Velosio

Empowering Innovation

How to AI-Enable Your Sales Process

A practical, staged approach for Dynamics 365 Sales

DynamicsCon | May 2026



About Me

David J Buggy

VP Customer Engagement (CRM) & Power Platform
Velosio

Connect with me on LinkedIn - linkedin.com/in/davidbuggy/
Velosio




Velosio by the Numbers S

33
96%

4, OOO Employees Years
Industry
Client Successful
Awards :
Projects

Clients
Retention
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Download our new eBook: _
The Agentic CRO ' THE AGENTIC CRO

PRACTICAL, POWERFUL
REVENUE STRATEGIES FOR AN

AUTONOMOUS Al WORLD
https://Ip.velosio.com/the-agentic-cro




Al 1s creating a once-1n-a-
generation opportunity to

but most organizations are stuck in pilot stages

Velosio
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THE CHALLENGE

Everyone wants Al in their sales process.

Few are getting real value from it.

THE PROMISE THE REALITY
e Sellers freed from admin e Confusion about what Al actually does
e Al surfaces the next-best move e Poor user adoption - "another tool"
e Pipeline gets healthier e Al hallucinates because data is dirty
e Forecasts become reliable e No measurable business outcome
e Revenue follows e Leadership loses patience
David Buggy | Velosio | DynamicsCon 2026 2/20



Velosio

THE TRAP

Why most Al-in-sales initiatives stall.

|
O1  Jumping to features first 02  Skipping data quality
Buying Copilot or agents before deciding what they should Al inherits whatever's in CRM. Missing fields, stale contacts, and
automate. Tech without a process is a demo, not a solution. inconsistent stages produce confident-sounding nonsense.
O3 Ignoring user readiness 04  Measuring inputs, not outcomes
If sellers don't trust CRM today, they won't trust Al built on top of it "We rolled out Al" is not a result. Velocity, win rate, and cycle time
tomorrow. Adoption is the silent killer. are. Tie every pilot to a number the business cares about.
David Buggy | Velosio | DynamicsCon 2026 5/20
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THE APPROACH

AI-Enable in stages. Foundation first.

Three foundation pillars. Then - and only then - Al

IR B B

PROCESS DATA PEOPLE Al
Define how you sell before you Get the data clean enough to Get the team using CRM with Introduce in stages. Tie every step
automate it. learn from. discipline. to outcomes.

Each stage earns the right to the next. Skip a step and Al amplifies the mess.

David Buggy | Velosio | DynamicsCon 2026 6/20
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FOUNDATION 1 / PROCESS

Define how you sell - before you automate it.

NAIL THESE DOWN FIRST
THE PRINCIPLE

@ Sstages and exit criteria

When does a deal move from Qualified to Proposed? Make it observable.

“Automating chaos just gets you
chaos at machine speed. 2 @ Lead qualification definition

What makes a lead worth a seller's time? MQL vs. SQL vs. noise.

@ Required fields per stage

Don't ask for everything up-front. Ask for the right thing at the right time.

If your team can't draw the sales process on a whiteboard, no @ Ownership & handoffs
Al will fix it. The process must be explicit, agreed, and used. Marketing - SDR = AE = CS. Clear, with no silent drops.

@ Definition of “win”

Closed-Won is a status - not a strategy. Tie it to revenue and renewal.

David Buggy | Velosio | DynamicsCon 2026 7/20
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FOUNDATION 2 / DATA

Al is only as smart as the data underneath it.

Garbage in, hallucinations out. Dirty CRM data doesn't just slow AI down - it makes Al dangerous.

WHAT TO ASSESS COMMON GAPS HOW TO FIX

o Account / contact completeness J 30-50% blank required fields o Score data quality, set a target
J Stage hygiene and aging J Stages stuck for months o Backfill the must-haves
o Activity volume per opp J Contacts with no email o Tighten field requirements by stage
o Duplicates and merges J “Ghost” opps with no activity J Use Power Automate for hygiene
J Source attribution J No close-reason captured o Block Al rollout on data thresholds
David Buggy | Velosio | DynamicsCon 2026 8/20
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FOUNDATION 3 / PEOPLE

Adoption is the silent killer of Al in Sales.

WHAT BUILDS REAL ADOPTION

If sellers don't trust

@ Sellit as a tool, not a tracker.

CRM tO da 5} Reps adopt what helps them sell. Lead with seller value.

@ Reduce clicks before you add fields.

1
they won't trust Every new field has to earn its place - or get killed.

@ Train on outcomes, not screens.

“How do | get to my number this quarter?” - not “click here.”

@ Make managers coach in CRM.

1:1s, pipeline reviews, and forecast calls all live in the platform.

“Adoption is earned before it is enforced.” @ Celebrate the data, not the dashboards.

Reward sellers whose data is clean - they're the early Al winners.

David Buggy | Velosio | DynamicsCon 2026 9/20
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STAGED Al ROLLOUT

Now AI - introduce in three stages.

STAGE 1 STAGE 2

ASSIST GUIDE ACT

Al helps the seller in-the-flow. Al recommends the next-best action. Agents take action on the seller's behalf.

EXAMPLES EXAMPLES EXAMPLES
Email drafting, summarization, meeting recap, Lead scoring, opportunity health, next-best-action, Sales Qualification Agent, Research Agent,
opportunity Q&A. deal coaching. autonomous follow-up.
RISK RISK RISK
LOW MEDIUM HIGHER

David Buggy | Velosio | DynamicsCon 2026 10/ 20



PART TWO

Three Sales Al agents supporting lead-order

Microsoft Dynamics 365

Lead qualification. Opportunity close. Sales research.

Each one built on the same three foundations. Sales




Scale your sales team with D365 Al agents

¢

Sales Qualification Agent

Proactively researches leads and
companies, engages 100s of leads with
personalized outreach, and identifies
those ready to buy.

Now Generally Available in
Dynamics 365 Sales

Velosio
e 4 44

¥

Sales Close Agent

Engages the right stakeholders and
ensures timely follow-ups, automates
simple deals and equips sellers with
research and insights to win complex
deals.

Now in Public Preview in
Dynamics 365 Sales

Sales Research Agent

Supports natural language dialogue
with enterprise data, delivers unique
Al-powered answers, and suggests
actions users didn't know they needed.

Now in Public Preview in
Dynamics 365 Sales
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EXAMPLE 1 / LEAD QUALIFICATION

Al Sales Qualification - done right.

THE PAIN
Al ASSIST + GUIDE

Sellers waste hours on leads that were
never going to buy. Sales Qualification Agent

a Score the lead

. . i Fit + intent + engagement, scored in real time against ICP.
. Inbound web leads with no buying signal

e  Researchers and students, not buyers a Enrich the lead
° Reps grading their own leads, inconsistently Firmographics, technographics, recent triggers - all in CRM.
e  Marketing handing over noise; sales blaming marketing 9 Personalize outreach

Al drafts the first-touch email using a verified template + lead context.

a Hand off to a human

Once engaged, the agent stops. A seller takes the conversation.

David Buggy | Velosio | DynamicsCon 2026 12/20
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EXAMPLE 1 /] WHAT MADE IT WORK

The foundations behind the qualification agent.

A real definition of MQL and SQL
PROCESS
Marketing and sales agreed on what “qualified” actually means - with measurable criteria, not adjectives.

Clean lead + account records

Required fields backfilled. Duplicates merged. ICP definition encoded in CRM, not in someone's head.

Reps trusting the score
PEOPLE

Sellers helped tune the model. The score is a recommendation, not a verdict - and they can override it.

OUTCOME: Higher-quality conversations. Less time wasted on dead leads. Marketing and sales finally agreeing on the same data.

David Buggy | Velosio | DynamicsCon 2026 13/20



Leads being processed by

Dynamics 365 Sales Hub

{r Home

(D) Recent N
57 Pinned N
My Work

D%é; Sales accelerator

Activities

e% Dashboards

Customers

Accounts

R Contacts
Sales
@& Leads

E‘f Opportunities

ﬁ, Competitors

Collateral

@ Quotes
Orders
‘B Invoices
@ Products

1] Sales Literature

H Sales &
-

& Back | ¥, Lead Research

Kostas Maras from Madis Coffee Roasters ¢z

KM Lead from Coffee World trade show  This lead is hot ‘ ‘ ‘

Coffee Shop Owner -  kmaras@madiscoffee.com

Generated 03:00 PM @

+,. Suggested action

the agent

Powered by Bing Search (5} | Al-generated content may be incorrect.

How was this research generated?

~
This lead has a lot in common with your target customers. Reach out to explore potential opportunities.
Madis Coffee Roasters is led by a Coffee Shop Owner, operates in the coffee shop industry, and is located in Philadelphia, United States. The
company meets all ideal customer criteria and has recently expanded, showing financial stability and readiness for premium eguipment and
educational partnerships.
1 @ About Us — Madis Coffee Roasters 2 ) Madis Coffee Roasters expands in Philly with new café, on-site roastery ~ +1 8D
Key insights ~

Why this lead is hot

Coffee Shop Owner in Philadelphia
Matches Target Profile

Madis Coffee Roasters is led by a Coffee
Shop Owner, operates in the coffee shop
industry, and is located in Philadelphia,
United States—all criteria that align with our
ideal customer profile. This strong fit
increases the likelihood of successful
outreach and solution adoption. 1/ 2 3

Recent Expansion Signals Purchasing
Capacity

Madis Coffee Roasters has recently
expanded with a new retail space and on-
site roasting facilities, indicating financial
stability and readiness to invest in premium
coffee equipment and educational services.
This expansion suggests a strong
opportunity for high-value sales. 3 4 5

Focus on Education and Premium
Equipment

Madis Coffee Roasters emphasizes customer
education, home-brewing, and premium
equipment, aligning closely with our product
offerings. Their commitment to elevating
coffes experiences makes them receptive to

curated solutions and training partnerships.
123

1 @ About Us — Madis Coffee Roasters | 2 @) Madis Coffee Roasters expands in Philly with new café, on-site roastery ~ +3 & 9D

Deeper insights

> Company Overview

Copilot |
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EXAMPLE 2 / SALES CLOSE AGENT

Al Sales Close Agent - helps sales teams close faster.

THE PAIN
Al ASSIST + GUIDE

Inaccurate sales forecast, low win rates
Sales Close Agent

a Score the opportunity

. No defined, adopted sales process

J Fictional sales forecasts e Assesses key stakeholder engagement
e  Sellers waste time on opportunities that would likely not close
* Win rates are low 9 Identify competitive talking points

a Synthesizes insights from emails, CRM, meeting transcripts

David Buggy | Velosio | DynamicsCon 2026 12/20




Agent prioritized opportunities

Il
7,

“« ¥ Show As |+* Show Chart §E Focused view = New ]ﬁ[ Delete | v O Refresh [ Export to Excel
i
(V]
© My top opportunities from Al agent v 0} Edit columns = Edit filters Search Q
&
P
Topic ~  Deal importance T ~  Dealrisk T ~  Potential customer ~  Est. close date ~  Est. revenue ~  Contact v Account ~  Rating ™
& £J
ule [J Coffee machines High Mone Fabrikam 2/1/2025 $46,258.50  Diego Siciliani Fabrikam Warm
[] 3 cCafé Grande Espresso... High None A. Datum Corporation 2/9/2025 £46,25850  Kevin Martin A. Datum Corporation Warm
N
Q [] 2 Semiautomatic Espress... Medium High Alpine Ski House 2/11/2025 $46,25850  Dwayne Elijah Alpine Ski House Cold
55 (] 2 Ssemiautomatic Espress.. Medium Medium Alpine Ski House 2/11/2025 $46,258.50  Dwayne Elijah Alpine Ski House Cold
10
[] 1 café BG-1 Grinder for... Medium Medium Morthwind Traders 2/14/2025 $46,258.50  Miguel Garcia Morthwind Traders Cold
D 18 Airpot Coffee Makers... Medium Low Fabrikam, Inc. 2/17/2025 $£46,258.50 Zoltan Szabd Fabrikam, Inc Warm
[] 2 café Duo Espresso... Medium Low Alpine Ski House 2/19/2025 £46,258.50  Cacilia Viera Alpine Ski House Cold
[ 2 café Duo Espresso... Medium MNone Alpine Ski House 2/19/2025 $46,258.50  Cacilia Viera Alpine Ski House Cold

Velosio
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Full opportunity summary

Dynamics 365 = Sales hub

B % © 2 |l

e
T

E & ©» & =

Velosio
]

& Back | M Opportunity research

Fabrikam - coffee machines

Key insights

size: $2,500,000 Estimated close date: Apr 30, 2025

High

Fabrikam Lounge Expansion - Coffee Solutions Opportunity

Fabrikam is undergoing a workspace expansion and has expressed interest in outfitting their new

lounge with high-capacity, compact coffee machines. A discovery call confirmed key requirements

such as touchless operation and remote maintenance. Follow-ups are underway to include the

Office Admin before proposal finalization.

Key signals

Admin Stakeholder Entry Point Identified

Adele Vance will manage installation logistics.
She is being brought in for the next meeting
to validate feasibility. Her alignment is
essential for smooth implementation.

Buyer Signals High Purchase Intent

Fabrikam responded promptly, confirmed
discovery meeting, and shared preferences for
custom brewing and remote diagnostics. Their
response cadence reflects urgency and
alignment with current renovation timelines.

b Fuchs Engineering GmbH/About @ Customer insights/Forms

Deeper insights

> Stakeholders

> Pain points and needs

> Competitors

> Deal health

> Account overview

Powered by Bing Search ®

Wellness and Experience as Decision Drivers

Coffee setup is tied to employee well-being
and client hospitality goals. This positions the
solution as a strategic lever beyond just an
appliance

Al-generated content may be incorrect. Se¢ terms




Identifies key stakeholders
seme- LS ... ..§

= Y
Deeper insights ~

. Stakeholders

Summary

All primary stakeholders are engaged or scheduled for involvement. Early-stage but promising alignment across functional areas.

Diego Siciliani -Decision Maker with high influence

+ led the discovery call and is responsive via email and scheduling.
+ Continue driving the proposal through him.

Adele Vance - Technical Buyer with medium-high influence

+ To be looped in for installation logistics.
+ Engage her on timeline and space planning.

Emily Braun - Influencer with medium influence

+ No direct contact yet, but focused on employee wellness.

+ Consider future messaging on wellness impact.

> Fabrikam/About 2 @ Outlook  +1 4 9

> Pain points and needs

> Competitors

> Deal health

> Account overview

Velosio
e 4 44




Identifies risks

Outlook

[

v

v

Home View Help

Favorites
& Inbox

B3 Expenses

Aadi@contoso.com
& Inbox

Z Drafts

B Sentitems

W Deleted items
£3 Junk Email

& Archive

B3 Expenses

> B2 January Expenses

cog Add account

Q Seare

> (ﬁl

=7 Archive

@ Report & Sweep

Elvia Atkins
Procurement Head

12:55PM

We look forward to meeting our fall intern...

g Move to v

@

Kian Lambert
Recent projects 11:33AM
Hey Aadi, That worked. Thanks! I've added

Daisy Philips

Coaching workshop 9:08AM
Hey Katri, | know this is last minute, but d
Yesterday

Kristin Patterson

Fw: Volunteers needed Tue 4:38PM

Hey Alumni! We're looking for volunteers.

Daniela Mandera
Open enrollment for healthi... Tue 4:38PM
This is a friendly reminder that you need t

Robert Tolbert
Links to project management so... 12:55PM

We look forward to meeting our fall intern,

This week

a

Recent photos

2
%

«

te

°

- v || & Quick Steps | v (& Read /

Reference | X

Followup X

Kian Lambert

To: @ AadiKapoor @ Daisy Phillips; @ Kat
Cc: O Kadiji Bell @ Eric Ishida
Hey Aadi,

That worked. Thanks!
I've added 56 of the best pictures, and
options. Let me know if | should just de

ones should be sufficient.

Best,
Kian

€\ Reply 4\ Replyall ~? Forw

See 2 more messages

Lydia Bauer sent an automatic reply

Aadi Kapoor

Hey Everyone, Check out the recently adde

Velosio
L




Identifies risks

Dynamics 365 = Sales hub

== & Back | ®¥ Opportunity research Powered by Bing Search @ |  Al-generated content may be incorrect. See terms ®
i
¥=
® @ Fabrikam - coffee machines
/0 Deal size: $2,500,000 Estimated close date: Apr 30, 2025 Risk: | High Irr High dated 2 days ago ©®
£ R
+. Risk mitigation A
Respond with a targeted value comparison for recent competitor mention Not relevant | Mark as done
A Fabrikam's procurement lead mentions a competitor - Fourth Coffee in a recent email. 4 Q
R b Fabrikam/About o Customer insights/Forms
e
o] Key insights ~

Fabrikam Smart Lounge - Compact Pro + CloudLink Opportunity

This opportunity involves deploying Contoso’s Compact Pro Dual-Brew units and CloudLink
analytics at Fabrikam’ new workspace. The deal is important due to Fabrikam's focus on premium
employee experiences and smart office technology, with a projected revenue of $28,500. The sales
process has progressed through technical validation, IT integration review, and a completed quote,
with Finance now requiring a detailed ROl model before final approval. The opportunity is currently
in the Technical Evaluation stage, with a scheduled ROI presentation for Finance.

Key signals Based on recent conversations since you visited on 4/30/2025

Velosio

Competitor actively positioning on price

Fourth Coffee is active in Chicago with
aggressive promos. Given Fabrikam's past
service issues, now is the time to double down
on Contoso's reliability and support to defend
against price-led moves.

L Fabrikam/About @ Customer insights/Forms

Deeper insights

> Stakeholders

Smart Office Alignment Drives Value

Fabrikam's strategic push for seamless
employee experience and smart facilities
directly aligns with Contoso’s offering, making
this a high-fit, high-impact deployment.

Finance Scrutiny Is the Bottleneck

The Finance team is closely examining non-
core investments, requiring clear ROI
justification. The deal’s progression hinges on
delivering a compelling financial case, as
noted in recent communications and CRM
notes

' View flagged risks
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EXAMPLE 3 / SELLER RESEARCH

Al Research - minutes, not hours.

THE PAIN
Al ASSIST

Sellers spend 30-60 minutes on pre-call
research... Sales Research Agent

...and still walk in under-prepared.

Account brief on demand - industry, financials, recent news, leadership
changes.

People insights - buying committee, mutual connections, tenure, signals.

Conversation prep - talk tracks tailored to the buyer's role and recent activity.

2 hrs/day

Captured back to CRM - research grounds the opportunity record; doesn't live

Typical AE time spent searching, scrolling, copy-pasting context into in someone’s email.

CRM.

David Buggy | Velosio | DynamicsCon 2026 14 /20
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EXAMPLE 4 / NEXT-BEST-ACTION

Al in the seller's flow - the daily lift.

Sellers don't need more data. They need to know what to do next.

“Follow up on Acme - Sarah opened “Your Q3 forecast is at risk. Three “Recap last 3 touches with Globex,
your proposal 4 times yesterday.” deals haven't moved in 14 days.” plus open issues from support.”

Cross-system context, summarized - without leaving
CRM.

Engagement signals + opportunity context delivered in

Copilot, Pipeline health surfaced in the seller's daily view.

David Buggy | Velosio | DynamicsCon 2026 16/20
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MEASURING SUCCESS

Tie every Al step to a number the business cares about.

+15-25% +10-20% -20-30% +5-10 hrs
Pipeline coverage Win rate Sales cycle time Weekly seller time back

Research, drafting, summarization

Better-qualified leads, fewer dead opps. Smarter prep, better next-best-actions. Faster qualification, less stalled deal time. ————

Data quality score = 80% on critical fields e Stage hygiene < 30 days aging ® 70%+ seller weekly active use of CRM e Documented exit criteria per
stage

David Buggy | Velosio | DynamicsCon 2026 17/ 20
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GETTING STARTED

Your 90-day Al-readiness playbook.

DAYS 1-30 DAYS 31-60

ASSESS ALIGN

. Map current sales process 9 e Tighten exit criteria by stage 9
e  Score CRM data quality J Backfill required fields

o Measure baseline adoption . Coach managers on CRM-first reviews

. Pick one Al pilot use case J Define pilot success metrics

David Buggy | Velosio | DynamicsCon 2026

DAYS 61-90

ACTIVATE

Launch Stage 1 Al (Assist)
Measure leading indicators weekly
Tune model + thresholds with reps

Decide: scale, iterate, or kill

18/ 20
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KEY TAKEAWAYS

Five things to take back to your team.

Al is the amplifier, not the strategy. O UNDATION

01

Process, data, and people decide the outcome. Al just makes it faster.

Define the process before you automate.
PROCESS

02

If you can't draw it on a whiteboard, Al can't fix it.

Earn data quality before you trust Al.

| o

DATA
Block Al rollouts on real, measurable data thresholds.
o 4 Sell adoption to your sellers. oLt
Lead with seller value - efficiency, prep, and pipeline focus.
o 5 Stage your Al rollout. N
Assist - Guide - Act. Each stage earns the next.
David Buggy | Velosio | DynamicsCon 2026 19/20



Ready to AI Enable Your Sales Process?

Velosio



Microsoft Dynamics 365
Sales

D365 Agent Accelerators — fixed-fee deployments

A structured, fixed-fee deployment for Microsoft's built-in Dynamics 365 Al agents - aligned to the customer's sales process, qualification criteria, and
governance. Partners resell; Velosio delivers or co-delivers.

SALES CLOSE AGENT SALES RESEARCH AGENT
$10,600 ricdree $14,045 $7,950

Automates lead research, prioritization, and initial Continuously researches open opportunities, flags Al-powered research canvas offers rich insights
outreach so sellers focus on the leads most likely risks, and suggests next-best actions to move deals into all aspect of your sales data by simply asking
to buy. to close. questions

Bundle - $S26k Save 20%

1. Discovery & Alignment 2. Enable & Configure 3. Test & Simulate 4. Training & Go-Live

VGIOSiO' From Al Ideas to Al Revenue | Stratos Cloud Alliance 10



AI-First Deployment of Dynamics 365 Sales

Al Enable your Sales Process

A fixed-fee Dynamics 365 Sales deployment with Al at the
center - the three built-in sales agents live on day one, not
as a later phase.

Q Deployment of all 3 Sales agents

Lead, opportunity, and Accounts optimized for Al-driven signals.

Q Governance ready

Responsible Al guardrails, capacity, and cost controls in place from go-live.

Q Sellers trained and adopting

Change management and seller enablement so Al sticks — not shelfware.

Q Fixed-fee, predictable

One SOW. One price. Proven delivery pattern partners can confidently resell.

WHAT'S INCLUDED

Three sales Al agents, live on go-live:

e Sales Qualification Agent
e Sales Close Agent
e Sales Research Agent

Plus full Sales deployment:

Core Sales configuration

Data migration and integration
Responsible Al and governance setup
Seller training and adoption program

Post-go-live hypercare




WHAT'S INCLUDED

Activities

PLAN

Al Strategy & Activation
Accel e I' atO r : fi(zl:e) ir:::nagr,] (:oa:, se unrili ;t?(l :Zii; iiita:)?oiis;rir]z(:::o n

e  Data, security, and governance review
e Microsoft co-funding and incentive mapping

A guided engagement that takes a customer from "interested in Al" to a
funded, prioritized activation roadmap — covering Copilot readiness, licensing,

data, governance, and where Microsoft co-funding applies. 525k fixed fee.
Deliverables

J Prioritized 90-day activation roadmap

DURATION BEST FOR e .
o Quantified ROl and business case

o Executive-ready Al strategy deliverable
4—6 weeks Customers committing to Al y &Y

Vel0$i0e From Al Ideas to Al Revenue | Stratos Cloud Alliance 7
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Empowering Innovation

hank you.

Questions?

David Buggy
VP, CE and Power Platform | Velosio

DBuggy@Velosio.com e velosio.com

Connect on LinkedIn - and let's compare notes on what's working.




