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Your order book is full. You’re running at 

capacity. But things change suddenly. An 

event you have no control over disrupts 

demand. Within days you are left with 

products you can’t sell and inventory you 

can’t use. 

As a manufacturer, predicting and then 

adapting quickly to changing demand is 

critical to mitigating such scenarios. Agile 

planning helps you keep production moving 

forward to meet changing customer needs 

and ensure the order book remains full. 

Also, as you know, stock is expensive, so 

being able to switch up product lines, or 

tone down regular product fast, is essential. 

Reassessing priorities in an agile way keeps 

cost down without impacting production. 

This degree of agility requires a level of 

demand planning many can’t reach because 

of an over-reliance on third party point 

solutions. While many of these solutions are 

good, they provide only part of the planning 

picture. If you are to increase agility, you 

need the full view. 

So how can you reach this level of agile 

planning? 

Getting ahead of the curve
Let’s look at how a typical manufacturer 

planning cycle – much of which you will 

recognie - could evolve into one capable of 

predicting and adapting. 

You have a business plan, spanning a three 

to five-year window. 

This is where the business wants to be. Each 

year, you create a budget plan designed 

to bring you a step closer. This plan guides 

your financial targets. From it, you define 

your product mix need, based on lead times. 

You will have a picture of where orders are 

coming from, and how you will meet the 

financial targets: known customers, new 

customers, new markets. You have a stake 

in the ground. 

This information flows down into the 

business, informing sales and operational 

plans. This is then converted into material 

needs, machine capacity demands, skill 

levels of workers required, and so on. 

You now have a 12-month forecast view, 

with information stored in your Enterprise 

Resource Planning (ERP) platform, allowing 

you to track business plans in detail. 
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If you’re able to do this in one system, then you’re already 

ahead. But there’s another step that increases agility still 

further. 

Planning for any scenario 
By combining customer and market insights together with 

your own historical data, you can create pre-plan, what-if, 

scenarios. Scenarios that allow you to visualize the 

impact on your supply chain during unprecedented 

events. 

For example, what will you do if in two, four, or six months 

a product line, normally half empty, is suddenly 

overloaded with work? Will a product running on two 

shifts, then need a third shift added to cope with the extra 

demand? Do you need more people to run that third shift? 

Do you need to source materials faster to up usage levels 

beyond forecasted amounts? 

In Microsoft Dynamics 365 you can create many such 

scenario plans, each added into forecast models, and then 

master planning. From here, you can run each scenario to 

generate the need and action impact. Tools, such as 

Power BI, then allow you to compare different plans to 

see which would benefit the business most in any given 

scenario. From this you can model contingency plans to 

direct how you would respond to potential future change. 

Good planning reduces the impact of change. If you 

expect an overload coming in a few months’ time, 

whatever the cause, you will have modelled such a 

scenario meaning you can quickly react and adapt.  
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A connected network reduces supply friction 

and brings you closer to suppliers and 

customers. This in turn makes it easier to 

sell, sell more often, and in greater quantity. 

However managing a supply chain is difficult, 

as noted by logistics and supply chain theorist 

Martin Christopher, who wrote: “Individual 

businesses no longer compete as stand-

alone entities, but rather as supply chains.” 

He concluded that today’s supply chain had 

become a complex, and super competitive 

network of businesses and relationships. 

Connecting that network is key for long-

term success. Linked systems connect data, 

providing supplier and asset tracking signals 

from exceptional demand. With this you can 

be more responsive, control costs and remain 

competitive. 

Operational efficiency improvements also 

come as a result. In fact, 74% of manufacturing 

CEO’s are looking to increase growth in the 

next 12 months by improving operational 

efficiency alone. 

But having a single connected platform is only 

the start.

Innovating across the supply-chain
Platforms such as Microsoft Dynamic 365 

provide real-time planning and integrated 

warehouse management. This allows you to 

integrate processes from the sourcing of raw 

materials through to delivering finished goods, 

in one platform. Yet this is just a foundation for 

the innovation to come. 

You sell coffee machines. A customer places 

an order, you manufacture, ship, deliver and 

install. It’s a transactional relationship. But 

what if the coffee machine was able to send 

telemetry data telling you what’s used? Cups, 

milk, coffee, sugar etc … Information you can 

use to replenish supplies, so they never run 

out. This would change the relationship. It’s no 

longer a product you’re providing, but rather 

a service. Connecting products to the network 

has opened a new market. 

Similarly, innovations in products such as 

HoloLens have created more collaborative 

relationships. For example, assisting the 

design and construction of products such 

as kitchens. HoloLens makes it easy to 

measure a customer’s kitchen, with the 

AI-based application designing to suit, before 

integrating with the manufacturing plant to 

engage with suppliers on the build. 
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Innovation allows you to go after (and open) new markets and 

develop connected networks of hundreds, rather than transactional 

relationships of a few. But innovation also creates value internally. 

Innovating across the business 
New technology makes doing business easier and more predictable, 

but this still relies on the support of your staff. And so, helping them 

perform their roles more efficiently also plays an important part of 

your innovation approach. So what tools are at your disposal? 

Low-Code No-Code innovations such as Power Automate provide 

templates which help automate necessarily repetitive tasks. Time is 

then freed up for workers to add value in ways more fitting of their 

skills. 

Similarly, apps and services such as Power Apps give manufacturers 

quick access to innovation without the cost. For example, apps which 

improve the speed of communication with customers and suppliers. 

Documents such as bills of lading and certificates of conformance 

come into Outlook, they’re posted into SharePoint automatically, 

picked up by Microsoft Dynamics 365 and sent to a supplier. With 

a connected network, and a platform everyone can use, speed of 

collaboration between workers, suppliers and customers becomes 

easier and faster. 

Innovation helps you improve customer interactions, get more from 

your suppliers, and work your internal processes better. But it comes 

with a word of caution: change only at a rate staff will support and use 

a provider with proven experience to get the most value from your 

investments.
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An agile manufacturing process gets 

products into customer hands fast. It helps 

you respond to changing demands without 

impacting production. It also ensures the cost 

of production and delivery is consistent and 

predictable. For this you need two things: 

1. A responsive - and connected - supply-chain

that allows you to ...

2. Quickly scale the production from new or

existing suppliers up or down.

If your supply-chain is disconnected, it can 

leave parts of the business working at cross-

purposes. It can also leave you scrabbling to 

on-board suppliers to address new demands. 

An expensive error if you are already 

contracted with suppliers capable of fulfilling 

those needs – but are just not aware. 

Often, a lack of consistency and standards, or 

of a systemized approach for onboarding, is at 

the heart of the problem. It’s not uncommon 

for new supplier approval to take weeks, or 

even months. Yet once approved, it can still 

be a manual process to monitor supplier 

standards. 

To make supplier alignment and sourcing 

easier, there are two things manufacturers can 

do: 

Increase the speed of supplier 
onboarding
The traditional RFQ process is an extensive 

task. It has to be. You need suppliers to meet 

your needs, and standards. But the agile 

manufacturer requires speed. You must be 

able to turn the taps of your supply chain 

on and off. So how can you combine quality 

with speed? Automating part of the process 

is one way. Manufacturing platforms such as 

Microsoft Dynamics 365 provide collaborative 

supplier portals to enable this.  

For many manufacturers, the process for 

adding new suppliers is manual. Part of the 

work can involve tracking and preventing 

orders from happening until the supplier has 

been onboarded. In food manufacturing, for 

example, new suppliers must provide proof of 

relevant certification and license before you 

can buy ingredients from them. You must also 

audit the new suppliers’ processes before you 

can place those orders. 

Failure to follow this process could create 

problems down the line. Ordering products 

from a non-compliant supplier, that were 

later recalled, could lead to fines and loss of 

business. 

5
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An integrated process, which updates supplier records with automatic 

approval upon completion of audit and certification, provides a faster, 

more agile approach to supplier onboarding. Workflow management 

dictates how documents flow through the system and indicates who 

must complete a task or approve a document. With a reduced supplier 

evaluation time, manufacturers can pivot to meet demand. 

Utilizing a central portal gives both you and your suppliers a single 

shared view of information, acting as a platform for suppliers to 

provide and receive timely information throughout the engagement. 

As a result, managing supplier information becomes a collaborative 

two-way effort. 

Once you have your list of suppliers, managing the flow of information 

is next: 

Manage your list of trusted suppliers
Now you have your list of suppliers, automating documentation 

management increases efficiency further. Rather than chasing 

suppliers for necessary standards information, only when the need 

arises, instead create workflows to automate information requests. 

Workflows direct the system to send automated messages to suppliers 

to ensure records are kept up-to-date. 

Without a connected system, the phone, email, and a spreadsheet are 

your best tools for keeping supplier lists up to date. Whereas a central 

‘always-on’ portal allows you to: 
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workflows they participate in. 

This gives confidence that your list of providers 

remains vetted and meet the standards asked 

by you, thus meeting those asked of you by your 

customers. 

Suppliers you choose to fulfil demand quickly are 

ready to support your needs right away. 

Agility and speed offer a competitive advantage 

for today’s manufacturer. 

• Establish consistent processes; you can define 

the approval process for specific documents 

and ensure they are processed and approved 

in a consistent and efficient manner.

• Increase process visibility; you can track the 

status, history, and performance of specific 

workflows. This helps determine whether 

changes should be made to improve 

efficiency.

• Create a centralized work list; users can view 

a centralized work list to view workflow tasks 

and approvals assigned to them across all

To discover how HSO can help you source, 

align, and manage your suppliers, book your 

complimentary, no obligation consultation to 

understand what Microsoft Dynamics 365 can do 

for your organization.   
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“Logic will get you from A to B. Imagination 

will take you everywhere.” – Albert Einstein. 

Imagination is the only limitation to 

developing new products. It’s this, combined 

with the right tools and support of a connected 

supply chain, that makes adapting to change 

possible, and profitable.

Technology has helped some businesses 

shift their entire operating model to better 

predict and adapt to change. Take retail, for 

instance. An industry hard hit in recent times. 

11,000 retail outlets shut in the first half of 

2020, twice as many as in same period the 

previous year. This has forced many businesses 

to evolve and create more agile routes to get 

from imagination, to manufacturing, to launch.

Adapting to, and profiting from 
change
Change can bring uncertainty but also 

opportunity if you take an agile approach. 

For example, you’re a business focused on 

selling product in stores. But the climate shifts. 

Customers are buying more online. Traditional 

bricks and mortar retailing is now unprofitable. 

You close your stores and develop an online 

and franchised model. Focus is now on pushing 

products through partner stores and improving 

your online experience.

You now need to support a complex three-way 

agreement between your business, your 

manufacturing partners, and the franchisee. 

Existing systems are not scalable enough to 

support this. Neither can you afford the cost of 

hiring more staff to manage the process. 

You need a connected platform approach built 

on a common data service.

Data that flows up stream and down. Moving 

between centralised Product Lifecycle 

Management (PLM), Product Information 

Management (PIM), Finance & Operations, and 

other systems in the supply chain.

Data moving through the centralised PLM 

increases visibility. There is now greater 

detail of product development, and more 

accessibility. Now you, your manufacturing 

partners, and designers can collaborate. 

Each adding their own input into the creation 

of new products; colour, size, style, line the 

products fall into, and all the things needed 

to create a product before it’s released for 

manufacturing and sale. Product development 

is now a collaborative effort.
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Data moving through the centralised PIM provides supporting product 

images, text and detail that franchise partners then use. With access 

to the same data, everyone in the supply chain is now seeing the same 

version of the truth. As a result, removing bottlenecks and getting 

products to market is faster and less costly for everyone involved.

Technology has enabled products to move quickly between 

imagination and development, fast.

One system to guide them all
Systems disparate from one another create bottlenecks. They require 

manual processes to ensure information flows between them, which is 

costly.

Making information available, clear and upfront within a connected 

platform allows all parties to plan better; essential when order 

conditions dictate manufacturing cost.

When it comes to cost, increasing visibility helps increase 

understanding of order requirements. Those requirements drive costs 

of manufacturing, so if you can increase orders to go above a break 

point, the cost is reduced for everybody.

This only comes with a single connected platform, which simplifies 

even complex three-way agreements, by increasing visibility. Visibility 

which comes by having data available to everyone. Manufacturers can 

now plan requirements in advance and gain more control of cost.
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order visibility such as item cost, the look of 

the finished product, delivery times, and all 

the things the customer needs. Tools such as 

Microsoft Azure Synapse, Analytics and Power BI 

then provide extra visibility and reporting. 

A connected platform gives manufacturers the 

agility needed to adapt product development 

alongside change, increasing collaboration and 

bringing imagination to life.

From imagination to the customer
Platforms such as Microsoft Dynamics 365 

connect the systems and processes involved 

in product development. Process flows move 

data between systems making it accessible to 

everyone. From CAD design and prototyping, 

through to master planning, sales order creation 

and beyond, everyone in the supply chain 

operates from a single view of the truth.

Operating portals provide upfront visibility of 

what products are coming. Manufacturers can 

now advance plan, with a view of product stages 

and their critical path. Portals also provide 

Agility and speed offer a competitive advantage 

for today’s manufacturer. To discover how HSO 

can help you reduce your time to market, book 

your complimentary, no obligation consultation 

to understand what Microsoft Dynamics 365 can 

do for your organization. 
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In 1982, Booz Allen consultant, Keith Oliver, 

coined the phrase ‘supply chain’. Defining it 

as: “… the process of planning, implementing, 

and controlling the operations of the supply 

chain with the purpose to satisfy customer 

requirements as efficiently as possible. 

“Supply chain management spans all 

movement and storage of raw materials, 

workin-process inventory, and finished goods 

from point-of-origin to point-of-consumption.”

Yet a supply chain, in name, is anything but a 

linear sequence in which ‘production push’ 

rather than ‘demand pull’ is the dominant 

logic.

Martin Christopher, another noted expert in 

the field of logistics, suggests that rather than 

a supply chain, it is a demand network that 

comes together.

This said, you will still need a way of 

monitoring and measuring the performance of 

those operating within this network.

Supplier performance metrics
The standard measurement of supplier 

delivery success is ‘On Time In Full’. Was the 

right product delivered in the quantity ordered 

at the place agreed, and at the time expected 

by the customer?

Platforms such as Microsoft Dynamics 365 

allow you to track supplier performance, 

presenting supplier contribution and 

performance data in a single dashboard 

- relaying information on spend and

contribution by target vs actual; insight that

helps decide:

• The best deal

• The best performer

• The best turn-around time

• The most flexible

• The most reliable

But when it comes to performance, there are 

more abstract measures worth considering.

The hidden performance metrics of 
your supplier network
The environmental and social impact of 

suppliers in your network may also dictate 

who you choose - which suppliers are reducing 

material and energy consumption by using 

renewable energy sources? Which have 

created a healthy working environment for 

employees? Which support social projects?

Manufacturing Agility 
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You may require suppliers to include other certifications or metrics, 

such as the number of implemented standards for the health and 

safety of employees. Whatever you decide to measure performance 

against, choice must be balanced versus risk.

Risk versus reward
The greatest risk is when demand on your side changes, but you can 

do nothing about it. Or when you select suppliers on one performance 

measure alone, such as price. For example, you order $400m worth of 

stock from China because suppliers there perform well on price. But 

when in transit, the shipping firm goes bust. The stock is now stuck 

onboard for the next three months. You have no flexibility while it’s on 

the water. As a result, your summer stock arrives in the winter meaning 

it can’t be sold until the following year. Meanwhile, financing costs 

continue, and you now have the added expense of warehousing stock 

for an extended period. With visibility, and flexibility, you can make 

different decisions such as whether it’s better to airfreight or use a 

local supplier.

But balancing performance with need and risk is only possible if you 

have a single view of data.
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supply chain. This allows you to test different 

bids from suppliers.

With connected information, you can see which 

suppliers are working well. You can also see what 

stock you have, what is coming in, and where 

it’s coming from. For example, you can track 

ships, what’s on the ship, and gain visibility of 

when products will arrive. This enables you to 

manipulate demand processes. Knowing the true 

cost of the stock you have means you can work 

with suppliers and their contracts to make them 

more flexible, such as inserting performance 

guarantees.

Which supplier is working well for you? 
Microsoft Dynamics 365 contains a role-based 

console. This provides supplier account details, 

technical information, and monitoring of 

performance data - presenting a single view 

of supplier relationship health. The dashboard 

also displays the status of a supplier’s current 

functions, such as order performance by month. 

This means you can track performance and 

identify issues. It also allows you to compare a 

supplier’s performance in relation to others.

But it’s not all one sided. The supplier portal 

increases collaboration by opening out the

Machine learning, demand forecasting and 

material needs planning tools, then help 

advanced planning, such as whether to use dual 

sourcing of suppliers to flex between one and 

another to ensure you have a guaranteed level of 

stock in place. 

With visibility, flexibility, and access to supplier 

performance data, you can balance risk, manage 

cost, and so react better.
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Logistics management is complex. The 

individual components that make it up are 

themselves unique. Demand forecasting 

… proof of delivery … warehouse picking 

and packing … yard management … route 

planning … inbound purchase logistics … and 

much more. Each requiring distinct systems, 

processes, and people to make them run well. 

Yet at its heart, logistics is simply the marrying 

of demand creation with physical supply. 

From this, you can create a single plan for the 

flow of products and information through the 

business.

As early as 1915, management theorist Arch 

Shaw pointed out that: “The relations between 

the activities of demand creation and physical 

supply illustrate the existence of the two 

principles of interdependence and balance.

“Failure to co-ordinate any one of these 

activities with its group-fellows and also with 

those in the other group, or undue emphasis 

or outlay put upon any one of these activities, 

is certain to upset the equilibrium of forces 

which means efficient distribution.”

It has taken almost 100 years for the 

acceptance of these basic principles of 

logistics management. Lack of recognition 

springs from low understanding of the benefits 

of integrated logistics.

Shaw goes on to state: “… supply must be met 

and answered before the work of distribution 

begins.”

How manufacturers approach logistics 

management and the meeting of supply gives 

rise to a source of competitive advantage.

Three Points of advantage
Manufacturers gain commercial success in 

one of three ways. Either they have a cost 

advantage, a value advantage or, ideally, 

both. The most profitable manufacturers 

then, tend to be the lowest-cost producer; or 

those providing a product with the greatest 

perceived differentiated value.

Referring to Arch Shaw’s point, connecting 

your logistics processes will help you reach 

these points of value; processes from demand 

forecasting and warehouse picking and 

packing, through to yard management and 

proof of delivery at the point of customer 

handover.

Manufacturing Agility 
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If you can add incremental improvements at different points, you 

can flush value through the supply chain. Take product shipping for 

example. In platforms such as Microsoft Dynamics 365, load and 

container fill functionality help you maximize space. If you have a 

container that can take 500 units, but has only 350, the system can 

order an extra 150 units from the supplier. The more information you 

have, the more agile you can be in the decisions you make.

What have I got, and have I got enough of it? 
Traceability is another important element in gaining value. Connected 

logistics helps you understand what you are delivering where.

Take the Azure IoT hub, for instance. A transmittable device goes 

into each container, sending information back to your connected 

system. You can now trace where a container is via GPS and work out 

where your stock is anywhere in the world. From this you know when 

it will arrive at your customer, supplier, or with yourself. You can tell 

if a storm in the Atlantic will cause a delay. Or if the shipping line 

goes bust, you can see the impact on delivery because stock can’t 

be unloaded. Knowing when something will arrive allows for agile 

planning. If stock is held up on a ship, you may decide to airfreight 

items in to ensure order fulfillment.
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To do this, Microsoft Dynamics 365 uses a 

forecasting engine together with Machine 

Learning. It analyses past sale and return 

patterns to advise order quantities. It learns that 

items are different. For example, that clothes 

sizes are sometimes different depending on the 

make. It will learn that certain items wear 

smaller, or larger, depending on brand or item 

type, and so inform you which will likely come 

back.

Value from reverse logistics
How you manage reverse logistics may also 

influence the cost of supply.

As a matter of course, you will already plan for a 

percentage of returned stock. Once items come 

back, you will go through an expensive repacking 

exercise. Reviewing, cleaning, fixing, repackaging, 

and selling on. Or not. Whatever happens, you 

incur the cost of moving items back through the 

supply chain. But if you can anticipate returns, 

you have a better idea of the number of items 

you need to make and sell in the first instance.

Tools such as Power BI provide this data to you in 

an all-up view. Information which is then added 

back into Dynamics 365 as a returns forecast, as 

part of your master planning.
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For a manufacturer, the purpose of marketing 

is the same as it is for any organization: to find 

and help keep customers. The task of sales is 

to close interest. 

Your ability to gather, maintain and draw upon 

information generated through customer and 

prospect activities is your best hope of doing 

this well, because the more you know about 

each customer, the better you can predict and 

adapt to their buying behavior. This is where 

having a single view of each customer comes 

in. But what is a single view of the customer?

A single view is the amalgamation of all 

information you hold about a customer, 

accessible in one place. It tells the story of 

how each has engaged with you, what they 

bought and the platform they bought it on; 

even how they came to be on that platform in 

the first place. But what information should 

you look to capture?

Building a picture of each customer
Capturing information such as demographics, 

social media platforms used, and websites 

frequented, can help you create content 

that fits customers’ needs. This information 

provides a picture of buying behavior, 

allowing you to tailor your marketing. One 

of the best examples is Amazon which has 

developed powerful tools to enable it to target 

existing customers with product suggestions 

that match the profile of their previous buys.

The internet has increased accessibility and 

put your customers in the driving seat when 

it comes to purchase choice. This means 

it’s important to use a single view of each 

customer to communicate the most relevant 

information for each.

This said, you cannot hope to develop 

relationships with each customer, but you can, 

at least, develop a sense of personalization 

that strengthens loyalty. This is one of the 

most effective tools in marketing. For example, 

loyalty programs or bonus offers create a level 

of satisfaction with customers that they do not 

feel it necessary to consider alternative 

suppliers. Satisfied customers stay longer and 

buy more often.

Manufacturing Agility 
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Are you saying the right thing? 
Traceability is another important element in gaining value. Connected 

logistics helps you understand what you are delivering where.

Your customers don’t buy products, they buy benefits. Put another way, 

the product is purchased not for itself but for the promise of what it 

will ‘deliver’. These benefits may be intangible, i.e. they relate not to 

specific product features but rather to such things as image or service. 

Marketing has long sought to achieve competitive advantage 

through variety, high service levels and frequent product changes. 

Manufacturing processes have then been pushed to adapt and deliver 

change.

Of the many changes that have taken place in the marketing 

environment, perhaps the biggest is the focus upon ‘speed’. Because 

of shortening product life cycles, time-to-market becomes ever more 

critical. Yet speed is reliant on a connected network.

18 / 21



For network marketing to work to its fullest 

potential, visibility and transparency of relevant 

information throughout the supply chain is 

essential.

A single view of your customer
Having a single view of your customer enables 

you to create marketing that engages individuals. 

As a manufacturer, you’re likely to be dealing 

with customers who have lots of points of contact 

within the organisation, and so it’s important to 

know the roles of each, in particular, who your 

key stakeholders are.

Manufacturing is a network
Members of a supply chain are unlikely to have 

considered themselves part of a connected 

network, and so would not have shared strategic 

thinking with each other. For manufacturers to 

grasp new opportunities generated by marketing, 

they will need a higher level of joint strategy 

development. 

This means members of the supply chain must 

collectively agree strategic goals for the network 

and the means of reaching them.

Microsoft Dynamics 365 Customer Engagement 

gives users contextual insights into their 

interaction with each customer. One form this 

takes is action cards - automatically generated 

prompts to, for example, remind users of deals 

that have actions or are due to be closed. 

Another, is using Azure Machine Learning 

to automatically identify potential sales 

opportunities from content found in Outlook 

emails.
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Contact HSO
Contact Andrea Jack 

ajack@hso.com 

Microsoft Dynamics 365 has enabled 

manufacturers to increase the number of 

meaningful customer interactions across 

digital and physical channels and created more 

opportunities to sell well as a result.

What next?
Agility and speed offer a competitive advantage 

for today’s manufacturer. To discover how HSO 

can help you combine data and systems to 

run sales and marketing activities that deliver 

results, book your complimentary, no obligation 

consultation to understand what Microsoft 

Dynamics 365 can do for your organization.

20 / 21



www.hso.com

HSO is a leading global technology and professional services company, delivering successful business transformations, using Microsoft cloud business applications, 
data and analytics, that improve results of our customers. As a Microsoft Solution Integrator, HSO innovates, designs, implements, integrates, optimizes and manages 
business processes and applications based on Microsoft Dynamics 365, Microsoft 365 and Microsoft Azure.

With over 1000 professionals throughout Europe, North America and Asia, HSO combines innovative technology with extensive industry expertise in retail, 
distribution, manufacturing and field services and unique global delivery capabilities to help customers achieve and maintain competitive advantage (anywhere) in 
today’s digital and global world).

HSO has been part of Microsoft’s Inner Circle since 2007, the top 1% of best performing Microsoft partners worldwide. Visit www.hso.com for more information.
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