive messaging, they can make these shoppers feel seen and valued.

The Homebodies: Cozy and Comfortable Loungewear: Homebodies prioritize
comfort and relaxation at home. By offering cozy and comfortable loungewear, they can
create a sense of comfort and coziness that will make them feel right at home.

The Creative Minds: Unique and Expressive Designs: Creative minds prioritize
unique and expressive designs. By offering unique and expressive designs, they can
satisfy the creative urge and make them feel like their individuality is being expressed.

# The Eco-Friendly Shoppers: Sustainable and Ethical Fashion: Eco-friendly
shoppers prioritize sustainability and ethical production in their fashion choices. By
offering sustainable and ethical fashion options, they can attract these shoppers who
want to make a positive impact on the environment and society.

Ok. For some reason, ChatGPT hasn’t focused on marketing in its response. No problem, we’ll
take this as an opportunity to learn a valuable lesson: If you don’t think ChatGPT or your other
language models response is good enough, give it feedback and ask it to go again! Let’s see
that in action.

PROMPT:
... continued ...

They don't feel like marketing ideas. Please assess your response against my prompt and
then answer again.

RESPONSE:
3% The Fashionistas:

Instead of just showcasing runway-inspired collections, collaborate with a popular
fashion blogger or influencer to curate a limited-edition collection. This will make
Fashionistas feel like they have access to exclusive designs and they will be more likely to
make a purchase.

% The Athleisure Enthusiasts:

Create a social media campaign where Athleisure Enthusiasts can show off how they
incorporate their favourite athleisure pieces into their everyday outfits. This will create a
sense of community and inspire other customers to purchase the products.
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< The Professional Dressers:

Create a virtual styling session where Professional Dressers can get personalized advice
on how to create the perfect professional outfit for their next big meeting. This will show
that your brand values their success and wants to help them achieve it.

[ The Bargain Hunters:

Instead of just offering discounts, create a rewards program that incentivizes repeat
purchases. For example, after a customer spends a certain amount of money, they can
earn a free item or a larger discount. This will encourage Bargain Hunters to keep coming
back.

& The Party Animals:

Create a social media contest where customers can show off their most daring party
outfits. Offer a prize for the most creative or unique outfit. This will engage Party Animals
and create a buzz around your brand.

ik The Beach Bums:

Partner with a beach resort or hotel to create a special vacation package that includes
your brand's beachwear. This will create a sense of luxury and exclusivity around your
brand and attract Beach Bums who value both comfort and style.

& The Body Positive Shoppers:

Create a social media campaign that features real customers of all shapes and sizes
wearing your brand's clothing. Use body-positive messaging to promote self-love and
acceptance. This will make Body Positive Shoppers feel seen and valued.

£ The Homebodies:

Host a virtual movie night where customers can wear their favourite cozy loungewear
while watching a movie chosen by your brand. This will create a sense of community and
make Homebodies feel like they are part of something special.

The Creative Minds:

Create a limited-edition collection in collaboration with a local artist. This will not only
offer unique and expressive designs but also support the local community.

# The Eco-Friendly Shoppers:

Create a social media campaign that highlights the sustainable and ethical production
practices used to create your brand's clothing. Offer a discount to customers who bring
in old clothes to recycle. This will attract Eco-Friendly Shoppers who value sustainability
and making a positive impact on the environment.

Much better!
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There’s never only one way to do something. Let’s try another way to see a different approach
and some different results.

PROMPT:
... continued ...

Pretend you are a typical person in each Segment. Which of the Social Media marketing
ideas would engage you the most and why? How could each be done in a way that is
most engaging to you?

RESPONSE:

3% The Fashionistas: Instagram Influencer Campaigns: As a fashionista, | am always
looking for inspiration and new ideas for my wardrobe. Influencer campaigns on
Instagram are a great way to showcase different outfits and styles, and | can easily follow
the influencers whose style | admire. The influencers could also offer exclusive discount
codes to their followers, which would be an added incentive for me to make a purchase.

% The Athleisure Enthusiasts: YouTube Tutorials: As an athleisure enthusiast, | want
to make sure | am wearing my athleisure wear in the right way and pairing it with the
right accessories. YouTube tutorials that showcase different ways to wear athleisure
wear and offer styling tips would be very engaging to me. The tutorials could also feature
workout routines or challenges that incorporate the athleisure wear, which would be a
fun way to stay active and motivated.

% The Professional Dressers: Email Newsletter with Styling Tips: As a professional
dresser, | want to make sure | am dressed appropriately for work or business meetings.
An email newsletter that offers styling tips and suggestions for professional attire would
be very engaging to me. The newsletter could also feature interviews with successful
professionals who share their tips and tricks for dressing for success.

[ The Bargain Hunters: Flash Sales and Limited-Time Offers: As a bargain hunter, |
am always looking for a good deal. Flash sales and limited-time offers that offer deep
discounts or free shipping would be very engaging to me. The sales could be promoted
on social media or through email newsletters, and could feature a countdown timer to
create a sense of urgency.

% The Party Animals: Instagram Hashtag Campaigns: As a party animal, | want to
make sure my outfit is on point for special events or nights out. Instagram hashtag
campaigns that encourage users to share their party outfits and offer a chance to be
featured on the brand's page would be very engaging to me. The campaign could also
offer a prize or giveaway for the best outfit, which would be an added incentive to
participate.

izt The Beach Bums: Pinterest Boards: As a beach bum, | want to make sure | am
packing the right clothing and accessories for my beach or outdoor activities. Pinterest
boards that offer inspiration for beachwear and feature different outfit ideas and
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accessories would be very engaging to me. The boards could also include DIY tutorials
for beach accessories or recipes for healthy snacks to bring to the beach.

& The Body Positive Shoppers: TikTok Videos: As a body-positive shopper, | want to
see models of all sizes and shapes wearing the brand's clothing. TikTok videos that
showcase different body types and feature real people wearing the clothing would be
very engaging to me. The videos could also feature dance challenges or body-positive
affirmations, which would be a fun and uplifting way to promote the brand.

&) The Homebodies: Unboxing Videos: As a homebody, | want to make sure the
clothing and loungewear | order online is comfortable and cozy. Unboxing videos that
feature real people trying on and reviewing the clothing would be very engaging to me.
The videos could also include styling tips and suggestions for different ways to wear the
clothing around the house.

The Creative Minds: Instagram Reels: As a creative mind, | want to see unique and
expressive designs that showcase the brand's individuality. Instagram reels that feature
behind-the-scenes looks at the brand's design process, or highlight different prints and
textures, would be very engaging to

# The Eco-Friendly Shoppers: Sustainable Fashion Challenge: As an eco-friendly
shopper, | am passionate about sustainability and ethical production. A brand could
challenge me to create a capsule wardrobe using only sustainable and ethical clothing
items, or to upcycle old clothing into new designs. To make it more engaging, the
challenge could be hosted on social media with a hashtag for participants to share their
progress and ideas. The brand could also provide resources, such as educational content
and discount codes for sustainable fashion brands.

Each marketing idea probably *could* work for any audience - but you’d need to tweak it.
Sometimes in a big way, as this table demonstrates.

PROMPT:
... continued ...

For each Marketing Idea, come up with a way to first tailor it perfectly to the needs of the
Fashionistas and then perfectly to the needs of the Athlesuire Enthusiasts. Answer in this
format:

Number. Emoji Marketing Idea:
- The Fashionistas: How you would tailor the idea and why it would meet their needs

- The Athleisure Enthusiasts: How you would tailor the idea and why it would meet their
needs

Reply in a table:

Column 1: Emoji Marketing Idea
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Column 2: How to design this for The Fashionistas

Column 3: How to design this for The Athleisure Enthusiasts

RESPONSE:

How to design this for The
Fashionistas

Marketing Idea

1. 3 The lookbook could feature the
Trendsetter latest fashion trends and styles,
Lookbook with eye-catching photography and
styling ideas. The Fashionistas
would appreciate getting
inspiration and new ideas for their
wardrobes, as well as being able to
see the latest trends.
2. {fi Personal The personal styling service could
Styling curate outfits based on the

Fashionistas' preferences, with a
focus on unique and eye-catching
designs. The Fashionistas would
appreciate having access to new
styles and personalized outfit
recommendations.

Subscription

3. Partnering with fashion influencers
Instagram who have a large following and
Influencer who frequently post photos of
Campaign their outfits would be appealing to

the Fashionistas. Influencers could
showcase unique and eye-catching
designs, and provide styling tips.

Hosting exclusive fashion events,
such as fashion shows, pop-up
shops, or launch parties, would be
appealing to the Fashionistas.
These events could showcase the
latest designs and trends and allow
them to meet other fashion
enthusiasts.

4. M Exclusive
Fashion Events

5. &) Fashion A fashion film could showcase
Film unique and eye-catching designs,
with a focus on storytelling and
artistic visuals. The Fashionistas
would appreciate the creativity and
artistry of the film.
6. Ql Beauty Collaborating with beauty brands
and Fashion to create fashion-inspired makeup

or beauty looks would be
appealing to the Fashionistas.
These collaborations could
showcase the latest fashion trends
and provide makeup inspiration.

Collaboration

7. & Exclusive
Fashion
Discounts

Offering exclusive discounts on
unique and eye-catching designs
would be appealing to the
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How to design this for The Athleisure
Enthusiasts

The lookbook could feature comfortable and
functional activewear, with tips on how to style
outfits for different activities. The Athleisure
Enthusiasts would appreciate seeing how to look
stylish while still being comfortable and functional.

The personal styling service could curate outfits
based on the Athleisure Enthusiasts' preferences,
with a focus on comfortable and functional
activewear. The Athleisure Enthusiasts would
appreciate having access to new styles and
personalized outfit recommendations that suit
their active lifestyle.

Partnering with fitness influencers who have a
large following and who frequently post photos of
their workouts would be appealing to the
Athleisure Enthusiasts. Influencers could
showcase comfortable and functional activewear,
and provide workout tips.

Hosting exclusive fitness events, such as group
workouts or charity runs, would be appealing to
the Athleisure Enthusiasts. These events could
feature activewear brands and allow them to meet
other active individuals.

Afitness film could showcase athletes wearing
functional activewear, with a focus on highlighting
the capabilities and performance of the clothing.
The Athleisure Enthusiasts would appreciate the
focus on functionality and performance.

Collaborating with fitness brands to create
functional activewear with beauty and fashion-
inspired details, such as prints or colour blocking,
would be appealing to the Athleisure Enthusiasts.
These collaborations could provide new and
unique activewear options.

Offering exclusive discounts on comfortable and
functional activewear would be appealing to the
Athleisure Enthusiasts, who want to look good
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Fashionistas, who want to stay on while being active. These discounts could be
top of the latest trends. These offered to loyalty program members or social
discounts could be offered to media followers.

loyalty program members or social
media followers.

Once you have settled on a marketing idea that feels right. you should brainstorm ways to
make it as engaging as possible for your target audience. Here is an example.

PROMPT:
... continued ...

Come up with 10 different ways to make the Social Media Marketing perfect for the
needs of The Fashionistas segment. Pick an emoji for each idea.

RESPONSE:

& Instagram Live Fashion Show: Host a live fashion show on Instagram to showcase
the latest trends and styles. The Fashionistas can watch the show from the comfort of
their own homes and interact with the host and other viewers in real-time.

M Influencer Takeover: Partner with fashion influencers and have them take over your
social media accounts for a day. They can share their favourite fashion finds and give tips
on how to style them.

[ Exclusive Discount Codes: Offer exclusive discount codes for your social media
followers. The Fashionistas love a good deal, and this will incentivize them to shop with
your brand.

& User-Generated Content: Encourage your followers to share photos of themselves
wearing your clothing and accessories. The Fashionistas love to show off their style, and
this will give them a chance to do so while also promoting your brand.

& Behind-The-Scenes Videos: Share behind-the-scenes videos of your fashion shoots
and events. The Fashionistas love to see what goes on behind the scenes and this will
give them an exclusive look into your brand.

Fashion lllustrations: Share fashion illustrations of your clothing and accessories.
The Fashionistas appreciate art and design and will enjoy seeing unique representations
of your products.

& Vvirtual Styling Sessions: Offer virtual styling sessions where a stylist can give
personalized fashion advice and recommendations. The Fashionistas will appreciate the
individual attention and will be more likely to make a purchase based on the advice
given.
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& Blog Posts: Create blog posts on the latest fashion trends and styles. The
Fashionistas enjoy staying up to date with the latest fashion news and will appreciate the
tips and advice.

ffh Giveaways: Host social media giveaways for your clothing and accessories. The
Fashionistas love to win free items, and this will incentivize them to engage with your
brand and potentially make a purchase.

& Fashion Film: Create a short fashion film showcasing your latest collection. The
Fashionistas appreciate creativity and will enjoy seeing your products in a unique and
artistic way.

Let’s contrast the above with how you’d tweak the marketing idea to make it as relevant as
possible if you were targeting a very different audience.

PROMPT:
... continued ...

Come up with 10 different ways to make the Social Media Marketing perfect for the
needs of The Bargain Hunters segment. Pick an emoji for each idea

RESPONSE:

fh Flash Sales: Post time-sensitive deals on social media to create urgency and
encourage immediate purchases.

& Coupon Codes: Share unique coupon codes that offer discounts or free shipping to
your social media followers.

[ Limited Time Offers: Post special offers for a limited time on social media, such as
"buy one get one free" or "50% off select items."

€ Referral Discounts: Offer special discounts to customers who refer their friends to
your brand through social media.

% Giveaways: Host social media giveaways that require participants to follow your
brand, share the post, or tag a friend to enter.

<0 Social Media-Exclusive Deals: Offer exclusive deals only available to your social
media followers to create a sense of exclusivity and loyalty.

& Collaborations: Collaborate with social media influencers to offer special deals or
discount codes to their followers.

Price Drop Alerts: Alert social media followers of price drops or sales through social
media posts or targeted ads.

& Bundles and Packages: Create package deals on social media, such as "buy three
items for a discounted price."
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£ Mystery Boxes: Offer mystery boxes of discounted items that will be a surprise to
customers who purchase them.

In this chapter, we introduced the concept of an audience strategy and why picking an

audience and targeting your marketing to that audience is so important.

Benefits include:

It helps you reach the right people: By targeting a specific audience, you can focus
your marketing efforts on the people who are most likely to be interested in your
brand. This can help you get more bang for your buck and avoid wasting resources on
people who are not interested..

It helps you stand out: By targeting a specific audience, you can differentiate yourself
from competitors and create a unique and memorable brand. This can help you attract
and retain loyal fans and build a strong following.

It helps you create more effective marketing: By tailoring your marketing to the needs
of your target audience, you can create more effective marketing campaigns that
resonate with your audience and drive action. This can help you increase conversions,
such as and achieve your marketing goals.

It helps you build a deeper connection with your audience: By targeting a specific
audience and tailoring your marketing to their needs, you can create a deeper
connection with your audience and foster a sense of community and belonging. This
can help you create a loyal and passionate fanbase that supports your IP and gives you
longevity.

Now let’s see how language models can help us to plan our marketing campaigns and

generate marketing assets.
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Half the battle in marketing is knowing what types of marketing you should be doing in the
first place. So let’s start there.

Stepping Back: Which Marketing Should
You Do?

You can ask a language model what types of marketing you should be doing as follows.
PROMPT:

List ten of the most important types of marketing a marketing executive should do for a
fashion retailer. Include emojis where useful

RESPONSE:

Social Media Marketing [: Creating and executing social media campaigns across
various platforms like Facebook, Instagram, Twitter, and Pinterest to build brand
awareness, engage with customers, and drive sales.

Influencer Marketing &: Collaborating with fashion bloggers, Instagram influencers,
and YouTube personalities to promote products, increase brand awareness and
generate sales.

Email Marketing B=1: Sending out personalized email campaigns to subscribers and
customers to promote products, exclusive deals, and special offers.

Content Marketing [& : Creating high-quality content such as blog posts, videos,
infographics, and lookbooks to showcase fashion products, trends, and styling tips to
attract and engage potential customers.

Search Engine Optimization (SEO) £9: Optimizing website content and blog posts to
rank higher in search engine results pages and drive traffic to the website.

Pay-Per-Click (PPC) Advertising §): Creating targeted ads that appear on search
engines, social media platforms, and other websites to drive traffic and sales.

Event Marketing 8 : Participating in fashion shows, exhibitions, and events to
showcase products, increase brand awareness, and network with potential customers.

Affiliate Marketing B: Partnering with other websites and blogs to promote products
and offer commission-based incentives for driving sales.
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Guerrilla Marketing : Using unconventional marketing tactics such as flash mobs,
pop-up stores, and street art to create buzz, generate interest and build brand
awareness.

Mobile Marketing [: Creating mobile apps and text message campaigns to reach
customers directly on their smartphones, drive sales, and increase brand loyalty.

Next, brainstorm a list of marketing initiatives that feel useful to you. Here is a set you can
start with.

PROMPT:

To grow their audience marketing executives for fashion brands must do social media
marketing: Using social media platforms like Facebook, Instagram, and Twitter to
promote their brand and connect with fans. What are ten great, fun, novel, catchy ideas
for something a marketing executive could do to promote their brand on social media?
Give each idea an emoji, a title and a description. We'll call these our "Marketing Ideas"

RESPONSE:

Here are ten marketing ideas for promoting a fashion brand on social media, complete
with an emoji, a title, and a description for each one:

&8 #00TD Contest: Encourage followers to post pictures of their outfit of the day
(OOTD) featuring your brand's clothing. Offer a prize for the best photo, and share the
winning look on your own social media pages to showcase your products in action.

ffi Giveaway Galore: Host a series of giveaways on social media platforms to entice
followers to engage with your brand. Make it easy to enter and offer prizes that align
with your brand's aesthetic and values.

Create a Fashion Challenge: Ask followers to create fashion mood boards or outfit
ideas featuring your brand's clothing. Offer a prize to the most creative submission, and
share the winning look on your social media pages.

D Influencer Takeover: Partner with a fashion influencer or celebrity and have them
take over your brand's social media accounts for a day. They can share their favourite
outfits featuring your brand's clothing and interact with your followers.

(@ Colour Inspiration: Use a colour of the week or month to inspire followers to create
outfits featuring that colour. Share your favourite submissions on your social media
pages and highlight how your brand's clothing fits into the trend.

¥ Fashion Film Series: Create a series of short fashion films featuring your brand's
clothing. Share them on your social media platforms, and encourage followers to create
their own short fashion films featuring your clothing.
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Fashion Show Live-Stream: Host a live-streamed fashion show featuring your
brand's clothing. Use social media to promote the event and give followers a behind-the-
scenes look at the show.

@ Product Launch Scavenger Hunt: Create a social media scavenger hunt to promote
a new product launch. Offer clues and hints on your social media pages to lead followers
to the new product.

B Trendspotting Blog: Create a blog or newsletter that focuses on current fashion
trends and how your brand's clothing fits into the trend. Share the blog on your social
media pages and encourage followers to sign up.

©) Ask Your Followers: Use social media to ask your followers what they want to see
from your brand. Encourage them to share their ideas and suggestions and use their
feedback to guide your marketing strategy.

As always, you should tweak the prompt or try alternate prompts until you come up with a
set you love. You must also remember one of the original limitations on recency - some of the
guicker-moving social media trends may not have been picked up yet by language models so
you’ll need to apply your own knowledge of the current opportunities to build on this list.

Finding Marketing Inspiration

Stuck for ideas? Inspiration may come from others. Let’s see if a language model can help
here.

PROMPT:

Come up with one fashion brand for which a unique and exceptional job was done in
each area.

What makes the marketing for that brand good in that area? List unique insights from
how these things were done uniquely and differently compared to other fashion brands.
Say what's special about how they did it. And suggest what other brands should do
differently to learn from them in this area.

After each, add three bullet points that contain specific relevant ideas. (They should be
specifically inspired by the brand in question. Niche ideas that are relevant are better
than generic ideas here)

Avoid generic marketing lessons and focus on specific things that this brand does
differently from other brands)

RESPONSE:

Sure! Here are five fashion brands and how they excel in different areas of marketing:
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Glossier (Social Media Marketing) Glossier has become a cult beauty brand by building
a community-driven marketing strategy that places social media at the heart of their
approach.

What makes Glossier's marketing good:

® They prioritize building relationships with their customers and creating a sense of
belonging to a community rather than hard selling.

® They use user-generated content (UGC) to showcase their products, which helps
to build trust with their audience.

® They prioritize real and authentic communication, which has helped to foster a
strong sense of brand loyalty.

What other brands can learn from Glossier's approach:

® Prioritize building a sense of community and relationships with your customers
rather than solely focusing on driving sales.

® Use UGC to showcase your products and build trust with your audience.
® Prioritize authentic and transparent communication in all your marketing efforts.
Nike (Branding and Advertising)

Nike is known for its iconic branding and advertising campaigns that inspire people to
achieve their goals and embrace a lifestyle of athleticism.

What makes Nike's marketing good:

® They prioritize creating an emotional connection with their audience by telling
inspiring stories and showcasing diverse athletes.

® They have a consistent and recognizable brand identity that is instantly
recognizable across all of their marketing efforts.

® They are not afraid to take a stand on social and cultural issues, which has helped
to strengthen their brand identity.

What other brands can learn from Nike's approach:

® Focus on creating a strong emotional connection with your audience by telling
inspiring stories and showcasing diverse individuals.

® Develop a consistent and recognizable brand identity that is used across all of
your marketing efforts.

® Take a stand on social and cultural issues that align with your brand values and
beliefs.
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Warby Parker (E-commerce) Warby Parker is an eyewear brand that has revolutionized
the e-commerce experience with its innovative approach to shopping for glasses online.

What makes Warby Parker's marketing good:

® They have a streamlined and user-friendly website that makes it easy to browse
and buy their products online.

® They offer free shipping and free returns, which takes away the risk associated
with buying glasses online.

® They have a virtual try-on feature that allows customers to see what the glasses
will look like on their face before making a purchase.

What other brands can learn from Warby Parker's approach:

® Prioritize creating a seamless and user-friendly e-commerce experience that
makes it easy for customers to browse and buy your products online.

e Offer free shipping and returns to reduce the risk associated with online
shopping.

® Use innovative technologies like virtual try-on features to help customers
visualize how your products will look on them.

Chanel (Luxury Branding) Chanel is a luxury fashion brand that has become
synonymous with timeless elegance and sophistication.

What makes Chanel's marketing good:

® They prioritize creating a sense of exclusivity and luxury in all of their marketing
efforts, which has helped to maintain their reputation as a high-end fashion
brand.

® They have a consistent and recognizable brand identity that is used across all of
their marketing efforts.

® They use storytelling and cinematic visuals to create an emotional connection
with their audience.

What other brands can learn from Chanel's approach:

® Prioritize creating a sense of exclusivity and luxury in your marketing efforts to
help elevate your brand image.

® Develop a consistent and recognizable brand identity that is used across all of
your marketing efforts.

® Use storytelling and cinematic visuals to create an emotional connection with
your audience.
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Patagonia (Sustainability Marketing) Patagonia is a clothing company that has
become a leader in sustainable and ethical fashion by prioritizing transparency and
social responsibility in their marketing efforts.

What makes Patagonia's marketing good:

® They prioritize transparency and education about the environmental and social
impact of their products, which has helped to build trust with their audience.

® They take an active stance on environmental and social issues, which has helped
to create a loyal customer base of like-minded individuals.

® They use their marketing efforts to encourage customers to make conscious
purchasing decisions that prioritize sustainability and social responsibility.

What other brands can learn from Patagonia's approach:

® Prioritize transparency and education about the environmental and social impact
of your products to build trust with your audience.

® Take an active stance on environmental and social issues that align with your
brand values and beliefs.

® Use your marketing efforts to encourage customers to make conscious
purchasing decisions that prioritize sustainability and social responsibility.

Pretty good. We can’t speak for factual accuracy, but this is a case where that isn’t as
important as you might think. Even if some of these aren’t quite true, we’re only looking for
inspiration, and so, if they provide useful inspiration, then go for it!

Marketing Inspiration from Other Brands

If there is another fashion brand whose marketing you respect, you can try exploring the
lessons you can learn from them. Let’s try Zalando.

PROMPT:

| want to explore how Zalando markets in Europe: In particular, | want to understand
what tips and tricks other companies can learn from its marketing.

List areas of marketing that were done very well for Zalando. For each area, please list
five unique insights from how these things were done uniquely and differently for
Zalando specifically. Say what's special about how they were done for Zalando in
particular. And suggest what should be done differently for other brands to learn from
Zalando. Use emojis whenever useful.
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Please avoid generic marketing lessons and focus on specific things that were done
differently for Zalando compared with other fashion brands.

RESPONSE:

Marketing Area

Influencer
Marketing

Social Media
Marketing

Personalization

User-Generated
Content

Unique Insights

1. Collaborating with
micro-influencers from
various countries 2.
Using influencers who
share the brand's
values 3. Creating
unique content for
each influencer 4.
Providing influencers
with a personalized
shopping experience 5.
Giving influencers
creative freedom

1. Investing in social
media advertising 2.
Highlighting the brand's
unique selling points 3.
Showcasing the
diversity of products 4.
Using customer-
generated content 5.
Engaging with followers

1. Offering
personalized product
recommendations 2.

Providing a

personalized shopping
experience 3. Using Al
to analyse customer
data and provide
personalized content 4.
Personalizing emails
and newsletters 5.
Creating a personalized
loyalty program

1. Encouraging
customers to share
their experiences with
the brand 2. Using
customer reviews to
inform product
development 3.
Incorporating user-
generated content into

marketing campaigns 4.

Creating a sense of
community around the
brand 5. Highlighting
customer stories and
testimonials

What's Special about
Zalando

Zalando targeted a wide
range of micro-influencers
to reach a diverse
audience, and focused on
values alignment rather
than follower count. Each
influencer received
personalized attention to
ensure a unique
partnership.

Zalando used social media
platforms to reach a wider
audience and showcase its
product diversity. They also
encouraged customers to
create and share content,
which helped to build a
sense of community
around the brand.

Zalando used Al to analyse
customer data and provide
personalized content,
including product
recommendations and a
personalized shopping
experience. They also
created a personalized
loyalty program to reward
repeat customers.

Zalando encouraged
customers to share their
experiences with the brand
and used this content to
inform product
development. They also
incorporated user-
generated content into
marketing campaigns and
highlighted customer
stories and testimonials.
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Suggestions for Other
Brands

Other brands can learn to
prioritize values alignment
over follower count, and
provide personalized

attention to influencers.
M0 3%

Other brands can learn to
invest in social media
advertising, use customer-
generated content, and
engage with their followers
to build a strong sense of

community. §®&EE R

Other brands can learn to
use Al to provide
personalized content, create
personalized loyalty
programs, and provide a
personalized shopping
experience. [ & B =&

Other brands can learn to
encourage customers to
share their experiences with
the brand, use customer
reviews to inform product
development, and
incorporate user-generated
content into marketing

campaigns. i@ ® 8 % (2
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Sustainability 1. Highlighting Zalando highlighted Other brands can learn to
sustainable products sustainable products and highlight their sustainability
and initiatives 2. initiatives and collaborated initiatives, collaborate with
Collaborating with with sustainable fashion sustainable influencers, and
sustainable fashion influencers to promote support sustainable causes
influencers 3. eco-conscious fashion. and charities. They can also
Supporting sustainable They also supported use eco-friendly packaging to
causes and charities 4. sustainable causes and reduce their environmental
Using eco-friendly charities and used eco- impact. Z@§ETQ
packaging 5. Creating a friendly packaging.

sustainable fashion hub

We'll reiterate at this point that we can’t speak for factual accuracy, but the results are full of
ideas!
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Let’s start with an eternal fashion challenge, content. How much to spend on it, where to put
itand what it should feature. We're talking about photography, models, and editorial. In order
to stand out, most brands want to be unique, with clearly put across values that a customer
can connect with and will provoke an emotional response which prompts purchase.

We could look at existing brands again and how they do it but, relying solely on comparisons
can also have drawbacks, as it can lead to unfair or inaccurate assumptions about the
positioning of the other brands and can be interpreted very differently by different people!

A better approach would be to understand content preferences. Language models can help
here also, of course!

Creating Fashion Content

It’s important for any brand to connect visually with its key target audience. Understanding
the differences in preferences for each of our segments can really help to scope, craft and
make efficient investments in the development of any creative assets.

PROMPT:

For each segment, describe the type of visual content that would connect with them and
encourage them to buy fashion. Describe the type of photography, models, scenery and
other image notes. Don't give generic ideas but use language that a creative executive
would need to use

RESPONSE:
The Fashionistas:

To connect with this segment, visual content needs to showcase the latest and unique
fashion trends in a creative and eye-catching way. Photography should be high-end and
fashion-forward, featuring bold colours, prints, and textures. Models should be fashion-
forward and styled in a way that showcases the clothing and accessories. The scenery
should be urban or trendy locations that reflect the fashion-forward nature of the
segment.

The Athleisure Enthusiasts:

Visual content for this segment should focus on showcasing the functionality and
comfort of athleisure wear. Photography should be active and dynamic, featuring models
engaged in fitness activities or running errands. Models should have a sporty look and
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reflect the active lifestyle of the segment. Scenery should be outdoors or in a gym,
reflecting the segment's interest in fitness.

The Professional Dressers:

Visual content for this segment should be polished and professional, showcasing classic
styles and clean lines. Photography should be high-end and feature models dressed in
business attire, looking confident and competent. Scenery should be in a professional
environment such as an office or boardroom, reflecting the segment's interest in a
professional appearance.

The Bargain Hunters:

Visual content for this segment should highlight the great deals and savings available on
fashionable items. Photography should be casual and fun, featuring models wearing
trendy and affordable clothing. Scenery should be in shopping environments such as
malls or stores, highlighting the segment's interest in finding fashion deals.

The Party Animals:

Visual content for this segment should be bold, unique, and showcase fun designs that
make a statement. Photography should be high-energy and fun, featuring models
dressed in bright and eye-catching clothing and accessories. Scenery should be in vibrant
and lively locations such as nightclubs or special events, reflecting the segment's interest
in making a statement through fashion.

The Beach Bums:

Visual content for this segment should showcase comfortable and practical clothing for
outdoor activities. Photography should be relaxed and natural, featuring models wearing
lightweight and breathable clothing in beach or pool settings. Models should have a laid-
back, relaxed appearance, reflecting the segment's interest in comfortable and easy-to-
wear clothing.

The Body Positive Shoppers:

Visual content for this segment should showcase clothing that promotes confidence and
body positivity. Photography should be inclusive and diverse, featuring models of all
sizes and shapes wearing fashionable clothing. Scenery should be casual and
comfortable, reflecting the segment's interest in clothing that makes them feel good in
their own skin.

The Homebodies:

Visual content for this segment should showcase comfortable and practical clothing for
lounging and relaxation at home. Photography should be cozy and comfortable,
featuring models wearing soft and comfortable clothing in home settings. Scenery
should be in cozy environments such as living rooms or bedrooms, reflecting the
segment's interest in comfortable and practical clothing for home.
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The Creative Minds:

Visual content for this segment should be unique and expressive, showcasing clothing
and accessories that allow for creativity and self-expression. Photography should be
artistic and experimental, featuring models in unique and creative clothing and
accessories. Scenery should be in artistic and creative environments such as art galleries
or creative studios, reflecting the segment's interest in expressing individuality through
fashion.

The Eco-Friendly Shoppers:

Visual content for this segment should showcase sustainable and ethical clothing and
accessories. Photography should be natural and eco-friendly, featuring models in
sustainable and eco-friendly clothing and accessories in outdoor settings such as forests
or nature reserves. Scenery should be in eco-friendly environments such as solar-
powered homes or sustainable gardens, reflecting the segment's interest in
environmentally-friendly fashion choices.

A pretty good start at describing what sort of imagery could be used. A bit obvious but
hopefully, we’ve demonstrated the power of language models in going from relatively simple
and crude descriptions of how to approach the creative. If you don’t have the words to
describe something, the language model can help!

Another large part of fashion retail is the thumbnail product images, while we’ve been talking
about marketing collateral, the thumbnail pictures of clothes are extremely important for
digital fashion retailers because they are often the first point of contact between the
consumer and the product. A thumbnail image is a small preview of the item, and it's typically
the first visual element a potential customer sees when browsing through an online store.
Therefore, the thumbnail picture needs to be attractive and eye-catching enough to entice
the consumer to click through to the product page.

In addition, thumbnail pictures are important for improving the overall user experience on
the website. If the images are clear, high-quality, and accurately represent the product, it can
help customers make more informed decisions and feel confident about their purchase. On
the other hand, if the images are poor quality, unclear, or do not accurately represent the
product, it can lead to frustration and a negative shopping experience.

Let’s now explore how to ask a language model to help here
PROMPT:

Describe the key elements of product pictures and descriptions on fashion retail
websites and rate each element between 0 - 10 on how important that feature is (e.g.
real models featured vs. clothes only, 360 view of garment, different size models)

RESPONSE:
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Key elements of product pictures and descriptions on fashion retail websites include:

High-quality images - 10/10: Images should be clear, well-lit, and showcase the product
from different angles. High-quality images can help to build trust with customers and
provide a more accurate representation of the product.

Accurate product descriptions - 9/10: Product descriptions should be detailed and
accurately describe the features and benefits of the product. This information can help
customers make informed purchasing decisions and reduce the likelihood of returns.

Real models featured - 8/10: Real models can help customers visualize how the product
will look on a person, and provide a better sense of fit and sizing.

Different size models - 7/10: Featuring different size models can help customers with
different body types get a better sense of how the product will fit on them.

360-degree view of garment - 9/10: 360-degree views can provide customers with a
better sense of the product's details, textures, and overall appearance.

Multiple product images - 9/10: Including multiple images of the product can help
customers get a better sense of the product and provide a more complete view.

Fabric information - 8/10: Providing information about the fabric can help customers
understand the quality and feel of the product, which can influence purchasing
decisions.

Care instructions - 7/10: Including care instructions can help customers understand
how to maintain the product and can also influence purchasing decisions.

Overall, each of these features is important in its own way, with high-quality images
being the most crucial element. Accurate product descriptions, 360-degree views of the
garment, and multiple product images are also highly important. Real models, different
size models, fabric information, and care instructions can also play a role in the
purchasing decision, but are slightly less important.

This sort of information is generic, but if you’re trying to understand the hierarchy around
how to produce this sort of imagery, this kind of overview helps. Relating this prompt to a
specific brand and a specific website could help you make those thorny decisions. Is it worth
paying for models for every clothing item, or could some of the product ranges that are
targeted at specific segments do without? Let’s ask.

PROMPT:

For each Segment of fashion buyers. Explain whether using real-life models in product
images on the retail website of a fashion brand is important or whether just an image of
the clothing would be enough to prompt a sale. Be clear about which segments the
investment is worthwhile for the brand. Please use table format and a rating out of 10 to
suggest how important the models are, where 10 is critical, and 0 is non-essential.
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RESPONSE:

Fashion Buyer Segment Importance of Real Life Models in

Dradiirt Imacac

The Eco-Friendly Shoppers 9

This is basic. But it does give you a good sense of where to put your budget as a starting point.

The next natural step is to understand, for the segments where it’s important, what sort of

visual elements they are looking for.

PROMPT:

Describe the key visual elements that are important for each segment. Table format with

segment emojis

RESPONSE:

3% The Fashionistas
% The Athleisure
Enthusiasts

€ The Professional
Dressers

% The Bargain Hunters
% The Party Animals
The Beach Bums
& The Body Positive

Shoppers

&) The Homebodies

Key Visual Elements

Trendy and eye-catching designs, bold colours and patterns, fashion-
forward models, high-end and aspirational settings

Comfortable and functional designs, athletic models, active and fitness-
oriented settings, bright and energetic colours

Polished and classic designs, professional models, formal and
corporate settings, muted and neutral colours

Discounted prices and sales, attractive models, value-oriented settings,
bright and fun colours

Bold and unique designs, statement pieces, fun and playful models,
party and nightlife settings, bright and flashy colours

Comfortable and practical designs, lightweight and breathable fabrics,
beach and outdoor settings, bright and breezy colours

Diverse and inclusive models, comfortable and flattering designs,
confidence-boosting settings, bright and bold colours

Cozy and comfortable designs, relaxed and casual models, home and
domestic settings, muted and neutral colours

140



CREATING MARKETING ASSETS

The Creative Minds Unique and expressive designs, artistic and creative models, avant-
garde and experimental settings, bold and contrasting colours

£ The Eco-Friendly Sustainable and eco-friendly designs, nature and environmentally-
Shoppers friendly settings, ethical and conscious models, earthy and natural
colours

Now let’s see if a language model can turn that into a content strategy for us?
PROMPT:
Give me a clear and unique content strategy for each segment
RESPONSE:
Sure, here are some unique content strategy ideas for each fashion segment:
3% The Fashionistas:

Collaborate with fashion bloggers and influencers to create content showcasing the
latest trends and styles.

Use user-generated content from social media to feature how customers are styling your
products in unique and creative ways.

Highlight limited edition or exclusive pieces to create a sense of urgency and exclusivity.

Create visually stunning editorials featuring high-end and aspirational settings to inspire
and attract fashion-forward customers.

% The Athleisure Enthusiasts:

Create workout videos or tutorials featuring your activewear to show how it performs in
real-life situations.

Use real athletes or fitness models as your brand ambassadors to promote your
activewear line.

Share behind-the-scenes content of your product development and design process to
emphasize the functionality of your activewear.

Highlight the versatility of your activewear by showing how it can be worn beyond the
gym or workout setting.

< The Professional Dressers:

Create style guides featuring your professional clothing line to help customers dress
appropriately for work or business events.
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Share career-oriented content such as career tips, networking strategies, and
professional development resources to position your brand as a resource for career-
oriented individuals.

Use testimonials from professionals in different industries to showcase the versatility of
your clothing line.

Collaborate with career-oriented influencers or organizations to create content and
promotions targeted towards professionals.

[B The Bargain Hunters:

Create a dedicated sale or clearance section on your website featuring discounted
products.

Create limited-time promotions such as flash sales or discount codes to create a sense of
urgency and encourage customers to make a purchase.

Use user-generated content from social media to showcase customers' bargain finds and
how they're styling them.

Collaborate with influencers or bloggers who specialize in finding affordable fashion to
showcase your brand and products.

& The Party Animals:

Use bold and eye-catching imagery on your website and social media to showcase your
statement pieces.

Create content featuring your products styled for different occasions such as weddings,
birthdays, or holidays.

Use social media platforms such as TikTok or Instagram Reels to create short, fun videos
featuring your products.

Collaborate with nightlife influencers or event planners to showcase your products at
parties and events.

£% The Beach Bums:

Create content showcasing your products in different beach or outdoor settings such as
surfing, hiking, or camping.

Use models of different body types to showcase the versatility of your swimwear and
outdoor clothing.

Collaborate with eco-friendly and sustainable brands to promote a conscious and
environmentally-friendly lifestyle.
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Use user-generated content from social media to showcase customers enjoying your
products in various outdoor activities.

& The Body Positive Shoppers:

Use models of different sizes, shapes, and ethnicities to showcase the inclusivity of your
clothing line.

Create content featuring your products styled for different body types and shapes to
promote body positivity.

Use social media to share positive and affirming messages about self-love and
confidence.

Collaborate with body-positive influencers or organizations to create content and
promotions targeted towards body-positive shoppers.

£ The Homebodies:

Create content featuring comfortable and cozy clothing styled for lounging at home or
doing household chores.

Use user-generated content from social media to showcase customers enjoying your
products in different home settings.

Collaborate with home decor or furniture brands to create content featuring your
products in cozy and comfortable home environments.

Use social media to share recipes, DIY projects, or other content related to home and
domestic life to attract home-oriented customers.

The Creative Minds:

As a brand catering to the Creative Minds segment, it's essential to showcase your
creativity and uniqueness.

Share behind-the-scenes content that highlights the creative process of designing your
products. This could include mood boards, sketches, and design inspiration.

You can also collaborate with artists and creatives to showcase your products in a unique
and artistic way.

Use bold and colourful visuals that showcase your unique designs and textures.
# The Eco-Friendly Shoppers:

To appeal to the Eco-Friendly Shoppers segment, it's important to showcase your brand's
commitment to sustainability and ethical production.

Share information about your eco-friendly materials and production processes.
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Showecase the sustainability credentials of your products and share any certifications or
accolades that your brand has received.

Use natural and organic imagery to showcase your products, and highlight any
environmental initiatives that your brand is involved in.

Not bad. Not amazing. But a great start. Try adding more detail to your prompt and more
clarity on what sort of team you have and the elements you want to consider.

It is interesting that none of the responses consider image generation tools; likely because
this is still an emerging area but it’s worth doing the work to understand how incredible assets
can be created using tools which support visual generation e.g. Midjourney and Dall-E. The
opportunities for digital avatars for both modelling and sizing/ fit and the possibilities of
digital collections are unfettered. Even Vogue used an avatar on the cover of Vogue Singapore
(March 2023). The advance of Al in the visual space will be a revolution in how things are
done.

Doing this topic justice would undoubtedly justify another book but we want to share the
realm of the possible with you.

Using Visual Al Tools

There are many image generation tools and more in the pipeline. We would NEVER suggest
they could replace designers, artists and creators but Al has a unique perspective and can be
an exceptional inspiration and route to test out ideas. Midjourney is one we are enjoying
playing with. It is an Al tool which generates images from natural language descriptions. This
is also known as a text-to-image model.

Midjourney (and other visual Al tools) aren’t quite as intuitive as ChatGPT and other language
models although they are constantly improving. They mostly rely on the same kind of simple
language input as a prompt (although you’ll see some technical details at the end of the
prompt, also!). Even so, you never really know what you’ll get and it is hard to precisely
control the image (e.g. ensuring that the exact piece of clothing you want to appear is
included!). But they are great for inspiration.

Here are some examples of how it could be used:
PROMPT:

Gucci Nike Dunks on sailboat cinematic award-winning, vogue, fashion show, street style
-v5--q2--s750
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RESPONSE:

No need for models, yachts or photographers on this project!

What about if you want to consider new design styles and are throwing around ideas - let’s
ask Midjourney to help.

PROMPT:

Tamara Ralph Oscar dress 90s hip hop style cinematic award winning, vogue, fashion
show, style --ar 3:2 --v 5 --q 2 --s 750

RESPONSE:
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\’ “In ..

I’m not convinced this captures 90s Hip Hop but it captures the elegance of a Tamara Ralph
dress so | asked ChatGPT to give me more keywords - it suggested ‘edgy’. Here is what we
got:

PROMPT:
Continued ..... + edgy

RESPONSE:
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The above pictures don’t really work and it needs careful thought and effort to get what you
need but it’s a tool that could inspire designers and create all sorts of assets from brand logos
to book covers!

Generally speaking generative Al can help push any initial drafts (whether specific visual
content or any of the work we’ve been writing about) to be better and clearer. Too often a
first draft ends up being used because those with the time/ experience/ bandwidth just don’t
have time to push it any further.

Now, let’s get back to what else language models can help you to create.

Marketing Newsletters

Let’s ask ChatGPT where else it can help with email newsletters
PROMPT:

| want to help CRM executives to use language models to generate marketing
newsletters to announce new products coming to store. What are all of the types of
marketing assets that you can help to generate to make these emails stand out

RESPONSE:

As an Al language model, | can generate a variety of marketing assets to help CRM
executives make their emails stand out. Here are some examples:

Product descriptions: | can generate compelling and informative descriptions for new
products, highlighting key features and benefits to help drive interest and sales.

Headlines: | can generate attention-grabbing headlines to make sure your emails stand
out in crowded inboxes.

Call-to-Action (CTA) copy: | can help craft persuasive copy for your CTA buttons,
encouraging readers to take action and visit your store.

Subject lines: | can help generate subject lines that are catchy, intriguing, and make
subscribers want to open your email.

Email introductions: | can generate engaging opening paragraphs that draw readers in
and set the tone for the rest of the email.

Images: | can help source and select high-quality images to accompany your product
descriptions, helping to showcase your new products and make your email more visually

appealing.
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Video scripts: | can generate scripts for short promotional videos that can be included in
your emails to showcase your products in action.

Social media copy: | can generate short and snappy copy for social media posts to
promote your new products and drive traffic to your store.

By using ChatGPT to generate these marketing assets, CRM executives can save time and
resources while still creating compelling and effective marketing materials to promote
their new products.

We won’t go through them all. That would make for a very long book and you likely have CRM
executives who already know this but if you’re junior or new to your role these sorts of
guestions can help you supercharge your career. And anyway, we hope we’ve shown you the
methods that you can then apply to any assets you want to create. But let’s try some of the
suggestions.

First, help with our emails. How can we make them more catchy, with a more successful call
to action?

Email Newsletter Copy

It's important to tailor your language and messaging to each customer segment in order to
create a more personalised and engaging experience. By using the appropriate language and
call to action, you can connect with your customers on a deeper level and increase the
likelihood of them making a purchase. We are using VERY simple instructions here to guide
you in developing your own unique prompt that will include information about your brand,
who you want to target and what your strategy is but hopefully, this is enough to get you
started.

PROMPT:

My fashion brand has a database of customer emails. We want to get them excited about
buying our products. for each segment: what sort of language should | use? What should
the subject be? What would be the best call to action for each segment? Table format.

RESPONSE:
Customer Language Subject Call to Action
Segment
3% The Use adjectives like "New Arrival Alert: Be "Shop now and get ahead of the
Fashionistas "unique", "eye- the First to Shop!" fashion curve!"
catching", "trendy"
% The Use words like "Workout in Style: New "Upgrade your workout wardrobe
Athleisure "comfortable", Collection Out Now!" today!"
Enthusiasts "functional" and

"versatile"
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© The Use words like "Elevate Your Work "Shop now and make a strong
Professional "polished", Wardrobe with Our impression at work!"
Dressers "sophisticated" and New Collection!"
"timeless"

% The Bargain

Use phrases like

"Limited Time Offer:

"Don't miss out on our amazing deals -

Hunters "amazing deals", Incredible Discounts!" Shop now!"
"discounts", and
"bargains"
B The Party Use words like "fun", "Stand Out in the "Shop now and make a statement at
Animals "bold", and "unique" Crowd with Our Latest your next party!"

The Beach

Use phrases like

Collection!"

"Get Ready for Summer

"Shop now and be ready for your next

Bums "lightweight", with Our Beach beach adventure!"
"breathable", and Collection!"
"easy-to-wear"
& The Body Use phrases like "Feel Confident in Your "Shop now and embrace your
Positive "comfortable", Skin with Our beautiful body!"
Shoppers "flattering", and Collection!"
"confident"
&) The Use phrases like "Stay Comfy and Cozy "Shop now and upgrade your lounge-

Homebodies

The

Creative Minds

"cozy", "comfortable",
and "practical"

Use words like
"expressive", "bold",
and "experimental"

at Home with Our
Collection!"

"Unleash Your
Creativity with Our
Latest Collection!"

wear collection!"

"Shop now and express your unique
style!"

£ The Eco- Use words like "Shop Responsibly with "Shop now and support ethical and
Friendly "sustainable", Our Sustainable eco-friendly fashion!"
Shoppers "ethical", and "eco- Collection!"
friendly"

The language suggested here starts to get really interesting when you consider your SEO
goals. In fact, let’s check what language ChatGPT would suggest driving traffic to your website:

PROMPT:

Provide the best SEO keywords for each segment in relation to a retail store that sells
fashion items to drive traffic to the website

RESPONSE:

Sure, here are some suggested SEO keywords for each customer segment in relation to a
retail store that sells fashion items:

The Fashionistas: "trendy fashion", "latest fashion trends", "unique designs", "fashion-
forward clothing", "high-end fashion"

The Athleisure Enthusiasts: "activewear", "comfortable workout clothes", "athletic wear",
"yoga pants", "athleisure clothing"
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The Professional Dressers: "business attire", "professional clothing", "office wear",
"work clothes", "formal attire"

The Bargain Hunters: "discounted fashion", "sale items", "affordable clothing", "budget
fashion", "clearance deals"

The Party Animals: "clubwear", "party outfits", "nightlife fashion", "daring fashion",
"glamorous clothing"

The Beach Bums: "swimwear", "beach fashion", "summer clothing", "resort wear",
"beach vacation outfits"

The Body Positive Shoppers: "size-inclusive fashion", "body-positive clothing",
"comfortable plus-size clothing", "inclusive fashion", "curvy fashion"

The Homebodies: "loungewear", "comfy clothing", "relaxing outfits", "cozy apparel",
"casual wear"

The Creative Minds: "artsy fashion", "unique clothing", "bold fashion", "quirky outfits",
"experimental fashion"

The Eco-Friendly Shoppers: "sustainable fashion", "ethical clothing", "eco-friendly
fashion", "organic clothing", "fair trade fashion"

This is a whole other world of digital optimisation that language models can be instrumental
in supporting but we couldn’t possibly cover it all here! But remember. You can ask ChatGPT
or other language models to write your email welcome newsletter for you and suggest the
best nursery journey for each of your final target segments.

Social Media Posts

As mentioned earlier, social media is such a huge area for fashion customers; from finding
inspiration to discovering new brands, purchasing and showing off new hauls. Let’s see how
we can go about generating social media posts to capture attention.

PROMPT:

| have a new fashion brand launching at my fashion retailer. Please help me with the
following:

Social media posts: | can help generate catchy captions, post descriptions, and hashtags
for social media platforms like Instagram, Facebook, and Twitter.

RESPONSE:

Absolutely! Here are some social media post ideas and examples for your new fashion
brand launch:
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Teaser posts: Create excitement and anticipation by sharing sneak peeks of your new
products before the launch. Some post ideas could include:

"Something new and exciting is coming to our store soon... stay tuned! |s| #NewArrivals
#FashionLaunch #ComingSoon"

"Get ready to elevate your wardrobe with our upcoming collection! & #FashionLaunch
#NewCollection #Fashionista"

Countdown posts: Build excitement by sharing countdown posts leading up to the
launch. Examples could include:

"Only 3 more days until the launch of our new collection! & Are you ready?
#FashionLaunch #CountdownBegins #NewCollection"

"2 more days until you can get your hands on our stunning new pieces! & Don't miss
out! #NewArrivals #FashionLaunch #2DaysToGo"

Product spotlight posts: Showcase some of your new products and highlight their
unique features. Some post ideas could include:

"Introducing our new [product name]! Made from the softest materials and available in
multiple colours. & #NewArrivals #FashionLaunch #ShopNow"

"Say hello to our [product name] - the perfect addition to your summer wardrobe! £
Available now in-store and online. #FashionLaunch #NewCollection #SummerStyle"

Behind-the-scenes posts: Give your followers a sneak peek into the creative process
and what goes on behind the scenes. Examples could include:

"We've been working hard to bring you the best fashion yet! Here's a glimpse into our
design process. @) #FashionLaunch #BehindTheScenes #FashionDesign"

"Our team is busy preparing for the launch of our new collection! Here's a sneak peek at
what's to come. @& #FashionLaunch #NewArrivals #SneakPeek"

Influencer collaboration posts: Partner with influencers to showcase your new
products and reach a wider audience. Some post ideas could include:

"We're thrilled to have collaborated with [influencer name] on our new fashion launch!
Check out their post to see their favourite pieces. @ #FashionLaunch #InfluencerCollab
#ShopNow"

"Our new collection has something for everyone, including [influencer name]'s top picks!
Check out their post for some major fashion inspo. g #FashionLaunch #NewArrivals
#Collaboration"

Remember to use relevant hashtags to reach your target audience and engage with your
followers by responding to comments and feedback. Good luck with your fashion brand
launch!
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Hmmm... These all feel like ideas that could generally work for a fashion brand, however,
we’ve not told ChatGPT anything about our brand. A good lesson here is if you ask ChatGPT
or another language model a question it will usually give you an answer. However, if your
question is very open the responses will likely be very generic. Let’s try asking that question
again, this time giving ChatGPT the description for our fashion brand it created earlier.

PROMPT:

Thinking about the omnichannel retailer called "Style Haven" ....below is a synopsis for a
new fashion retailer. | need to create a social media marketing campaign to build interest
among the brand's potential audience. Please can you help generate catchy captions,
post descriptions, and hashtags for social media platforms like TikTok, Instagram,
Facebook, and Twitter based on the description? Make it compelling and emotional.

(full description not pasted here for brevity)

RESPONSE:

TikTok:

Caption: Ready to slay your fashion game with Style Haven!  f f

Post Description: Get ready to experience a new level of fashion with Style Haven! Our
inclusive, creative and sustainable brand is here to bring you the latest fashion trends
and styles that fit your unique preferences. From personalized shopping experiences to
body-positive and sustainability workshops, we're here to empower and inspire fashion
lovers everywhere!

Hashtags: #StyleHaven #InclusiveFashion #SustainableStyle #FashionForAll
#CreativeFashion #FashionTips #TrendAlerts #ShopSmall

Instagram:
Caption: Join the Style Haven fashion revolution! 8 &3 3

Post Description: Welcome to Style Haven, where fashion meets inclusivity, creativity, and
sustainability! Our user-friendly website offers personalized shopping experiences with
style recommendations based on your purchase history and preferences. Follow us for
fashion tips, trend alerts, and exclusive interviews with designers and influencers. Don't
miss out on our regular in-store events and workshops featuring body-positive and
sustainability advocates and local designers!

Hashtags: #StyleHaven #FashionRevolution #InclusiveFashion #SustainableStyle
#FashionForAll #CreativeFashion #FashionTips #TrendAlerts #ShopSmall

Facebook:

Caption: Get ready to fall in love with fashion all over again at Style Haven! &
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Post Description: Style Haven is more than just a fashion retailer, it's a destination where
you can celebrate diversity and express your creativity through fashion. Our online store
offers personalized shopping experiences that fit your style preferences, and our
physical stores feature a range of mannequins and models of all sizes and shapes. Follow
us for regular updates on our blog section with fashion tips, trend alerts, and exclusive
interviews with designers and influencers. Don't forget to attend our in-store events and
workshops featuring local designers and sustainability advocates!

Hashtags: #StyleHaven #FashionDestination #InclusiveFashion #SustainableStyle
#FashionForAll #CreativeFashion #FashionTips #TrendAlerts #ShopSmall

Twitter:
Caption: Discover a new level of fashion at Style Haven! & ¥

Post Description: Style Haven is the place where fashion meets inclusivity, creativity, and
sustainability! Our website offers personalized shopping experiences based on your
purchase history and preferences, and our physical stores feature diverse mannequins
and models. Follow us for fashion tips, trend alerts, and exclusive interviews with
designers and influencers, and don't miss out on our in-store events and workshops
featuring local designers and sustainability advocates!

Hashtags: #StyleHaven #FashionDestination #InclusiveFashion #SustainableStyle
#FashionForAll #CreativeFashion #FashionTips #TrendAlerts #ShopSmall

As storylines come together feeding the language model more details of the content will
enable it to further tailor suggestions to the message you want. Providing details of the target
audience will also help to refine the suggestions.

Let’s ask ChatGPT what prompt we should use to generate some actual social media content.
PROMPT:

Please write an example prompt that | could use that would tell you everything you need
to know to create catchy captions, post descriptions, and hashtags for social media
platforms like Instagram, Facebook, and Twitter for the target audience. You do not need
to produce the content itself, just write a complete prompt and all the instructions
necessary to generate great content to create excitement among the target audience for
"Style Haven" .

RESPONSE:

Sure, here's an example prompt that would provide all the necessary information to
generate catchy captions, post descriptions, and hashtags for social media platforms like
Instagram, Facebook, and Twitter for "Style Haven":

"Hey ChatGPT! We're launching a new fashion retailer called 'Style Haven' and we need
help creating a social media marketing campaign to build excitement among our target
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audience. Our brand values are inclusivity, creativity, and sustainability, and we aim to be
a fashion destination that inspires creativity, celebrates diversity, and promotes
conscious consumption. Our website offers a personalized shopping experience and a
blog section featuring fashion tips and trend alerts. We also have physical stores with
diverse mannequins and models of all sizes and shapes, where we host regular events
and workshops with local designers and artisans, as well as body-positive and
sustainability advocates. Can you generate catchy captions, post descriptions, and
hashtags for Instagram, Facebook, and Twitter that would convey our brand values and
inspire excitement among our target audience?"

Let’s try it.
PROMPT:

"Hey ChatGPT! We're launching a new fashion retailer called 'Style Haven' and we need
help creating a social media marketing campaign to build excitement among our target
audience. Our brand values are inclusivity, creativity, and sustainability, and we aim to be
a fashion destination that inspires creativity, celebrates diversity, and promotes
conscious consumption. Our website offers a personalised shopping experience and a
blog section featuring fashion tips and trend alerts. We also have physical stores with
diverse mannequins and models of all sizes and shapes, where we host regular events
and workshops with local designers and artisans, as well as body-positive and
sustainability advocates. Can you generate catchy captions, post descriptions, and
hashtags for TikTok, Instagram, Facebook, and Twitter that would convey our brand
values and inspire excitement among our target audience?"

RESPONSE:

Great! Based on this prompt, here are the instructions to generate catchy captions, post
descriptions, and hashtags for social media platforms like Instagram, Facebook, and
Twitter:

® Focus on the brand values of inclusivity, creativity, and sustainability. Use
language that highlights the importance of these values and how they relate to
the fashion industry.

® Emphasize the personalized shopping experience and the blog section featuring
fashion tips and trend alerts.

® Mention the physical stores with diverse mannequins and models of all sizes and
shapes, and highlight the regular events and workshops featuring local designers
and artisans, as well as body-positive and sustainability advocates.

® C(Create excitement by conveying the message that fashion should be fun,
expressive, and accessible to everyone, regardless of their size, shape, or budget.
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® Use trending and relevant hashtags to reach a wider audience on each platform,
and be sure to use the appropriate hashtags for the fashion and sustainability
industries.

With these instructions, ChatGPT can generate great content that will inspire excitement
among the target audience for "Style Haven" on social media.

A good start! The suggestions take into account both our brand values and relevant content
but don’t reflect the nuances of the different social media platforms.

PROMPT:

Take into account each social platform and the nuances and differences in audiences
and language (TikTok, Instagram, Facebook and twitter)

RESPONSE:
Sure, here are some tips for each platform:

TikTok: TikTok's audience is largely made up of Gen Z users, so your content should be
fun, creative, and visually appealing. Consider creating short, snappy videos that
showcase your brand's personality and values, such as behind-the-scenes looks at your
stores or events, or fashion tips from your team. Use popular hashtags that are relevant
to your brand, but be sure to also use niche hashtags that your target audience is likely
to follow.

Instagram: Instagram is a visual platform, so high-quality photos and videos are key.
Use Instagram Stories to give your audience a behind-the-scenes look at your brand, or
share user-generated content to showcase how your customers are wearing your
clothes. Use a mix of popular and niche hashtags to make your content discoverable to
both new and existing followers. Use Instagram's shopping feature to tag products in
your posts and make it easy for customers to shop your brand.

Facebook: Facebook has a slightly older audience than TikTok and Instagram, so your
content should be more informative and less focused on visuals. Use Facebook to share
longer-form content, such as blog posts or interviews with designers and influencers.
Use Facebook Groups to create a community around your brand and engage with your
customers. Consider using Facebook Ads to reach a wider audience and drive traffic to
your website.

Twitter: Twitter is a fast-paced platform, so your content should be short and attention-
grabbing. Use Twitter to share news about your brand, such as new product launches or
upcoming events. Use popular hashtags to make your content discoverable to a wider
audience, and engage with your followers by responding to their tweets and sharing
user-generated content. Use Twitter Ads to target specific audiences and drive traffic to
your website.
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We've covered the development of a new fashion retailer here, but these prompts could
easily be applied to tackling other launches in the world of retail and fashion e.g. new brands,
new collections, new seasons, sales and promotions etc. They could also be used to
streamline the development of supplementary content - for example, once you have a
newsletter or a blog post - feed that content to the language model and ask it to generate
accompanying posts for each social platform.

You can see how easy it is to go down a rabbit hole here. As always, we’re sure you’ll want to
tweak the prompts. You might want to change the tone of voice, be more specific about your
goals and perhaps even share some examples of your previous content for it to mimic!

Let’s do the same thing with product descriptions.

Product Descriptions

Let’s ask ChatGPT how it can help (remember this works for all language models).
PROMPT:

Imagine you are a copywriter and have to write a description of a red dress to feature on
a fashion retailer's website. How would you write a short description for each segment in
a way that will motivate them to purchase the dress?

RESPONSE:
Sure, here are some possible descriptions:

The Fashionistas: "Be the centre of attention at your next event with this stunning red
dress. The unique design and eye-catching colour will ensure you stand out in the crowd
and make a bold fashion statement."

The Athleisure Enthusiasts: "Get the best of both worlds with this comfortable and
stylish red dress. Made from soft, breathable fabric, it's perfect for running errands or
relaxing at home, while the trendy design and vibrant colour will make you look and feel
great."

The Professional Dressers: "Make a powerful impression at your next business meeting
or conference with this classic red dress. The elegant design and sophisticated colour will
exude confidence and professionalism, while the high-quality fabric and impeccable
craftsmanship ensure long-lasting wear."

The Bargain Hunters: "Score a major fashion deal with this affordable red dress. The
stylish design and versatile colour make it perfect for any occasion, while the unbeatable
price will keep your wallet happy."
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The Party Animals: "Stand out from the crowd at your next party or special event with
this bold red dress. The unique design and vibrant colour will turn heads and make you
the life of the party."

The Beach Bums: "Stay cool and comfortable on the beach or by the pool with this
lightweight and breathable red dress. The practical yet stylish design will keep you
looking great while enjoying the sun and sand."

The Body Positive Shoppers: "Feel confident and beautiful in your own skin with this
flattering and comfortable red dress. The stretchy fabric and flattering cut will hug your
curves in all the right places, while the bright colour will make you feel like a million
bucks."

The Homebodies: "Stay cozy and comfortable while lounging at home with this soft and
practical red dress. The relaxed fit and comfortable fabric make it perfect for lazy
weekends and casual days."

The Creative Minds: "Express your unique style and creativity with this bold and
colourful red dress. The unconventional design and vivid colour will make a bold fashion
statement and showcase your individuality."

The Eco-Friendly Shoppers: "Make a sustainable fashion choice with this eco-friendly
red dress. Made from organic materials and produced using ethical manufacturing
practices, it's not only stylish but also good for the planet."

Imagine you had the software to personalise product descriptions (not just the landing pages)
for your target segments depending on which search engine or social media link they had
bounced from; or, once logged in, which segment they were based on their previous shopping
habits. Nudge nudge, nudging them to their purchase via a unique personalised experience.

And how does this relate to advertising the red dress? Let’s say we’ve now got the product
description right, and for the rest of the season, your range / selection is relatively fixed. How
many times can you post about and try to drive traffic to the item? Let’s ask ChatGPT to help
give us some ideas on how not to repeat our messaging for a key target segment.

PROMPT:

Focussing on the fashionista segment. Generate 10 social media posts related to the red
dress that are unique and differentiated so that we can keep promoting the item without
saying the same thing or repeating the message. We are trying to drive traffic to the red
dress product page on the website and motivate the fashionista target segment to buy

RESPONSE:

Sure, here are ten possible social media posts targeting the Fashionista segment:
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"Want to turn heads and make a statement? Our stunning red dress is the perfect
way to do just that! Shop now and show off your fashion-forward style.
#reddress #fashionista #statementpiece"

"This red dress is not for the faint-hearted! With its bold colour and unique
design, you'll be the talk of the town. Shop now and unleash your inner
fashionista. #boldstyle #reddress #fashionforward"

"Looking for the perfect dress to wear to your next event? Look no further than
our gorgeous red dress! With its eye-catching colour and chic design, you'll be the
belle of the ball. #eventready #reddress #fashionista"

"It's time to add some colour to your wardrobe! Our stunning red dress is just
what you need to stand out from the crowd. Shop now and elevate your style
game. #colorpop #reddress #fashionista"

"Who says you can't be comfortable and fashionable at the same time? Our red
dress is the perfect combination of both! Made from soft, high-quality fabric, it'll
keep you looking and feeling great all day long. #comfortablestyle #reddress
#fashionista"

"Want to make a lasting impression? Our red dress is the perfect way to do just
that! Its unique design and eye-catching colour will leave a lasting impression on
everyone you meet. #unforgettablestyle #reddress #fashionforward"

"Looking for a dress that's as versatile as it is stylish? Our red dress is the answer!
Dress it up for a fancy event or dress it down for a more casual look.
#versatilestyle #reddress #fashionista"

"Our red dress is not just a dress, it's a fashion statement! With its bold colour
and trendy design, you'll be the envy of all your fashion-forward friends.
#fashionstatement #reddress #trendy"

"Looking for a dress that's as unique as you are? Our red dress is just what you
need! With its one-of-a-kind design, you'll stand out from the crowd and
showcase your individual style. #uniquestyle #reddress #fashionista"

"Life is too short to wear boring clothes! Our red dress is anything but boring.
With its vibrant colour and chic design, you'll feel confident and stylish every time
you wear it. #lifeistooshort #reddress #fashionforward"

158



DEVELOPING CUSTOMER
EXPERIENCE

We won’t cover this in detail but suggest some high-level prompts to support your thinking.

Omnichannel

One of the areas that set successful fashion brands apart is a seamless, integrated and
personalised omnichannel experience. Heritage brands are having to re-platform and develop
the data strategy to support this, but newer brands can start with the right infrastructure
from the start. It's a complex area and one that often requires more than one business
department. ChatGPT and other language models can help explain it, develop your strategic
thinking and help to plan those all-important customer journeys.

PROMPT:

Explain how to develop a seamless, personalised omnichannel experience for a fashion
retailer

RESPONSE:

Developing a seamless, personalized omnichannel experience for a fashion retailer
requires a comprehensive strategy that considers the customer journey from start to
finish. Here are some steps that can be taken to achieve this goal:

Understand the customer: In order to create a personalized omnichannel experience, it
is essential to have a deep understanding of the customer's preferences, behaviours, and
needs. Collect data on the customer's shopping habits, purchase history, and

interactions with your brand across various channels.

Develop a consistent brand experience: Create a consistent brand experience across
all channels, including your website, social media, mobile app, and physical store. Ensure
that your brand messaging, visuals, and tone of voice are consistent and recognizable,
regardless of the channel.

Integrate your channels: Connect your channels so that customers can move
seamlessly between them. For example, allow customers to start shopping on your
website, continue on your mobile app, and complete their purchase in-store.

Personalize the experience: Use customer data to personalize the experience for each
individual customer. This can include product recommendations based on their purchase
history or browsing behaviour, personalized offers and promotions, and personalized
content on your website or mobile app.
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Use technology: Leverage technology to deliver a seamless, personalized omnichannel
experience. This can include using Al and machine learning to analyse customer data,
chatbots to provide customer support, and augmented reality to allow customers to try
on clothes virtually.

Focus on customer service: Providing exceptional customer service is essential for
creating a seamless, personalized omnichannel experience. Ensure that your customer
service team is trained to provide support across all channels and is equipped with the
tools and information they need to resolve issues quickly and effectively.

Measure and optimize: Continuously measure and optimize the omnichannel
experience to ensure that it is meeting customer needs and driving business results. Use
analytics to track customer behaviour across channels and identify areas for
improvement.

This example is very functional in terms of helping you think through your development
phases to achieve maturity and is really designed to support brands that don’t have internal
teams with lots of knowledge and experience. This area, while not new, is still very fresh for
a lot of businesses, and even these basic prompts can help fill gaps in understanding as a
starting point. For example:

PROMPT:

... continued ...

What are the best systems to use?
RESPONSE:

The best systems to use for developing a seamless, personalized omnichannel
experience for a fashion retailer will depend on the specific needs and goals of the
business. Here are some commonly used systems that can be integrated to create a
unified omnichannel experience:

Customer Relationship Management (CRM) system: A CRM system can help
businesses collect and manage customer data across channels. This can include
information such as customer demographics, purchase history, and browsing behaviour,
which can be used to personalize the experience for each individual customer.

Inventory Management system: An inventory management system can help
businesses track inventory levels across channels and ensure that products are available
for purchase both online and in-store.

Point-of-Sale (POS) system: A POS system can help businesses process transactions in-
store and online, and integrate data on sales and inventory levels.

Content Management system (CMS): A CMS can help businesses manage content on
their website and mobile app, including product descriptions, images, and videos.
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E-commerce Platform: An e-commerce platform can help businesses create an online
store that is optimized for the omnichannel experience, with features such as a
responsive design, product recommendations, and personalized offers.

Marketing Automation system: A marketing automation system can help businesses
create and deliver personalized marketing campaigns across channels, including email,
social media, and mobile.

Analytics and Reporting system: An analytics and reporting system can help
businesses track customer behaviour across channels, measure the effectiveness of
marketing campaigns, and identify areas for optimization.

It's important to note that while these systems can be useful in creating a seamless,
personalised omnichannel experience, their effectiveness will depend on how they are
integrated and used together. It's essential to have a clear understanding of the business's
needs and goals and to work with a team of experienced professionals to develop and
implement a comprehensive omnichannel strategy. That said, language models can get you
started:

PROMPT:
... continued ...

For each segment describe the best omnichannel strategy and describe an optimal
consumer journey. Use table format.

RESPONSE:
Segment Best Omnichannel Strategy Optimal Consumer Journey
Personalized 1. Discover new trends and styles through social media
recommendations based on and influencer recommendations.
3% The browsing history and 2. Browse personalized product recommendations
Fashionistas purchase behaviour. based on past purchases and browsing history.
Integration of social media 3. Make purchases online, via mobile app, or in-store.
and influencer marketing.
Integration of fitness tracking 1. Browse and purchase activewear online or in-store.
apps and seamless 2. Seamlessly transition to casual wear for errands or
% The transitions between workout lounging.
. wear and casual wear. 3. Receive personalized recommendations based on
Athleisure . . . .
Personalized fitness tracking data and activity preferences.

Enthusiasts )
recommendations based on

workout and activity

preferences.
Personalized 1. Browse professional attire online or in-store.
© The recommendations based on 2. Use virtual try-on technology to preview clothing
. career industry and job title. options before purchasing.
Professional B ) . ; . .
Dressers Integration of virtual try-on 3. Receive personalized recommendations based on job
technology for a seamless title and industry.

online shopping experience.
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& The Bargain
Hunters

% The Party
Animals

The Beach
Bums

& The Body
Positive
Shoppers

&) The

Homebodies

The

Creative Minds

# The Eco-
Friendly
Shoppers

Omnichannel means

PROMPT:
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Integration of coupons,
deals, and loyalty programs
across all channels.
Personalized notifications for
new deals and discounts.

Integration of outfit
suggestions for specific
occasions and events.
Personalized
recommendations based on
past purchase and browsing
history.

Integration of size charts and
product reviews for accurate
sizing and fit. Personalized
recommendations based on
beach or outdoor activity
preferences.

Integration of size-inclusive
options and body-positive
messaging. Personalized
recommendations based on
past purchases and browsing
history.

Integration of cozy,
comfortable clothing options
for lounging and household

chores. Personalized
recommendations based on
lifestyle and household
needs.

Integration of unique,
expressive designs and user-
generated content.
Personalized
recommendations based on
past purchases and browsing
history.

Integration of eco-friendly
and sustainable fashion
options. Personalized
recommendations based on
eco-friendly preferences and
values.

1. Browse and purchase discounted items online or in-
store.
2. Receive personalized notifications for new deals and
discounts.
3. Earn rewards through a loyalty program for repeat
purchases.

1. Browse and purchase statement pieces online or in-
store.

2. Receive outfit suggestions for specific occasions and
events.

3. Make purchases online, via mobile app, or in-store.

1. Browse and purchase lightweight, breathable clothing
online or in-store.
2. Use size charts and product reviews for accurate
sizing and fit.
3. Receive personalized recommendations based on
beach or outdoor activity preferences.

1. Browse and purchase size-inclusive options online or
in-store.
2. Receive body-positive messaging and
recommendations.
3. Make purchases online, via mobile app, or in-store.

1. Browse and purchase comfortable clothing options
online or in-store.
2. Receive personalized recommendations based on
lifestyle and household needs.
3. Make purchases online, via mobile app, or in-store.

1. Browse and purchase unique, expressive designs
online or in-store.
2. View user-generated content for inspiration and
ideas.
3. Receive personalized recommendations based on
past purchases and browsing history.

1. Browse and purchase eco-friendly and sustainable
fashion options online or in-store.
2. Learn about the brand's eco-friendly and ethical
manufacturing practices.
3. Receive personalized recommendations

not forgetting your physical stores, and for multi-location retailers,
expansion planning and growth are key strategic areas. We asked ChatGPT if it could help
with this thinking this through
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For each segment estimate where geographically in the UK it is over or under
represented. Both in region, type of area and key location for a successful fashion store
opening

RESPONSE:

It's important to note that geographic representation can vary greatly within each
segment, and it's difficult to make definitive statements about where each group is over
or under-represented. However, based on general trends and consumer behaviour
patterns, here are some potential insights for each segment:

$% The Fashionistas: This group tends to prioritize the latest trends and high-end
brands, so they may be over-represented in more affluent urban areas such as London,
Manchester, and Edinburgh. Key locations for a successful store opening could include
upscale shopping districts like Bond Street, Selfridges, or Harvey Nichols.

% The Athleisure Enthusiasts: This group values comfort and style in their everyday
wear, so they may be over-represented in more active, health-conscious regions such as
Bristol, Brighton, and Glasgow. Key locations for a successful store opening could include
shopping centres with fitness facilities or nearby parks and outdoor spaces.

& The Professional Dressers: This group values classic, polished looks for the
workplace and beyond, so they may be over-represented in cities with a strong business
culture such as London, Birmingham, and Manchester. Key locations for a successful
store opening could include office buildings or central business districts.

[ The Bargain Hunters: This group values affordability and convenience, so they may
be over-represented in areas with a high concentration of discount retailers such as
Birmingham, Nottingham, and Liverpool. Key locations for a successful store opening
could include shopping centres with a range of stores and easy access to public
transportation.

B The Party Animals: This group values fun, festive looks for special occasions, so they
may be over-represented in cities with a lively nightlife scene such as Newcastle, Leeds,
and Liverpool. Key locations for a successful store opening could include shopping
districts near popular bars and clubs.

The Beach Bums: This group values comfort, practicality, and style in their
beachwear, so they may be over-represented in coastal regions such as Cornwall, Devon,
and Brighton. Key locations for a successful store opening could include beachside
shopping districts or tourist hotspots.

& The Body Positive Shoppers: This group values inclusivity and diversity in fashion, so
they may be over-represented in cosmopolitan areas such as London, Manchester, and
Glasgow. Key locations for a successful store opening could include shopping districts
with a range of sizes and styles, as well as a focus on body positivity and representation.
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&) The Homebodies: This group values comfort and practicality in their home decor, so
they may be over-represented in suburban or rural areas with a strong focus on family
and community such as the Home Counties, Cornwall, and Yorkshire. Key locations for a
successful store opening could include shopping centres with a range of home goods
and furniture stores.

The Creative Minds: This group values individuality and self-expression in their
fashion and accessories, so they may be over-represented in artistic and cultural hubs
such as London, Brighton, and Edinburgh. Key locations for a successful store opening
could include shopping districts with a range of unique and independent stores, as well
as a focus on creativity and innovation.

2 The Eco-Friendly Shoppers: This group values sustainability and ethical production
in their fashion and lifestyle choices, so they may be over-represented in environmentally
conscious regions such as Bristol, Glasgow, and Brighton. Key locations for a successful
store opening could include shopping districts with a range of eco-friendly and
sustainable brands, as well as a focus on ethical production and sourcing.

This sort of information can start you brainstorming on price points, marketing resource
allocation and range for each location and comparing it with population statistics.

Website Development

Alongside any physical retail store, your website is often the cornerstone of your brand and
the customer experience. To ensure you maximise the opportunity to impress your customers
if they do visit, language models can help you evaluate the competition and design your own.

Let’s start with a review of some potential competitors.
PROMPT:

Review the FarFetch website and point out positives and weaknesses compared to Net-a-
Porter

RESPONSE:
Sure, | can provide a comparison of Farfetch and Net-a-Porter based on their websites.
Positives of Farfetch:

Wide range of products: Farfetch offers a vast selection of luxury fashion products from
various boutiques and retailers around the world. This provides customers with a diverse
range of options to choose from.

Collaborations and exclusives: Farfetch frequently collaborates with designers and
brands, resulting in exclusive products and collections that are not available elsewhere.

164



DEVELOPING CUSTOMER EXPERIENCE

Sustainable fashion: Farfetch has a "Positively Conscious" section on their website, which
features a curated selection of sustainable and ethical fashion brands.

Weaknesses of Farfetch:

Cluttered interface: The Farfetch website can appear cluttered and overwhelming due to
the large number of products and retailers featured on the site.

Inconsistent product quality: As Farfetch sources products from various retailers and
boutiques, the quality and authenticity of products may vary across the site.

Higher prices: Farfetch generally offers higher prices compared to other luxury fashion
retailers.

Positives of Net-a-Porter:

User-friendly interface: Net-a-Porter's website is easy to navigate and visually appealing,
making it easy for customers to find what they are looking for.

High-quality products: Net-a-Porter offers a carefully curated selection of luxury fashion
products from top designers and brands, ensuring a high level of quality and
authenticity.

Excellent customer service: Net-a-Porter provides excellent customer service and offers a
range of options for shipping, returns, and exchanges.

Weaknesses of Net-a-Porter:

Limited product range: Net-a-Porter's product range is more limited compared to
Farfetch, as they only feature products from a select group of designers and brands.

Limited sustainable fashion options: Net-a-Porter does not have a dedicated sustainable
fashion section on their website, which may deter customers who prioritize ethical and
sustainable fashion.

Higher prices: Net-a-Porter generally offers higher prices compared to other luxury
fashion retailers.

These aren’t our opinions and aren’t necessarily factually accurate, but it’s helpful to get some
insight and encourage a closer, more objective review as it ultimately depends on the
customer's personal preferences and priorities when it comes to fashion shopping.

Now let’s ask for help designing our own website.
PROMPT:

I want to build a website for a new fashion brand. What prompt would help you to design
it for me?
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RESPONSE:

Great! Here are some prompts that could help me design your website:

What is the overall aesthetic of your fashion brand? Is it modern, vintage,
minimalist, or something else?

Who is your target audience? What is their age range, gender, and interests?

What kind of products does your brand offer? Are they high-end or affordable,
casual or formal, and what materials are used in their production?

Do you have any specific design elements or features in mind that you would like
to incorporate into your website? This could be anything from a particular colour
scheme to a unique layout.

What are your main goals for the website? Do you want to drive sales, increase
brand awareness, or simply showcase your products?

Do you have any existing branding materials, such as a logo or tagline, that you
would like to incorporate into the website?

By answering these prompts, we can begin to develop a design plan for your website that
reflects the unique identity of your fashion brand and helps you achieve your goal

Website building is a complex task, but language models can help with the initial strategy and

be taken further once you know what you want to build.

There are SO many applications for ChatGPT and other language models building a website

that we’d need to write a book dedicated to this topic to cover it in any acceptable depth.

Some examples include feeding in product descriptions and asking them to be rewritten and

tailored for a specific word count or platform. You could utilise customer feedback to ask a

language model to write a FAQ section of the website. You could generate product tags from
descriptions to optimise search functionality. In fact, let’s ask Chat GPT exactly what else it
could help with.

PROMPT:

List the ways that ChatGPT and other language models can help with building a fashion
retail website

RESPONSE:

Sure! Here are some ways that ChatGPT can help with building a fashion retail website:

Design and layout: ChatGPT can help you with the design and layout of your website. By
understanding your brand identity, target audience, and goals, ChatGPT can provide
suggestions for colour schemes, typography, and layout that will enhance the overall
look and feel of your website.
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User experience: ChatGPT can help you create a positive user experience for your
website visitors. By suggesting best practices for navigation, search functionality, and
mobile responsiveness, ChatGPT can help ensure that your website is easy to use and
navigate for your customers.

E-commerce functionality: ChatGPT can provide guidance on integrating e-commerce
functionality into your website. This may include setting up a shopping cart system,
integrating payment gateways, and managing inventory.

Content creation: ChatGPT can help you develop high-quality content for your website,
such as product descriptions, blog posts, and other marketing materials. By leveraging its
natural language processing capabilities, ChatGPT can generate engaging and
informative content that resonates with your target audience.

SEO optimization: ChatGPT can help you optimize your website for search engines. By
analysing your website content and suggesting relevant keywords and meta tags,
ChatGPT can help improve your website's visibility in search engine results pages (SERPs).

Technical troubleshooting: If you encounter any technical issues while building your
website, ChatGPT can help you troubleshoot and resolve them. Whether it's a problem
with your website's code or hosting environment, ChatGPT can help you identify the
issue and provide solutions to fix it.

That should be enough to get you thinking!

Loyalty Programmes

Whether or not you choose to include a loyalty programme for your customers, there is no
doubt it’s a critical method of driving sales and engagement. It’s a huge area, but we can build
some basic knowledge via language models. Unless you are building something for a very
well-known brand with a clear history and values, language models will have little context on
what you’re trying to achieve. Therefore in order for the loyalty programme to reflect your
brand you’ll need to be super specific in the prompt about brand heritage and goals. For now,
here’s a broad example.

PROMPT:

For 3 segments propose a fashion retailer customer loyalty programme. Give it a name
and explain how it works and why it fulfils that segments needs

RESPONSE:
The Athleisure Enthusiasts: "Fit Rewards"

Fit Rewards is a loyalty program that rewards members for their active lifestyle.
Members earn points for every purchase of activewear and workout gear, as well as for
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participating in fitness challenges and events. Points can be redeemed for discounts,
freebies, or exclusive access to fitness classes and workshops. This program caters to the
Athleisure Enthusiasts' desire for functionality and practicality in their clothing.

The Professional Dressers: "Executive Circle"

The Executive Circle is a loyalty program that offers exclusive benefits and discounts to
members who purchase professional attire for their work. Members also receive
personalized style advice and recommendations, as well as invitations to networking
events and business conferences. By offering tailored benefits and professional
resources, this program caters to the Professional Dressers' desire for a polished and
successful appearance.

The Body Positive Shoppers: "Love Your Body Club”

The Love Your Body Club is a loyalty program that promotes body positivity and
confidence in all shapes and sizes. Members receive personalized style advice, early
access to collections that cater to different body types, and exclusive access to events
that promote body positivity. By offering support and resources for body-positive
shoppers, this program fulfils the Body Positive Shoppers' desire for comfort and
confidence in their own skin.

Lots of inspiration for developing a loyalty platform, and of course, you can ask for all
segments. Don’t forget to ask ChatGPT about what features would work best and how to
market them.

PROMPT:
... continued ...

For these 3 loyalty reward programmes and their segments describe what features the
loyalty programme should offer as standard 'table stakes' versus what would surprise
and delight customers.

RESPONSE:

Fit Rewards

Table Stakes:
® Points earned for purchases and participation in fitness challenges/events
® Redeemable rewards such as discounts, freebies, and exclusive access
® FEasy-to-use mobile app to track rewards and progress

Surprise and Delight:

® Personalized workout plans
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® Surprise gifts or bonus points for hitting fitness milestones

® Access to virtual personal training sessions
Executive Circle
Table Stakes:

® Exclusive benefits and discounts on professional attire

® Personalized style advice and recommendations

® |nvitations to networking events and business conferences
Surprise and Delight:

® Access to online courses or training programs

® Personalized career development plans

® Surprise gifts or bonus points for hitting professional milestones
Love Your Body Club
Table Stakes:

® Personalized style advice and recommendations

® Early access to collections that cater to different body types

® Exclusive access to events that promote body positivity
Surprise and Delight:

® Personalized self-care packages

® Surprise gifts or bonus points for hitting self-care milestones

® Access to virtual group therapy or counselling sessions

Customer Experience

What about physical retailers? Let’s ask ChatGPT to explore best-in-class customer experience
at the point of sale.

PROMPT:

What about point of sale, who is considered the best in store experience for a fashion
brand?
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RESPONSE:

Determining the best in-store experience for a fashion brand can be subjective and vary
depending on different factors such as location, target audience, and brand identity.
However, there are some fashion brands that are well-known for providing a great in-
store experience.

One example of a brand that is often cited for its exceptional in-store experience is
Apple. While not strictly a fashion brand, Apple is known for its sleek and modern store
design, knowledgeable staff, and emphasis on customer service. The brand provides a
seamless experience across all its channels, including online and offline, and creates a
sense of community among its customers through events and workshops.

Another example is Nike, which has transformed its retail spaces into "brand
experiences." Nike's stores offer personalized services, interactive displays, and
immersive experiences that allow customers to test products and connect with the brand
on a deeper level. The brand also uses its stores as a platform for events, collaborations,
and product launches.

In the luxury fashion sector, brands like Chanel and Louis Vuitton are known for
providing a luxurious and exclusive in-store experience. These brands create a sense of
exclusivity and sophistication through their store design, personalized services, and
attention to detail.

While this answer is pretty obvious it can serve as a good anchor by which you consider
developing your own in-store experience plans. Firstly you would want to consider what
your target segments want. Here we’ve approached it with a general enquiry before
narrowing it down to the fashion environment. Remember, it will be better when you also
input lots of detail about your brand values and ambitions.

PROMPT:
... continued ...

For each segment describe their perfect physical retail environment. What would it look
like and what would it offer

RESPONSE:

$% The Fashionistas: Their perfect physical retail environment would be a high-end
boutique that is well-lit and stylishly decorated. It would offer a curated collection of
designer clothing and accessories, including limited edition and exclusive items. The staff
would be knowledgeable about fashion trends and able to offer personalized styling
advice to customers. The store would also have spacious dressing rooms with
comfortable seating and flattering lighting.

% The Athleisure Enthusiasts: Their perfect physical retail environment would be a
sleek and modern athletic wear store. The store would have an open floor plan with
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plenty of natural light, and it would showcase the latest fitness and athleisure apparel
from top brands. The store would also have an area for customers to try out the apparel
before buying, such as a small workout area or a treadmill.

© The Professional Dressers: Their perfect physical retail environment would be a
high-end department store or boutique that specializes in professional attire. The store
would offer a wide range of classic and contemporary business wear for men and
women, including suits, dresses, blouses, and accessories. The store would also have
expert tailoring services and knowledgeable staff who can help customers find the
perfect fit and style for their needs.

f% The Bargain Hunters: Their perfect physical retail environment would be a large
discount store or outlet mall with a wide variety of brands and products at discounted
prices. The store would be organized and easy to navigate, with clearly marked sections
and racks. The store would also have a clearance section for even deeper discounts, and
frequent sales events.

& The Party Animals: Their perfect physical retail environment would be a trendy
boutique that specializes in party and evening wear. The store would have a fun and
festive atmosphere, with bright colours and glittery decorations. The store would offer a
wide selection of dresses, suits, and accessories for formal occasions, as well as makeup
and hairstyling services for customers to complete their look.

The Beach Bums: Their perfect physical retail environment would be a beachside
store that offers a variety of beachwear and accessories. The store would have a relaxed
and laid-back atmosphere, with sand-coloured walls and beach-themed decorations. The
store would offer a wide range of bathing suits, cover-ups, sandals, hats, and sunglasses,
as well as beach bags and towels.

& The Body Positive Shoppers: Their perfect physical retail environment would be a
store that celebrates diversity and offers a wide range of sizes and styles for all body
types. The store would have a welcoming and inclusive atmosphere, with mannequins of
different sizes and shapes, and models of different ethnicities and ages in their
advertising campaigns. The store would offer a wide range of clothing options, including
activewear, swimwear, and lingerie, as well as accessories and beauty products that cater
to a diverse customer base.

&) The Homebodies: Their perfect physical retail environment would be a cozy and
inviting home goods store that offers a wide range of home decor and furnishings. The
store would have a warm and inviting atmosphere, with soft lighting and comfortable
seating areas. The store would offer a variety of products, including furniture, bedding,
rugs, and decorative items, as well as books and candles to create a cozy home
environment.

The Creative Minds: Their perfect physical retail environment would be an art supply
store that offers a wide range of art materials and tools. The store would have a bright
and inspiring atmosphere, with colourful displays and artwork on the walls. The store
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would offer a variety of supplies for all types of artists, including paints, pencils,
canvases, and sketchbooks, as well as workshops and classes to inspire creativity.

& The Eco-Friendly Shoppers: Their perfect physical retail environment would be a
sustainable and eco-friendly store that offers products that minimize environmental
impact. The store would have a minimalist and modern design, with eco-friendly
materials used in the construction and decor. The store would offer a wide range of
environmentally friendly products, such as clothing made from organic materials,
reusable water bottles, and eco-friendly cleaning products. The store would also provide
information and education about sustainable practices, and offer resources for
customers to reduce their carbon footprint.

Now let’s specify fashion.
PROMPT:
... continued ...

For each segment describe their perfect physical fashion retail environment. What would
it look like and what would it offer

RESPONSE:
Sure! Here are the perfect physical fashion retail environments for each segment:

3% The Fashionistas: Their perfect physical fashion retail environment would be a
luxurious high-end boutique with sophisticated decor, including plush carpets, elegant
lighting, and comfortable seating areas. The store would offer a wide selection of
designer clothing and accessories, including high-end brands, limited edition pieces, and
exclusive collections. The staff would be knowledgeable about fashion trends and able to
offer personalized styling advice to customers. The store would also have private
dressing rooms with flattering lighting and ample space to try on different outfits.

% The Athleisure Enthusiasts: Their perfect physical fashion retail environment would
be a sleek and modern athletic wear store with bright lighting, high ceilings, and an open
floor plan. The store would showcase the latest fitness and athleisure apparel from top
brands, including innovative fabrics and functional designs. The store would also have an
area for customers to try out the apparel before buying, such as a small workout area or
a treadmill, and knowledgeable staff who can offer advice on performance and fit.

% The Professional Dressers: Their perfect physical fashion retail environment would
be a sophisticated department store or boutique with a timeless design, including
marble floors, tall columns, and elegant chandeliers. The store would specialize in high-
quality business attire for men and women, including tailored suits, dresses, blouses, and
accessories. The store would also offer expert tailoring services and knowledgeable staff
who can provide advice on the perfect fit and style for professional settings.

173



DEVELOPING CUSTOMER EXPERIENCE

[ The Bargain Hunters: Their perfect physical fashion retail environment would be a
large discount store or outlet mall with a diverse range of brands and products at
discounted prices. The store would be organized and easy to navigate, with clearly
marked sections and racks. The store would also have a clearance section for even
deeper discounts, and frequent sales events. The environment may not be as luxurious
as other segments, but the prices and selection are what's important to them.

B The Party Animals: Their perfect physical fashion retail environment would be a
trendy boutique that specializes in party and evening wear. The store would have a lively
and energetic atmosphere, with vibrant colours, bold patterns, and glittery decorations.
The store would offer a wide selection of dresses, suits, and accessories for formal
occasions, as well as makeup and hairstyling services for customers to complete their
look. The store would also have a DJ and champagne bar, creating a fun and festive
atmosphere.

£% The Beach Bums: Their perfect physical fashion retail environment would be a
beachside store with a relaxed and laid-back atmosphere. The store would have a bright
and airy design, with natural materials, such as wood and rattan, and beach-inspired
decor, such as surfboards and palm trees. The store would offer a wide range of
beachwear and accessories, including bathing suits, cover-ups, sandals, hats, and
sunglasses, as well as beach bags and towels.

& The Body Positive Shoppers: Their perfect physical fashion retail environment would
be a store that celebrates diversity and offers a wide range of sizes and styles for all body
types. The store would have a welcoming and inclusive atmosphere, with mannequins of
different sizes and shapes, and models of different ethnicities and ages in their
advertising campaigns. The store would offer a wide range of clothing options, including
activewear, swimwear, and lingerie, as well as accessories and beauty products that cater
to a diverse customer base.

The Homebodies: Their perfect physical fashion retail environment would be a cozy
and inviting store that offers a wide range of comfortable and stylish loungewear and
pyjamas. The store would have a warm and relaxing atmosphere, with soft lighting and
comfortable seating areas. The store would offer a range of clothing options that
prioritize comfort and ease of wear, such as oversized sweatshirts, leggings, and soft
cotton t-shirts. The store would also offer accessories that enhance the homebody
experience, such as cozy slippers, blankets, and scented candles. The store would be a
sanctuary for customers to unwind and relax in comfortable clothing, providing an
escape from the outside world.

The Creative Minds: Their perfect physical fashion retail environment would be a
store that inspires creativity and offers unique and unconventional fashion pieces. The
store would have an artistic and eclectic design, with colourful decor and whimsical
displays. The store would offer a wide range of clothing and accessories that feature
unusual prints, textures, and shapes, as well as upcycled and sustainable fashion items.
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The store would also have a DIY section where customers can personalize and customize
their purchases.

# The Eco-Friendly Shoppers: Their perfect physical fashion retail environment would
be a sustainable and eco-conscious store that offers fashion products with minimal
environmental impact. The store would have a natural and organic design, with
sustainable materials used in the construction and decor. The store would offer a wide
range of environmentally friendly fashion products, such as clothing made from organic
materials, recycled fabrics, and low-waste production processes. The store would also
provide information and education about sustainable practices and resources for
customers to reduce their carbon footprint.

It's interesting to observe what changes.

Understanding competitors, creating ideas and using them to brainstorm and spark your
teams to develop something great is where language models excel. It helps you get through
the 80% of generic answers so you can focus on creating the 20% of original inspiring
creative ideas.

Customer Feedback and Reporting

Customer feedback is important for any brand. Whether you have an established NPS (net
promoter score) program, mine social media for reviews / comments or review any emails
that come in direct, it's critical to ingest, understand and act where you can.

Language models can help enormously with this. It should be a key tool for any customer
service team. It can now plug into google sheets allowing you to create spreadsheets of
customer feedback and ask questions about the dataset e.g. to provide the common themes
or rate the sentiment level. It can also help provide suitable actions as a result.

Let’s try. Firstly let’s ask about social media and online feedback.
PROMPT:

| am a customer service person at Marks and Spencer and | want to analyse what is being
said online about the brand. Provide a table of the most recent themes that have been
written about by customers, what the sentiment is (good or bad) and what action should
be taken by Marks and Spencer.

RESPONSE:

Great! | can use natural language processing (NLP) techniques to analyse the text data
from social media, forums, and reviews and extract the most common themes,
sentiment, and recommended actions for Marks and Spencer. Here's an example table
that summarizes the findings:
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Themes Sentiment Action to be taken by Marks and Spencer

Clothing Mixed Improve the quality and design of clothing, increase size inclusivity in
clothing options, offer more sustainable clothing options.

Customer Negative Improve customer service response time, increase availability of
service customer support, and address customer complaints in a timely and
professional manner.

Online Positive Continue to invest in online shopping options, improve website
shopping functionality, and streamline the checkout process.
Food Positive Expand food options, continue to offer high-quality products, and
products prioritize sustainability and ethical sourcing.
Sustainabilit Positive Continue to prioritize sustainability efforts, offer more sustainable
y product options, and communicate sustainability initiatives to
customers.

It’s important to remember that ChatGPT and other language models aren’t always up to
date, so as a general exploration, it works but the better version would be to copy and paste
current reviews/ posts in yourself and ask the language model to analyse it for you. This could
come from your own social listening tool that is tracking brand mentions or feeding in reviews
scraped from the internet.

If you're a brand with your own customer feedback programme, it could be very valuable to
take the time to use language models to create deeper knowledge and action from your
customer comments.

Here is an example of using ChatGPT direct in Google Sheets to analyse comments at scale
and provide quick understanding without the need for a manual review of every single
comment:

Customer ID Segment Feedback Feedback Theme Sentiment Action
Poor quality clothing, most items nothing like on  [-gpt("review the text and provide the moin theme in 1-3 words. 'The text is: *,C2)
the website. Some items look okay but sizing is
terrible. Delivery time is awful, and things are
randemly packaged into several separate packages
meaning delivery for some items is much much

12345 Fashionista longer than others.
Very pleased. Took 3 weeks but worth it. When |
checked status, they emailed me right back with
tracking info. They shipped it out in 24 hours. All
delay was due to COVID. They even kept on top of
it with the shipping co. and emailed me with status
12346 The Homebodies  update. | am happy.
Customer service, if that's what you can call it, is
terrible. Ignoring any language barrier issues, still
12347 Fashionista super bad.

Everything about this store is great they done great
on helping me find the right shoes they were piloit |
would prefer everyone to go their or shop online
12348 The Homebodies  their
The Eco-Friendly Loved the fact that it came in eco friendly packaging.
12348 Shoppers Really sustainable and friendly to the world

Analysing comments at scale in Google Sheets
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This is dummy data; imagined reviews from shoppers and a highlight on how to create a
language model prompt in Google Sheets. However, these could easily be copied from your
own surveys, customer service desk questions, or review sites like Trustpilot.

Ultimately, you could end up with information as follows, which depending on your current
maturity in terms of customer feedback action, could be revolutionary for a fashion brand/
retailer.

Customer ID Segment Feedback Feedback Theme ‘Sentiment A

The retailer should investigate the source of the
poor quality and inconsistent delivery and take
appropriate action to improve the situation. This may
involve working with suppliers to improve the quality
of products or finding alternative suppliers, as well
as implementing better systems for managing and
tracking deliveries. The retailer should alse
communicate with customers about any issues and work
to resolve any complaints or concerns they may have.
Ultimately, the retailer should strive to provide
high-quality products and reliable delivery te ensure
customer satisfaction and loyalty

Poor quality clothing, most items
nothing like on the website. Some items
leck okay but sizing is terrible. Delivery
time is awful, and things are randomly
packaged into several separate packages
meaning delivery for some items is
much much lenger than others.

Poor gquality and inconsistent

12345 Fashionista delivery

Negative sentiment

The retailer should continue to provide excellent
custemer service and ensure that all interactions
with customers are positive. They should also gather
feedback from customers to identify areas for
improvement and make necessary changes to enhance the
overall customer experience. additionally, the
retailer should promote their positive customer
experience through marketing and advertising efforts
to attract new customers and retain existing ones

Very pleased. Took 3 weeks but worth
it. When | checked status, they emailed
me right back with tracking info. They
shipped it out in 24 hours. All delay was
due te COVID. They even kept on top
of it with the shipping co. and emailed
12346 The Homebodies  me with status update. | am happy.

Positive customer experience. Positive sentiment

The retailer should take immediate action to improve
their customer service. This may involve training
their staff on how to provide better service,
implementing new policies and procedures to address
customer complaints, and regularly monitoring
customer feedback to ensure that their needs are
being met. Additionally, the retailer should
apologize to any customers who have had a negative
experience and offer them some form of compensation
or incentive to return to the store. By taking these
steps, the retailer can demonstrate their commitment
to providing excellent customer service and build a
loyal customer base

Customer service, if that's what you
can call it. is terrible. Ignoring any
12347 Fashionista language barrier issues, still super bad.

Poor customer service Negative sentiment

The retailer should acknowledge and thank the
customer for their positive review. They should also
consider sharing the review on their social media
platforms or website to showcase their positive

Everything about this store is great they reputation and attract more customers. Additienally,

done great on helping me find the right
shoes they were piloit | would prefer
everyone to go their or shop online

the retailer should continue to provide excellent
customer service to maintain their pesitive
reputation and encourage more positive reviews in the

12348 The Homebodies  their Positive store review Positive sentiment. |future

The retailer should take action to improve their
eco-friendliness and sustainability practices. This
may include implementing recycling programs, reducing
waste, using renewable energy sources, sourcing
products from sustainable suppliers, and educating
customers on eco-friendly options. The retailer
should alse consider obtaining certifications or
partnerships with organizations that promote
sustainability. By taking these actions, the retailer
can appeal to environmentally conscious consumers and
contribute to a more sustainable future.

Loved the fact that it came in eco friendly
packaging. Really sustainable and friendly to Eco-friendliness/sustainabili
the world ty.

The Eco-Friendly
12348 Shoppers

Positive sentiment
Analysing customer feedback in Google Sheets

(NB: To use ChatGPT in Google Sheets, you’ll need to install the GPT for Sheets and Docs add-
in. You can then query ChatGPT directly from a cell in your sheet).

There are many ways you could use language models to develop your level of customer
understanding here, for example looking at the themes and asking about the contributing or
driving factors. For example, this could be product or service related. If the theme was ill-
fitting clothes - is it a particular type of clothing, gender etc? If it's poor service, was it in a
particular department? You could also ask language models to ask for a flag on comments
that might require urgent follow-up action e.g. very mad customers who had a terrible
experience and are talking a lot about it!
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Customer Strategy around different groups or segments (not to be confused with our
category-related needs segments) is important too. Knowing where your customers are in
their life cycle is important to understanding when to deploy certain strategies e.g. Customer
retention or lapsed customer loops. Let’s ask ChatGPT to help with a problem you might be
trying to solve. Like this.

PROMPT:

Thinking about customer feedback and reporting. How could language models
contribute to the different segments of customers e.g. current, lapsed, churned to
support customer retention? Consider all possible segments of customers, not just those
mentioned. ....What about outside of feedback and reporting?

RESPONSE:

As a language model, ChatGPT can contribute to customer retention in several ways by
analysing and processing customer feedback and reporting data to provide insights and
recommendations for businesses to improve their customer experience. Here are some
possible ways ChatGPT could contribute to different segments of customers:

Current Customers: ChatGPT can analyse customer feedback and identify areas of
improvement in a business's products or services. Based on this analysis, ChatGPT can
generate recommendations for businesses to improve their offerings and enhance their
customer experience, which can help retain current customers.

Lapsed Customers: ChatGPT can analyse customer feedback from lapsed customers
and identify reasons why they left the business. Based on this analysis, ChatGPT can
generate recommendations for businesses to address the issues that led to the
customer leaving, such as improving product quality or customer service. This can help
businesses win back lapsed customers and improve their retention rate.

Churned Customers: ChatGPT can analyse customer feedback from churned customers
and identify the reasons why they stopped doing business with a company. Based on this
analysis, ChatGPT can generate recommendations for businesses to address the issues
that led to customer churn, such as improving product quality or customer service. This
can help businesses reduce their churn rate and retain more customers.

Prospective Customers: ChatGPT can analyse customer feedback from prospective
customers and identify the factors that are most important to them when considering a
purchase. Based on this analysis, ChatGPT can generate recommendations for
businesses to tailor their marketing and sales strategies to better meet the needs of
prospective customers, which can help convert more prospects into paying customers.

Advocates: ChatGPT can identify customers who are advocates for a business based on
their feedback and social media activity. Based on this analysis, ChatGPT can generate
recommendations for businesses to engage with advocates and leverage their positive
experiences to attract new customers and retain current ones.
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Overall, ChatGPT can contribute to customer retention by providing businesses with
valuable insights and recommendations based on customer feedback and reporting
data, which can help businesses improve their customer experience and build long-term
customer relationships across all segments

Here are some ways language models can help support customer retention outside of
reporting:

Current customers: ChatGPT can provide personalized recommendations, offer
customer support, and assist with onboarding processes to ensure that customers are
satisfied with their experience. ChatGPT can also help customers navigate any issues
they may be experiencing with the product or service, and suggest ways to improve their
usage of the product or service.

Lapsed customers: ChatGPT can reach out to lapsed customers to offer incentives for
them to return. This could include personalized offers or discounts, or even just a
friendly message asking if they need any help. ChatGPT can also provide insights into
why these customers may have stopped using the product or service, and suggest ways
to address those concerns.

Churned customers: ChatGPT can offer personalized support to churned customers,
providing them with information on new product features, promotions, and other
incentives to return. ChatGPT can also solicit feedback on why these customers stopped
using the product or service, and suggest ways to address those concerns.

Potential customers: ChatGPT can help potential customers understand the benefits of
the product or service, and assist with onboarding processes to ensure a smooth
transition into using the product or service. ChatGPT can also provide personalized
recommendations based on the customer's needs and preferences, and offer support
throughout the decision-making process.

Overall, ChatGPT can play a critical role in supporting customer retention by offering
personalized support, engagement, and insights across all segments of customers.
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LEGAL SUPPORT

Legal support is expensive and complicated. Language models don’t like to tread on toes here,
but they can be encouraged to help. We'll work through some quick examples to show you
how and then we’ll consider other ways it can help.

Thinking Through Legal Issues

Let’s start by stepping back from the problem you’re trying to solve. Like this.
PROMPT:

I've been approached by a fashion retailer who wants to stock my fashion brand. What
legal points should | be aware of before | agree?

RESPONSE:
Here are some key issues to keep in mind:

Contracts: Be sure to have a written agreement that outlines the terms of the
relationship between your fashion brand and the retailer. This should include the
wholesale price, delivery schedules, payment terms, and return policies, among other
things.

Intellectual Property: Ensure that your fashion brand has the legal right to use any
designs, logos, or trademarks that are used in your products. Also, make sure that the
retailer has the right to use them to promote and sell your products.

Liability and Indemnification: You should determine who will be responsible if there
are any injuries or damages resulting from your products. You should also consider
whether you want to require the retailer to indemnify you in the event of a lawsuit.

Termination: Be sure to include terms in your agreement that outline the circumstances
under which the retailer may terminate the relationship, as well as any notice
requirements and the rights of both parties upon termination.

Jurisdiction: Determine the governing law and jurisdiction that will apply to any disputes
that may arise between you and the retailer.

Compliance: Ensure that your fashion brand complies with any applicable laws and
regulations, such as labelling requirements, safety standards, and environmental
regulations.

It may be useful to consult with a lawyer experienced in fashion law to help you navigate
these legal points and to ensure that your interests are protected.
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Let’s push on and get closer to an actual contract. Asking language models to think through a
task before completing it sometimes helps. It also helps you to understand and guide the
process. So let’s do that.

PROMPT:
... continued ...

Write an outline contract that | can adapt. Clearly mark all the places where | need to
make an important decision. After each complicated legal phrase, write a summary in
plain English.

RESPONSE:

Here's an outline of a contract that you can adapt to your needs. I've marked the places
where you will need to make important decisions, and provided plain English summaries
of the legal phrases:

[Your Company Name], hereafter referred to as the "Supplier," agrees to sell and deliver
goods to [Fashion Retailer Name], hereafter referred to as the "Retailer," in accordance
with the following terms and conditions:

Products: The Supplier shall provide the Retailer with [insert description of the products
you are selling] (the "Products").

Price: The price for the Products shall be [insert wholesale price per unit or total price for
all units] (the "Price").

Payment: The Retailer shall pay the Price to the Supplier within [insert payment terms,
e.g. 30 days of receipt of invoice] of receipt of the Supplier's invoice.

Delivery: The Supplier shall deliver the Products to the Retailer at [insert delivery
location] on or before [insert delivery date]. The Retailer shall be responsible for all costs
associated with shipping and handling the Products from the delivery location.

Acceptance and Inspection: The Retailer shall inspect the Products within [insert
number of days, e.g. 7 days] of delivery and shall notify the Supplier of any defects or
non-conformities within that time period. If the Retailer fails to notify the Supplier within
that time period, the Products shall be deemed accepted by the Retailer.

Title and Risk of Loss: Title to the Products shall pass to the Retailer upon delivery. Risk
of loss or damage to the Products shall pass to the Retailer upon delivery.

Returns: The Retailer may return the Products to the Supplier for any reason within
[insert number of days, e.g. 30 days] of delivery, provided that the Products are in their
original condition and packaging. The Supplier shall refund the Price to the Retailer
within [insert number of days, e.g. 14 days] of receipt of the returned Products.

181



LEGAL SUPPORT

Termination: Either party may terminate this Agreement upon [insert notice period, e.g.
30 days] written notice to the other party.

Warranty: The Supplier warrants that the Products shall conform to any specifications
agreed to by the parties and shall be free from defects in material and workmanship for
a period of [insert warranty period, e.g. 90 days] from the date of delivery.

Limitation of Liability: The Supplier's liability for any claim arising from this Agreement
shall be limited to the Price paid by the Retailer for the Products giving rise to such claim.

Governing Law and Jurisdiction: This Agreement shall be governed by and construed in
accordance with the laws of [insert governing law, e.g. the State of California]. Any
dispute arising from this Agreement shall be resolved by arbitration in accordance with
the rules of the [insert arbitration organization, e.g. American Arbitration Association] in
[insert arbitration location, e.g. Los Angeles, Californial.

[Your Company Name]

By: Date:

[Your Name], [Your Title]
[Fashion Retailer Name]

By: Date:

[Retailer Name], [Retailer Title]

Important decisions you'll need to make and areas to fill in:

[insert description of the products you are selling]

[insert wholesale price per unit or total price for all units]

[insert payment terms, e.g. 30 days of receipt of invoice]

[insert delivery location]

[insert delivery date]

[insert number of days, e.g. 7 days] for the Retailer to inspect the Products

[insert number of days

Problem Solving

What about when something goes wrong?
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PROMPT:

I'm a small fashion brand and a large mass market fashion company has copied my
designs. Help me write a letter to compel them to stop selling the products

RESPONSE:
Dear [Large Mass Market Fashion Company],

It has come to our attention that your company is selling products that bear a striking
resemblance to our [insert product name and description] produced by [Your Fashion
Brand Name]. We believe that your products infringe on our intellectual property rights
and we are writing to demand that you immediately cease all sales and distribution of
the infringing products.

As a small fashion brand, we invest significant time, effort, and resources into designing
and producing our unique products. We take pride in our original designs and we believe
that they are the cornerstone of our brand identity. We have obtained intellectual
property protection for our designs, and we expect other companies to respect our
rights and to refrain from copying our products.

We are deeply concerned that your infringing products will cause confusion among
consumers, dilute the distinctiveness of our brand, and ultimately harm our business.
Moreover, we believe that your conduct is a clear violation of the intellectual property
laws that protect our designs.

Accordingly, we demand that you immediately stop all sales and distribution of the
infringing products. We also request that you provide us with information about the
source of the infringing products and the quantity sold, so that we can assess the full
extent of the harm caused to our business.

We are willing to engage in discussions to resolve this matter amicably, provided that you
take immediate action to cease the infringing activities. If we do not receive a satisfactory
response from you within [reasonable time period], we will have no choice but to take
legal action to protect our intellectual property rights and seek appropriate remedies.

We look forward to hearing from you promptly and hope that we can resolve this matter
without resorting to legal action.

Sincerely,
[Your Fashion Brand Name]
It can get even more useful if you copy in your contract and ask the language model to review

it

Reviewing Contracts

183



LEGAL SUPPORT

Language models can help you understand any contracts you're sent. To try this out, we
pasted into ChatGPT a set of terms from a contract we had laying around. We won’t share the
contract here, but ChatGPT gave a great review. Here’s the prompt we used:

PROMPT:

This is a contract I've been offered by a brand. What's good, bad, ugly, usual and unusual
about this? Please explain any jargon or complex legal terms used.

[paste in contract]

RESPONSE:

Don’t get tied up with complex terms. Remember to ask language models to explain
anything and give advice e.g.

PROMPT:

What are some things in this contract | should probably push back on? Please list the
items and, for each, suggest to me what | should say in the negotiation

RESPONSE:

While we haven’t copied any contracts in here for you to view (for confidentiality purposes)
we wanted to illustrate just how powerful language models can be in helping review any
legal documents and point out issues you should be aware of or advise you on how to
respond. Just copy it in and ask your question. Some lawyers are even saying it will take over
a lot of basic legal work!
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WHY READ THIS BOOK (IN THE
WORDS OF HARRY GORDON
SELFRIDGE)

"The boss drives his men; the leader coaches them." - Harry Gordon Selfridge
"The customer is always right." - Harry Gordon Selfridge

Well, well, well! If it isn't someone who understands the value of the customer! You know, |
always said that the customer is always right, and it seems that you have taken that
philosophy to heart.

As someone who revolutionised the retail industry with his customer-centric approach, | can
tell you that understanding your audience is key to building a successful business. And using
language models to gain that understanding is a smart move.

First and foremost, my advice to you and your clients would be to truly listen to your
customers. Language models can provide valuable insights into what your customers are
saying about your brand, what they like and dislike, and what they want to see more of. Take
that feedback to heart and use it to inform your growth strategies.

Secondly, don't be afraid to think outside the box. Innovation is key to staying ahead of the
competition. Use language models to identify opportunities for improvement and try new
things. Take risks and experiment with different approaches. That's how you'll build a brand
that truly resonates with your customers.

Finally, remember that building a successful business is a marathon, not a sprint. It takes time
to build a deep understanding of your audience and develop strategies that work. Be patient,
stay committed, and always put the customer first.

In short, my advice to you and your clients is to use language models as a tool to gain a deep
understanding of your audience, innovate and take risks, and always put the customer first.
That's how you build a brand that stands the test of time.

Harry Gordon Selfridge (via ChatGPT), April 2023
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WANT TO GO FURTHER?

If you've found the insights and strategies in this book valuable, we invite you to continue
your language model learning journey with PROMPT. As your partner and guide in the exciting
world of generative Al, we offer a range of additional resources and services to support you
every step of the way.

Explore Our Other PROMPT Series Books

Each book in our PROMPT series takes a deep dive into how language models can be applied
in a specific industry or domain. With tailored guidance and real-world examples, these titles
will help you harness the power of language models in your particular field. Visit
https://prompt.mba/ to browse books on topics such as:

e PROMPT for Brands
e PROMPT for Musicians
e PROMPT for Fashion Retail
e PROMPT for Real Estate Marketing
e PROMPT for Movies & TV
e PROMPT for Podcasts and Spoken Word Audio
e PROMPT for Startups
e And many more!
Unlock Your Language Model Potential with PROMPT's Services

At PROMPT, we believe the most effective approach to language model adoption is
multidimensional. It's not just about developing technical skills, but also integrating
technologies into workflows, reimagining processes, and embracing new ways of working and
thinking — all tailored to your unique context and needs. That's why we offer a range of
services to meet you wherever you are in your language model journey:

e Training and workshops: Engaging, interactive sessions to build understanding of
language models and best practices for practical application.

e Guidance and resources: Simple, easy-to-use handbooks, cheat sheets, and reference
materials to support your ongoing language model usage.

e Ongoing support: Consulting and help desk support to advise you on technology,
workflow integration, responsible practices, and more.
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WANT TO GO FURTHER?

e Managed services: We can generate content, insights, and ideas on behalf of
companies still building in-house capabilities, while training your teams to eventually

take over.

e Advisory services: Strategic guidance for leadership to identify use cases, allocate
resources, and craft a transformational vision for language models in your
organisation.

Let's Chart Your Course to Language Model Mastery

Our team brings decades of experience across industries and has helped some of the world's
biggest companies drive transformative change with language models. So if you're ready to
take your language model mastery to the next level, we invite you to reach out.

Contact us at enquiries@prompt.mba to explore how we can help!

Team PROMPT is here to be your partner every step of the way.
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