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Deep-dive, copy-and-paste Al prompts engineered for business owners ready to
build a company that runs without them, one system at a time.
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How to Use This Resource

You built something remarkable. A business with real revenue, a team who depends on
you, and clients who trust you. But somewhere between the vision and the day-to-day,
you became the bottleneck. Every decision flows through you. Every problem finds its
way to your desk. Every system lives in your head instead of on paper.

That stops here.

This resource contains 100 deep-dive Al prompts, each one engineered specifically for
business owners running 7- and 8-figure companies who are done being the ceiling of
their own growth. These are not one-liner prompts you type and get a generic response.


https://go.welloiledoperations.com/o-watch-now
https://www.linkedin.com/in/stacytuschl/
https://www.instagram.com/stacytuschl/
https://www.facebook.com/stacytuschl/

These are detailed, structured frameworks you feed to any Al tool (ChatGPT, Claude,
Gemini) to generate real, customized business assets in minutes.

Each prompt in this guide will take you 3—-5 minutes to customize and submit. In return,
you get back hours of work: SOPs, hiring plans, sales scripts, onboarding systems,
culture documents, and more, fully tailored to your business.

The Five Pillars of Well-Oiled Operations:

Team Leadership & Culture Building — Prompts 1-20
Systems & Operations Excellence — Prompts 21-40
Marketing & Brand Growth — Prompts 41-60

Sales & Revenue Generation — Prompts 61-80

Client Experience & Retention Systems — Prompts 81-100

How to Get Maximum Value:

Before you paste any prompt into your Al tool, fill in every [BRACKET] with your specific
business information. The more context you give, the more precise and usable the
output will be. Treat each prompt as a conversation starter, once you get the initial
output, follow up with clarifying questions to sharpen the results.

The Well-Oiled Operations philosophy is simple: Freedom Through Structure. Structure
is not the enemy of creativity, it is the foundation that makes creativity possible. Every
prompt in this guide is designed to help you build that structure, so your business can
run without your constant presence.

You are the architect of this business. It is time to stop being the builder.

Team Leadership & Culture Building

Prompts 1-20
Your team is your greatest asset, and the primary reason most businesses plateau.

These 20 prompts help you build, lead, and scale a team that operates at the highest
level, even when you are not in the room. From hiring to culture to performance
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conversations, these frameworks turn your people strategy into a competitive
advantage.

PROMPT 01

The Culture Blueprint Creator

Design the exact team culture your business needs to scale without you

WHY THIS MATTERS

Culture is not a ping-pong table or a pizza Friday. Culture is the invisible operating
system of your business, it determines how decisions get made when you are not in the
room, how your team treats clients under pressure, and whether your best people stay
or leave for competitors who offer them something clearer. Most business owners know
they want a great culture but have never sat down to architect one deliberately. Instead,
culture forms by default, shaped by the behaviors you accidentally reward and the
boundaries you inconsistently enforce.

When culture is undefined, the cost is staggering. You end up re-explaining the same
expectations, managing the same conflicts, and watching the same mistakes repeat
themselves across your team. People perform to different invisible standards and then
wonder why results are inconsistent. The owners who scale past seven and eight
figures are not the ones who work harder, they are the ones who built a culture that
works harder on their behalf.

This prompt gives you a complete, customized culture blueprint: your core values in
behavioral form, the rituals that reinforce them, the accountability structures that protect
them, and the hiring criteria that perpetuate them. This is not a document you frame on
the wall, it is the foundation your team stands on every single day.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a world-class organizational culture strategist and leadership
coach with 20+ years of experience helping scaling businesses build
intentional, high-performance team cultures. I am a business owner
running [DESCRIBE YOUR BUSINESS: industry, team size, revenue range, how
long you've been operating]. My goal is to build a culture that allows my

business to operate and grow without requiring my constant involvement.

Here is the current state of my team culture:
- What is working well: [DESCRIBE 2-3 THINGS THAT ARE WORKING]

- What is breaking down: [DESCRIBE 2-3 CULTURAL PROBLEMS OR TENSION
POINTS]

- My leadership style: [E.G., direct, collaborative, visionary, etc.]
- My team's biggest strengths: [LIST 2-3]

- What I want my team to be known for: [E.G., speed, excellence,
ownership, care, innovation]

Please create a comprehensive Culture Blueprint for my business that
includes:

1. CORE VALUES (3-5 wvalues):

For each value, provide:

- The value name (one or two words, memorable)
- A one-sentence definition in plain language

- Three specific observable behaviors that demonstrate this value in
action

- One behavior that violates this wvalue (so it is clear what we do NOT
do)

2. CULTURAL RITUALS (at least 6):

Design specific, repeatable practices that reinforce the culture. For
each ritual, include:

- The ritual name and description
- How often it happens (daily, weekly, monthly, quarterly)

- Who leads it and who participates

What outcome it produces for team cohesion and alignment

3. DECISION-MAKING FRAMEWORK:
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Create a simple, memorable framework my team can use to make decisions
aligned with our values when I am not present. Include the key questions
they should ask themselves before making any significant decision.

4. CULTURE-BASED HIRING CRITERIA:

Write 5 interview questions specifically designed to assess whether a
candidate naturally aligns with our culture, plus what to listen for in
the response (both green flags and red flags).

5. ACCOUNTABILITY STRUCTURE:

Design the culture accountability system — how the team keeps each other
aligned to the values, how we address cultural misalignment, and how
leaders model the culture at all levels.

6. 90-DAY CULTURE ACTIVATION PLAN:

Provide a step-by-step plan for rolling out this culture blueprint to an
existing team. Include: how to introduce it, how to get team buy-in, and
how to measure culture health after 90 days.

Format each section with clear headers, bullet points where appropriate,
and language that is direct, confident, and inspiring without being
corporate or generic. This should feel like it was written specifically
for my business.

HOW TO CUSTOMIZE THIS PROMPT

e Replace [DESCRIBE YOUR BUSINESS] with your specific industry, team size,
and how long you've been running the business, the more specific, the more
tailored the output will be.

e In the 'what is breaking down' field, be brutally honest. The Al cannot fix problems
it does not know exist. Include things like 'people avoid conflict,' 'nobody takes
ownership,' or 'we rehire the same cultural mistakes.'

e Add a sentence about your aspirational culture, a business you admire or a
specific environment you are trying to create. This gives the Al a north star to
write toward.

e If you already have existing values or a mission statement, include them so the Al
can refine rather than replace what you've already built.

WHAT TO DO WITH THE OUTPUT
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1. Present the Culture Blueprint in your next all-hands meeting. Walk through the
core values and have each team member share one example of when they saw
that value in action. This creates immediate ownership and buy-in.

2. Turn the 'Behaviors That Violate Our Values' section into a Leadership Alignment
Agreement. Have all managers and department heads sign it, acknowledging that
they will uphold the culture standard.

3. Plug the 6 culture rituals directly into your team calendar and assign owners for
each one. Unowned rituals die. Named owners create accountability.

4. Share the culture-based interview questions with everyone involved in your hiring
process and retire any generic interview questions that do not assess cultural fit.

PRO TIP

Run this prompt once to build your draft, then feed the output back into the Al with the
instruction: 'Now review this Culture Blueprint and identify any gaps, contradictions, or
areas where the language is too vague to be actionable.’ The second-pass critique is
often where the most important refinements happen, and where a generic culture
document becomes a truly powerful operating system for your team.

PROMPT 02

The New Employee Onboarding Excellence System

Turn first-90-day experiences into long-term loyalty and peak performance

WHY THIS MATTERS

The research is clear: new employees who experience a structured, intentional
onboarding program are dramatically more likely to reach full productivity faster, stay
with the company longer, and become genuine advocates for your culture. Yet most
businesses, even successful, well-run ones, treat onboarding as a checklist of
paperwork and a tour of the office. Within a week, the new hire is thrown into the deep
end and left to figure out 'how things work here' through trial and error.

The hidden cost of poor onboarding is enormous. When a new team member spends
their first 90 days confused about expectations, disconnected from culture, and unclear
on priorities, they underperform, not because they lack talent, but because the system
failed them. You end up with a frustrated new hire, a drained manager, and potentially a
resignation within six months followed by the expensive process of starting over.

This prompt builds you an end-to-end onboarding system: from the moment an offer is
accepted through the 90-day mark. It is not just about orienting a new hire to tasks, it is
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about integrating a person into your culture, equipping them with the tools they need to
win, and making them feel so welcomed and prepared that staying becomes an easy
choice.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a senior HR strategist and employee experience designer who
specializes in building onboarding systems for scaling businesses. I own
[DESCRIBE YOUR BUSINESS: industry, team size, type of roles you hire for
most frequently]. I need to build a comprehensive 90-day onboarding
system that accelerates time-to-performance, reduces new hire confusion,

and increases retention.

Here is what my current onboarding looks like:
- Current process: [DESCRIBE WHAT HAPPENS NOW — even if it's 'not much']

- Biggest onboarding pain points: [E.G., new hires feel lost, managers
don't have time, no consistency between roles]

- Roles I hire most frequently: [LIST 1-3 KEY ROLES]

- What success looks like at 90 days: [WHAT SHOULD A NEW HIRE BE ABLE TO
DO/KNOW? ]

Please build me a complete New Employee Onboarding System that includes:

1. PRE-ARRIVAL EXPERIENCE (Before Day 1):

- A 5-point welcome sequence I can automate (what to send, when to send
it, and what outcome each touchpoint achieves)

- The "new hire welcome package" — what to include and why each item
matters

- The preparation checklist for the hiring manager (what must be ready
before the employee walks in)

2. FIRST WEEK SCHEDULE (Days 1-5):

- A hour-by-hour agenda for Day 1 that balances logistics, culture

immersion, and human connection

- A day-by-day guide for Days 2-5 that introduces role clarity, team
dynamics, and early wins

- The key people a new hire should meet in Week 1 and what the purpose of
each meeting is

3. 30-60-90 DAY MILESTONE FRAMEWORK:
For each milestone, define:
- The 3-5 outcomes the employee should have achieved

- The manager's check-in agenda (what to ask, what to assess, what to
adjust)

- The self-assessment questions the employee completes before each
milestone meeting

welloiledoperations.com | 8




- The decision framework: how we determine if someone is thriving or

struggling at each milestone

4. CULTURE INTEGRATION TOUCHPOINTS:

- 5 specific moments designed to connect the new hire to our values and
culture beyond just explaining them

- How to pair a new hire with a culture mentor (criteria for choosing the
right mentor, the structure of the mentorship)

5. ROLE-SPECIFIC RAMP PLAN TEMPLATE:

Build a customizable ramp plan template with: key learning objectives by
week, competency milestones, performance indicators at 30/60/90 days, and
the resources or training required to get there.

6. FEEDBACK LOOPS:
- New hire pulse survey questions for Week 2, Week 6, and Day 90
- The manager debrief framework at 90 days

- How to use onboarding data to continuously improve the system

Format with clear section headers, actionable steps, and language
appropriate for a high-growth business where time is precious and
expectations are high.

HOW TO CUSTOMIZE THIS PROMPT

e Specify the role types you hire most often, the onboarding system for a sales rep
looks very different from one for an operations manager. Ask the Al to tailor each

section for your primary hire.

e |f your team is remote, hybrid, or distributed across time zones, add that context

explicitly. Virtual onboarding requires different touchpoints and a stronger
intentional connection strategy.
e Include your current biggest retention challenge (e.g., 'people leave within 6

months because they feel unsupported') so the Al can design specific moments

that address that friction point.

e After generating the system, ask the Al: 'Now build me the actual scripts and
email templates for each communication in the pre-arrival sequence' to get the
copy written for you too.

WHAT TO DO WITH THE OUTPUT
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5. Assign a single owner to onboarding for your business, this becomes their
'system to manage.' Without a named owner, every new hire experience will vary
based on which manager has bandwidth that week.

6. Build the 30-60-90 day milestone conversations into your calendar as recurring
templates. These meetings should never be optional, they are the early warning
system that catches disengagement before it becomes resignation.

7. Convert the role-specific ramp plan template into a living document that new hires
and managers co-own. The employee should be able to check their own progress
without waiting for their manager to tell them where they stand.

8. Track your onboarding metrics: time-to-full-productivity, 90-day retention rate, and
new hire satisfaction scores. These numbers tell you whether your onboarding
system is actually working or just looking good on paper.

PRO TIP

The single highest-leverage onboarding investment most business owners skip is the
'welcome call from the CEO or owner' in the first week. It does not have to be long — 15
minutes where you share why you started the company, what you care about most, and
why you are personally excited this person joined — creates a level of connection and
commitment that no HR document can replicate. Script this call using this prompt, then
make it part of every onboarding non-negotiable.

PROMPT 03

The Team Meeting Transformation Protocol

Eliminate meeting waste and design gatherings your team actually looks forward to

WHY THIS MATTERS

Meetings are one of the most expensive line items in your business, and almost nobody
is tracking the true cost. When you add up the hourly rate of every person in the room,
the prep time, the follow-up time, and the opportunity cost of what each person could
have been doing instead, the average poorly-run meeting costs a scaling business tens
of thousands of dollars per month. Worse, bad meetings do not just waste time, they
drain morale, signal poor leadership, and teach your team that participation does not
lead to action.

The good news is that meeting culture is entirely within your control. Most meetings are
bad not because people are lazy or lack ideas but because nobody has designed a
clear purpose, a tight structure, or a accountability follow-through system. When you fix
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the design of your meetings, you change the culture of your business, decisions get
made faster, everyone knows exactly what they are responsible for, and your team
stops treating calendar invites as something to dread.

This prompt gives you a full meeting architecture for your business: templates for every
type of meeting you run, a decision framework for what should actually be a meeting
versus an async communication, and the facilitation tools that transform your gatherings
from status updates into action engines.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as an expert meeting designer and organizational effectiveness
consultant who has helped hundreds of fast-growing businesses eliminate
meeting waste and build a culture of focused, outcome-driven
communication. I run [DESCRIBE YOUR BUSINESS: industry, team size].

My current meeting situation:

- Types of meetings we currently run: [E.G., weekly team meeting, daily
standup, 1l:1s, department meetings, planning sessions]

- Biggest meeting problems: [E.G., no agenda, runs over time, same issues
discussed repeatedly, no follow-through on action items]

- Total number of meetings per week across my team: [APPROXIMATE NUMBER]

- How decisions typically get made in meetings: [E.G., owner decides,

consensus, unclear]

Please build me a complete Meeting Transformation Protocol that includes:

1. MEETING AUDIT FRAMEWORK:

- A decision matrix for every meeting currently on the calendar: Should
this meeting exist? Should it be shorter? Should it be async? Include the
5 questions to evaluate any meeting's legitimacy.

- The 4 categories of meetings every business needs (and the ones most
businesses waste time on)

2. MEETING TEMPLATES (create a complete template for each):

A. The Weekly Leadership Sync (30-45 min) :
- Agenda structure with time allocations

- The 5 standing agenda items that prevent issues from falling through
the cracks

- How to run the "parking lot" for items outside scope

B. The Team Standup (15 min):
- The exact 3-question format and why each question matters
- How to prevent standups from becoming status update marathons

- The protocol for "blockers" — who owns them and by when

C. The Monthly Business Review (60-90 min):
- The data-first structure that ensures decisions are fact-based

- The role of each attendee and what they must prepare in advance
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- How to end every Monthly Review with clear 30-day priorities

D. The 1:1 Manager-Employee Meeting (30-45 min):

- The employee-led agenda format that builds ownership and
accountability

- The 4 questions a manager must ask in every 1:1

- How to use 1l:1ls for coaching, not just updates

E. The Problem-Solving Session (60 min):

- The structured framework for defining the problem before jumping to
solutions

- How to facilitate a meeting where ideas are generated AND filtered
in one session

- The decision protocol that ends the meeting with a clear commitment

3. UNIVERSAL MEETING RULES:
- The non-negotiable rules for every meeting in your organization

- The pre-meeting preparation standard (what must be distributed and read
before anyone sits down)

- The post-meeting follow-through system (action items, owners,
deadlines, documentation)

4. MEETING-FREE BLOCKS:
- How to design 'deep work' time into your organization calendar

- Recommended async communication tools and when to use them vs. meetings

How to handle urgent issues without calling a meeting

Format each section clearly, with scripts and language I can directly
adapt for my team.

HOW TO CUSTOMIZE THIS PROMPT

e List every recurring meeting on your calendar and include the number of
attendees and approximate length, the Al will build a specific recommendation for
whether to keep, cut, shrink, or replace each one.

e If you have a specific meeting that feels completely broken (the one everyone
dreads), describe it in detail and ask the Al to redesign it from scratch with the full
template.
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e Add context about your team's communication preferences (e.g.,
remote/in-person, introverted team, fast-paced culture) so the facilitation language
matches your team's style.

e Request the Al also generate 'the rules we post in every meeting room,' a
one-page visual summary of your meeting standards you can literally laminate
and display.

WHAT TO DO WITH THE OUTPUT

9. Run a calendar audit this week: categorize every meeting as 'keep,' 'cut,' 'shrink,’
or 'convert to async.' The average business owner can reclaim 5-8 hours per
week by eliminating meetings that should never have existed.

10. Introduce the new meeting templates one at a time starting with the one that
currently wastes the most time. Announce the change in advance, explain the
'‘why," and give your team one month to adjust before evaluating.

11. Create a shared meeting template library (in Google Drive, Notion, or your team's
project management tool) so every meeting organizer has access to the standard
agendas and never has to create one from scratch.

12. At the end of each meeting, run a 60-second debrief: 'What worked, what to
adjust next time, and who owns each action item?' Make this non-negotiable until
it becomes habit.

PRO TIP

The most powerful meeting habit you can install is what high-performance teams call 'the
check-out." At the end of every meeting, each person says one sentence: what they are
committed to doing before the next meeting. This 90-second practice dramatically
improves follow-through because public commitment is one of the most powerful
motivators in human psychology. Script your check-out process in the prompt and make it
the last line of every meeting template.

PROMPT 04

The Performance Conversation Framework

Have the performance conversations that actually change behavior and build trust

WHY THIS MATTERS

Performance conversations are the highest-leverage tool a leader has — and the most
consistently avoided. Most business owners and managers wait until performance has
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deteriorated beyond a reasonable point before having a direct conversation about it. By
the time the conversation happens, months of frustration have accumulated, the
employee feels blindsided, and what should have been a coaching moment becomes a
confrontational crisis. This pattern costs businesses their best talent, their team morale,
and an enormous amount of management time.

The reason leaders avoid these conversations is not laziness — it is that they have
never been given a framework that makes them feel confident and compassionate at
the same time. They fear the employee will shut down, become defensive, or even quit.
But research consistently shows that employees want honest feedback. What they do
not want is vague feedback delivered harshly or withheld entirely. A well-structured
performance conversation is actually an act of respect — it communicates that you
believe in someone enough to invest in their development.

This prompt gives you a complete performance conversation system: scripts for different
types of conversations, the framework for giving feedback that lands without triggering
defensiveness, and the accountability structure that ensures conversations produce
results rather than just relief for the manager who finally said something.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as an executive coach and talent management specialist with deep
expertise in performance conversations, feedback delivery, and employee
development for high-growth businesses. I lead a team of [TEAM SIZE] in a
[INDUSTRY] business. I need a complete Performance Conversation Framework
I can use myself and teach to my managers.

Here is the context for my team:

- Types of performance issues I most commonly face: [E.G., missed
deadlines, attitude problems, underperformance vs targets, lack of

initiative, role fit issues]

- My current approach to performance feedback: [E.G., avoid it until
necessary, do it in the annual review, try but unsure if it lands]

- Culture around feedback on my team: [E.G., direct culture, sensitive
team, mixed experience levels]

- My biggest personal challenge with performance conversations: [BE
HONEST — e.g., I go too soft, I get emotional, I talk too much, I avoid
them entirely]

Please build me a complete Performance Conversation Framework that
includes:

1. THE PERFORMANCE CONVERSATION SPECTRUM:

Map out the 5 types of performance conversations every leader must
master, from lowest to highest stakes:

- The Appreciation & Recognition Conversation

- The Developmental Coaching Conversation

- The Course Correction Conversation

- The Formal Performance Improvement Conversation
- The Final Warning / Separation Conversation

For each type: when to use it, what it accomplishes, and what mistakes to

avoid.

2. THE CORE FEEDBACK MODEL:

Teach me a simple, memorable feedback framework I can use in any
performance conversation. Include:

- The exact language structure (sentence starters, transitions, and
closes)

- How to describe observable behavior without making it personal

- How to connect behavior to business impact without being dramatic
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- How to invite the employee's perspective without losing the message

- How to end with clear agreements, not vague hopes

3. COMPLETE CONVERSATION SCRIPTS:

Write full scripts (not bullet points — full scripts with exact language)
for:

Script A: The Course Correction Conversation

(An employee who has been underperforming for 4-6 weeks and needs a
direct, caring reality check)

Script B: The Attitude & Culture Misalignment Conversation

(A high performer whose behavior is negatively affecting the team)

Script C: The Missed Commitment Conversation

(An employee who agreed to a deadline and did not deliver)

4. THE BEFORE-DURING-AFTER SYSTEM:

- What to do in the 24 hours BEFORE a performance conversation to ensure
it is prepared, not reactive

- The 5 non-negotiables to hit DURING the conversation for it to be
effective

- The follow-up protocol AFTER the conversation to document it, measure
change, and know when to escalate

5. THE 90-DAY PERFORMANCE IMPROVEMENT PROTOCOL:

A structured template for formal PIPs that is compassionate but clear:
goals, timelines, support offered, and the decision points that determine
next steps.

Write everything in plain, direct language. These scripts should feel
human and authentic, not like HR policy documents.

HOW TO CUSTOMIZE THIS PROMPT

e Describe a specific current performance situation you are avoiding — give the Al
the full context (role, behavior, how long it's been happening) and ask it to write
the exact script for that conversation.
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e Include your management team's skill level with feedback. If your managers
struggle more than you do, ask the Al to design a 'manager training version' of
each script with coaching notes.

e Add your company's documentation requirements (e.g., 'we need to document all
formal conversations in writing') so the Al can include the email or written
follow-up templates.

e Ask the Al to also generate the 'employee self-assessment' form used in PIPs so
the employee has ownership in the process from the beginning.

WHAT TO DO WITH THE OUTPUT

13. Schedule a 60-minute workshop with your management team to walk through the
framework, role-play the scripts, and establish the standard for when each type of
conversation is required.

14.Create a 'performance conversation log' template that managers complete within
24 hours of any course-correction or formal performance conversation. This
protects the business legally and ensures follow-through.

15. Add the 90-day performance improvement protocol to your manager handbook so
there is never ambiguity about the process once a formal conversation becomes
necessary.

16. Use the appreciation and recognition conversation script proactively — schedule
one recognition conversation per week until it becomes natural habit for every
leader on your team.

PRO TIP

The most underused performance conversation is the 'Stay Interview' — a proactive
conversation with your best performers asking them what keeps them engaged and what
would make them consider leaving. Run this conversation with your top three people in
the next 30 days. You will learn more about your culture and retention risks in those three
conversations than in any survey or annual review. Ask the Al to generate your Stay
Interview script as a follow-up to this prompt.

PROMPT 05

The Team Vision & Goal Alignment System

Get your entire team pulling in the same direction with crystal-clear priorities

WHY THIS MATTERS
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One of the most expensive problems in a scaling business is a team that is busy but not
aligned. Every person is working hard — but not everyone is working on the right things,
in the right order, toward the same outcome. Without explicit vision and goal alignment,
departments optimize for their own metrics rather than the company's most important
priorities. The result is internal friction, duplicated effort, missed opportunities, and a
leadership team that spends more time coordinating than leading.

Alignment does not happen naturally. It has to be designed. The best businesses in the
world are not the ones with the most talented people — they are the ones with the most
aligned people. When your team shares a clear vision of where the company is going,
understands exactly how their role contributes to that destination, and has specific
measurable goals tied to the company's top priorities, they become self-directing. Your
job as the leader shifts from 'telling people what to do' to 'creating the conditions for
great work to happen.'

This prompt gives you the full goal alignment architecture: a vision framework your team
can rally around, a goal-setting methodology that cascades from company level to
individual level, and the rhythms and rituals that keep alignment strong even as
conditions change.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a strategic planning facilitator and organizational alignment
expert who helps 7- and 8-figure businesses get every team member focused
on the right priorities. I am the owner/CEO of [DESCRIBE YOUR BUSINESS:
industry, team size, structure — e.g., functional departments, small
generalist team, etc.].

My current alignment situation:

- My business's most important goal for the next 12 months: [YOUR #1
PRIORITY]

- Current biggest alignment problem: [E.G., sales and ops don't
communicate, team doesn't know the company's goals, everyone has
different priorities]

- How I currently communicate goals: [E.G., annual meeting, quarterly
email, not consistently]

- My leadership team structure: [WHO REPORTS DIRECTLY TO YOU]

Please build me a complete Team Vision & Goal Alignment System:

1. THE COMPANY VISION FRAMEWORK:

Help me articulate a 3-year vision that is specific enough to be
directional but inspiring enough to energize the team. Build me:

- A Vision Statement template that answers: What are we building, for
whom, and why does it matter?

- The "Vivid Vision" narrative structure — a l-page written description
of what the business looks and feels like in 3 years (provide a
customizable template I can complete)

- How to communicate this vision in a way that connects every team
member's role to the bigger picture

2. THE ANNUAL GOAL FRAMEWORK (using OKR methodology) :

- Company-level OKRs: How to set 3-5 Objectives with 3 Key Results each
for the year

- Department-level OKRs: How each department creates goals that directly
support company OKRs

- Individual-level OKRs: How each team member connects their personal
goals to department goals

- The rules for great OKRs: what makes a Key Result measurable,
meaningful, and owned

3. THE 90-DAY PRIORITY SYSTEM:
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- Why 90 days is the optimal planning horizon for execution
- The process for choosing the 3 company priorities for each quarter

- The "rocks vs. sand" model for protecting priority work from urgent but
unimportant tasks

- How to run a quarterly planning session with your leadership team
(agenda included)

4. THE WEEKLY ALIGNMENT RHYTHM:

- The weekly check-in structure that keeps goals visible and progress
transparent

- How to use a simple scorecard to track goal progress without
micromanaging

- The language to use when a goal is at risk — how to raise the flag
early

5. GOAL COMMUNICATION CASCADE:

- A step-by-step process for sharing company goals with the entire team
in a way that creates buy-in (not just compliance)

- The Q&A framework for the goal-setting all-hands — anticipating and
addressing the questions your team will have

- How to tie individual performance reviews and compensation to goal

achievement

Format this as a complete system with specific templates, meeting
agendas, and language I can use immediately.

HOW TO CUSTOMIZE THIS PROMPT

e Include your current 12-month revenue goal, hiring plan, and top strategic
initiative so the Al can write a vision narrative that is actually specific to your
business rather than generic.

e Specify whether you prefer OKRs, SMART goals, Rocks (EOS), or another
framework — the Al can adapt the methodology to match what your team already
knows.

e If your team has struggled with goal-setting before, tell the Al why (e.g., 'we set
goals in January and never look at them again') so it can design the accountability
loops that prevent that pattern.

e Ask the Al to generate the actual company-level OKRs for your next quarter
based on the priorities you share — this gives you a working draft to refine with
your leadership team.
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WHAT TO DO WITH THE OUTPUT

17.Host a quarterly planning session using the agenda from this prompt. Bring your
leadership team together for 3—4 hours, walk through the vision, and set the
90-day priorities together. Buy-in comes from co-creation, not top-down delivery.

18.Create a one-page 'Company Scorecard' that lives in your team's shared
workspace showing the top 3 priorities, each goal's status (on track/at
risk/behind), and who owns each one. Update it weekly.

19.In your next 1:1 meetings, use the Goal Communication Cascade to connect
every direct report's personal goals to the company priorities. Document these
connections in writing.

20.Schedule the next quarterly planning session before this quarter's session ends.
Continuity of the planning rhythm is more important than the perfection of any
individual plan.

PRO TIP

The most common reason goal alignment systems fail is that goals are set once and
never discussed again until the next planning cycle. Build a 'weekly goal check-in' into
your team rhythm where every team member answers one question: 'What is the one
thing | am doing this week that directly moves our #1 priority forward?' This 60-second
weekly habit keeps goals alive and prevents the drift that turns an aligned team into a
disconnected one.

PROMPT 06

The Conflict Resolution Playbook

Transform team tension into trust with a clear, repeatable resolution process

WHY THIS MATTERS

Unresolved conflict is one of the most corrosive forces in a scaling business. It does not
announce itself — it shows up as passive-aggressive emails, cliques forming between
departments, talented people who suddenly go quiet in meetings, and a creeping sense
of tension that everyone feels but nobody names. Left unaddressed, team conflict drives
away your best people, tanks collaboration, and forces you — the owner — back into a
referee role when you should be building strategy.
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Most business owners handle conflict reactively: they wait until it explodes, then try to
patch it together with a conversation that relieves the pressure but does not resolve the
root cause. What makes high-performance teams different is that they have a shared
language and process for addressing tension before it becomes dysfunction. They have
norms about how disagreement is handled, what is said to people versus about people,
and how conflict gets escalated appropriately.

This prompt builds your team's conflict resolution playbook — the agreements,
processes, and scripts that make navigating disagreement a strength rather than a
weakness in your culture. This is not about eliminating conflict; healthy tension is a sign
of an engaged team. This is about ensuring that tension leads to solutions, not damage.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as an organizational psychologist and conflict resolution specialist
who works with high-growth business owners to build psychologically safe,
high-trust teams. I run a [INDUSTRY] business with [TEAM SIZE] people.

Current conflict situation:

- Most common types of conflict in my business: [E.G.,
inter-departmental, manager-employee, peer-to-peer, differing work
styles]

- How conflict is currently handled: [E.G., owner gets pulled in, people
vent to others, issues fester, direct confrontation]

- Biggest impact of conflict on my business right now: [E.G., team
morale, productivity loss, a specific ongoing situation]

- My personal challenge with conflict: [E.G., I avoid it, I escalate it,
I take sides, I rescue people from it]

Please build me a complete Conflict Resolution Playbook that includes:

1. THE CONFLICT HEALTH ASSESSMENT:

- The 7 signs that conflict in your business is healthy and productive
vs. toxic and destructive

- A simple team survey (10 questions) to measure current psychological
safety and conflict health

- How to interpret the results and prioritize your response

2. THE CONFLICT AGREEMENT:

A one-page document that establishes the team's shared norms for how we
handle disagreement. Include:

- What we commit to doing when we have a conflict with a team member

- What we commit to NOT doing (venting to others, passive aggression,
silent treatment)

- The escalation path: when to handle it yourself vs. when to involve a
manager vs. when to involve HR/leadership

3. THE 4-STEP RESOLUTION PROCESS:

Build a simple, memorable process for resolving peer-to-peer conflict.
For each step:

- What to do
- When to do it

- Exact language/scripts for initiating and navigating each step
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4.

MANAGER MEDIATION SCRIPTS:
When a manager or owner needs to step into a conflict, provide:
- How to open a mediation conversation without taking sides

- The questions that help each party feel heard before moving to
resolution
- The 'agreements' framework for closing a mediated conversation with

clear commitments from both parties

- How to follow up to ensure the resolution sticks
5. CROSS-DEPARTMENT CONFLICT PREVENTION:

- The inter-departmental friction points most common in scaling
businesses and how to address them structurally

- How to create 'interface agreements' between departments — clear
expectations for how teams work together

- The quarterly relationship review process that prevents small tensions
from becoming large conflicts

6. THE CONFLICT TO CLARITY FRAMEWORK:

How to transform conflict into organizational learning — using conflict
data to identify and fix the systemic issues that are generating repeated

tension.

Include scripts, templates, and language throughout. Make this something
a manager with no conflict resolution training can actually use.

HOW TO CUSTOMIZE THIS PROMPT

If you have a specific ongoing conflict situation, describe it (anonymized) and ask
the Al to apply the playbook framework to that exact scenario — you will get a
ready-to-use action plan.

Add your team's communication culture (e.g., very direct, politically careful,
emotionally expressive) so the scripts feel natural to your team rather than stilted.
If you have remote team members, include that context so the Al can adapt the
process for async and video-based conflict resolution, which requires different
approaches than in-person.

Ask the Al to generate the team conflict norms document in a format you can
distribute and have everyone sign — making the agreement official dramatically
increases adherence.
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WHAT TO DO WITH THE OUTPUT

21.Introduce the Conflict Agreement at your next team meeting as a positive cultural
standard, not a response to a problem. Frame it as: 'We are good enough to
deserve a clear process for handling the hard moments."

22.Train your managers on the mediation scripts through role-play scenarios before
they need to use them under pressure. Practiced sKkills are available skills —
unpracticed skills disappear in the moment they are most needed.

23.Create interface agreements between your two most friction-prone departments in
the next 30 days. A 90-minute working session between the department heads
with a clear output can prevent months of recurring tension.

24.Review conflict patterns quarterly: are the same types of issues recurring? That is
a signal of a systemic problem that needs to be addressed structurally, not just
managed interpersonally.

PRO TIP

The most powerful conflict prevention tool costs nothing and takes five minutes: a reqular
'State of Us' check-in where you ask your leadership team, 'Is there any tension between
any of us that we should address before it grows?' Most leaders will not volunteer this
information unless invited. Building a standing invitation into your monthly rhythm
normalizes candor and catches small friction before it becomes expensive drama.

PROMPT 07

The Employee Recognition & Engagement System

Build the recognition culture that retains your best people and lifts the whole team

WHY THIS MATTERS

Employee engagement is not a soft metric — it is directly tied to productivity, retention,
and profitability. Gallup's research consistently shows that highly engaged teams are
more productive, have significantly lower turnover, and generate substantially better
business outcomes than disengaged ones. And the number one driver of employee
disengagement? Feeling unseen, undervalued, and unappreciated. Not underpaid —
unappreciated. Most business owners are so focused on what their team needs to do
better that they forget to acknowledge what they are already doing well.

Here is the irony: recognition is free. The most powerful motivator available to a leader
costs nothing but intentionality and consistency. Yet it is the most consistently
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inconsistent practice in most businesses. Recognition gets delivered randomly — big
wins get celebrated, daily excellence goes unnoticed, and the employees who quietly
make everything work feel invisible. Over time, invisible people become disengaged
people, and disengaged people either leave or stay and stop caring.

This prompt builds you a systematic, scalable recognition program that works
regardless of team size. It is not about birthday cards or employee of the month
plaques. It is about building a recognition infrastructure that makes every person on
your team feel genuinely valued every single week — and that creates a culture where
excellence is the norm because it is consistently noticed and celebrated.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as an employee engagement strategist and culture designer who builds
recognition programs for fast-growing companies. I run a [INDUSTRY]
business with [TEAM SIZE] employees across [NUMBER OF DEPARTMENTS/TEAMS] .

My current recognition situation:

- How I currently recognize employees: [E.G., verbally, bonuses, nothing
formal]

- Team morale indicators: [E.G., quiet disengagement, high energy, mixed]
- Biggest retention challenge: [WHO IS LEAVING AND WHY, if known]

- Budget comfort level for recognition: [E.G., minimal budget, willing to
invest, recognition should be mostly free]

- Remote, hybrid, or in-person team: [SPECIFY]

Please build me a complete Employee Recognition & Engagement System that
includes:

1. THE RECOGNITION ARCHITECTURE:
Design a three-tier recognition system:
- Tier 1: Daily/weekly micro-recognition (free, instant, high-frequency)

- Tier 2: Monthly/quarterly milestone recognition (moderate investment,
team-visible)

- Tier 3: Annual/exceptional recognition (significant investment,

culture-defining)

For each tier: specific recognition practices, who delivers it, how it is
done, and what outcome it creates.

2. THE RECOGNITION LANGUAGE GUIDE:

Most managers give vague recognition ('great job!') that lands weakly.
Create a guide for:

- How to give specific, behavioral recognition that actually resonates

- Recognition scripts for 8 common scenarios (going above and beyond,
hitting a goal, supporting a teammate, handling a difficult client,
learning a new skill, demonstrating company values, solving a complex
problem, completing a long project)

- The recognition formula: Behavior + Impact + Appreciation (with
examples for each)

3. THE TEAM RECOGNITION RITUALS:

Design 5 specific, repeatable recognition rituals for my team. For each:
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- Name and description of the ritual
- Frequency and format
- Who participates and who facilitates

- How to keep it from becoming stale over time

4. THE PERSONALIZED RECOGNITION GUIDE:
Not all employees are motivated by the same type of recognition. Build:

- A 10-question 'Recognition Preferences' survey for employees to
complete

- A 5-profile guide to different recognition styles (public vs. private,
tangible vs. intangible, peer vs. manager-driven)

- How managers adapt their recognition approach based on individual

preferences

5. THE PEER RECOGNITION SYSTEM:

- How to build a peer-to-peer recognition program that scales recognition
beyond what managers alone can deliver

- The structure (platform, frequency, criteria)

- How to ensure peer recognition stays genuine and meaningful, not

performative

6. THE ENGAGEMENT MEASUREMENT SYSTEM:

- 4 engagement metrics to track quarterly

A 10-question pulse survey to assess engagement health

- The action planning process when engagement scores drop

Format with specific scripts, survey templates, and ritual designs I can
implement this week.

HOW TO CUSTOMIZE THIS PROMPT

e List your most critical roles to retain and what you know about what motivates
those specific employees — ask the Al to build personalized recognition
approaches for your most important people.

e If you have managers who are naturally poor at recognition, ask for a '"Manager
Recognition Training' module — a one-page cheat sheet of what to say and do
each week.
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e Include your team's communication tools (Slack, Teams, email, in-person) so the
Al can design recognition practices that fit naturally into how your team already
communicates.

e Ask the Al to generate the actual nomination criteria and announcement
templates for your Tier 3 (annual/exceptional) recognition program — these are
the touchpoints that people remember for years.

WHAT TO DO WITH THE OUTPUT

25. Start this week with one Tier 1 recognition practice — pick the specific recognition
script you will use, then commit to delivering recognition to at least one person
every single day for the next 30 days. Consistency matters more than creativity at
first.

26.Schedule the 'Recognition Preferences' survey for your entire team within the next
two weeks. Before you invest time or money in any recognition program, know
how your specific people want to be recognized.

27.Add a 'Recognition Moment' as a standing agenda item in your weekly leadership
meeting — 5 minutes where each leader shares one team member they
recognized this week and why. This creates accountability and models the
behavior for the whole team.

28. Assign one person as the 'Culture and Recognition Champion' for the team. This
person coordinates the rituals, tracks the pulse survey, and keeps the system
alive without it depending entirely on the owner.

PRO TIP

The highest-impact recognition practice that most leaders overlook is recognizing team
members in front of the people they respect most — especially their peers and their
families. Sending a handwritten note to an employee's home that their family will see, or
publicly recognizing someone in front of a client they worked hard to serve, creates an
emotional memory that outlasts any bonus. Design at least one recognition practice that
goes beyond the workplace and you will create loyalty that money alone cannot buy.

PROMPT 08
The Strengths Mapping & Role Optimization System

Put the right people in the right seats doing their best work every day

WHY THIS MATTERS
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The fastest path to team disengagement is putting talented people in roles that do not
use their strengths. When someone spends the majority of their workday doing tasks
that drain them, feel difficult, or contradict their natural way of operating, they
underperform — not from a lack of effort, but from a mismatch between person and role.
This is one of the most common and most invisible causes of the performance plateau
that hits scaling businesses. The owner looks at a team full of good people and wonders
why results are inconsistent. The answer is usually role design, not people.

Research on human performance consistently shows that people operate at their
highest level when their roles align with their natural talents. Strengths-based
organizations see dramatically lower turnover, higher engagement, and stronger
performance outcomes than organizations that treat roles as fixed boxes and fill them
with whoever is available. The difference is intentional role design — understanding
what each person does best and building their responsibilities around those strengths
rather than expecting them to master their weaknesses.

This prompt gives you the framework to assess every person on your team, identify
where they are over-indexed in tasks that drain them, and redesign roles so your team
can show up as the best version of themselves every day. The result is a team that
works harder because the work itself energizes them.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as an organizational design consultant and strengths-based leadership
expert who helps business owners build high-performing teams by aligning
people with their natural talents. I run a [INDUSTRY] business with [TEAM
SIZE] employees across [ROLES/DEPARTMENTS] .

My current team situation:

- Roles that seem to be struggling despite capable people in them: [LIST
1-3]

- People on my team who feel 'off' in their current role: [DESCRIBE
WITHOUT NAMES — e.g., 'my operations manager is great at details but
struggles with leading the team']

- How roles were assigned in my business: [E.G., whoever was available,
organic growth, formal hiring]

- Strengths assessment tools I currently use: [E.G., StrengthsFinder,
DISC, none]

Please build me a complete Strengths Mapping & Role Optimization System
that includes:

1. THE STRENGTHS ASSESSMENT FRAMEWORK:

- A 20-gquestion self-assessment every team member can complete to
identify their top strengths, energy-giving activities, and
energy-draining activities

- Instructions for managers conducting a strengths-based 1:1 to surface

insights the self-assessment might miss

- How to synthesize results into a 'Strengths Profile' for each team
member

2. THE ROLE ENERGY AUDIT:
Help each team member analyze their current role:

- The 'Energy Audit' template: tasks that give energy vs. tasks that
drain energy, with percentage of time spent in each category

- The insight framework: what patterns indicate a strengths-role mismatch
vs. a skill gap vs. a motivation issue

- How to use Energy Audit results to make role adjustment decisions

3. THE IDEAL ROLE PROFILE:
For each key role in the business, create a template that defines:
- Core responsibilities (what the role must deliver)

- Natural strengths that make someone excellent in this role
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- The top 5 activities that should make up 70%+ of this role's time

- Warning signs that someone in this role is misaligned

4. THE ROLE OPTIMIZATION PROCESS:

- How to conduct a Role Optimization Conversation with an employee

(complete script included)

- The 4 options when a strengths-role mismatch is identified: role
adjustment, role redesign, internal transfer, or performance plan

- How to redesign a role without disrupting the rest of the team or
triggering insecurity

5. THE TEAM STRENGTHS MAP:

- How to build a visual 'Team Strengths Map' that shows the collective
strengths and gaps across your team

- How to use the Team Strengths Map to make hiring decisions that
complement existing talent

- The 3 critical strengths gaps that most scaling businesses fail to
address until it is too late

6. THE STRENGTHS-BASED PERFORMANCE FRAMEWORK:
- How to rewrite performance goals around strengths, not just metrics

- How to have a strengths-based performance conversation that motivates

rather than demoralizes

- The quarterly check-in format that keeps strengths front and center

Provide templates, conversation scripts, and assessment tools throughout.

HOW TO CUSTOMIZE THIS PROMPT

e List your 5-10 most critical roles by name and ask the Al to generate the Ideal
Role Profile for each — you will end up with a library of role profiles that inform
hiring, performance management, and succession planning.

e If you use a specific assessment tool (StrengthsFinder, DISC, Myers-Briggs),
mention it so the Al can integrate that language into the framework.

e Describe your highest performer and what you observe about how they work —

the Al can reverse-engineer that profile into a strengths blueprint for hiring similar

talent.

e Ask the Al to generate a 'Role Fit Score' rubric — a simple scorecard where a
manager can score a person's current role fit across 5 dimensions to identify
misalignment early.
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WHAT TO DO WITH THE OUTPUT

29.Conduct the Energy Audit with every person on your team in their next 1:1. Ask
them to log their activities for one week, then color-code each one: green
(energizing), yellow (neutral), red (draining). The pattern will be immediately
iluminating.

30.Build your Team Strengths Map within the next 30 days and share it with your
leadership team. Seeing the collective picture — including the gaps — often
reveals hiring priorities and structural redesigns that were not visible before.

31.1dentify the one person on your team whose role is most misaligned with their
strengths and have a Role Optimization Conversation within two weeks. A single
well-handled role adjustment can unlock performance improvement that feels like
hiring a new person.

32.Add a 'Strengths Check' to your hiring process: for every open role, reference the
Ideal Role Profile before reviewing resumes. Stop hiring for availability and start
hiring for fit.

PRO TIP

The most underutilized strengths resource in most businesses is the team member who is
quietly excellent at something that is not formally in their job description. Build a ‘Hidden
Strengths' conversation into your quarterly 1:1 by asking: 'Is there something you are
great at that we are not currently using in your role?' The answers will surprise you — and
often reveal capabilities that can fill gaps you thought required a new hire.

PROMPT 09

The Leadership Communication Style Assessment

Understand how your communication style impacts your team and adapt for maximum
effectiveness

WHY THIS MATTERS

Every leadership failure is ultimately a communication failure. The business owner who
micromanages is often communicating 'l do not trust you' without meaning to. The one
who under-communicates is often sending 'this does not matter' when the opposite is
true. The leader who shares every detail creates anxiety; the one who shares nothing
creates rumor and speculation. Communication style is the invisible force that shapes
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team morale, decision quality, and organizational trust — and most leaders have never
examined theirs deliberately.

What makes communication complicated is that it is not just about what you say — it is
about how it lands on different people with different styles, fears, and histories. Your
direct communication style might read as 'inspiring clarity' to one team member and
‘aggressive and overwhelming' to another. Your collaborative approach might feel
'psychologically safe' to one person and 'indecisive and lacking direction' to someone
else. Great leaders learn to flex their communication style based on the person and
context in front of them.

This prompt gives you a complete communication audit: what your current style is, how
it is impacting different members of your team, and a practical toolkit for adapting your
approach to get the best out of every person you lead.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as an executive communication coach and organizational psychology
specialist who helps business leaders maximize their effectiveness by
understanding and adapting their communication style. I am the owner/CEO
of a [INDUSTRY] business with a team of [TEAM SIZE].

Here is what I know about my current communication style:

- How I think I communicate: [E.G., direct and fast, collaborative,
data-driven, big-picture thinker]

- Feedback I have received about my communication: [INCLUDE POSITIVE AND
CRITICAL]

- My biggest communication challenges as a leader: [E.G., I overwhelm
people with information, I am too vague, I avoid conflict, I talk too
much in meetings]

- The communication breakdown I experience most often: [E.G., people
misunderstand my intent, team feels out of the loop, I repeat myself
constantly]

Please build me a complete Leadership Communication Style Assessment and
Development System:

1. THE COMMUNICATION STYLE DIAGNOSTIC:

Create a 25-question self-assessment that helps a leader identify their

dominant communication style across 4 dimensions:

- Information style: How you share information (detailed vs. high-level,
written vs. verbal, formal vs. informal)

- Decision communication: How you communicate decisions (collaborative,
decisive, consultative, delegated)

- Emotional communication: How you communicate feelings and energy
(expressive, controlled, wvariable)

- Conflict communication: How you handle difficult conversations (direct,
diplomatic, avoidant, aggressive)

Include scoring and interpretation for each dimension.

2. THE FOUR COMMUNICATION PROFILES:

Define 4 distinct communication profiles a leader might have. For each
profile:

- Core characteristics and strengths
- Blind spots and where this style creates problems
- The team members who respond best and worst to this style

- The top 3 adjustments to make this style more universally effective
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3. THE COMMUNICATION ADAPTATION TOOLKIT:

- How to read another person's communication style in the first 5 minutes
of a conversation

- The 'Communication Flex' technique: how to adapt your message delivery
based on who you are speaking to

- Scripts for 6 common communication moments: delivering difficult news,
sharing a vision, requesting performance improvement, building enthusiasm

for a change, having a 1:1 check-in, facilitating a group decision

4. THE WRITTEN COMMUNICATION STANDARDS:

- The 5 rules for effective written leadership communication (email,
Slack, memos)

- How to write messages that do not create anxiety or ambiguity

- The 'Two-Read Test' — how to review your own written communication
before sending

5. THE UPWARD COMMUNICATION AUDIT:

- How to create psychological safety for honest upward feedback from your
team

- The skip-level conversation structure — how to communicate directly
with team members who do not report to you

- How to measure whether your communication style is actually landing as
intended

Provide assessments, scripts, and tools throughout. This should be
immediately actionable for a busy leader.

HOW TO CUSTOMIZE THIS PROMPT

e Share specific communication moments that have not gone well — when you said
something and got an unexpected or negative reaction — so the Al can analyze
what likely happened and suggest specific adjustments.

e List your direct reports and include one adjective describing each person's
communication style so the Al can build you a personalized ‘communication
guide' for each person.

e If you lead a diverse team with different cultures or generations, include that
context so the communication advice accounts for those dynamics.
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e Ask the Al to generate a 'communication feedback request' you can send to your
team — a short, anonymous survey that gives you honest data about how your
communication is actually landing.

WHAT TO DO WITH THE OUTPUT

33. Take the Communication Style Diagnostic this week and share your results with
your leadership team. Vulnerability from the top creates psychological safety
everywhere below — and your team will trust you more for showing them that you
are actively working to lead them better.

34.Schedule a 30-minute communication calibration meeting with each direct report
to explicitly discuss how they prefer to receive information, feedback, and
recognition. Document it and refer back to it.

35.For the next 30 days, apply the Two-Read Test to every important written
communication before sending. This single habit will dramatically reduce
miscommunication and the time you spend cleaning up misunderstandings.

36.Share the Four Communication Profiles with your management team and have
each person identify their profile. Teams that understand each other's
communication styles navigate tension and collaboration significantly better.

PRO TIP

The most powerful communication investment a leader can make is asking one direct
question once a quarter: 'ls there anything about the way | communicate that makes your
job harder?' The courage to ask — and the discipline to listen without defending — tells
your team more about your character than any communication training ever will. And the
answers will give you a roadmap for becoming a more effective leader faster than any
assessment.

PROMPT 10

The Team Capacity Planning System

Know exactly who can take on what — and never burn out your best people again

WHY THIS MATTERS

Capacity planning is the operational discipline that separates well-run organizations
from ones that constantly feel overwhelmed, behind, and understaffed. In most scaling
businesses, work is assigned based on who is available or who is most trusted, not
based on an objective understanding of what each person's bandwidth actually looks
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like. The result is a predictable cycle: your best, most capable people get loaded with
more and more work, they quietly hit a breaking point, and you either lose them to
burnout or lose their best work to exhaustion-driven shortcuts.

The hidden cost of poor capacity planning extends beyond individual performance.
When your team is consistently over-capacity, everything suffers: quality drops,
communication becomes reactive rather than proactive, innovation disappears because
there is no cognitive space for it, and the business becomes fragile because everything
depends on a small number of people who are already at their limit. This is not a
motivation problem. This is a resource allocation problem.

This prompt builds you a capacity planning system that makes visible what is currently
invisible: exactly how much each person on your team can realistically take on, where
the bottlenecks are before they become crises, and how to make resource decisions
based on data rather than gut feel or whoever complains loudest.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as an operations strategist and workforce planning specialist who
helps business owners build capacity planning systems that prevent
burnout, improve output quality, and enable sustainable growth. I run a
[INDUSTRY] business with [TEAM SIZE] employees.

My current capacity situation:

- How work is currently assigned: [E.G., manager decides, whoever has
time, owner assigns directly]

- Biggest capacity-related problems: [E.G., some people are always
buried, some have too little to do, we miss deadlines, key people are
burning out]

- How I currently track what people are working on: [E.G., nothing,
project management software, spreadsheet]

- Growth plans that will impact team capacity in the next 6-12 months:
[DESCRIBE]

Please build me a complete Team Capacity Planning System:

1. THE CAPACITY BASELINE ASSESSMENT:

- How to calculate each team member's true available capacity (accounting
for recurring responsibilities, meetings, admin, and recovery time)

- The capacity categories: Strategic work, Operational work,
Administrative work, and the ideal percentages for each role type

- A template for capturing each person's current workload and classifying
it by category and time requirement

2. THE WORKLOAD VISIBILITY DASHBOARD:

- The key metrics to track for each person: total hours committed, hours
available, utilization rate, project mix

- A simple color-coded status system (green/yellow/red) anyone can read
at a glance

- How to build this dashboard in your existing tools (suggest approaches
for Google Sheets, Notion, or project management software)

3. THE WORK ASSIGNMENT DECISION FRAMEWORK:

- The criteria for deciding who takes on new work (capacity, strengths,
development opportunity, strategic value)

- How to use a capacity check before assigning any project or significant
task
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- The language for saying 'no' to new work or renegotiating deadlines
when capacity is full

4. THE CAPACITY PLANNING CALENDAR:

- How to map team capacity for the next 90 days, accounting for planned
absences, peak periods, and known project loads

- The quarterly capacity review process: how to recalibrate before each

new quarter

- How to identify and plan for capacity gaps before they become hiring

decisions

5. THE HIRING TRIGGER SYSTEM:

- The data-driven criteria for knowing when you need to hire (not just
when it feels chaotic)

- How to distinguish 'we need more people' from 'we need better
processes' or 'we need to stop doing certain things'

- The capacity impact model: how to calculate the cost of being
under-resourced vs. the cost of a new hire

6. THE OVER-CAPACITY RECOVERY PLAN:
- The immediate triage process when the team is currently overwhelmed

- How to communicate capacity limits to stakeholders without seeming
disorganized

- The 30-day reset plan for a team that has been running over-capacity
for months

Include templates, decision frameworks, and specific language throughout.

HOW TO CUSTOMIZE THIS PROMPT

e List each person on your team by role and include your best estimate of how busy
they currently are (e.g., 'my marketing manager feels 120% capacity, my sales
admin seems underutilized') — the Al can build a specific analysis and
recommendation for each.

e Include upcoming projects, launches, or seasons that will spike demand so the Al
can build capacity projections for those specific periods.

e If you use project management software (Asana, Monday.com, ClickUp), mention
it and ask the Al to design the dashboard and workflow within that tool.
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e Ask the Al to generate a 'Capacity Conversation' script for managers to use in
their 1:1s — a structured way to ask team members about their workload without
them feeling like they are complaining or failing.

WHAT TO DO WITH THE OUTPUT

37.Conduct a capacity baseline assessment for every role this week. Ask each
person to list all their recurring responsibilities with approximate time per week,
then add up the total. The results will likely surprise you — and in many cases
reveal why things are not getting done.

38.Build the workload visibility dashboard within the next two weeks. Even a simple
Google Sheet version that shows each person's current projects and rough
capacity status is infinitely better than managing capacity by intuition.

39.Run the hiring trigger analysis before your next team meeting. You should be able
to make the case for a new hire (or the case against one) with data, not just a
feeling that 'we need help.'

40.Add a 5-minute 'capacity check' to your weekly leadership meeting. Each leader
shares their team's current status: green, yellow, or red. This early warning
system prevents small capacity crunches from becoming team-wide crises.

PRO TIP

The most common capacity mistake in scaling businesses is treating 40 hours per week
as 40 hours of available productive work. In reality, when you account for meetings,

email, transitions between tasks, administrative overhead, and the natural rhythm of
human energy, most knowledge workers have 4—6 hours of high-quality focused work per
day. Build your capacity model around this reality and you will make far better resourcing
decisions — and your team will stop feeling like they are failing because they cannot fit 60
hours of expectation into a 40-hour week.

PROMPT 11

The Delegation Mastery Framework

Let go of the right things to the right people and reclaim your highest-value time

WHY THIS MATTERS

Delegation is the skill that separates business owners who scale from ones who stall.
Most owners know they need to delegate more — they have heard it a hundred times.
The problem is that knowing and doing are completely different things when you have
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built your business on the quality of your own work, when you fear others will not do it
as well, when it feels faster to do it yourself, and when the cost of a mistake feels higher
than the cost of your time. These are real fears, not weaknesses. And they need a real
system to overcome.

Poor delegation is not just about time — it is about organizational culture. When the
owner never fully lets go, the team never fully develops. Your managers stay in
execution mode instead of growing into leaders. Your high-potential employees plateau
because they are never given the authority to make real decisions. And your business
remains permanently capped at what you personally can supervise, review, and
approve. The ceiling of your business is the floor of your delegation.

This prompt gives you a complete delegation system: a framework for identifying what
to delegate and to whom, the process for handing off work in a way that actually sticks,
and the accountability structures that let you let go with confidence rather than
white-knuckling every outcome.

welloiledoperations.com | 43



4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a leadership effectiveness coach and strategic delegation expert
who helps business owners break free from the bottleneck they have become
in their own companies. I am the owner of a [INDUSTRY] business doing
approximately [REVENUE RANGE] with [TEAM SIZE] employees.

My delegation situation:

- Tasks I am currently doing that I know I should not be: [LIST 3-5
SPECIFIC TASKS]

- Why I have not delegated these yet: [BE HONEST — e.g., nobody does it
as well, it is faster to do it myself, I do not trust the process, I
enjoy 1it]

- People on my team who I believe could take on more: [LIST ROLES, NOT
NAMES]

- My biggest fear about delegating: [E.G., losing control of quality,
something important breaking, team making me look bad]

Please build me a complete Delegation Mastery Framework:

1. THE DELEGATION AUDIT:

- The 4-quadrant delegation matrix: Urgent/Not Urgent vs. Uniquely
Mine/Anyone Can Do — how to use it to categorize every task on your plate

- The Unique Ability filter: identifying the tasks that only you can do
vs. tasks you are doing out of habit, control, or comfort

- The 'Stop Doing' list builder: a process for identifying and
eliminating tasks that should not be done by anyone, not just you

2. THE DELEGATION READINESS ASSESSMENT:

- How to evaluate a team member's readiness to receive delegation across
4 dimensions: competence, confidence, motivation, and trust

- The Delegation Levels Model: 5 levels from 'do exactly what I say' to
'own this completely and report results' — when to use each and how to
communicate it clearly

- How to match the delegation level to the person's readiness level

3. THE HANDOFF PROTOCOL:

The step-by-step process for delegating effectively:

Step 1: Define the outcome (not the process) you are handing over
Step 2: Brief the person — context, constraints, standards, timeline

Step 3: Set checkpoints without micromanaging
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Step 4: Transfer authority publicly
Step 5: Debrief after first completion

Include exact scripts for the briefing conversation and the first
check-in.

4. THE ACCOUNTABILITY WITHOUT MICROMANAGEMENT SYSTEM:
- How to create visibility into delegated work without hovering

- The reporting cadence: what information you need, how often, in what
format

- The difference between micromanagement (monitoring behavior) and
accountability (monitoring outcomes)

- How to give feedback on delegated work without taking it back

5. THE DELEGATION DEVELOPMENT PLAN:

- How to use delegation as a leadership development tool, not Jjust a time
management tool

- The stretch assignment framework: how to delegate work that develops
capability, not just work that needs doing

- How to track each team member's delegation growth over 12 months

6. THE 90-DAY DELEGATION CHALLENGE:

A specific, actionable plan to hand off a significant portion of your
current workload in the next 90 days.

Include scripts, templates, and the exact conversation frameworks for
each step.

HOW TO CUSTOMIZE THIS PROMPT

e List your specific task list from a recent week and ask the Al to categorize each

task into the delegation matrix — you will get a personalized delegation audit with

specific recommendations.
e Describe the specific delegation failure you have experienced in the past (e.g., 'l
delegated X to Y and it went wrong because Z') and ask the Al to diagnose what
went wrong and how to prevent it.
e If you have a specific 'right hand' person or operations manager, describe their
role and ask the Al to build a custom 90-day delegation roadmap for handing off
specifically to them.
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e Ask the Al to generate the 'delegation brief template' — a one-page document
you fill in for every significant delegation. Completing this template forces the
clarity that makes delegation succeed.

WHAT TO DO WITH THE OUTPUT

41.This week, identify the single most time-consuming task you do that someone
else could do at 80% of your quality — and begin the handoff process using the
Handoff Protocol. The 80% rule is key: done well by someone else is infinitely
better than done perfectly but only by you.

42.Share the Delegation Levels Model with your management team. When everyone
understands the spectrum from 'execute exactly' to 'own completely,' expectations
are set clearly and delegation conversations become much less ambiguous.

43.Build your 90-day delegation calendar: one significant handoff per month. Map out
who receives each delegation, the briefing date, the first checkpoint, and the full
transfer date.

44.Track your own 'owner activities' weekly: what percentage of your time is spent on
tasks only you can do? Set a target of 70%+ within 90 days and measure against
it each week.

PRO TIP

The fastest way to accelerate your delegation success is to stop delegating tasks and
start delegating outcomes. Instead of ‘handle the client's complaint email,’ say 'own the
resolution of any client complaints in your area and ensure the client feels fully supported
within 24 hours.' When you delegate the outcome, you free the person to solve the
problem the way they do it best. When you delegate the task, you are outsourcing your
process — and you will always be tempted to redo it.

PROMPT 12
The Remote & Hybrid Team Cohesion Builder

Create genuine team connection, culture, and performance across any distance

WHY THIS MATTERS

The rise of remote and hybrid work did not just change where people work — it
fundamentally changed how teams build trust, communicate, make decisions, and stay
engaged. Business owners who adapted their people strategies to the remote reality
thrived; those who simply moved their in-person playbook to Zoom experienced exactly
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the disconnection, miscommunication, and culture erosion that critics of remote work
predicted. The differentiator is not location — it is intentional design.

Remote and hybrid teams face a specific set of challenges that in-person teams do not:
the absence of casual hallway conversations that build relationships organically, the
difficulty of reading tone and emotion through screens, the ease of people becoming
invisible when they are struggling, and the tendency for culture to exist only on the days
when everyone happens to be in the same place. These challenges are entirely
solvable — but only if you design solutions for them proactively rather than hoping they
resolve themselves.

This prompt builds you a remote and hybrid team playbook: the communication
rhythms, connection rituals, visibility systems, and collaboration practices that make
distributed teams feel cohesive, engaged, and high-performing — regardless of where
team members are sitting when they do their best work.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a remote work strategist and distributed team culture expert who
has helped dozens of growing businesses build high-performing teams

business with [TEAM SIZE] employees structured as: [DESCRIBE: fully
remote, hybrid with X days in office, distributed across time zones, mix
of remote and office workers].

My current remote/hybrid situation:

people feel isolated, culture doesn't transfer virtually, collaboration
is slow]

- What is working well: [E.G., flexibility has helped retention,
productivity is good]

- Tools we currently use: [E.G., Slack, Zoom, Notion, Google Workspace]

- Most important connection points we currently have: [E.G., weekly team
call, quarterly retreats]

Please build me a complete Remote & Hybrid Team Cohesion System:

1. THE DISTRIBUTED CULTURE DESIGN:

- The 5 cultural elements that require explicit reinforcement in a
distributed environment (vs. things that happen organically in-person)

- How to document and communicate culture in a way that does not depend
on physical presence

- The 'Remote-First' vs. 'Office-First' vs. 'Hybrid' design principles —
which one your setup requires and why

2. THE COMMUNICATION RHYTHM ARCHITECTURE:

Design a complete communication calendar for a distributed team that
prevents both over-communication (meeting fatigue) and

under-communication (isolation and misalignment) :

- Daily: What should happen asynchronously vs. synchronously

Weekly: The meeting structure, touchpoints, and async updates

Monthly: The deeper connection and alignment rituals
- Quarterly: The culture investment moments

For each touchpoint: purpose, format, duration, who participates, and
what outcome it achieves.

3. THE VIRTUAL CONNECTION TOOLKIT:

across locations, time zones, and hybrid arrangements. I run a [INDUSTRY]

- Biggest challenges with my distributed team: [E.G., communication gaps,
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- 10 specific, non-cringe virtual team connection practices that actually
build genuine relationships

- The 'virtual water cooler' design: how to create informal connection
without making it mandatory or awkward

- How to run virtual social events that people actually want to attend

- The onboarding connection plan for new remote hires

4. THE ASYNC COMMUNICATION STANDARDS:

- The communication norms that every distributed team needs (response
time expectations, which channel for which type of message, when to
schedule a meeting vs. send an async message)

- How to write async messages that are clear and complete enough not to
require a follow-up meeting

- The documentation standard: what must be written down and where it
lives

5. THE REMOTE VISIBILITY & RECOGNITION SYSTEM:

- How to ensure that remote workers are seen and recognized at the same
rate as in-office workers

- The remote visibility practices: how team members can share their work,
wins, and challenges

- How managers maintain connection with remote direct reports beyond the
scheduled 1:1

6. THE IN-PERSON INVESTMENT STRATEGY:
- How to decide what is worth bringing the team together for in person

- The quarterly offsite design: how to structure 1-3 days of in-person
time for maximum culture and connection ROI

- How to make the most of in-person time when you do not have the budget
for frequent travel

Provide specific templates, communication norms, and ritual designs
throughout.

HOW TO CUSTOMIZE THIS PROMPT

e Describe your specific team structure (e.g., 'half the team is in-office
Monday-Wednesday, the other half is fully remote across 3 time zones') so the
recommendations account for the actual dynamics you manage.
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e If you have had specific culture or connection failures in the remote environment
(e.g., 'we lost three people who said they felt isolated'), include them so the Al can
design specific interventions for those failure points.

e List the tools you are willing to invest in and the ones you are not willing to add —
the Al will build the system within your tool constraints.

e Ask the Al to generate the actual communication norms document — a one-page
agreement that all team members sign, establishing the shared expectations for
how your distributed team communicates.

WHAT TO DO WITH THE OUTPUT

45. Audit your current communication calendar against the distributed communication
rhythm in this prompt. Identify the touchpoints you are missing (especially the
informal connection ones) and schedule them in the next two weeks.

46. Create the async communication standards document and share it with your team
in your next all-hands or team meeting. Ambiguity about communication norms is
one of the top causes of remote team frustration.

47.Plan your next quarterly in-person gathering using the offsite design framework
from this prompt. Even one or two days per quarter of intentional in-person time
can dramatically strengthen a distributed team's cohesion for the months that
follow.

48. Assign each manager the task of completing one 'virtual coffee' per week with a
direct report — a 15-minute unstructured video call with no agenda other than
connection. Track compliance at the leadership level.

PRO TIP

The best distributed teams are not the ones with the most technology — they are the
ones with the clearest norms. A distributed team without explicit communication norms
will default to the habits of whoever communicates most loudly or most frequently, which
almost never serves the whole team well. The investment of two hours to establish and
document your team's communication norms will pay back in reduced friction, faster
decisions, and stronger relationships for years.

PROMPT 13

The Employee Development Path Creator

Build career growth paths that retain top talent and develop your next generation of leaders

WHY THIS MATTERS
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The talent retention crisis most business owners face is not fundamentally a
compensation problem. Research consistently shows that the top reason people leave
companies is lack of growth opportunity — they cannot see a future for themselves in
the organization that is compelling enough to stay for. When an employee cannot
answer 'where am | going here?' clearly, they start looking for the answer somewhere
else. In a tight talent market, your development culture may be your most important
competitive advantage.

Most small and mid-size businesses operate without formal career paths because they
feel too small or too fluid to justify them. This is a false economy. The absence of a
development path does not mean people are not thinking about their career growth — it
means they are doing that thinking without you, often in the context of what a competitor
might offer them. Formal development paths communicate investment, signal respect
for ambition, and give your best people a reason to be patient when the business is not
yet ready to promote them.

This prompt builds employee development paths that are realistic, motivating, and
specific to your business — not generic corporate career ladders, but actual growth
tracks that reflect the roles you have, the skills you need, and the leaders you are
developing for the future you are building.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a talent development strategist and career architecture specialist
who helps scaling businesses retain and grow their best people through
clear, meaningful career paths. I run a [INDUSTRY] business with [TEAM
SIZE] employees across [DESCRIBE KEY ROLES OR DEPARTMENTS].

My current development situation:
- Key roles in my business: [LIST YOUR 5-8 MOST IMPORTANT ROLES]

- How growth has typically worked: [E.G., organic, whoever stayed long
enough got promoted, no formal path]

- Team members who are asking about growth or seem ready for more:
[DESCRIBE SITUATIONS WITHOUT NAMES]

- What growth means in my business: [E.G., management, specialization,
pay increases, expanded scope, new skills]

Please build me a complete Employee Development Path System:

1. THE CAREER ARCHITECTURE:

- How to define career levels within each key role (e.g., Associate,
Senior, Lead, Director)

- The competency framework: what skills, behaviors, and results
distinguish each level

- The difference between a 'Technical Track' (deepening expertise) and a
'Management Track' (leading others) and why both must exist

- How to communicate the career architecture to the team without creating
entitlement or disappointment

2. ROLE-SPECIFIC GROWTH PATHS:
For [YOUR TOP 3 ROLES], build a complete growth path including:

- Level 1 to Level 2: What must change in skills, results, and behaviors;
timeline; how this is assessed

- Level 2 to Level 3: Same elements

- The specific milestones and achievements that trigger a promotion
conversation

- The training, projects, and experiences that develop readiness for the
next level

3. THE INDIVIDUAL DEVELOPMENT PLAN (IDP) FRAMEWORK:

- A template for building a personalized development plan with each team
member
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- The quarterly IDP review conversation structure

- How to set development goals that are concrete, trackable, and tied to
the business's needs

- How to create development opportunities within the current role (not
just promotion)

4. THE DEVELOPMENT INVESTMENT MENU:
Create a catalog of development investments your business can offer:

- Internal: mentorship, stretch assignments, project ownership,
cross-training, presenting to leadership

- External: courses, conferences, certifications, coaching, books

- Cost-free: feedback sessions, job shadowing, peer learning circles,
reading groups

For each: expected outcome, time investment, cost range, and who it is
most appropriate for.

5. THE MANAGER AS DEVELOPER SYSTEM:

- How to train your managers to have career conversations rather than

just performance conversations

- The 4 questions every manager should ask in a quarterly development
conversation

- How to identify high-potential employees and accelerate their
development without creating favoritism

6. THE SUCCESSION PLANNING FOUNDATION:

- How to identify your 3-5 most critical roles and build a succession
bench

- The 'Ready Now, Ready in 1 Year, Ready in 3 Years' framework for
assessing internal candidates

- How to develop your eventual replacement as a leader — the ownership

transition plan

Format with specific templates, competency frameworks, and conversation
scripts throughout.

HOW TO CUSTOMIZE THIS PROMPT

e List your 5 most critical roles and ask the Al to build a full competency framework
and growth path for each one — this becomes your career architecture library.

welloiledoperations.com | 53



e Include the specific employees (by role description) you are most worried about
losing and ask the Al to build their personalized development recommendations.

e If you have a specific high-potential employee ready for more responsibility,
describe their current role and capabilities and ask for a tailored 90-day
development accelerator plan.

e Ask the Al to generate the IDP template as a Google Doc or Notion template
format so you can deploy it immediately with your management team.

WHAT TO DO WITH THE OUTPUT

49.Schedule development conversations with every direct report this quarter using
the IDP framework. This is the conversation most employees want most and
receive least — the impact on engagement will be immediate.

50.Publish your career architecture (even a simple version) to the whole team.
Transparency about how growth works creates security and motivation, even for
team members who are not yet ready for the next level.

51.Identify your three highest-potential employees and create a specific 90-day
development plan for each one. High-potential employees who feel invested in
are dramatically more likely to stay than those who simply feel appreciated.

52.Add 'development progress' as a standing agenda item in your monthly leadership
meeting. Leaders who discuss growth together invest in it together — and growth
investment is one of the most powerful retention strategies available.

PRO TIP

The most powerful development conversation you can have costs nothing and takes 30
minutes: sit down with your top performer and ask them to describe their ideal careerin 3
years — not just within your company, but in life. Most leaders are terrified of this
conversation because they fear hearing something they cannot offer. But knowing what
someone truly wants gives you the chance to design their role toward it. The leaders who
have this conversation keep their best people; the ones who avoid it lose them to
someone braver.

PROMPT 14

The Team Accountability System

Create a culture where people own their results without constant oversight from you

WHY THIS MATTERS
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Accountability is the hardest cultural shift most business owners try to make — and the
most transformative when it lands. Right now, in your business, there is likely a quiet but
devastating pattern: commitments made in meetings that are not kept, deadlines that
slip without explanation, and a general sense that following through is optional unless
the owner is watching. This is not a character problem with your team. It is a systems
problem. Accountability does not happen because people are told to be accountable —
it happens when systems create the conditions where being accountable is easier than
not being accountable.

The accountability gap destroys organizational momentum. When the same issues are
discussed week after week without resolution, when action items disappear between
meetings, and when the burden of follow-through always falls back to the owner, teams
learn (implicitly) that commitments are suggestions. This learned pattern is
extraordinarily difficult to break without deliberate structural intervention — it requires
new norms, new visibility tools, and a leadership team that models accountability from
the top.

This prompt gives you the complete accountability architecture: the meeting rhythms,
tracking systems, conversation frameworks, and cultural norms that make accountability
feel natural and expected rather than threatening and punitive. The goal is not a
business where people fear consequences — it is a business where people take pride
in keeping their word.

welloiledoperations.com | 55



4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as an organizational accountability expert and business systems coach
who has helped hundreds of scaling businesses build cultures where
ownership and follow-through are the norm. I run a [INDUSTRY] business
with [TEAM SIZE] employees.

My current accountability situation:

- The most common accountability breakdowns in my business: [E.G.,
deadlines missed, same problems recurring, action items from meetings not
completed]

- How I currently handle missed commitments: [E.G., let it go, follow up
repeatedly, get frustrated]

- How my team currently tracks and reports on their commitments: [E.G.,
not consistently, in our project management tool, verbally]

- The accountability behavior I want to change most: [BE SPECIFIC]

Please build me a complete Team Accountability System:

1. THE ACCOUNTABILITY CULTURE ASSESSMENT:

- The 10 signs of a strong vs. weak accountability culture

A team survey (15 questions) to measure current accountability health

- How to interpret the results and prioritize cultural interventions

2. THE COMMITMENT CLARITY FRAMEWORK:

Most accountability failures begin with unclear commitments. Build a
framework for:

- How to make 'clean' commitments: specific, time-bound, owned by one
person

- The 5 questions to ask before any commitment is made in a meeting

- How to differentiate between a commitment, an intention, and a

possibility — and why conflating them destroys accountability

3. THE ACCOUNTABILITY INFRASTRUCTURE:

- The weekly accountability rhythm: how to structure meetings so that
commitments are reviewed and results are transparent

- The visual accountability board: how to display current commitments and
status for the team to see

- The commitment tracking system: what to track, how to track it, and how
to make the data visible without it feeling like surveillance
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4. THE BROKEN COMMITMENT RESPONSE PROTOCOL:

When a commitment is not kept, most leaders either ignore it or
overreact. Build the middle path:

- The tiered response framework: Level 1 (first miss), Level 2 (pattern
of misses), Level 3 (repeated pattern after intervention)

- The exact scripts for each level of accountability conversation

- How to address broken commitments without shaming or threatening — and
why shame destroys rather than builds accountability culture

5. PEER ACCOUNTABILITY SYSTEMS:

- How to build peer-to-peer accountability so the owner is not the only

accountability enforcement mechanism

- The accountability partner structure: how to pair team members for
mutual commitment and support

- The team scorecard: how the whole team tracks its collective
commitments and celebrates collective wins

6. ACCOUNTABILITY LEADERSHIP MODELING:

- The 5 behaviors that leaders must model for accountability culture to
take root
- How to hold yourself accountable publicly in a way that inspires the

team rather than undermining your authority

- What to do when you miss a commitment as a leader (the accountability

modeling conversation)

Include scripts, templates, and a 90-day accountability culture
implementation plan.

HOW TO CUSTOMIZE THIS PROMPT

e Describe the specific accountability breakdown that is costing your business the
most right now and ask the Al to design the exact intervention for that specific
situation.

e If you have already tried accountability measures that failed (e.g., 'we tried a
weekly check-in but it stopped happening'), include this so the Al can diagnose
why and design a more durable solution.

e Add your team's size and structure — a 5-person team needs a different
accountability system than a 50-person one. Be specific about layers of
management.
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e Ask the Al to generate the visual accountability board design (either a physical
whiteboard layout or a digital dashboard structure) for your team's main working
area.

WHAT TO DO WITH THE OUTPUT

53. This week, implement the Commitment Clarity Framework in your next team
meeting. Before leaving the meeting, ensure every action item has an explicit
owner, a specific deadline, and a defined success criterion. Track completion
rates for the next four weeks.

54.Build the accountability tracking system in whatever tool your team uses most.
Even a simple shared spreadsheet with Name / Commitment / Due Date / Status
is dramatically better than relying on memory.

55. Share the accountability culture assessment with your leadership team and
discuss the results together. The willingness to look at the data honestly is itself
an act of accountability modeling.

56.Have the accountability modeling conversation with yourself first: where are your
own commitments being dropped? Leaders who acknowledge their own
accountability gaps with the team earn the moral authority to expect it from others.

PRO TIP

The single most powerful accountability practice available to a leader is public
self-accountability. When you say in front of your team, 'l committed to X by Friday and |
did not do it — here is why and here is what | am doing about it,’ you give your team
explicit permission to hold themselves accountable in the same way. Most teams are not
afraid to fail — they are afraid of what failure means about them. When the leader models
that accountability is about honoring commitments, not about being perfect, the whole
culture shifts.

PROMPT 15

The Difficult Conversation Script Generator

Walk into any hard conversation with clarity, confidence, and the right words

WHY THIS MATTERS

Difficult conversations are the defining test of leadership — and they are the ones most
consistently avoided, bungled, or handled too late. Every week in your business, there
are conversations that need to happen that are not happening: the team member whose
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attitude is affecting everyone, the manager who is not developing their people, the client
relationship that has gone sideways, the partner whose commitments keep slipping.
The longer these conversations are delayed, the more expensive they become — in
morale, in performance, and in the relationship you eventually have to mend or end.

Most leaders struggle with difficult conversations not because they lack courage but
because they lack a script. They know what they want to say but not how to say itin a
way that gets heard rather than defended against. They worry about saying the wrong
thing, losing control of the emotion in the room, or damaging a relationship they value.
These fears are completely understandable. And they are completely addressable with
the right preparation.

This prompt generates ready-to-use scripts for the specific difficult conversations you
need to have — tailored to your communication style, your relationship with the person,
and the outcome you need to achieve. You will never go into a hard conversation
unprepared again.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as an executive communication coach and organizational psychologist
who specializes in high-stakes conversation design for business leaders.
I need scripts and frameworks for navigating the most difficult
conversations that come with leading a growing business.

Here is my context:
- My industry and role: [DESCRIBE]

- My communication style: [E.G., direct, collaborative, empathetic,
data-driven]

- The conversations I most frequently avoid or handle poorly: [LIST 2-3
TYPES]

- My biggest fear going into a difficult conversation: [E.G., losing the
relationship, saying something I regret, being challenged, crying/getting
angry]

Please build me a complete Difficult Conversation Framework and Scripts
Library:

1. THE CONVERSATION PREPARATION SYSTEM:
- The 5 questions to answer before entering any difficult conversation

- The 'Intent vs. Impact' clarity exercise: how to articulate what you
want to happen vs. what you fear might happen

- How to choose the right setting, time, and medium for the conversation

How to manage your own emotional state going in

\S)

THE UNIVERSAL CONVERSATION ARCHITECTURE:

A structure that works for any difficult conversation:

Opening: How to start without triggering defensiveness

- Context-setting: How to explain the situation factually and without
blame

- The Impact Statement: How to describe the effect of the behavior
without attacking the person

- Inquiry: How to invite their perspective genuinely
- Path Forward: How to propose or co-create the solution

- Agreement and Close: How to end with clarity and commitment

3. COMPLETE SCRIPTS FOR 8 DIFFICULT CONVERSATIONS:

Script 1: The "Your Attitude Is Affecting the Team" Conversation
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"You Consistently Miss Your Commitments" Conversation

"This Role Is No Longer the Right Fit for You" Conversation
"We Need to Let You Go" Conversation (Termination)

"I'm Concerned About Your Wellbeing" Conversation

"You Said One Thing and Did Another" Conversation (Trust

"Your Management Style Is Hurting Your Team" Conversation

"We Need to Reset Our Relationship" Conversation (with a
or key client)

script: opening, key talking points, responses to common

and close.

4. THE REAL-TIME CONVERSATION TOOLS:

- How to pause and recover when the conversation goes off-track
- The 3-sentence de-escalation technique when emotions spike

- How to handle silence without filling it destructively

- What to do when someone cries, storms out, or shuts down

5. THE POST-CONVERSATION PROTOCOL:

- How to document the conversation appropriately

- The follow-up communication that reinforces the agreement
- How to handle the awkward period after a hard conversation

- How to know when a conversation worked vs. when it needs to be followed

Write every script in plain, direct, human language — not corporate
speak. These should feel 1like conversations, not HR procedures.

HOW TO CUSTOMIZE THIS PROMPT

e Describe a specific difficult conversation you are currently avoiding — give the

person's role, the behavior you need to address, and the relationship dynamic —

and ask the Al to write the exact script for that conversation.

e Include examples of difficult conversations you have had that went poorly (what
happened) so the Al can build a 'what not to do' guide specific to your tendencies.
e [|f you manage managers who also avoid difficult conversations, ask for a version

of the framework you can use to train them.
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e Request that the Al generate your specific 'conversation preparation checklist' —
a one-page pre-conversation ritual that gets you mentally and emotionally ready.

WHAT TO DO WITH THE OUTPUT

57.1dentify the difficult conversation you have been avoiding longest and schedule it
for this week. Use the preparation framework to get ready, the universal
architecture to structure it, and the post-conversation protocol to follow up. The
longer you wait, the harder it gets.

58. Share the Universal Conversation Architecture with your management team as a
leadership standard. When all leaders follow the same structure, the team
experiences greater consistency and fairness in how hard conversations are
handled.

59.Create a 'Conversation Preparation Card' — a laminated index card with the 5
preparation questions — and keep it at your desk. Review it before any
high-stakes conversation.

60. Debrief your next difficult conversation within 24 hours: what worked, what you
would change, and what you learned about yourself as a communicator. This
practice is how good communicators become great ones.

PRO TIP

The single most powerful shift you can make in difficult conversations is to lead with
curiosity instead of conclusions. Instead of opening with 'l have noticed a problem with
your performance,’ open with 'l want to understand your perspective on something
important.' The moment you make someone feel understood rather than judged, their
defensiveness drops and their openness rises. The conversation you prepared for still
happens — but in a climate where the person can actually hear you.

PROMPT 16
The Team Productivity Audit

Find and fix the productivity drains stealing hours from your team every week

WHY THIS MATTERS

Most productivity problems in a growing business are invisible until they are enormous.
The team member who spends three hours a day on tasks that could be automated.
The process that requires five approval steps when two would work just as well. The
meeting that recurs weekly because someone decided it should, long after the original
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need for it passed. These drains compound silently across your entire team — costing
you thousands of hours per year and an untold amount of momentum and morale.

The productivity audit is one of the highest-ROI activities a business owner can
undertake, precisely because most owners never do it. They assume their team is
working as efficiently as possible because everyone looks busy. But busy and
productive are completely different states. A team can be maximally busy and minimally
productive simultaneously — if they are busy doing the wrong things, the redundant
things, or the things that technology could do for $50 per month.

This prompt builds you a systematic productivity audit process: how to examine where
your team's time actually goes, what is generating waste, what is preventing focus, and
the specific improvements that will unlock the most capacity in the shortest time.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as an operational efficiency specialist and productivity systems
designer who helps scaling businesses eliminate waste and maximize output
per hour of team effort. I run a [INDUSTRY] business with [TEAM SIZE]
employees.

My current productivity context:
- The roles I am most concerned about in terms of efficiency: [LIST 2-3]

- The types of productivity waste I suspect exist: [E.G., too many
meetings, manual processes, unclear priorities, constant interruptions,
rework from unclear briefs]

- Current tools we use for tracking work: [E.G., project management
software, spreadsheets, email]

- How my team works: [REMOTE, IN-PERSON, HYBRID, hours of operation]

Please build me a complete Team Productivity Audit System:

1. THE TIME AUDIT PROCESS:

- A structured method for every team member to track exactly how they
spend their time for one week

- The time audit categories: Value-creating work, Support work,
Administrative work, Rework/Fix, Meetings, Waiting/Blocked

- The 'Time Audit Debrief' template for analyzing individual results

- How to aggregate individual data into a team-level picture of where
time is actually going

2. THE PRODUCTIVITY WASTE TAXONOMY :

Define and help me identify the 8 types of productivity waste that exist
in service and knowledge businesses:

- For each type of waste: what it looks like in practice, how to spot it,
and the immediate fix

- The waste assessment checklist: 40 questions to identify each type of
waste across my team

3. THE MEETING PRODUCTIVITY AUDIT:

- How to audit every recurring meeting in your business for necessity,
efficiency, and ROI

- The Meeting Cost Calculator: how to compute the true hourly cost of any
meeting

- The 'Meeting Elimination Protocol': criteria for canceling, combining,
shortening, or replacing each meeting
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4. THE PROCESS EFFICIENCY REVIEW:

- How to identify the 5 processes in your business that are most ripe for
improvement

- The process mapping exercise: how to document a process as it currently
exists vs. as it should exist

- The automation opportunity assessment: which manual tasks in your
business should be automated and how

5. THE INTERRUPTION AND FOCUS AUDIT:

- How to measure and reduce the interruption load on your highest-value
team members

- The 'Focus Block' design: how to create protected deep work time in an
organization that currently has none

- The communication protocol that reduces reactive interruptions without
breaking responsiveness

6. THE PRODUCTIVITY IMPROVEMENT PLAN:

- How to prioritize productivity improvements by impact and
implementation ease

- The 30-60-90 day productivity improvement roadmap

- How to measure productivity improvements objectively over time

Provide audit templates, checklists, and measurement tools throughout.

HOW TO CUSTOMIZE THIS PROMPT

e Pick your two or three most overwhelmed roles and describe a typical week for
each person — the Al can do a role-specific productivity analysis and recommend
targeted improvements.

e Include your current software and tools stack so the Al can suggest integrations,
automations, and eliminations specific to what you already use.

e If there is a specific productivity problem that is actively costing you business
(e.g., 'our proposals take 5 days to produce and we lose deals because of it'),
describe it in detail and ask for the focused improvement plan.

e Ask the Al to generate the time-tracking template as a simple spreadsheet or
Notion database structure you can deploy immediately.

WHAT TO DO WITH THE OUTPUT
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61.Roll out the time audit to your highest-value or most overwhelmed team members
this week. Give them the tracking sheet, let them self-report for 5 business days,
and set a debrief meeting for the following week. The data will be illuminating.

62.Run the Meeting Cost Calculator on your top three most expensive recurring
meetings. When your team sees the true dollar cost of a meeting that produces
nothing actionable, the conversation about cutting it becomes much easier.

63. Identify the one process in your business that causes the most rework, confusion,
or delay — and run the process efficiency review on it. Even a 30% improvement
in one high-frequency process can save hundreds of hours per year.

64.Create 'Focus Blocks' for your highest-value contributors this week. Block
90-minute segments on their calendars where they are not expected to respond to
messages or attend meetings. Protect these blocks like revenue-generating
appointments.

PRO TIP

The fastest productivity ROI in most businesses is not working harder — it is identifying
and eliminating the recurring tasks that take significant time but produce minimal
business value. Ask every team member to list their top five most time-consuming
recurring tasks and then ask: 'What would happen if we stopped doing this?' You will be
shocked by how many significant activities persist out of habit rather than necessity.
Eliminating even two hours per person per week across a 10-person team creates 1,040
hours of capacity per year — the equivalent of half a full-time employee.

PROMPT 17

The Hiring & Interview Excellence System

Build a hiring process that attracts, screens, and selects the exact right people every time

WHY THIS MATTERS

Bad hires are one of the most expensive mistakes a scaling business makes — and
most businesses keep making the same ones because they keep using the same
broken hiring process. They post a job, receive resumes, conduct a few unstructured
interviews that feel mostly like casual conversations, trust their gut, make an offer, and
then wonder why the person is not working out six months later. The hiring process
most business owners use was designed for a different era and a different kind of
workforce — and it consistently selects for interview performance rather than job
performance.
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The cost of a bad hire goes far beyond the salary paid to someone who does not work
out. There is the time to ramp them, the disruption to the team, the damage to client
relationships if they are client-facing, the morale impact on the team members who had
to compensate for the gap, and the full recruitment cycle to start again. For senior or
specialized roles, a bad hire can cost 2—3x annual salary when all costs are accounted
for. Most business owners underinvest in the hiring process precisely when they are
most likely to make expensive mistakes — when they are hiring under pressure.

This prompt builds you an end-to-end hiring excellence system: a process that attracts
better candidates, screens more accurately, evaluates more objectively, and makes
decisions with data rather than gut feel — so the person who starts on day one is the
person you thought you were hiring.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a talent acquisition specialist and hiring process designer who
helps growing businesses build systems that reliably hire exceptional
people for every role. I run a [INDUSTRY] business and I am currently
hiring or planning to hire for [DESCRIBE THE ROLE(S): title, key
responsibilities, experience level, seniority].

My current hiring situation:

- How I currently find candidates: [E.G., Indeed, referrals, LinkedIn,
recruiting agency]

- How I currently screen candidates: [E.G., resume review, one phone
call, then in-person]

- Biggest hiring mistakes I have made: [DESCRIBE THE PATTERN — e.g.,
hired for skills but not culture fit, gut-feel hires that did not work
out]

- The specific qualities I most need in this role: [LIST 3-5 MUST-HAVES]

- The timeline pressure I am under: [E.G., need someone in 30 days, no
rush, replacing someone who left suddenly]

Please build me a complete Hiring & Interview Excellence System:

1. THE JOB POSTING EXCELLENCE FRAMEWORK:

- How to write a job post that attracts ambitious, qualified candidates
rather than everyone who can fog a mirror

- The 5 elements of a magnetic Jjob description (why most Jjob posts repel
great candidates)

- Template for [THE SPECIFIC ROLE I AM HIRING FOR] — write the actual job
posting language

- Where and how to distribute the posting for maximum quality candidate
volume

2. THE RESUME SCREENING SYSTEM:

- The 60-second resume review framework: exactly what to look for and
what to eliminate

- The green flag / yellow flag / red flag guide for the specific role I
am hiring

- How to use an ATS or screening spreadsheet to manage volume efficiently

- The screening criteria that are legally and practically sound

3. THE INTERVIEW PROCESS ARCHITECTURE:

Design a 4-stage hiring process:
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Stage 1: Phone Screen (15-20 min) — criteria, questions, scoring

Stage 2: Skills/Culture Assessment — the specific assessment for this
role type

Stage 3: Structured Interview (60-75 min) — full question bank with

scoring rubric

Stage 4: Final Interview / Reference Framework — what to verify and how

For each stage: exact questions, what you are assessing, and how to score
the response.

4. THE STRUCTURED INTERVIEW QUESTION BANK:

Create 20 behavioral interview questions specifically for [THE ROLE]. For
each question:

- The question
- What capability or characteristic it assesses
- What a strong answer sounds like

- What a weak answer sounds like (red flags)

5. THE HIRING DECISION FRAMEWORK:

- The candidate scorecard: how to rate every candidate on the same

criteria
- How to make the final decision when multiple strong candidates exist

- The reference check script: what to ask references that actually

reveals useful information

- How to assess 'cultural fit' without introducing bias

6. THE OFFER AND NEGOTIATION FRAMEWORK:

How to structure an offer that is competitive and clear

How to handle counter-offers and negotiation

The verbal offer conversation script

Provide templates, scripts, and scoring rubrics throughout.

HOW TO CUSTOMIZE THIS PROMPT

e Paste in a job description you have used before and ask the Al to rewrite it using
the Magnetic Job Description framework — the comparison will show you exactly
why your current posting might not be attracting the right people.
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e Describe your last hiring mistake in detail (the person's role, what went wrong,
and why you think you hired them) and ask the Al to identify which part of the
hiring process failed and how to fix it.

e For each stage of the hiring process, ask the Al to specify how long each stage
should take and who in your organization should be involved.

e Request the complete candidate scorecard as a downloadable template you can
use immediately for the role you are currently hiring.

WHAT TO DO WITH THE OUTPUT

65. Rewrite your current job posting using the Magnetic Job Description framework
before you post another word. A better job post is the highest-leverage hiring
investment you can make — it determines the quality of every candidate who
applies.

66.Build your structured interview question bank before your next interview.
Unstructured interviews where each candidate is asked different questions
produce unreliable data. Consistent questions produce comparable data — and
dramatically better hiring decisions.

67.Create the hiring scorecard and have everyone who interviews a candidate score
them independently before comparing notes. Group dynamics in hiring
discussions tend to anchor on the first opinion shared — individual scoring
prevents that.

68.Add a reference check to every hire. Ask the reference: 'On a scale of 1-10, how
strongly would you recommend this person?' Anyone who gives less than an 8 is
telling you something important — then ask why it is not a 10.

PRO TIP

The most powerful (and most skipped) step in any hiring process is the work sample or
Skills assessment — asking the candidate to actually do a version of the job before they
are hired. A 2-hour paid skills test for a marketing role, a sample discovery call for a sales
hire, or a 30-day paid trial project for a senior role will tell you more about actual job
performance than 10 hours of interviews. Candidates who excel in interviews but cannot
execute the work become costly hires. Candidates who fumble interviews but shine in
work samples become excellent hires. Build work samples into your process.

PROMPT 18

The Manager Coaching Program Builder

Turn your managers into leaders who develop teams, not just supervise tasks
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WHY THIS MATTERS

The performance ceiling of your entire business is set by the quality of your managers.
Not by the quality of your strategy, your product, or your market opportunity — your
managers. They are the ones who translate your vision into daily action, who determine
whether your best people stay or leave, who build (or destroy) the accountability culture
you are working so hard to establish. Yet in most scaling businesses, managers were
promoted because they were great individual contributors — not because they were
trained to lead. And almost nobody trains them after the promotion.

A manager who was never taught to lead manages by replicating whatever they
experienced — which may or may not be what your business needs. They either
micromanage because they do not trust the process, avoid conflict because they want
to be liked, fail to develop their team because they were never developed themselves,
or burn out because nobody told them that good management is about working through
people, not instead of them. The good news is that management is a teachable skill.
Great managers are not born — they are built through deliberate coaching, clear
frameworks, and consistent practice.

This prompt builds you a complete manager coaching program: the curriculum, the
coaching conversations, the skill assessments, and the development assignments that
turn your promoted individual contributors into genuinely effective leaders of people.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a leadership development expert and executive coach who designs
manager development programs for fast-growing businesses. I have [NUMBER]
managers in my [INDUSTRY] business who are responsible for teams ranging
from [TEAM SIZE RANGE].

My management team situation:

- How my managers were selected or promoted: [E.G., promoted from within,
hired externally, organic]

- The most common management challenges in my business: [LIST 3-4 — e.g.,
avoiding hard conversations, not developing their teams, poor time
management as managers, reactive rather than proactive]

- The management behaviors I am proudest of in my team: [LIST 1-2]

- Time I can realistically invest in manager development: [E.G., 2 hours
per month, quarterly offsite, weekly group call]

- Budget for external tools, training, or coaching: [APPROXIMATE]

Please build me a complete Manager Coaching Program:

1. THE MANAGEMENT COMPETENCY FRAMEWORK:

Define the 8 core competencies of an excellent manager in a scaling
business. For each competency:

- What it looks like in practice (observable behaviors)
- How to assess current proficiency (1-5 scale with behavioral anchors)

- The most common gap at each proficiency level and how to close it

2. THE MANAGER SELF-ASSESSMENT:

A 40-question self-assessment that maps to the 8 competencies — managers
complete this to identify their own development priorities. Include
interpretation guide.

3. THE 6-MONTH COACHING CURRICULUM:

Month-by-month coaching program for an individual manager:

- Month 1: Managing Self (mindset, priorities, energy management)
- Month 2: Managing Performance (goals, feedback, accountability)

- Month 3: Managing Communication (clarity, difficult conversations, team
meetings)

- Month 4: Managing Development (coaching, delegation, growth paths)
- Month 5: Managing Culture (values, recognition, conflict)

- Month 6: Managing Strategy (business acumen, planning, leading up)
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For each month: the core concept, a reading or resource, a coaching
assignment, and the practice conversation topic.

4. THE MANAGER COACHING CONVERSATION FRAMEWORK:
How to conduct a monthly 1:1 coaching session with each manager:

- The 4-question coaching framework that builds self-awareness and
accountability

- How to distinguish coaching (developing capability) from directing
(solving the problem for them)

- Scripts for the most challenging coaching moments: the defensive
manager, the overwhelmed manager, the complacent manager

5. THE PEER LEARNING COMMUNITY:
How to build a manager peer learning group within your organization:

- The monthly group meeting structure (case-study approach, skill
practice, collective problem solving)

- The monthly 'manager challenge' framework for applying learning between
sessions

- How to build psychological safety in a group of peers who report to the
same owner

6. THE MANAGER SUCCESS METRICS:
- The 5 metrics to track each manager's effectiveness

- How to distinguish a manager who is good at their work from one who is
good at leading

- The quarterly manager review framework (peer, owner, and team feedback)

Include all templates, self-assessments, and coaching conversation
scripts.

HOW TO CUSTOMIZE THIS PROMPT

e Describe your single weakest manager — the one whose team seems to
underperform despite the talent — and ask the Al to design a targeted
development plan for that specific management gap.

e Include the management philosophy you want to build in your organization (e.g.,
servant leadership, outcomes-focused, coaching-first) so the curriculum reflects
your cultural values.
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e If you have managers at very different levels of experience, ask the Al to create a
'‘Beginner Manager Track' and an 'Advanced Manager Track' with differentiated
content.

e Ask the Al to generate the first month's coaching session in complete detail —
opening questions, key concepts to cover, the coaching assignment, and the
follow-up structure — so you can use it immediately.

WHAT TO DO WITH THE OUTPUT

69.Launch the Manager Self-Assessment with your team this week. Schedule a
60-minute group discussion to review aggregate results — this normalizes the
conversation about growth gaps and creates a shared development language
across the management team.

70.Begin monthly coaching sessions with each manager using the 4-question
coaching framework. Put these in the calendar now, treat them as non-negotiable,
and do not cancel them when business gets busy. The busier business gets, the
more important manager development becomes.

71.Stand up the manager peer learning group in the next 30 days. Even four
managers meeting monthly for 90 minutes to share challenges and best practices
creates more development than most formal training programs.

72.Add 'management effectiveness' metrics to your quarterly business review. If you
are not measuring management quality, you are not managing it — and it will
default to whatever each individual manager decides to do, which is rarely the
standard you want.

PRO TIP

The most effective manager development investment you can make is giving your
managers a coach of their own — someone they trust, who is not their boss, who can
help them process the challenges of leading people without fear of judgment. This does
not have to be expensive: a peer-coaching arrangement between your managers, a
monthly group coaching session with a professional coach, or a structured mentorship
with a senior leader outside your organization can all deliver extraordinary results. The
ROI on coaching your managers is some of the highest in all of people development.

PROMPT 19

The Team Culture Survey & Action Plan

Get the honest data about your culture and build the action plan to strengthen it
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WHY THIS MATTERS

You cannot manage what you cannot measure. Most business owners operate on a
fuzzy sense of how their culture is doing — they gauge team morale from body
language in meetings, from whether people seem happy, from whether turnover is high
or low. But what they are measuring is the surface expression of culture, not the
underlying health of it. By the time culture problems are visible in behavior and turnover,
they have usually been building for months or years — and the interventions required
are far more expensive than early detection would have been.

A well-designed culture survey gives you the data you need to make culture decisions
with the same confidence you bring to revenue decisions. It tells you where trust is
strong and where it is eroding, what your team believes about the direction of the
business, how psychologically safe people feel to speak up, and whether the values you
espouse are the ones being lived in daily practice. This is information that cannot be
obtained any other way — people will not share these truths in a performance review, a
town hall, or a casual conversation with the boss.

This prompt builds you a complete culture measurement and action system: the survey,
the analysis framework, the communication process for sharing results with the team,
and the action planning structure that turns data into improvement. Because the only
culture survey that matters is the one that leads to visible change.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as an organizational culture researcher and employee experience
designer who helps business owners measure their culture accurately and
build improvement plans that actually stick. I run a [INDUSTRY] business
with [TEAM SIZE] employees.

My culture context:
- Areas of culture I am most confident in: [LIST 2-3]
- Areas I am most uncertain or concerned about: [LIST 2-3]

- How I have collected culture feedback in the past: [E.G., nothing
formal, exit interviews only, one all-hands discussion]

- The specific culture change I am trying to make: [DESCRIBE IF
APPLICABLE]

- Team survey fatigue level: [LOW, MEDIUM, HIGH — helps calibrate the
survey length]

Please build me a complete Culture Survey & Action Planning System:

1. THE CULTURE SURVEY DESIGN:
Build a comprehensive culture survey with:

- 40 questions covering 8 dimensions: Psychological Safety, Clarity of
Direction, Trust in Leadership, Peer Relationships, Recognition and
Value, Growth Opportunity, Fairness and Inclusion, Culture-Values
Alignment

- b-point scale plus an open-text option on key questions

- Demographic options that allow segmentation without compromising
anonymity

- Instructions for deploying the survey anonymously (recommended tools,
timing, communication)

2. THE PRE-SURVEY COMMUNICATION:

- The email/message to send before launching the survey (explaining
purpose, anonymity, and what you will do with results)

- How to address the most common team concerns about surveys: 'Is this
really anonymous?' 'Will anything change?' 'What is the point?'

- How to get high response rates (above 80%)

3. THE RESULTS ANALYSIS FRAMEWORK:

- How to interpret scores across the 8 dimensions (what scores indicate
health vs. concern vs. crisis)
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- The segmentation analysis: how to look at results by department,

tenure, or role level

- The pattern recognition guide: how to identify the underlying issues
that survey scores point to

- The 5 insights every business owner must extract from their first
culture survey

4. THE RESULTS COMMUNICATION PROTOCOL:

- How to share survey results with your team (what to share, how to share
it, and what language to use)

- The town hall agenda for presenting culture survey results

- How to share results even when they are unflattering — the transparency
that builds trust

- What NOT to do with culture survey results (the mistakes that make
teams stop participating)

5. THE CULTURE ACTION PLANNING PROCESS:

How to prioritize culture improvements (impact vs. effort matrix)
- The 90-day culture action plan template

- How to involve the team in creating the action plan (participatory
culture building)

- How to track action plan progress and communicate updates

6. THE ONGOING PULSE MEASUREMENT SYSTEM:

The 10-question monthly or quarterly culture pulse survey (short form)

How to trend culture data over time and communicate progress

The quarterly culture review meeting agenda

Provide the complete survey, all templates, and communication scripts.

HOW TO CUSTOMIZE THIS PROMPT

e List your specific culture concerns (e.g., 'l think there is low trust between sales
and operations' or 'l suspect some people do not feel valued') so the Al can add
targeted questions that surface those specific dynamics.

e If you have had previous culture issues (e.g., a manager who created fear on their
team, a period of rapid change that disrupted trust), include them so the survey
can assess whether those issues have been resolved.
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e Specify whether your team is likely to be skeptical of surveys (survey fatigue, past
surveys with no action) and ask the Al to build a credibility strategy for this launch
specifically.

e Ask the Al to generate the exact introductory email to send to your team
announcing the survey — having the communication written in advance removes
a common barrier to launching.

WHAT TO DO WITH THE OUTPUT

73.Launch the culture survey within 30 days. Set a specific response deadline (7
days is optimal) and follow up with a reminder on day 5 to people who have not
yet responded. Track your response rate and aim for 85%+.

74.Review results with your leadership team before sharing with the wider
organization. Align on the top 3 priorities and what you will commit to changing —
do not share results with the team until you have a clear action plan ready to
announce.

75.Share results and action plan with the full team within two weeks of the survey
closing. The speed of your response communicates how seriously you take the
feedback. Slow response (or no response) destroys trust in every subsequent
survey.

76.Schedule the next culture pulse survey for 90 days after launching your action
plan. You need to be able to show the team that actions led to measurable
improvement — this closes the loop and earns the right to ask for feedback again.

PRO TIP

The most powerful culture survey insight is almost never the lowest-scoring item — it is
the gap between what leaders think is happening and what the team actually reports.
Before you launch the survey, have your leadership team take it from the perspective of
'what do | think the team will say?' Then compare leadership predictions to actual team
responses. The size and location of the gap tells you exactly where your blind spots as
leaders are — and blind spots are where culture problems breed.

PROMPT 20

The Internal Communication Strategy

Build the communication infrastructure that keeps your growing team aligned, informed, and
connected

WHY THIS MATTERS
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As businesses grow, the single most common and most underappreciated operational
breakdown is internal communication. In a 5-person business, information flows
naturally — everyone hears everything, decisions are made in real time, and nothing
important falls through the cracks. In a 20-, 50-, or 100-person business, the same
informal approach produces a completely different result: misalignment between
departments, decisions made with incomplete information, team members operating on
outdated priorities, and a growing sense of disconnection between leadership and the
front line.

Most businesses solve this problem reactively — they add another meeting, send
another all-hands email, or invest in another communication tool. But they rarely step
back and design their communication infrastructure intentionally. The result is
communication debt: too many channels, unclear norms, information silos, and an
organization where nobody knows exactly what is happening beyond their own
immediate work.

This prompt builds you an Internal Communication Strategy from the ground up: the
channels, the cadence, the message design, and the feedback loops that keep
information flowing at the right pace, to the right people, in the right format — so
everyone in your organization is informed, aligned, and moving in the same direction.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as an internal communications strategist and organizational design
expert who helps scaling businesses build communication infrastructure
that supports growth without creating noise or confusion. I run a
[INDUSTRY] business with [TEAM SIZE] employees structured as [DESCRIBE
STRUCTURE: departments, remote/in-person/hybrid, management layers].

My current internal communication situation:

- Current communication tools we use: [LIST ALL — e.g., email, Slack,
Google Meet, project management tool, all-hands meeting]

- Biggest communication breakdowns: [LIST 3-4 — e.g., people find out
important news late, different teams have different information, too many
channels, unclear what to communicate where]

- Communication I am personally responsible for vs. what I delegate:
[DESCRIBE]

- What I want my team to always know, regardless of role: [E.G., company
direction, performance against goals, key decisions and why, what
leadership is thinking]

Please build me a complete Internal Communication Strategy:

1. THE COMMUNICATION AUDIT:

- An assessment of the 6 dimensions of internal communication: Clarity,
Frequency, Accessibility, Relevance, Directionality, and Feedback

- The specific communication gaps most common in businesses at my stage
of growth

- A 20-question audit questionnaire I can complete to diagnose my
communication infrastructure

2. THE COMMUNICATION ARCHITECTURE:
Design the complete communication ecosystem for my business:

- The official channels: what each one is for, who manages it, what goes
there and what does not

- The communication cadence: daily, weekly, monthly, quarterly, and
annual communication rhythms

- The message ownership map: who is responsible for communicating what to
whom

- The escalation protocol: how urgent or sensitive information flows
quickly to the right people

3. THE LEADER COMMUNICATION PLAYBOOK:
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- The CEO/Owner communication essentials: what you must communicate

regularly and how

- The 'State of the Business' update template: a monthly or quarterly
communication format that keeps everyone informed about company health,

priorities, and direction

- How to communicate difficult news (layoffs, pivots, losses) in a way
that maintains trust

- The 'What I'm Working On' model: how leaders sharing their own
priorities creates transparency and trust

4. THE ALL-HANDS MEETING EXCELLENCE FRAMEWORK:

- How to run a company all-hands meeting that is actually engaging and
valuable

- The quarterly all-hands agenda: what to cover, in what order, with what
energy

- How to incorporate Q&A in a way that surfaces real questions rather
than safe ones

- The virtual all-hands adaptation for distributed teams

5. THE BOTTOM-UP COMMUNICATION SYSTEM:

- How to create channels for information to flow UP the organization (not
Jjust down)

- The 'listening infrastructure': skip-level conversations, pulse
surveys, open feedback channels

- How to respond to bottom-up feedback in a way that encourages more of
it

- The leader listen tour: a structured process for systematically
gathering team feedback

6. THE COMMUNICATION MEASUREMENT SYSTEM:

- How to measure communication effectiveness (reach, comprehension,

trust, and action)
- The communication health survey (10 gquestions, quarterly)

- How to improve communication based on measurement rather than intuition

Provide templates, message frameworks, and implementation timelines
throughout.

HOW TO CUSTOMIZE THIS PROMPT
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e List every communication tool your team currently uses and ask the Al to evaluate
each one — which to keep, which to eliminate, and how to clarify their distinct
purposes so people stop using all channels for all things.

e Describe the most recent communication failure in your business (e.g., 'the team
found out about the price change from a client before we told them internally') and
ask the Al to build the system that prevents that exact scenario.

e Include your company's growth trajectory (e.g., 'we will be 30 people in 12
months') so the Al can design a communication architecture that will still work at
your anticipated size.

e Ask the Al to write your first 'State of the Business' communication using the
template — fill in your specific numbers and priorities and you have a
ready-to-send message that will set the standard for this new communication
ritual.

WHAT TO DO WITH THE OUTPUT

77.Conduct the communication audit this week using the 20-question diagnostic.
Rate each dimension honestly and identify your lowest-scoring area — this is
where you start.

78.Establish your channel clarity rules in a shared team document within two weeks.
When everyone knows what Slack is for vs. what email is for vs. what your project
management tool is for, communication noise drops dramatically.

79.Launch your monthly 'State of the Business' communication in the next 30 days.
Even an imperfect first version is infinitely better than continued information
opacity. Make it a habit before you make it perfect.

80.Schedule one skip-level conversation per month with someone who is not a direct
report. These unfiltered conversations are your single best source of accurate
intelligence about what is actually happening in your organization.

PRO TIP

The most underutilized internal communication strategy for building leadership trust is
what organizational communication experts call 'narrating your work' — sharing with the
team what you are working on, what you are thinking about, and what decisions you are
wrestling with in real time. Most owners keep their leadership work invisible, which
creates speculation and disconnection. A brief weekly or biweekly 'What I'm working on
this week' message builds extraordinary transparency with zero cost — and transforms
how the team perceives leadership accessibility.

SECTION 02
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Systems & Operations Excellence

Prompts 21-40

The difference between a business that scales and one that suffocates its owner is
documentation. These 20 prompts help you build the operational backbone of a
Well-Oiled machine: clear processes, smart automation, risk management, and the
systems that let great people do great work without asking you every five minutes.

PROMPT 21
The Standard Operating Procedure (SOP) Writer

Turn the knowledge living in people's heads into documented systems that anyone can follow

WHY THIS MATTERS

Every time a task in your business gets completed because one specific person knows
how to do it — and no one else does — you have a fragility point. That person gets sick,
leaves, goes on vacation, or simply stops being able to answer the same question for
the hundredth time, and your operations stall. Most businesses run on undocumented
tribal knowledge, and the cost only becomes visible at the worst possible moments:
when a key employee exits, when you are trying to onboard someone new, when a
process breaks and nobody knows the correct version to restore.

Standard Operating Procedures are the antidote to organizational fragility. They are the
mechanisms by which your business's best practices stop living in people's minds and
start living in systems that anyone can access, follow, and improve. The businesses that
scale smoothly — the ones that can open new locations, serve more clients, and
function without the owner's constant involvement — are built on a foundation of
documented, repeatable processes.

This prompt generates complete, ready-to-use SOPs for any process in your business.
Not vague process maps or high-level summaries — actual step-by-step procedures
with the specificity needed for someone who has never performed the task to execute it
correctly on the first attempt.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a business process documentation specialist and operations systems
designer who creates crystal-clear Standard Operating Procedures for
scaling businesses. I run a [INDUSTRY] business and I need to create SOPs
for the following processes: [LIST THE SPECIFIC PROCESSES YOU NEED SOPs
FOR — e.g., client onboarding, social media posting, payroll processing,
customer complaint handling].

For this request, please focus on writing a complete SOP for: [CHOOSE THE
MOST IMPORTANT PROCESS FROM YOUR LIST].

Here is the context for this process:

- Who currently performs this task: [ROLE/PERSON]
- How often it happens: [FREQUENCY]

- What tools or systems are involved: [LIST TOOLS]

- The most common mistakes or inconsistencies in how this is currently
done: [DESCRIBE]

- What a perfect execution of this process looks like: [DESCRIBE THE
IDEAL OUTCOME]

Please create a complete Standard Operating Procedure document that
includes:

1. SOP HEADER BLOCK:

- SOP Title and Number
- Department/Owner

- Version and Date

- Last Reviewed Date

- Who this SOP is for

- Time required to complete

2. PURPOSE & SCOPE:
- Why this process exists (the business outcome it produces)
- What is included in this SOP and what is not

- Who is responsible for each stage

3. GLOSSARY (if applicable):

- Key terms, abbreviations, or system names that appear in the SOP

4. TOOLS & RESOURCES REQUIRED:
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- Software, platforms, templates, or materials needed before starting

- Access requirements and where to find login credentials

5. STEP-BY-STEP PROCEDURE:
Write every step in the format: Step Number - Action — Expected Result
Each step must be:

- Specific enough that a new employee could complete it without asking
for help

- Written in plain language (avoid internal jargon)
- Numbered sequentially

- Include decision points clearly (IF X, THEN Y)

- Include quality checkpoints throughout the process

6. COMMON MISTAKES & TROUBLESHOOTING:
- The top 5 mistakes people make in this process and how to avoid them
- What to do if the process breaks down at each critical step

- Who to contact if something goes wrong and the SOP does not cover the
scenario

7. QUALITY STANDARDS:

- The specific outcomes that indicate this process was completed
correctly

- How the output of this process is checked or verified

The escalation path if quality standards are not met

8. REVISION HISTORY:

A simple table for tracking updates to this SOP over time

Format this as a professional document that is easy to read, searchable,
and ready to be placed in a shared operations library. Use numbered lists
throughout the procedure section.

HOW TO CUSTOMIZE THIS PROMPT

e Describe the process in as much detail as you know it — who does what, in what
order, using which tools. The more input you give, the more accurate and
immediately usable the SOP output will be.
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e For complex processes with multiple roles involved, add context about which
steps belong to which role — the Al will build a RACI (Responsible, Accountable,
Consulted, Informed) component into the SOP.

e If the process involves specific software, list the software name and key features
used — the Al can write the steps as 'In [Software Name], navigate to..." which is
far more useful than generic instructions.

e After generating the SOP, ask the Al to create a 'Quick Reference Card' — a
one-page condensed version of the key steps that can be printed or pinned in the
workspace.

WHAT TO DO WITH THE OUTPUT

81.Have the person who currently owns this process review the generated SOP for
accuracy. Their role is to identify anything that is missing, incorrect, or ordered
differently in practice. Their review turns the Al draft into a validated document.

82.Store all SOPs in a single, organized, searchable shared drive or operations wiki.
An SOP that exists but cannot be found is as useful as one that was never
written.

83.Run a 'process test' — give the SOP to someone who has never done the task
and ask them to execute it. Note where they get confused or ask questions. Every
question is a gap to fill in the next version.

84.Schedule a quarterly SOP review for your top 10 most-used procedures.
Processes evolve as tools and strategies change — an outdated SOP can cause
more harm than no SOP at all.

PRO TIP

The most valuable SOPs are almost never the ones for the most complex processes —
they are the ones for the most frequently performed processes. A task done 20 times per
week benefits from documentation 20 times more than a task done once per quarter.
Prioritize SOP creation by frequency multiplied by cost of error, not by complexity. The
simplest, most repeated tasks are the highest-leverage documentation investments in
your business.

PROMPT 22

The Business Process Audit & Optimization

Systematically identify, eliminate, and streamline the processes that are slowing your business
down
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WHY THIS MATTERS

Every business accumulates process debt. The way things are done today is largely a
product of decisions made under constraints that may no longer exist — tools that were
not available then, team sizes that have changed, problems that were solved years ago
with workarounds that became permanent. Without periodic audit and intentional
redesign, processes calcify: they keep getting done the way they have always been
done because that is the path of least resistance, even when a better path exists and
everyone knows it.

Process inefficiency is one of the most expensive and most invisible costs in a scaling
business. It hides in the hours your team spends on redundant approvals, duplicated
data entry, unclear handoffs, and broken workflows. It manifests as recurring errors,
customer complaints, team frustration, and the persistent feeling that your business is
harder to run than it should be. The owners who create time and profit by improving
operations are not working less — they are working on better systems, which is the
highest-leverage work a business owner can do.

This prompt builds a systematic process audit methodology: how to identify which
processes most need improvement, how to map and analyze them accurately, how to
redesign them for maximum efficiency, and how to implement changes without
disrupting the team or the client.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a business process improvement consultant and operations
optimization expert who helps scaling businesses eliminate waste, reduce
friction, and build processes that scale cleanly. I run a [INDUSTRY]
business doing approximately [REVENUE] with [TEAM SIZE] employees.

My operations context:

- The processes I suspect are most broken or inefficient: [LIST 3-5
SPECIFIC PROCESSES]

- The most common operational complaints from my team: [E.G., 'we redo
work a lot,' 'approvals take forever,' 'handoffs between teams are

unclear']

- The most common operational complaints from my clients: [E.G., 'slow
response times,' 'inconsistent service quality,' 'need to explain things
multiple times']

- Tools and systems currently in use: [LIST YOUR KEY BUSINESS TOOLS]

Please build me a complete Business Process Audit & Optimization System:

1. THE PROCESS INVENTORY METHOD:

- How to catalog every significant process in your business
systematically

- The process classification framework: Core Processes (directly create
value), Support Processes (enable core), Management Processes (direct and
control)

- How to prioritize which processes to audit first (impact x frequency x
cost of failure matrix)

2. THE PROCESS AUDIT METHODOLOGY :
For the top process I have identified, lead me through:

- The 'As-Is' process mapping: how to document exactly how the process
works today (not how it should work)

- The 7 questions to ask about every step in a process: Is it necessary?
Is it redundant? Does it add value? Can it be automated? Can it be
simplified? Is it performed by the right person? Does it happen at the
right time?

- The waste identification scan: where are the delays, errors, rework,
handoff gaps, and unnecessary steps?

3. THE PROCESS REDESIGN FRAMEWORK:
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- How to design the 'Should-Be' process: starting from the desired
outcome and working backward

- The 5 redesign principles: eliminate before automating, simplify before
delegating, standardize before scaling

- How to run a process redesign workshop with your team (agenda,
facilitation guide, output template)

4. THE IMPLEMENTATION PLAYBOOK:

- How to transition from the current process to the new process without
operational disruption

- The change management communication plan for process changes

- The pilot testing approach: how to validate the new process before
rolling it out fully

- How to handle resistance from team members who are attached to the old
way

5. THE CONTINUOUS IMPROVEMENT SYSTEM:
- The quarterly process review calendar

- How to build a culture of process improvement where team members flag
problems and suggest improvements

- The process improvement incentive: how to recognize and reward

operational improvement contributions

- The KPIs to measure process health over time

6. SPECIFIC PROCESS OPTIMIZATION FOR [THE PROCESS I NAMED]:

Apply the full audit framework to this specific process and provide:
- The 'As-Is' process map (based on my description)

- The gap analysis and identified waste points

- The redesigned 'Should-Be' process

- The implementation steps and timeline

Provide process mapping templates, audit questions, and implementation
guides throughout.

HOW TO CUSTOMIZE THIS PROMPT

e Walk through your most broken process in as much detail as you know it — who
does what, which tools are used, where the handoffs happen, and where things
go wrong. The Al will map it and identify the improvement opportunities.
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e Include specific metrics if you have them (e.g., 'this process takes 4 days and
should take 1' or 'we redo about 30% of the work') — quantified problems produce
quantified solutions.

e If you have a specific tool you want to incorporate into the redesigned process
(e.g., 'l want to automate this using Zapier' or 'l want everything in our CRM'),
mention it explicitly.

e Ask the Al to build the process redesign workshop agenda for your specific team
— a facilitated 2-hour session where your team co-creates the improved process
together.

WHAT TO DO WITH THE OUTPUT

85.Run the process inventory exercise this week by asking every team leader to list
the top 5 most time-consuming or error-prone processes in their area. This
20-minute exercise will give you a prioritized improvement backlog.

86. Select one high-impact process and conduct the As-Is audit within the next two
weeks. Do not try to improve it yet — just map it accurately first. Most redesign
failures happen because the current process was never accurately understood.

87.Run the redesigned process as a pilot with a single team member or single client
scenario before rolling it out fully. Two weeks of controlled testing is far less
expensive than a flawed company-wide rollout.

88.Build your continuous improvement system by adding 'process improvement
ideas' as a standing agenda item in your monthly department meetings. Make it
easy and expected for team members to flag friction points.

PRO TIP

The highest-leverage process improvement question you can ask is: 'What is the most
frustrating part of your job that we never seem to fix?' The honest answers to this
question — if you have genuinely created safety for people to answer honestly — will give
you a prioritized list of process improvements worth more than any consultant's analysis.
Ask this question in a one-on-one setting for maximum candor, and then actually fix the
things people name. The follow-through is what makes the next time you ask even more
valuable.

PROMPT 23

The Project Management System Builder

Build the project infrastructure that delivers results on time, on budget, and without chaos
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WHY THIS MATTERS

Projects fail for predictable reasons. Unclear scope that expands without corresponding
resource expansion. Accountability that is distributed among multiple people which
means it is owned by nobody. Milestones that exist on paper but are not actively
tracked. Communication that happens in reaction to problems rather than in anticipation
of them. And an absence of the simple question: 'Are we on track, and if not, what are
we doing about it?' These failures are structural, not personal — and they require
structural solutions.

In a growing business, the ability to run projects well is a core competitive advantage.
The businesses that execute flawlessly — that launch on time, deliver what they
promised, and recover quickly when things go sideways — are the ones clients come
back to, the team is proud to work in, and the owner can step back from. Projects that
are perpetually late, over-budget, and chaotic teach your team that planning does not
matter and that chaos is just 'how it is here' — which becomes a self-fulfilling prophecy.

This prompt builds you a complete project management system: the tools, the
processes, the communication rhythms, and the accountability structures that make
every project in your business run with clarity and confidence — whether you are
managing it yourself or fully delegating it to your team.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a project management systems expert and operational architecture
designer who builds project delivery frameworks for fast-growing
businesses. I run a [INDUSTRY] business. The types of projects we run
include: [LIST YOUR TYPICAL PROJECT TYPES — e.g., client deliverables,
internal product launches, marketing campaigns, operational
improvements] .

My project management situation:

- Current project management tool(s) in use: [E.G., Asana, Monday.com,
ClickUp, spreadsheets, nothing formal]

- Most common project failures or challenges: [E.G., scope creep, missed
deadlines, unclear ownership, poor communication]

- Team size involved in projects: [TYPICAL PROJECT TEAM SIZE]

- Types of projects by complexity: [SIMPLE/MEDIUM/COMPLEX — describe what
each means in your context]

Please build me a complete Project Management System:

1. THE PROJECT CLASSIFICATION FRAMEWORK:

- How to categorize projects by complexity (Simple, Standard, Complex)
with the criteria for each

- The corresponding process rigor for each category (simple projects need
less overhead, complex ones need more)

- The decision tree for determining which project type protocol to apply

2. THE PROJECT INITIATION TEMPLATE:
For any project, before work begins, define:
- Project Charter: purpose, goals, scope, and out-of-scope

- Success Criteria: what does 'done' look like? How will we measure
success?

- RACI Matrix: who is Responsible, Accountable, Consulted, Informed for
each major deliverable

- Risk Assessment: the 3-5 things most likely to derail this project and
the mitigation plan for each

- Resource Requirements: people, budget, tools, external dependencies

3. THE PROJECT PLANNING FRAMEWORK:

- How to break a project into phases and milestones
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- The work breakdown structure: how to decompose goals into specific,
assignable tasks

- The timeline design: backwards planning from the deadline with buffer
built in

- Dependencies mapping: identifying which tasks must be complete before
others can start

4. THE PROJECT EXECUTION RHYTHM:

- The weekly project standup structure (15-20 min: what is done, what is
next, what is blocked)

- The project status report format (for internal stakeholders and
clients)

- The 'traffic light' system: how to communicate project health clearly
and quickly

- How to run a project risk review every two weeks

5. SCOPE MANAGEMENT PROTOCOL:

- How to define scope clearly enough that 'scope creep' becomes
identifiable rather than invisible

- The formal scope change process: how to evaluate, document, and

communicate changes

- How to have the scope conversation with a client who wants to add work
without acknowledging the cost

- Scripts for the most common scope boundary conversations

6. THE POST-PROJECT REVIEW PROCESS:

- The project retrospective framework: what went well, what did not, what
to do differently

- How to capture and institutionalize lessons learned so you do not make
the same mistakes twice

- The project archive: what to save and where, so the next similar
project benefits from this one

Provide templates, meeting agendas, and communication scripts for each
phase.

HOW TO CUSTOMIZE THIS PROMPT
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e Describe your most recently failed or troubled project — what happened, what
went wrong, and where accountability broke down — so the Al can design the
specific safeguards that address those exact failure points.

e Specify your project management tool and ask the Al to design the system
natively within that tool — with specific field names, views, and automation
suggestions for your exact platform.

e Include your client communication requirements (e.g., 'clients expect weekly
updates via email') so the client-facing components of the project system match
what you have promised.

e Ask the Al to generate the Project Charter template as a fillable document — a
one-page form you complete at the start of every new project that captures all the
critical upfront information.

WHAT TO DO WITH THE OUTPUT

89.Run a Project Charter exercise on your current highest-risk project this week.
Even retroactively applying the charter — clarifying scope, reconfirming success
criteria, and mapping the RACI — can save a struggling project.

90. Implement a weekly project standup for every active project, even a 15-minute
one. The act of asking 'what is blocked?' every week prevents the invisible
buildups that turn minor delays into major failures.

91.Build your scope management protocol into your client contracts or project
agreements before the next project starts. Preventing scope ambiguity
contractually is infinitely better than managing it conversationally mid-project.

92.Run a post-project retrospective on the last three projects you completed and
identify the top pattern across all of them. That pattern is your highest-priority
process improvement target.

PRO TIP

The single most powerful project management habit that costs nothing is the written
weekly status update. A brief, structured update sent to all project stakeholders every
Friday — what was completed, what is next, any risks, any decisions needed — prevents
the 'why didn't anyone tell me?' conversations that are responsible for most project
relationship damage. Clients and internal stakeholders who feel consistently informed
forgive delays far more readily than those who feel surprised by them.

PROMPT 24

The Vendor & Supplier Management System
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Build the vendor relationships and management processes that protect your business and
optimize your costs

WHY THIS MATTERS

Your vendors and suppliers are an extension of your operations — their performance
directly affects your ability to deliver on your promises to clients. Yet most businesses
manage vendor relationships reactively: they call when something breaks, they renew
contracts without evaluating performance, and they accept pricing increases without
negotiating because the relationship feels comfortable and the switching cost feels high.
This comfortable complacency costs businesses significant money, operational risk, and
leverage they do not know they have.

A well-managed vendor portfolio is a genuine business asset. Vendors who feel like
strategic partners — who are managed proactively, reviewed regularly, and treated as
collaborators rather than just service providers — perform better, prioritize your
business, and often offer better pricing and terms than vendors who feel
interchangeable. The business that has built strong vendor relationships has a distinct
operational advantage: faster turnaround, more flexible terms, and the kind of
preferential treatment that is invisible until you need it urgently.

This prompt builds a complete vendor management system: how to evaluate, contract,
onboard, manage, and review your vendor relationships in a way that optimizes costs,
reduces risk, and turns your vendor portfolio into a competitive advantage.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a procurement strategist and vendor relationship management expert
who helps scaling businesses optimize their supplier portfolio and build
vendor partnerships that create competitive advantage. I run a [INDUSTRY]
business with approximately [NUMBER] active vendors across [CATEGORIES OF
VENDORS — e.g., software, freelancers, agencies, physical suppliers].

My current vendor management situation:

- Most important vendor categories for my business: [LIST 3-5 MOST
CRITICAL]

- Current vendor management challenges: [E.G., vendors underperform,
costs are unclear, no formal evaluation, too dependent on single vendors]

- Annual vendor spend (approximate): [DOLLAR RANGE IF COMFORTABLE]

- Current level of contract formality: [E.G., all have contracts, some
have contracts, mostly informal]

Please build me a complete Vendor & Supplier Management System:

1. THE VENDOR PORTFOLIO AUDIT:

- The 5 questions to ask about every active vendor to determine if the
relationship should continue

- The vendor classification framework: Strategic Vendors
(mission-critical), Preferred Vendors (important but replaceable),
Transactional Vendors (low complexity, interchangeable)

- How to identify and reduce dangerous single-vendor dependencies

- The vendor consolidation analysis: when and how to reduce the number of
vendors you manage

2. THE VENDOR SELECTION FRAMEWORK:

- The RFP (Request for Proposal) process for significant vendor
categories

- The vendor evaluation scorecard: how to rate vendors across 8
dimensions (price, quality, reliability, communication, scalability,
references, contract terms, alignment)

- How to conduct due diligence on a new vendor before committing

- The pilot engagement structure: how to test a vendor before full
commitment

3. THE VENDOR CONTRACT ESSENTIALS:
- The 10 non-negotiable elements that must be in every vendor contract

- Service Level Agreement (SLA) templates for different vendor categories
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- How to negotiate better terms (pricing, payment, cancellation,
escalation)

- The contract renewal review process: what to evaluate before

auto-renewing

4. THE VENDOR PERFORMANCE MANAGEMENT SYSTEM:

The quarterly vendor review template
- KPIs to track for each vendor category

- How to conduct a performance review conversation with an
underperforming vendor

- The escalation and exit protocol: when and how to terminate a vendor
relationship professionally

5. THE VENDOR COMMUNICATION SYSTEM:
- How to establish the right communication cadence for each vendor tier

- The vendor onboarding checklist: what every new vendor needs to know
about working with your business

- How to build a 'vendor handbook' that communicates your standards and
expectations

- Relationship-building practices that create loyalty and preferential
treatment

6. THE VENDOR RISK MANAGEMENT FRAMEWORK:
- How to assess vendor dependency risk and concentration risk

- The business continuity plan for your top 3 most critical vendors: what
happens if they fail, go out of business, or dramatically increase
prices?

- The backup vendor strategy: maintaining qualified alternatives without
the overhead of managing them actively

Provide evaluation templates, scorecard tools, and communication scripts
throughout.

HOW TO CUSTOMIZE THIS PROMPT

e List your 5 most critical vendors and ask the Al to generate a tailored performance

scorecard for each one, with specific KPIs relevant to that vendor's service
category.

e If you have a vendor relationship that is currently problematic (underperforming,

over-priced, or creating risk), describe it and ask for the specific intervention
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strategy — including how to have the difficult performance conversation or initiate
a transition.

e Include your payment terms and cash flow cycles so the Al can build contract
negotiation guidance that aligns vendor payment structures with your business's
financial rhythms.

e Ask the Al to generate the 'Vendor Onboarding Packet' — the document you send
to every new vendor that outlines your communication expectations, invoicing
requirements, and quality standards.

WHAT TO DO WITH THE OUTPUT

93. Conduct your vendor portfolio audit this month: list every active vendor, categorize
them (Strategic/Preferred/Transactional), and flag any where the relationship is at
risk or where you have dangerous dependency.

94.Pull the contracts (or confirm the lack of contracts) for your top five most critical
vendors. For any without a formal agreement, prioritize getting one in place —
especially for relationships where a vendor failure would directly impact client
delivery.

95. Schedule quarterly vendor reviews for your Strategic vendors and add them to
your calendar now. Formal reviews communicate that you take the relationship
seriously, which in turn makes the vendor take your account more seriously.

96. Identify your single most dangerous vendor dependency (the one where losing
them would most disrupt your business) and begin developing a qualified backup
option within the next 90 days.

PRO TIP

The most powerful vendor negotiation position you can have is alternatives. Before
negotiating with any significant vendor — whether on price, terms, or SLAs — do the
work to identify two qualified alternatives. You do not need to use them. You just need to
know they exist. That knowledge changes everything about how you communicate, what
you are willing to accept, and what the vendor senses about your leverage. Vendors
negotiate harder with clients they know have nowhere else to go.

PROMPT 25

The Quality Control Framework

Build the standards and systems that make excellence consistent across your entire operation

WHY THIS MATTERS
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Quality is not an accident. In every business that delivers consistently exceptional work,
there is a system behind that consistency — not just talented people, but defined
standards, regular inspection processes, clear feedback loops, and a culture that treats
quality as non-negotiable rather than aspirational. The businesses that struggle with
consistency are not struggling because of bad people — they are struggling because
quality lives in individual judgment rather than in documented standards that everyone
can access and uphold.

The real cost of inconsistent quality is compounded across time. Each inconsistency
erodes the trust you have built with clients. Each error consumes team time in rework,
correction, and apology. Each standard that is applied sometimes but not always
teaches your team that standards are optional — and optional standards are not
standards at all. The businesses that scale well are the ones where a client gets the
same experience whether the owner is involved or not, whether the senior employee or
the newest hire is handling the work.

This prompt builds your quality control framework: the standards, inspection processes,
feedback mechanisms, and continuous improvement systems that make excellent
delivery the dependable default rather than the occasional exception.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a quality management specialist and service excellence designer
who helps growing businesses build quality control systems that make
consistent, excellent delivery the standard rather than the exception. I
run a [INDUSTRY] business delivering [DESCRIBE YOUR CORE PRODUCT OR
SERVICE] to [DESCRIBE YOUR CLIENT TYPE].

My quality context:

- Most common quality issues in my business: [E.G., inconsistent output
quality, errors that reach clients, rework frequency, client complaints
about specific things]

- Current quality control measures: [E.G., owner reviews everything,
nothing formal, peer review]

- The quality standard I am aiming for: [DESCRIBE WHAT EXCELLENT LOOKS
LIKE]

- The roles involved in quality control in my business: [LIST RELEVANT
ROLES]

Please build me a complete Quality Control Framework:

1. THE QUALITY STANDARDS DEFINITION:

- How to define quality standards for each major deliverable or service
in your business

- The Quality Standard Template: for each output, define the minimum
acceptable standard, the excellence standard, and the distinguishing
characteristics between them

- How to translate subjective quality judgments ('it just feels right')
into objective, measurable criteria

- The Quality Glossary: common quality terms and what they mean
specifically in your business context

2. THE QUALITY INSPECTION PROCESS:

- The three levels of quality inspection: self-check, peer review, final
approval

- Who conducts each inspection level and for which types of work

- The quality inspection checklist template for your most common
deliverable types

- How to standardize quality inspection so it takes less time while
catching more issues

3. THE ERROR DETECTION & CORRECTION SYSTEM:
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- How to build quality checkpoints into your production process before

errors reach clients

- The error classification framework: types of errors, severity levels,
and appropriate responses

- The 'root cause' protocol: how to investigate quality failures to find
and fix the systemic cause rather than just the individual error

- The rework process: how to handle corrections efficiently without
creating a culture of carelessness

4. THE CLIENT QUALITY FEEDBACK LOOP:
- How to collect structured quality feedback from clients systematically

- The Quality Service Review: a formal touchpoint with clients to assess
their experience against your standards

- How to use client feedback to improve your quality standards over time

- How to respond to quality complaints in a way that turns a dissatisfied
client into a more loyal one

5. THE QUALITY CULTURE SYSTEM:
- How to build quality pride into your team's identity

- Recognizing and rewarding quality excellence (specific practices, not
just concepts)

- How to address quality misses without demoralizing the team

- The quality champion role: who owns quality culture and what they are
responsible for

6. THE QUALITY MEASUREMENT DASHBOARD:

- The 6 quality KPIs every service business should track
- How to build a simple quality tracking system

- The monthly quality review process

- How to use quality data to make continuous improvements

Provide checklists, standards templates, and inspection frameworks
throughout.

HOW TO CUSTOMIZE THIS PROMPT

e Describe your single most important deliverable in detail and ask the Al to write
the full quality standard for it — including the minimum acceptable standard, the
excellence standard, and the specific inspection checklist.
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e Include your most common quality complaint from clients and ask the Al to trace
the root cause and design the process change that would prevent it from
happening again.

e Specify the role or team member most responsible for quality oversight in your
business and ask the Al to build a 'Quality Manager Playbook' for that person.

e Ask the Al to generate the first version of your Quality Standards Manual — a
document that captures your standards for all major deliverables in a single,
shareable reference guide.

WHAT TO DO WITH THE OUTPUT

97.Write quality standards for your top three most important deliverables this month.
Start with what 'excellent' looks like, then work backward to define 'acceptable.'
The gap between those two descriptions is your quality inspection target.

98.Add a self-check step to every production workflow before anything goes to a
client. A 10-minute self-review at the end of any significant work catches the
majority of errors that currently reach clients.

99. Track your rework rate for the next 90 days — what percentage of completed
work requires revision before it meets standard? This single metric will focus your
quality improvement investment on the processes with the highest error
frequency.

100. Schedule a monthly quality review with your team where you review three
recent examples of excellent work and three recent quality misses. This practice
builds a shared language for quality that is grounded in real examples rather than
abstract standards.

PRO TIP

The most underused quality tool in service businesses is the pre-delivery walkthrough —
a structured review of work before it goes to the client, using a standardized checklist
rather than general judgment. When team members know there is a defined list of things
to check before anything goes out, quality improves significantly even before the checklist
is completed — because the act of knowing it will be checked changes how people
produce the work in the first place. Visible standards raise the floor of your quality without
requiring additional management oversight.

PROMPT 26

The Business Workflow Automation Planner
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Identify and build the automations that eliminate repetitive work and give your team their time
back

WHY THIS MATTERS

Automation is the closest thing to a free employee that exists in modern business. For a
fraction of the cost of a full-time hire, well-designed automations can handle repetitive
tasks 24 hours a day, seven days a week, without error, without needing management,
and without asking for a raise. Yet most businesses are dramatically underautomated —
their teams spend hours every week on manual, repetitive tasks that technology could
handle perfectly well, while the business owner looks at the staffing budget and
wonders why they cannot afford more people.

The barrier to automation is almost never cost — it is awareness and prioritization. Most
business owners do not know what is automatable in their business, do not know what
tools are available, and do not have a systematic process for identifying where
automation would have the highest impact. They automate reactively when they
stumble across a solution rather than proactively by mapping their processes and
identifying the highest-value automation opportunities.

This prompt gives you a complete automation audit and implementation plan: how to
identify your best automation opportunities, which tools to use for each type of
automation, how to build automations that work reliably, and how to create a culture
where your team continuously finds and captures automation wins.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a business automation strategist and workflow optimization expert
who helps growing businesses build automation systems that eliminate
repetitive work and scale operations without proportional headcount
growth. I run a [INDUSTRY] business with [TEAM SIZE] employees.

My automation context:

- Tools we currently use: [LIST YOUR KEY SOFTWARE — CRM, email marketing,
project management, accounting, communication tools]

- Tasks that seem most repetitive or manual: [LIST 5-10 SPECIFIC TASKS
YOUR TEAM DOES REPEATEDLY]

- Current automation tools or integrations in use: [E.G., Zapier,

Make.com, native automations, none]

- Estimated hours per week spent on manual/repetitive tasks: [ROUGH
ESTIMATE]

- Team's technical comfort level: [LOW, MEDIUM, HIGH]

Please build me a complete Business Workflow Automation Plan:

1. THE AUTOMATION OPPORTUNITY AUDIT:

- A structured process for identifying automation opportunities across
your entire business

- The automation ROI calculator: how to estimate the value of automating
any specific task (time saved x cost per hour x frequency)

- The 7 categories of business tasks that are most commonly (and
profitably) automatable in service businesses

- Applying the audit to my business: based on the tasks I listed, rank
the top 5 automation opportunities by ROI

2. THE AUTOMATION DECISION FRAMEWORK:

- Automate vs. delegate vs. eliminate: how to decide which solution is
right for each repetitive task

- The criteria for when NOT to automate (tasks that require judgment,
relationship, creativity, or exception handling)

- How to assess whether an automation will be reliable enough to trust

3. THE TOP AUTOMATION BLUEPRINTS:

Build step-by-step automation blueprints for these 8 high-value
automation categories:
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A. Lead Capture to CRM: new lead - CRM record - follow-up task -
notification

B. Client Onboarding: signed contract - welcome email — onboarding
checklist - team assignment

C. Invoice and Payment: service delivered — invoice generated - payment
reminder sequence — receipt

D. Content Scheduling: content created - approved — scheduled - published
— performance tracked

E. Team Communication: project milestone reached - notification - status
update - next task assigned

F. Client Check-In: scheduled date — automated check-in email - response
logged — follow-up task created

G. Reporting: data from multiple sources — consolidated report —
distributed to stakeholders

H. Appointment Scheduling: booking request — confirmation - reminder
sequence — post-meeting follow-up

For each blueprint: the trigger, the steps, the tools required, the
estimated setup time, and the hours saved per month.

4. THE AUTOMATION IMPLEMENTATION PLAN:

- How to build and test automations safely (without breaking live
operations)

- The automation documentation standard: how to record every automation
so the team understands and can maintain it

- How to handle automation failures: monitoring, alerts, and manual
fallback procedures

- The automation governance process: who can build automations and what
the review process is

5. THE 90-DAY AUTOMATION ROADMAP:

- Month 1: Quick wins (automations that take less than 2 hours to build
and save significant time)
- Month 2: Core workflows (the automations that handle your

highest-frequency processes)

- Month 3: Advanced integration (connecting systems and building
multi-step workflows)

Provide step-by-step blueprints, tool recommendations, and ROI
calculations throughout.
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HOW TO CUSTOMIZE THIS PROMPT

e List every software platform you use and ask the Al to identify the native
automation features you are likely not using — most tools have built-in automation
that users never discover.

e Describe your single most time-consuming manual process in detail and ask for
the complete automation blueprint — including the exact tools, trigger, steps, and
estimated time savings.

e [f you are using Zapier, Make.com, or another automation platform, ask for the
specific Zap or scenario design for your highest-priority automation.

e Ask the Al to calculate your automation ROI projection for the next 12 months
based on the tasks you have described — a clear financial case for automation
investment is often what moves this from 'someday’ to 'this week.'

WHAT TO DO WITH THE OUTPUT

101. Run the automation opportunity audit this week by having every team member
list their top 3 most repetitive manual tasks. Collect all the lists and run the ROI
calculator on each. The resulting ranked list is your automation backlog.

102. Build your first automation this week — start with a quick win that takes less
than 2 hours to set up and will save at least 30 minutes per week. Every business
has these. Getting your first win built creates momentum for the entire automation
program.

103. Assign an 'Automation Owner' — the person on your team most technically
comfortable with building and maintaining automations. Give them 2 hours per
week to find and build new automations. This investment typically pays back 10x
within the first quarter.

104. Add automation documentation to your SOP library. Every automation should
have a one-page record: what it does, what triggers it, what tools it uses, and
what to do if it breaks. Undocumented automations become fragile dependencies.

PRO TIP

The fastest automation wins are almost always the ‘one action, one trigger' type:
something happens — something else automatically happens. These simple automations
require almost no technical skill, take minutes to build in tools like Zapier or Make.com,
and collectively save hours per week. Before investing time in complex multi-step
workflows, systematically identify and build every simple trigger-action automation
available in your existing tool stack. You will be surprised how much time you recover
before doing anything technically sophisticated.
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PROMPT 27

The Business Resource Planning System

Align your people, budget, and time with your most important business priorities

WHY THIS MATTERS

Resource planning — the intentional allocation of your business's money, people, and
time to its highest priorities — is one of the most consequential decisions a business
owner makes and the one most often made informally. Most owners budget roughly,
staff reactively, and allocate their own time based on what is urgent rather than what is
strategically important. The result is a business that feels perpetually underpowered on
the initiatives that matter most and overspent on activities that have become habits
rather than priorities.

In a scaling business, the difference between a year of momentum and a year of
spinning is almost always a resource allocation story. The business that deliberately
places its best people on its highest-leverage activities, funds its growth initiatives
before funding its comfort, and protects the owner's time for its highest-value use is the
business that compounds. The one that lets resources flow to whoever asks loudest is
the one that stays busy without getting better.

This prompt builds a complete business resource planning system: how to assess your
current resource allocation, realign it with your actual priorities, plan for future resource
needs, and build the governance process that keeps your resources deployed in service
of your most important goals.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a strategic resource planning expert and business operations
advisor who helps scaling business owners ensure their most precious
resources — money, people, and time — are deployed against their
highest-priority goals. I run a [INDUSTRY] business with approximately
[REVENUE] in annual revenue and [TEAM SIZE] employees.

My resource situation:
- Current business priorities for the next 12 months: [LIST YOUR TOP 3]

- Where I feel my resources are misaligned (overinvested or
underinvested) : [DESCRIBE]

- My personal time allocation concern: [E.G., I am spending too much time
on operational tasks, I am not spending enough time on strategy or sales]

- Current budgeting process: [E.G., track expenses monthly, annual budget
meeting, no formal budget]

Please build me a complete Business Resource Planning System:

1. THE RESOURCE AUDIT:

- How to take stock of your three primary business resources: capital,
talent, and time

- The resource alignment assessment: for each current major activity or
initiative, is it aligned with your top 3 priorities?
- The opportunity cost analysis: what are you NOT doing because resources

are allocated elsewhere — and is that trade-off deliberate?

- The resource waste identification: activities, tools, and roles that

are consuming resources without proportional return

2. THE ANNUAL RESOURCE PLAN:

- How to build a simple but effective annual operating budget that
connects spending to priorities

- The headcount plan: how to determine resource needs (full-time,
part-time, contract) for each priority initiative

- The capital allocation framework: how to decide how to deploy revenue

between operations, growth, and reserve

- How to build flexibility into your resource plan (the 'contingency
allocation' principle)

3. THE OWNER'S TIME ALLOCATION FRAMEWORK:

- The Ideal Week design: how to allocate your own time across the four
zones: strategy, leadership, client/sales, and personal excellence
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- The 'Time Tax' identification: what is currently consuming your time
that should not be — and the action plan to stop it

- The time protection system: how to defend your strategic time from
operational demands

- The quarterly time audit: a process for reassessing your time
allocation against your actual priorities

4. THE RESOURCE REQUEST & ALLOCATION PROCESS:

- How to evaluate new resource requests (new hire, new tool, new project

investment) with a clear decision framework

- The business case template: what information must be presented before
any significant resource allocation decision is made

- How to say no to resource requests that do not align with current
priorities — scripts and frameworks

- The opportunity cost conversation: how to help your team understand
that saying yes to one thing means saying no to something else

5. THE QUARTERLY RESOURCE REVIEW:

- How to assess whether your resource allocation from the beginning of
the quarter produced the intended results

- The reallocation protocol: how to shift resources mid-cycle when
priorities change or results do not match expectations

- How to track return on resource investment (not just ROI on capital,
but ROI on people and time)

6. THE GROWTH RESOURCE BRIDGE:
- How to calculate the resource requirements for your growth targets

- The hiring forecast model: connecting revenue projections to headcount
needs

- How to fund growth initiatives without over-leveraging the current
operation

Provide templates, decision frameworks, and calculation tools throughout.

HOW TO CUSTOMIZE THIS PROMPT

e Share your approximate annual revenue, headcount, and top 3 strategic priorities
and ask the Al to produce a draft resource allocation recommendation — a
starting point for your planning discussion.
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e Describe your 'dream week' as a business owner — how you would ideally spend
your time — and ask the Al to compare that to your actual current time allocation
and build the transition plan.

e [f you have a major growth initiative planned (new market, new product, new hire),
ask the Al to build the full resource plan for that specific initiative.

e Request the business case template as a standalone document your managers
can use when requesting new resources — this standardizes the process and
improves the quality of resource decisions across your organization.

WHAT TO DO WITH THE OUTPUT

105. Complete the resource audit this month: for every dollar and every hour you
spend in your business, ask whether it is directed at your top three priorities. The
gaps and misalignments will be immediately visible.

106. Design your Ideal Week this week and share it with your assistant or chief of
staff. Build the time blocks into your calendar and protect them with the same
seriousness as a client commitment.

107. Create a simple operating budget — even a one-page version — that
connects each spending category to a specific business priority. When you can
see which expenses drive which goals, resource decisions become dramatically
clearer.

108. Implement the resource request process immediately. Before any new hire,
tool, or project investment is approved, require a written business case that
answers: what priority does this serve, what is the expected return, and what are
we giving up to fund this?

PRO TIP

The most powerful resource planning insight for most business owners is realizing how
little of their own time is spent on the activities that only they can do. Track your own time
for two weeks — every activity, every hour. Then classify each one: 'Only | can do this,’
'Someone on my team can do this,' or 'This should not be done at all.' Most owners
discover that 60-70% of their time is in the second or third category. That data becomes
the most compelling argument for delegation you can make to yourself.

PROMPT 28

The Risk Management & Contingency Planner

Build the risk intelligence and backup systems that protect your business from predictable
disasters
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WHY THIS MATTERS

Every business carries risk — the question is whether that risk is identified, understood,
and managed or whether it remains hidden until it arrives as a crisis. Most business
owners think about risk reactively: they buy insurance, they back up data, and they do
not think much more about it until something goes wrong. But the risks that actually
threaten businesses are often not the dramatic, unforeseeable events — they are the
predictable, manageable ones that were never planned for because planning felt like
borrowing trouble.

The business that has thought through its risks in advance — that has identified the top
10 things most likely to go wrong, built contingency plans for each, and established the
decision frameworks for responding — is fundamentally different from the one that has
not. When the key employee exits unexpectedly, when the key vendor fails, when the
market shifts, when a legal challenge arrives, the prepared business responds with a
plan while the unprepared one responds with panic. Panic is expensive. Plans are
cheap.

This prompt builds your risk management system: the methodology for identifying and
prioritizing your real risks, the contingency plans for your highest-probability threats, and
the governance processes that keep your risk picture current as your business evolves.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a business risk management specialist and strategic contingency
planner who helps growing businesses identify, assess, and prepare for
the risks that most threaten their operations and growth. I run a
[INDUSTRY] business with [TEAM SIZE] employees and approximately
[REVENUE] in annual revenue.

My risk context:
- The risks I am already aware of and somewhat prepared for: [LIST]
- Risks I suspect exist but have not formally addressed: [LIST]

- Past business crises or near-misses I have experienced: [DESCRIBE
WITHOUT IDENTIFYING INFORMATION IF SENSITIVE]

- Areas of my business that feel most fragile right now: [E.G., dependent
on one key client, one key employee, one platform]

Please build me a complete Risk Management & Contingency Planning System:

1. THE BUSINESS RISK INVENTORY:
Systematically identify risks across 6 categories:

- People Risk: key person dependency, sudden exit, misconduct, talent
shortage

- Financial Risk: cash flow disruption, client concentration, economic
downturn, payment defaults

- Operational Risk: technology failure, supply chain disruption, vendor
failure, process breakdown

- Legal & Compliance Risk: contractual exposure, regulatory change,
employment claims, IP issues

- Reputational Risk: client complaint escalation, online reputation
event, public crisis

- Strategic Risk: competitive disruption, market shift, platform
dependency, partnership failure

For each category: the most common risks, how to assess likelihood and
impact, and initial mitigation strategies.

2. THE RISK ASSESSMENT MATRIX:

- How to score each identified risk by likelihood (1-5) and business
impact (1-5)

- The risk priority map: high-likelihood/high-impact risks demand
immediate attention; how to categorize and address each quadrant
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- The 'key person dependency audit': identifying every role where one
person leaving would cause significant operational disruption

3. THE TOP 5 CONTINGENCY PLANS:

Based on my business context, develop detailed contingency plans for the

5 most relevant risks:

For each contingency plan:

- The triggering event (when does this plan activate?)

- The immediate response (what happens in the first 24-48 hours?)

- The short-term stabilization plan (what happens in the first 2-4
weeks?)

- The responsible owner of this plan

- The resources required to execute the plan

4. THE BUSINESS CONTINUITY ESSENTIALS:
- The critical business continuity documentation every business must have
- Data backup and security protocols

- The 'owner incapacitation' plan: if you are suddenly unavailable for 30
days, what happens?

- The emergency contact and decision authority list

- Financial reserve strategy: how much runway reserve is appropriate and
how to build it

5. THE LEGAL & CONTRACTUAL RISK REVIEW:

- The 5 most common legal risk points for service businesses and how to
address each

- Contract health checklist: what must be in your client and vendor
contracts to protect you

- Employment risk review: the most common employment-related risks for

growing businesses

6. THE ONGOING RISK MANAGEMENT SYSTEM:

How to review and update your risk register quarterly

How to build risk awareness into operational decision-making

- The risk reporting process: how to share relevant risk information with
key stakeholders

Provide risk register templates, contingency plan formats, and assessment
tools throughout.
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HOW TO CUSTOMIZE THIS PROMPT

e Describe your highest single-point-of-failure (the person, client, vendor, or
platform whose loss would most damage your business) and ask for the complete
contingency plan for that specific scenario.

e If you have experienced a specific business crisis before (a major client
departure, an employee exit, a data breach), include it and ask the Al to design
the system that would prevent recurrence.

e Include your current revenue concentration data (e.g., 'my top client is 40% of
revenue') and ask for a specific client concentration risk management strategy.

e Ask the Al to generate the 'Owner Incapacitation Playbook' — the complete
document that would allow your business to continue operating if you were
suddenly unavailable for 60 days.

WHAT TO DO WITH THE OUTPUT

109. Complete the risk inventory exercise this month. Spend 90 minutes with your
leadership team mapping your top risks across all six categories. The act of
naming risks together creates shared ownership of managing them.

110. Build contingency plans for your top three risks immediately. Write them down,
assign owners, and store them somewhere accessible. An unwritten contingency
plan is just a worry.

111. Conduct the key person dependency audit this week. Identify every role where
a departure would cause significant disruption — then either document the tribal
knowledge in SOPs, cross-train others, or restructure to reduce the dependency.

112. Build your financial reserve. Most financial risk management advice says three
to six months of operating expenses in reserve. If you are not there, make it an
explicit goal in your next budget cycle.

PRO TIP

The most underestimated risk in most businesses is client concentration — the
percentage of revenue that comes from a small number of clients. If your top three clients
represent more than 50% of your revenue, you are running a fragile business regardless
of how strong those relationships feel. Solve this not by firing large clients but by actively
growing the revenue base beneath them. A healthy business has no single client above
15-20% of total revenue. Build that as an explicit goal and track it quarterly.

PROMPT 29
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The Operations Dashboard Builder

Create the real-time visibility system that lets you run your business on data, not gut feel

WHY THIS MATTERS

Great business decisions require great information. Yet most business owners make
their most important operational decisions with incomplete, delayed, or anecdotal data
— they have a general sense of how the business is doing but cannot point to a single
place where the answer is clear, current, and reliable. They rely on conversations with
team members, on the numbers their accountant provides weeks after the fact, and on
the anxiety that comes from not knowing whether what they are sensing is actually what
is happening.

The operations dashboard is the solution to data darkness. It is not a complex analytics
platform or a data science project — it is a deliberately designed, regularly updated view
of the 10-15 metrics that tell you whether your business is healthy, where it is struggling,
and what needs your attention. When every leader in your organization can see the
same current picture of business performance, decisions improve, alignment
strengthens, and the owner's time is freed from answering 'how are we doing?' to
actually influencing how it goes.

This prompt builds your complete operations dashboard system: the metrics that matter
for your specific business model, how to collect and display them efficiently, and the
meeting rhythm that turns the dashboard from a reporting tool into an action-driving
management discipline.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a business intelligence architect and operational metrics expert
who designs dashboard systems for scaling businesses. I run a [INDUSTRY]
business with [REVENUE] in annual revenue and [TEAM SIZE] employees. My
business model is [DESCRIBE: service-based, product, subscription,
project-based, etc.].

My data and visibility context:
- Information I currently track: [LIST WHAT YOU ALREADY MEASURE]

- Information I do not track but wish I did: [LIST THE QUESTIONS YOU
CANNOT CURRENTLY ANSWER]

- Tools that currently hold my business data: [LIST — CRM, accounting,
project management, marketing analytics, etc.]

- How often I review business performance: [WEEKLY, MONTHLY, QUARTERLY,
RARELY]

Please build me a complete Operations Dashboard System:

1. THE METRICS FRAMEWORK:
Define the right metrics for my business across 5 categories:

- Revenue Metrics: leading indicators (pipeline, proposals, sales
activity) and lagging indicators (revenue, margins, growth rate)

- Client Metrics: acquisition, retention, satisfaction, lifetime wvalue,
churn

- Operational Metrics: capacity utilization, project health, on-time
delivery, quality rates

- Team Metrics: productivity, engagement, capacity, turnover

- Financial Health Metrics: cash position, accounts receivable, expenses
vs. budget, profit margin

For each metric: what it measures, why it matters, how to calculate it,
how often to update it, and what the target or benchmark should be.

2. THE DASHBOARD DESIGN:

- The hierarchy of dashboards: CEO/Owner level (10,000-foot view) vs.
Departmental level (ground level)

- What belongs on each dashboard and what does not

- The visual design principles for dashboards that get used vs. ones that
get ignored

- How to build this dashboard in: [SPECIFY YOUR PREFERRED TOOL — Google
Sheets, Notion, Monday.com, Databox, or another]
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3. THE DATA COLLECTION ARCHITECTURE:

- How to connect existing data sources to the dashboard without manual
data entry

- The automation approach for pulling data from your specific tools

- The manual input protocol: what data requires human collection and how
to make that efficient

- The data quality checks: how to ensure your dashboard is reliable, not
misleading

4. THE DASHBOARD MEETING RHYTHM:

- The weekly operations review: who reviews what, how long it takes, what

decisions it drives

- The monthly business review: deeper analysis, trend identification,
forward planning

- The quarterly strategic review: tying dashboard data to strategic

decisions and resource allocation

- How to run a data-first meeting where every discussion point starts

with a metric, not an anecdote

5. THE METRIC HEALTH SYSTEM:

- How to set targets and thresholds for each metric (green/yellow/red

zones)

- The alert system: when a metric enters the yellow or red zone, who gets
notified and what is the initial response?

- The root cause investigation protocol: how to go from 'this metric is
underperforming' to 'here is why and here is the fix'

6. THE DASHBOARD EVOLUTION PROCESS:

How to audit and improve your dashboard quarterly

How to add new metrics as the business grows without dashboard bloat

How to retire metrics that are no longer relevant

Provide metric definitions, dashboard templates, and meeting agendas
throughout.

HOW TO CUSTOMIZE THIS PROMPT
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e List the 5 questions you most frequently need answered about your business and
ask the Al to identify exactly which metrics answer each question and how to
collect them.

e Name your primary data sources (specific software tools) and ask for the
integration and connection approach for each — the Al can tell you how to pull
data from your specific tools into a central dashboard.

e If you have department heads, ask the Al to build department-level dashboard
templates for each — so every leader has their own performance view without
having access to data that is not relevant to their role.

e Ask the Al to generate a sample Google Sheets dashboard structure with
headers, column definitions, and formulas for the key metrics relevant to your
business type.

WHAT TO DO WITH THE OUTPUT

113. Start with just five metrics this week — the five that would most change how
you run your business if you could see them clearly every Monday morning. Build
a simple tracking sheet for those five and update it weekly for 30 days before
adding more.

114. Schedule a weekly 30-minute 'Dashboard Review' meeting with your
leadership team. The agenda is simple: look at the numbers, identify what is
moving in the wrong direction, assign ownership of the fix.

115. Audit your current data collection process and identify the two or three metrics
that require the most manual work to gather. Prioritize automating those data
collection points first — manual data collection is the #1 reason dashboards get
abandoned.

116. Share your CEO-level dashboard with your leadership team so everyone is
operating from the same picture of reality. Shared data creates shared
accountability — and eliminates the time wasted on 'what are the numbers?'
conversations.

PRO TIP

The most common dashboard mistake is measuring everything interesting rather than
measuring what drives decisions. Before adding any metric to your dashboard, ask: 'lf
this number were in the red zone, what would | do differently?' If the answer is ‘'nothing
different, remove it. Every metric on your dashboard should drive a specific, possible
action. A dashboard full of metrics that nobody acts on is just anxiety in chart form.

PROMPT 30
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The Technology Stack Evaluation System

Build the right tech stack for your business — and eliminate the tools that drain time and money

WHY THIS MATTERS

Technology has never been more accessible or more confusing for growing businesses.
There are literally thousands of tools claiming to solve every business problem — and
the answer to 'which should | use?' is different for every business, every stage, and
every team. Most business owners end up with a bloated, disconnected stack: too many
tools that do not integrate, duplicate functionality, and consume more time managing
than they save in execution. The average small business pays for more software than it
uses and uses what it has far below its capability.

The right technology stack is genuinely transformative. When your tools are
well-chosen, well-integrated, and well-used, your team operates more efficiently, your
data flows freely between systems, your clients experience better service, and your cost
per outcome drops dramatically. The wrong stack creates the opposite: siloed
information, manual data transfer, frustrated team members, and the business owner
constantly evaluating the next shiny tool while the current ones underperform.

This prompt gives you a systematic approach to evaluating your technology stack: how
to audit what you have, identify gaps, select new tools with discipline, retire ones that
are not delivering value, and build an integration architecture that makes the whole
stack work together efficiently.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a business technology strategist and systems integration expert
who helps scaling businesses build lean, effective technology stacks that
amplify team performance rather than complicate it. I run a [INDUSTRY]
business with [TEAM SIZE] employees.

My current technology situation:

- Complete list of tools we currently pay for or use regularly: [LIST
EVERY TOOL AND ITS PURPOSE]

- Estimated monthly technology spend: [DOLLAR RANGE]
- Known integration problems or data silos: [DESCRIBE]
- Tools we have but underuse: [LIST IF KNOWN]

- Technology decisions I am currently wrestling with: [E.G., should we
move to a new CRM, do we need project management software, should we
consolidate our communication tools]

Please build me a complete Technology Stack Evaluation System:

1. THE TECHNOLOGY AUDIT FRAMEWORK:

- How to evaluate each tool in your current stack across 5 dimensions:
Business Value, Team Adoption, Integration Quality, Cost Efficiency,
Scalability

- The tool audit scorecard template (scoring 1-5 on each dimension)

- The 'Keep, Improve, Replace, Eliminate' framework for making decisions
about each tool

- How to calculate the true cost of a tool (not just the subscription
fee, but setup, training, maintenance, and switching costs)

2. THE TECHNOLOGY CATEGORIES & ESSENTIALS:

Define the ideal tool for each key business category and what to look for
when evaluating options:

- Customer Relationship Management (CRM)
- Project & Task Management

- Team Communication & Collaboration

- Email Marketing & Automation

- Accounting & Financial Management

- Document Management & Knowledge Base
- Scheduling & Calendar

- Analytics & Reporting

- Client Communication & Delivery
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For each category: what essential features to require, what to avoid, and
how to evaluate options for your specific business type.

3. THE INTEGRATION ARCHITECTURE:

- How to map your technology stack as an integration ecosystem (data
flows between tools)

- The critical integrations every service business should have (CRM «
email marketing, project management ~ time tracking, etc.)

- How to use middleware tools (Zapier, Make.com) to connect tools that do
not natively integrate

- The integration documentation standard: how to record every integration
so it can be maintained

4. THE TOOL SELECTION PROCESS:
- How to evaluate a new tool without wasting 20 hours on trials and demos
- The Tool Evaluation Scorecard: what to assess in a 30-minute evaluation

- The 30-day pilot process: how to test a tool in your real operations
before committing

- The total cost of ownership calculation: how to make apples-to-apples
comparisons

5. THE TECHNOLOGY GOVERNANCE SYSTEM:

- How to manage technology decisions in your organization (who approves

new tools, who manages renewals)

- The annual technology review: how to audit your full stack once per
year

- The technology budget framework: how much to invest in technology
relative to revenue

- How to prevent 'tool sprawl' — the tendency for teams to adopt
individual tools without organizational visibility

6. THE TECHNOLOGY TRANSITION PLAN:

- How to migrate from one tool to another without losing data or
disrupting operations
- The team change management process for new tool adoption

- The training and adoption plan that ensures new tools actually get used

Provide audit templates, evaluation scorecards, and integration maps
throughout.

welloiledoperations.com | 121



HOW TO CUSTOMIZE THIS PROMPT

e Paste your complete list of current tools with monthly costs and ask the Al to
identify immediate eliminations, consolidation opportunities, and the specific
integrations that would most improve your data flow.

e Describe the specific problem you are trying to solve with technology (e.g., 'l need
a way to manage client projects, track time, invoice, and communicate with clients
in fewer than three tools') and ask for a tailored tool recommendation.

e If you are considering a major tool migration (e.g., moving from one CRM to
another), ask for the full migration plan including data preservation, team training,
and timeline.

e Ask the Al to design your ideal integrated tech stack architecture as a visual
diagram description — showing which tools connect to which, what data flows
between them, and where the automations live.

WHAT TO DO WITH THE OUTPUT

117. Complete the technology audit this month: score every current tool using the
evaluation scorecard. The ones with the lowest scores are your candidates for
elimination or replacement.

118. Cancel or downgrade at least one tool you are paying for but not using within
the next 30 days. This is a quick win that frees budget and simplifies your stack —
and the process of identifying what to cut often reveals how much tool sprawl has
accumulated.

119. Build your integration map: a simple diagram showing how data currently flows
between your tools and where it gets stuck or duplicated. This map reveals your
highest-value integration opportunities.

120. Establish a technology governance policy — a one-page document that
specifies who can approve new tool adoption, what the evaluation process is, and
how the technology budget is managed. Without this, tool proliferation is
inevitable.

PRO TIP

The most common technology mistake growing businesses make is adopting tools to
solve process problems rather than redesigning the process first. A broken process
running on sophisticated software is still a broken process — just an expensive one.
Before adopting any new tool, ask: 'lf we had a perfect version of this process, what
would it look like?' Design the process first, then find the tool that supports it. You will
make better tool choices, adopt fewer tools, and get far more value from what you buy.
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PROMPT 31

The Meeting Elimination & Optimization System

Audit and redesign your entire meeting calendar to reclaim hours and improve decisions

WHY THIS MATTERS

Meetings are simultaneously the most important and the most wasted resource in most
businesses. Important because gathering the right people to align on priorities, solve
problems, and make decisions is genuinely necessary. Wasted because the average
meeting is longer than it needs to be, has more attendees than necessary, lacks a clear
decision or action, and recurs long past the point where it serves its original purpose.
The cumulative cost of poorly-designed meetings in a 20-person business easily
reaches 50,000+ dollars per year in lost productive time.

The meeting problem is not that organizations meet too much — it is that they meet
without discipline. Discipline means every meeting has a clear owner, a specific
outcome, a tight agenda, the right participants, and a shorter duration than feels
comfortable. Discipline means recurring meetings are regularly evaluated and ruthlessly
pruned when they have outlived their purpose. Discipline means async communication
is used for information-sharing and meetings are reserved for decisions,
relationship-building, and complex problem-solving.

This prompt builds a complete meeting optimization system for your organization —
starting with a radical audit of your current meeting calendar and ending with a meeting
architecture designed around how your business actually needs to make decisions, not
just how it always has.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a meeting effectiveness consultant and organizational design
expert who has helped dozens of growing businesses eliminate meeting
waste and create communication systems that get more done in less time. I
run a [INDUSTRY] business with [TEAM SIZE] employees.

My current meeting reality:

- Recurring meetings that currently happen: [LIST EVERY RECURRING MEETING
WITH FREQUENCY AND APPROXIMATE DURATION]

- Total approximate meeting hours per week across my team: [ESTIMATE]
- The meetings I personally attend: [LIST]
- My biggest meeting frustrations: [LIST 2-3]

- How my team communicates outside meetings: [E.G., Slack, email, project
management tool]

Please build me a complete Meeting Elimination & Optimization System:

1. THE MEETING AUDIT:
For each meeting I listed, evaluate:

- Does this meeting need to exist? (Could it be replaced by async
communication?)

- Is the frequency right? (Too often, too rarely, or just right?)

- Are the right people in the room? (Who should be removed? Who is
missing?)

- Is the duration appropriate? (What happens if you cut it by 30%?)

- Is the meeting producing its intended outcome? (Decisions, alignment,
information, relationship?)

Provide a specific recommendation for each meeting: Keep, Cut, Combine,
Shorten, or Convert to Async.

2. THE MEETING COST CALCULATOR:

- How to calculate the true hourly cost of any meeting (sum of all
attendees' fully loaded hourly rates)

- A cost calculation for my most expensive recurring meetings

How to use meeting cost data to justify changes to your meeting culture

3. THE ASYNC-FIRST FRAMEWORK:

- The criteria for when information sharing should be async vs. when it

requires a meeting
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- The best practices for async updates in each communication tool (Slack,
email, project management)

- How to design async communication that is clear, complete, and does not
generate follow-up questions

- The standard async formats: status updates, decisions, announcements,
requests for input

4., THE MEETING EXCELLENCE STANDARDS:
For meetings that must exist, design the standards:

- The 24-hour pre-read requirement: what must be distributed before every
meeting and why

- The 'one outcome' rule: every meeting must end with either a decision
made, an action assigned, or a clear plan for resolution — no meetings
that just 'update'

- The meeting facilitation standards: opening, time management, decision
protocols, closing

- The post-meeting ritual: how to document outcomes in 5 minutes or less

5. THE MINIMUM VIABLE MEETING DESIGN:

For each category of business meeting, design the minimum effective

version:
- Team alignment: minimum weekly structure, maximum 30 minutes

- Decision-making: minimum structure for effective decisions, appropriate
length by decision type

- Problem-solving: the structured approach to solving problems faster
than brainstorming

- Status updates: why they should almost never be meetings

6. THE MEETING CULTURE CHANGE PLAN:

- How to introduce meeting changes to your team without resistance
- The meeting norms agreement: a team commitment document

- How to enforce meeting standards without being heavy-handed

- The 30-60-90 day plan for transforming your meeting culture

Provide meeting evaluation templates, async communication standards, and
the meeting norms agreement.

HOW TO CUSTOMIZE THIS PROMPT
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e List each of your recurring meetings with the attendee count and estimated hourly
rate of participants — the meeting cost calculation will be immediately actionable
and often surprising.

e |dentify your single most dysfunctional meeting (the one that most consistently
produces frustration rather than results) and ask for the complete redesign or
elimination plan for that specific meeting.

e If your team has specific async tools (Slack, Teams, Loom, Notion), ask the Al to
design the async communication standards for those exact platforms.

e Ask the Al to write the 'Meeting Norms Agreement' you can present to your team
— a one-page document that establishes the shared standards for every meeting
in your organization.

WHAT TO DO WITH THE OUTPUT

121. Conduct a meeting audit this week: go through your calendar and apply the
Keep/Cut/Combine/Shorten/Convert framework to every recurring meeting. Even
reclaiming three hours per week across your team is an annual productivity gain
of 150+ hours.

122. Immediately implement the 24-hour pre-read requirement for every meeting
you run. A meeting where everyone has read the agenda and relevant materials
in advance accomplishes in 30 minutes what an unprepared meeting takes 90
minutes to accomplish.

123. Run the meeting cost calculation on your three most expensive recurring
meetings and share the results with the organizers. Sometimes seeing the dollar
number is the most effective argument for change.

124. Announce your new meeting standards at your next all-hands or team
meeting, explaining the 'why' behind the changes. Team members who
understand the purpose behind the standard are far more likely to adopt it than
those who experience it as arbitrary rules.

PRO TIP

The single highest-impact meeting change most organizations can make costs nothing
and takes one sentence to implement: ending every meeting 10 minutes early. The
cultural shift this creates is profound — it signals that you respect people's time, it creates
a buffer for processing and transitions, and it forces the discipline of running tighter
agendas. Meetings that end early feel like gifts. Meetings that run over feel like violations.
Make ‘ends on time or early' the non-negotiable standard in your organization.

PROMPT 32
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The Decision-Making Framework Builder

Build the decision processes that let your team make great choices without waiting for you

WHY THIS MATTERS

Every decision that flows to your desk is a tax on your most precious resource: your
time and attention. And in most businesses, the majority of decisions that land with the
owner could have been made — should have been made — at a lower level of the
organization, if only the team had the clarity, authority, and framework to make them
confidently. The business owner who has become the decision bottleneck is not just
losing time — they are stunting their team's growth, slowing the business's response to
opportunities, and ensuring that the business can never fully operate without them.

Great decision-making is teachable. It does not require extraordinary judgment or years
of experience — it requires a clear understanding of the decision being made, the
information available, the values and priorities that should guide the choice, and the
authority level of the person making it. Organizations that are great at decisions have
built explicit decision frameworks into their culture: people know which decisions they
own, which ones require consultation, and which ones they must escalate. This clarity is
liberating for teams and transformative for leaders.

This prompt builds your organization's decision-making infrastructure: the frameworks,
authority matrices, and decision-making norms that distribute decision authority
appropriately, improve decision quality across all levels, and dramatically reduce the
number of decisions that need to wait for the owner.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as an organizational design specialist and decision intelligence
expert who helps business owners build decision-making systems that
distribute authority appropriately and improve decision quality across
their entire organization. I am the owner of a [INDUSTRY] business with
[TEAM SIZE] employees across [DESCRIBE MANAGEMENT STRUCTURE] .

My decision-making situation:
- Types of decisions I currently make that I should not: [LIST EXAMPLES —

e.g., approving all expenses over $500, approving all client
communications, deciding on all hiring]

- Types of decisions I am not comfortable delegating yet: [LIST]

- How my team currently makes decisions when I am not available: [E.G.,
they wait for me, they decide on their own, it depends on the person]

- The most common decision bottlenecks in my business: [DESCRIBE]

Please build me a complete Decision-Making Framework System:

1. THE DECISION AUDIT:

- How to inventory the decisions made in your business over a typical
week

- The decision classification framework: Routine Decisions, Tactical
Decisions, Strategic Decisions, Crisis Decisions

- The RACI model for decisions: who is Responsible, Accountable,
Consulted, Informed for each decision type

- Mapping my specific business decisions to the classification framework

2. THE DECISION AUTHORITY MATRIX:
Build a complete authority matrix for my business:

- Which decisions each role level can make independently (without
escalation)

- Which decisions require consultation before deciding

- Which decisions must be escalated to the next level or to the owner
- Financial authority thresholds: spending authority by role level

- Hiring authority: who can make what level of hiring decision

- Client-related decisions: what the team can commit to vs. what requires
owner involvement

3. THE DECISION QUALITY FRAMEWORK:
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For the decisions that do require careful thought, build a decision model
that improves quality:

- The 5-step decision process: define, gather information, identify
options, evaluate against criteria, decide and commit

- How to define the 'decision criteria' before gathering information
(what matters, in what order of importance)

- The pre-mortem technique: how to stress-test a decision by imagining it
has failed

- How to distinguish between reversible and irreversible decisions and

apply different levels of rigor to each

4. THE TEAM DECISION-MAKING PLAYBOOK:

- How to make group decisions efficiently (when to use consensus, voting,
or single decision-maker)

- The 'disagree and commit' principle: how to build a culture where
people fully execute on decisions they personally opposed

- How to prevent 'analysis paralysis' — the tendency to gather more
information instead of deciding

- The decision deadline: how to create urgency around decisions that are

waiting

5. THE OWNER'S DECISION FILTER:

- The 5 questions to ask before taking ownership of any decision that
comes to you

- How to push decisions back down the organization without abandoning
your team

- The coaching response: how to use decision requests as development
opportunities rather than taking them back

- How to build a culture where your team trusts their own judgment

6. THE DECISION RETROSPECTIVE:

How to review significant past decisions to improve future ones
- The decision audit process: what went well in how we decided, what we
would change

- How to build organizational decision intelligence over time

Provide the complete authority matrix template, decision frameworks, and
scripts for pushing decisions back to the appropriate level.

HOW TO CUSTOMIZE THIS PROMPT
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e List your direct reports and their roles, and ask the Al to build a personalized
authority matrix with specific decision boundaries for each person — this
becomes your delegation and authority document.

e Describe the decision type that gets escalated to you most unnecessarily and ask
the Al to redesign the authority and process around that specific decision
category.

e If you have multiple business units or departments, ask for department-specific
decision frameworks that account for the different risk profiles and authority
appropriate to each area.

e Ask the Al to write the 'Decision Authority Policy' — a one-to-two page document
you can share with your entire team that clearly communicates who owns which
decisions at what dollar threshold.

WHAT TO DO WITH THE OUTPUT

125. Create your Decision Authority Matrix this week with your leadership team.
Even a first draft with clear spending authorities and role-level decision
boundaries will immediately reduce the decisions that flow to your desk.

126. Announce the new decision authorities in your next team meeting and
explicitly give your leaders permission to make the decisions in their matrix
without asking you first. Permission must be explicit — people will not assume it.

127. For the next month, apply the coaching response every time a decision comes
to you that belongs elsewhere: 'What do you think we should do, and why?' Then
say yes to their recommendation unless there is a compelling reason not to.

128. Review the decisions you make in the next 90 days and categorize each one:
Should this have been made at a lower level? For every yes, update the authority
matrix or the coaching response to prevent the same escalation next time.

PRO TIP

The most liberating decision you can make as a business owner is choosing to be
comfortable with your team making decisions at 70-80% of your quality. The difference
between a decision made at 80% of your quality and one made at 100% of your quality is
usually far smaller than the cost of the delay, the lost development opportunity for your
team, and the signal you send by requiring their decisions to be your decisions. Build a
culture where good decisions made quickly by capable people beat perfect decisions
made slowly by the owner.

PROMPT 33
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The Business Communication Templates Library

Build a ready-to-use library of professional communications for every business situation

WHY THIS MATTERS

Communication is one of the highest-frequency activities in your business — and one of
the most inconsistently executed. Every week, your team writes dozens of emails,
proposals, follow-ups, status updates, and client communications. Without templates
and standards, each one is written from scratch, varies in quality and tone, takes longer
than necessary, and may not represent your brand the way you would if you had the
time to review it. The accumulated effect of inconsistent communication is a brand that
feels less polished, less trustworthy, and less professional than the business you have
actually built.

Templates are not about removing personality — they are about removing uncertainty.
When your team has a proven, professional template for a difficult client communication
or a formal proposal, they use it confidently. When they have nothing, they either avoid
the communication altogether or send something inconsistent that you later wish you
had reviewed. Great templates actually make communication feel more personal
because the structure is handled, leaving room for the team member to add the specific
detail and warmth that makes each message human.

This prompt builds your complete business communication templates library — every
standard document your business uses, written professionally, branded consistently,
and ready to be customized and deployed by anyone on your team.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a professional business writing expert and brand communication
specialist who creates polished, effective communication templates for
scaling businesses. I run a [INDUSTRY] business with [TEAM SIZE]
employees. My brand voice is: [DESCRIBE YOUR BRAND VOICE — e.g.,
professional and warm, direct and confident, educational and
encouraging].

Please build me a complete Business Communication Templates Library
covering the following categories:

CATEGORY 1: CLIENT COMMUNICATIONS

la. New client welcome email (immediately after signing)

1b. Project kickoff confirmation and next steps

lc. Midpoint check-in message (ensuring satisfaction)

1d. Delay notification email (when a deadline will be missed)
le. Delivering difficult feedback or bad news

1f. Requesting a testimonial or referral after successful work
lg. Client inactivity re-engagement email

lh. Client offboarding message (end of engagement)

CATEGORY 2: SALES & PROPOSAL COMMUNICATIONS

2a. Initial inquiry response (warm, professional)

2b. Discovery call follow-up with summary and next steps
2c. Proposal cover letter

2d. Proposal follow-up after 5 business days (no response)
2e. Handling a 'we went with someone else' gracefully

2f. Win-back email (reconnecting with a lost prospect 90+ days later)

CATEGORY 3: TEAM & OPERATIONAL COMMUNICATIONS

3a. New hire welcome email from the leader/owner

3b. Performance concern communication (initial, professional)
3c. Policy change announcement to the team

3d. Celebrating a team win or milestone

3e. Meeting agenda template with purpose and pre-work

CATEGORY 4: VENDOR & PARTNER COMMUNICATIONS
4a. New vendor introduction and requirements summary

4b. Vendor performance concern message
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4c.
4d.

For EACH template, provide:
- Subject line (for emails)
- Full template text with [CUSTOMIZATION VARIABLES] clearly marked
- Notes on customization: what to adjust for different situations

- Tone notes: the emotional target for this communication

Write every template in [BRAND VOICE]. They should feel professional,
human, and distinctly not generic. Every template should be immediately
usable with minimal customization.

Contract renewal inquiry and renegotiation opener

Vendor relationship termination (professional and clean)

HOW TO CUSTOMIZE THIS PROMPT

Share examples of your best-performing past emails or communications and ask
the Al to match that voice and style across all templates — consistency in brand
voice requires a reference point.

Add any specific communication situations unique to your industry (e.g., 'we often
need to communicate project scope changes with clients' or 'we frequently need
to address billing disputes') and ask for templates for those scenarios.

Request that the Al create a 'Communication Style Guide' alongside the
templates — a one-page reference that captures the tone, vocabulary, and
phrases that define your brand voice.

After generating all templates, ask the Al to create a 'Template Quick Reference
Card' — a one-page index showing when to use each template, so your team can
find the right one without reading through the whole library.

WHAT TO DO WITH THE OUTPUT

129. Organize your templates library in a shared document or knowledge base

where every team member can access them. Label them clearly, organize them
by category, and include a brief description of when to use each one.

130. Introduce the templates to your team in your next meeting — show them how

to customize and use the templates rather than writing from scratch. Adoption
requires awareness and demonstration, not just access.

131. Set a standard that any client-facing communication above a certain

complexity level uses one of the approved templates as a starting point. This
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maintains brand consistency without restricting team members from adding their
personal touch.

132. Review and refresh your templates every six months. Business context, client
expectations, and brand voice evolve — templates that are outdated serve your
brand worse than no templates at all.

PRO TIP

The most valuable templates in your library are almost never the routine ones — they are
the difficult, high-stakes communications that your team dreads and often writes poorly
under pressure. Invest the most thought in your delay notifications, difficult feedback
emails, scope change discussions, and pricing increase communications. When your
team has excellent templates for the hard conversations, they happen faster, land better,
and preserve relationships that poorly-written reactive emails would damage.

PROMPT 34

The Compliance & Legal Checklist System

Build the compliance infrastructure that protects your business as it grows

WHY THIS MATTERS

Legal and compliance issues are the area where most business owners know the least
and worry the most — and rightfully so. The legal landscape for a growing business is
genuinely complex: employment law, contract requirements, data privacy regulations,
industry-specific compliance requirements, and the ever-evolving tax environment all
create exposure that can be extraordinarily costly to navigate after the fact. Most legal
and compliance problems are not the result of bad intentions — they are the result of
not knowing what you do not know.

The businesses that navigate growth without legal disruption are not the ones with the
most expensive lawyers on retainer — they are the ones that have built basic
compliance systems and review processes into their operations. They have standard
contracts they update annually. They have employment practices that comply with
current regulations. They have data handling practices that protect client and employee
privacy. They review their compliance posture before it becomes a liability, not after.

This prompt builds your compliance and legal review system: a comprehensive checklist
of the areas your growing business should be monitoring, the questions to ask your
legal and accounting advisors, and the operational practices that reduce legal exposure
as part of your standard business processes.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a business risk and compliance advisor who helps growing
businesses build basic compliance systems that reduce legal exposure and
protect the business as it scales. I run a [INDUSTRY] business with [TEAM
SIZE] employees operating in [STATE/COUNTRY]. Note: This is for
informational purposes and does not constitute legal advice. I will
consult licensed professionals for specific legal guidance.

My compliance context:

- Current legal and compliance infrastructure: [E.G., standard client
contracts, employee handbook, business insurance, no formal compliance

review]

- Regulatory environment for my industry: [DESCRIBE ANY INDUSTRY-SPECIFIC
REQUIREMENTS — licenses, certifications, data regulations]

- Areas where I feel most legally exposed or uncertain: [LIST]

- Recent business changes that may have compliance implications: [E.G.,
new hires, new services, expanding to new states, collecting more client
data]

Please build me a comprehensive Compliance & Legal Checklist System:

1. THE BUSINESS ENTITY & STRUCTURE REVIEW:

- Questions to ask your attorney about whether your current business
structure protects you

- The insurance coverage checklist: what types of coverage a growing
service business should carry

- The annual entity maintenance checklist: filings, registrations,
licenses to renew

2. THE CONTRACTS & AGREEMENTS CHECKLIST:
- The essential elements to review in your client contracts annually

- The 5 most common contract gaps in small business agreements that
create risk

- Vendor contract review checklist

- Employment and contractor agreement essentials

3. THE EMPLOYMENT LAW COMPLIANCE CHECKLIST:

- Federal and state employment law requirements for businesses at [TEAM
SIZE]

- The employee handbook essentials: what must be documented and
distributed
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- Independent contractor vs. employee classification: the key criteria

and why misclassification is expensive

- Workplace policies that reduce legal exposure: harassment,

discrimination, termination

4. THE DATA PRIVACY & SECURITY CHECKLIST:

- The data you collect from clients, employees, and website visitors and
how to handle it legally

- Basic GDPR and CCPA compliance considerations for businesses that serve
or collect data from residents in regulated jurisdictions

- The data breach response protocol: what to do in the first 72 hours

- Website legal requirements: privacy policy, terms of service, cookie
consent

5. THE INTELLECTUAL PROPERTY PROTECTION CHECKLIST:

- Your brand assets that should be trademarked and the process for doing
so

- Copyright protections for your content, systems, and materials
- How to protect proprietary processes and methodologies

- Contractor work ownership: ensuring IP created by contractors belongs
to your business

6. THE ANNUAL COMPLIANCE CALENDAR:

- A month-by-month compliance calendar for annual filings, reviews, and
updates

- The quarterly compliance review checklist

- When and how to conduct a formal legal review with your attorney

Note: This framework identifies areas for review and questions to ask
professionals. Always consult licensed legal counsel for specific legal
advice applicable to your jurisdiction and situation.

HOW TO CUSTOMIZE THIS PROMPT

e Include your specific industry and state so the Al can highlight the compliance
requirements most relevant to your business type and location.

e List the specific contracts you use most frequently (client services agreements,
independent contractor agreements, NDAs) and ask for the compliance review
checklist specific to each.
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e If you are growing and will soon cross a threshold (10 employees, 50 employees,
$1M revenue) that triggers additional compliance requirements, mention it so the
Al can help you prepare in advance.

e Ask the Al to generate the list of specific questions to ask your attorney in your
next annual legal review — having prepared questions dramatically increases the
value of time with legal counsel.

WHAT TO DO WITH THE OUTPUT

133. Schedule an annual legal review with your attorney this quarter. Even a
two-hour review of your current contracts, employment practices, and business
structure is one of the highest-ROI investments a growing business can make.

134. Create your annual compliance calendar and add the key dates to your
business calendar now. Compliance failures due to missed deadlines are almost
always preventable — they just require a system.

135. Review your independent contractor relationships against the classification
criteria. Misclassification is one of the most common and most expensive
compliance failures in growing businesses.

136. Have your most-used client contract reviewed by legal counsel if it has not
been updated in more than two years. Business practices, your services, and the
legal environment all change — your contracts should reflect your current reality.

PRO TIP

The most cost-effective legal investment for most business owners is not hiring a lawyer
for specific problems but building a relationship with a business attorney for annual review
and proactive guidance. A two-hour annual retainer relationship costs a fraction of the
cost of a single lawsuit, employee dispute, or contract breach. The attorney who knows
your business is far more valuable than the one you call in crisis — they know your
history, your structure, and your risks, and can give you targeted advice rather than
general cautions.

PROMPT 35
The Work Policy & Culture Standards Builder

Create clear, fair policies that set expectations, protect the business, and support your team

WHY THIS MATTERS
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Every growing business eventually reaches the point where informal understandings are
no longer sufficient. The question of 'what do | do if..." starts being asked with increasing
frequency by a team that is large enough that not everyone has direct access to the
owner's judgment. Without written policies, each manager answers these questions
differently, each situation is handled inconsistently, and the cumulative effect is a team
that feels that rules depend on who you ask — which is profoundly demotivating for the
people who always try to do the right thing.

Written policies are not bureaucracy — they are equity. They ensure that the employee
who is shy gets the same answer as the employee who is vocal, that the team member
who works remotely has the same information as the one in the main office, and that the
manager who runs a tight ship operates under the same standards as the one who is
more flexible. Policies protect employees as much as they protect the business — they
make expectations transparent and make the workplace feel fair.

This prompt builds your work policy framework: the essential policies every growing
business needs, written in language that is clear, fair, and reflective of your culture
rather than copied from a corporate template that does not fit who you are.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as an HR policy strategist and employee experience designer who
creates workplace policies for growing businesses that are legally sound,
culturally authentic, and actually read. I run a [INDUSTRY] business with
[TEAM SIZE] employees.

My policy context:

- What we currently have documented: [E.G., basic employment agreement,
very little else]

- Policy issues we have run into due to lack of documentation: [E.G.,
disputes about PTO, inconsistency in work-from-home, confusion about
expense reimbursement]

- Our work arrangement: [REMOTE, IN-PERSON, HYBRID — specify details]

- Our culture style: [E.G., casual and flexible, professional with high
standards, results-focused]

Please build me a complete Work Policy Framework:

1. THE POLICY ESSENTIALS CHECKLIST:
- The 12 policies every business at my size must have in writing

- The 5 policies that are most frequently the source of disputes when not
documented

- A prioritization guide: which policies to write first based on risk and
frequency of application

2. THE CORE POLICY TEMPLATES:

Write complete, ready-to-use policy drafts for:

A. TIME OFF POLICY:

- PTO structure (accrual method or unlimited, your recommendation based
on my context)

- Holidays: how they are handled
- Sick leave: tracking and requirements

- Requesting and approving time off

B. FLEXIBLE WORK POLICY:

- Work hours expectations (core hours, flex arrangements)
- Remote work eligibility and expectations

- Equipment and home office support

- Communication expectations during work hours
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C. EXPENSE REIMBURSEMENT POLICY:

- Eligible expenses

- Approval requirements by dollar amount
- Submission process and timeline

- Non-reimbursable categories

D. COMMUNICATION & TECHNOLOGY POLICY:

- Business device usage

- Personal device for business use

- Social media guidelines (representing the company)

- Data security requirements

E. PERFORMANCE & CONDUCT POLICY:
- The performance standards framework

- The progressive discipline process (verbal warning, written warning,
termination)

- Conduct standards (what is expected, what is not tolerated)

- Reporting process for conduct concerns

3. THE POLICY HANDBOOK FRAMEWORK :
- How to organize your policies into a coherent employee handbook
- The handbook introduction that sets the tone (cultural, not legal)

- The acknowledgment process: how to have employees confirm they have
read and understood policies

- How often to review and update the handbook

4. THE POLICY COMMUNICATION PLAN:

How to introduce new policies to existing employees

How to ensure new hires receive and review policies during onboarding

How to handle policy questions and edge cases consistently

Write all policies in clear, human language that reflects your brand
voice.

HOW TO CUSTOMIZE THIS PROMPT

e Share your biggest current policy gap (the one that has already caused a dispute
or inconsistency) and ask the Al to write that specific policy with complete detail.
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e Include your state/location and ask the Al to flag which policies need to comply
with state-specific requirements (e.g., California has very specific PTO laws that
differ from other states).

e Describe your culture (e.g., 'we are casual but high-performing, we trust people to
get their work done') so the policies feel authentic to your culture rather than
copied from a Fortune 500 handbook.

e Ask the Al to write the handbook introduction — the first page that every
employee reads, setting the tone for the relationship between the company and its
people.

WHAT TO DO WITH THE OUTPUT

137. Write your three highest-priority policies this week using the templates from
this prompt. Start with the ones that have already caused confusion or disputes —
documented policies solve problems retroactively as well as preventing future
ones.

138. Have your policies reviewed by a local employment attorney before distributing
them. The templates provide an excellent starting point but must be reviewed for
state-specific legal compliance.

139. Distribute your policy updates to the full team with a brief explanation of why
you are formalizing them — position it as a positive investment in clarity and
fairness, not as a response to a problem.

140. Create a policy review reminder in your annual calendar. Policies that are not
reviewed become outdated and sometimes legally problematic — an annual
review keeps your handbook current and compliant.

PRO TIP

The most important word in any workplace policy is ‘consistent.’ A policy that is applied
inconsistently — enforced for some employees and overlooked for others — is worse
than no policy at all because it creates discrimination claims and destroys trust. Before
implementing any new policy, ask: 'Will we be willing and able to enforce this consistently
for every employee?' If the answer is no, either redesign the policy to be more flexible or
acknowledge that you are not ready to hold the standard it requires.

PROMPT 36

The Customer Service Operations Framework

Build the systems that deliver consistently excellent client service at scale

welloiledoperations.com | 142



WHY THIS MATTERS

Customer service is the front line where your brand promise meets reality. Every
interaction a client has with your service team is either reinforcing the trust that earned
their business or eroding it. Yet most businesses invest heavily in acquiring clients and
relatively little in designing the systems that serve them. The result is a client
experience that varies dramatically based on which team member is handling it, what
day of the week it is, and how busy the business is — exactly the inconsistency that the
best clients notice and eventually act on.

Excellent customer service at scale requires systems. It requires documented response
standards, escalation protocols, issue tracking, and a feedback loop that actually
improves service quality over time. It requires team members who know exactly how to
handle every common situation — not because they have memorized scripts, but
because they have been equipped with frameworks that help them deliver the right
answer with the right tone in any situation.

This prompt builds your complete customer service operations framework: the
standards, processes, training materials, and measurement systems that make
excellent service the consistent default across your entire team regardless of who is
handling the interaction.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a customer service operations specialist and client experience
designer who builds service systems for scaling businesses. I run a
[INDUSTRY] business serving [DESCRIBE YOUR CLIENT TYPE] through [DESCRIBE
YOUR SERVICE DELIVERY MODEL — e.g., team of account managers, shared
inbox, ticketing system].

My service operations context:
- Common client service issues or complaints: [LIST 3-5 MOST FREQUENT]

- Current service team structure: [E.G., one person handles everything,
specialized roles, account managers]

- Service tools currently in use: [E.G., help desk software, email,
phone, chat]

- Current response time standard: [WHAT CLIENTS EXPECT, WHAT YOU ACTUALLY
DELIVER]

- Most common service escalations to leadership: [DESCRIBE]

Please build me a complete Customer Service Operations Framework:

1. THE SERVICE STANDARDS DEFINITION:

- Response time standards for each communication channel (email, phone,
chat, in-person)

- Service quality standards: what good, better, and excellent look like
in each interaction type

- The client communication principles: how your team communicates in
every situation

- The tone and language standards: specific language to use and avoid

2. THE SERVICE PLAYBOOK:

Build complete response frameworks for the 8 most common service
scenarios:

A. New inquiry or question requiring information
Complaint about quality of work

Complaint about timeline or delay

Billing question or dispute

Urgent issue requiring immediate attention
Scope or expectation confusion

Request outside normal service scope

T @ = = g QW

Angry or difficult client interaction
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For each: the response framework, example language, resolution goal, and

escalation criteria.

3. THE ESCALATION PROTOCOL:

- The 3-tier escalation system: what the frontline team handles vs. what
goes to a manager vs. what goes to leadership

- The criteria for escalation at each level

- The escalation communication: how the team member transitions the
client to the next level without the client feeling abandoned

- The leadership escalation response: how to handle the most serious
client issues personally

4. THE SERVICE TRACKING SYSTEM:

- What to track for every client service interaction (issue type,
response time, resolution time, client satisfaction, resolution method)

- How to build a service dashboard that shows service health at a glance

- The recurring service quality report: what it contains and who reviews
it

5. THE SERVICE TEAM TRAINING FRAMEWORK:

- The new service team member onboarding guide (first week, first 30
days)

- The skill assessment for service team members (what capabilities matter
most)

- The ongoing training format: how to build service skills continuously

6. THE CONTINUOUS SERVICE IMPROVEMENT SYSTEM:

- How to collect client feedback systematically after every significant
interaction

- The weekly service review: analyzing recurring issues to find process

improvements

- How to use service data to identify product, process, or communication

improvements

Provide response templates, escalation scripts, and training guides
throughout.

HOW TO CUSTOMIZE THIS PROMPT
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e List your 5 most common client complaints or service requests verbatim (as
clients actually phrase them) and ask the Al to write the ideal response for each
one — this gives you your most valuable templates immediately.

e Describe your worst recent client service failure — what happened, how it
escalated, how it resolved — and ask the Al to design the system that prevents
that exact sequence from happening again.

e Specify your service team's current skill gaps (e.g., 'they handle easy situations
well but struggle with angry clients') and ask for targeted training content to
address those specific areas.

e Ask the Al to generate the complete 'Service Team Onboarding Checklist' — a
day-by-day guide for getting a new service team member to full competency in
their first 30 days.

WHAT TO DO WITH THE OUTPUT

141. Write your top 5 service response templates this week using the playbook
framework. Give them to your entire service team and establish these as the
starting point for those scenarios — allow personalization but require the
framework.

142. Implement your escalation protocol immediately. Define the three levels,
communicate the criteria to your team, and make the escalation path visible. Your
team will escalate more confidently when they know there is a clear path.

143. Start tracking service metrics this week: response time, resolution time,
escalation frequency, and client satisfaction per interaction. Even a simple
spreadsheet captures the data you need to identify your service improvement
priorities.

144. Schedule a monthly service review with your team — 30 minutes to review the
previous month's service data, identify the most common issues, and agree on
one process improvement to implement in the next 30 days.

PRO TIP

The highest-leverage service improvement in most businesses is reducing the time from
'problem reported' to 'problem acknowledged.' Research consistently shows that clients
are far more tolerant of delays in solving a problem than they are of delays in
acknowledging that the problem exists. A response that says 'l have received your
message, | understand the issue, and | will have a resolution for you by [specific time]'
prevents the escalation that 'l will look into this' never sent creates. Build
acknowledgment speed as your first service standard — resolution speed is secondary.
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PROMPT 37

The Business Intelligence Reporting System

Build the reporting infrastructure that turns business data into strategic decisions

WHY THIS MATTERS

Business intelligence is not just for enterprise companies with data teams. It is the
practice of systematically turning the information your business already generates into
clear, actionable insights that improve every decision you make. Without business
intelligence systems, business owners make their most important strategic decisions —
where to grow, what to invest in, what to change — based on intuition, anecdote, and
the loudest voice in the room. With them, those same decisions are grounded in
patterns, trends, and evidence that dramatically improve their quality.

The gap between a business that is run on data and one that is run on gut feel
compounds relentlessly over time. Every good data-driven decision makes the next one
better. Every bad intuition-based decision creates a pattern of decisions made in the
same blind spot. And the business owner who can walk into any strategic meeting and
say 'here is what the data shows' has a credibility and clarity advantage over every
competitor who cannot.

This prompt builds your business intelligence reporting system: the reports you need,
how to build them from data you already have, the cadence for reviewing them, and the
decision frameworks that turn numbers into action.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a business intelligence architect and data strategy consultant who
helps growing businesses build practical reporting systems that enable
better strategic decisions. I run a [INDUSTRY] business with [REVENUE] in
annual revenue.

My data and reporting context:

- Data sources currently available: [LIST ALL — CRM, accounting, project
management, marketing analytics, etc.]

- Reports I currently produce and review: [LIST WHAT YOU HAVE]
- Decisions I wish I had better data to support: [LIST 3-5 KEY DECISIONS]
- Technical comfort level with data and reporting: [LOW, MEDIUM, HIGH]

- Team member responsible for data/reporting: [ROLE IF EXISTS]

Please build me a complete Business Intelligence Reporting System:

1. THE REPORTING HIERARCHY:
Design 3 levels of reporting for my business:

- Level 1: Weekly Operational Report (10-15 key metrics, 1 page,
team-level audience)

- Level 2: Monthly Business Review Report (30-40 metrics, trends,
analysis, leadership-level audience)

- Level 3: Quarterly Strategic Report (comprehensive performance

analysis, forward projections, owner-level audience)

For each level: exact metrics to include, format, who produces it, who
reviews it, and how it is used.

2. THE CORE BUSINESS METRICS FRAMEWORK:

Define the essential metrics for my business type across:

- Revenue metrics (monthly, quarterly, trailing l12-month)

- Client metrics (acquisition cost, lifetime value, retention rate, NPS3)
- Operational metrics (capacity, quality, delivery speed, error rates)

- Marketing metrics (traffic, leads, conversion, CAC)

- Financial health (margin, cash flow, accounts receivable, expense
ratios)

For each metric: exact definition, calculation method, data source, and
target range.

3. THE REPORT DESIGN PRINCIPLES:

- How to design reports that get read vs. reports that get ignored
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- The 'insight first' report structure: leading with what the data means,
not just what the data shows

- How to add narrative context to numbers (why did this metric move?)

- Visualization best practices for business reports

4., THE DATA COLLECTION WORKFLOW:

- How to automate data collection from existing tools into reports

- The manual data collection checklist: what requires human input and how
to minimize it

- The data validation process: how to ensure report accuracy

- The report production schedule and ownership

5. THE REPORT-TO-DECISION FRAMEWORK:
- How to build 'next actions' directly into your report format

- The decision trigger system: which metric changes trigger which

specific review processes

- How to use trend data to make forward-looking decisions rather than
backward-looking observations

- The strategic planning connection: how monthly reporting informs
quarterly and annual planning

6. THE REPORTING CULTURE:
- How to build a data-literacy culture in your organization

- How to run a data-first meeting: using reports as the basis for every

discussion

- How to help team members who are resistant to data-driven
accountability

Provide report templates, metric definitions, and implementation
timelines throughout.

HOW TO CUSTOMIZE THIS PROMPT

e List the specific software tools you use and ask the Al to design the data
extraction process for each — which reports to pull, which fields matter, and how
to consolidate into a single view.

e Share the specific business decision you most struggle to make confidently (e.g.,
'when to hire,' 'which service to invest in,' 'when to cut a marketing channel') and
ask for the exact report that would inform that decision.
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e Ask the Al to generate the Monthly Business Review Report template as a
ready-to-use document with all the sections, metric placeholders, and analysis
prompts already structured.

e Request a 'data literacy training guide' for your team — a simple explainer of the
key metrics, what they mean, and why they matter — so your whole organization
can engage with the data intelligently.

WHAT TO DO WITH THE OUTPUT

145. Design your Level 1 Weekly Operational Report this week and start producing
it. Do not wait for perfect data collection — start with what you have and refine
over time. The discipline of reviewing a weekly report transforms how you lead.

146. Assign ownership of your reporting system to a specific person. Reports that
are nobody's job do not get produced consistently. Reports that are someone's
job get better every week.

147. Set your monthly Business Review meeting in the calendar for the next 12
months and make it non-negotiable. One of the most important habits of excellent
operators is reviewing the numbers at the same time every month regardless of
what else is happening.

148. In your next leadership meeting, present three insights from your most recent
data — things the data shows that you would not have known from intuition alone.
This practice builds data culture faster than any training program.

PRO TIP

The most powerful business intelligence practice for a growing company costs nothing:
asking 'what does the data say?' before making any significant decision. It sounds
obvious, but most business meetings are still dominated by opinions, anecdotes, and
gut-feel — not because the data is not available, but because nobody has made 'what
does the data say?' the first question asked. Build this as a meeting norm and you will
transform how your organization thinks about evidence, causation, and progress.

PROMPT 38

The Process Improvement Cycle

Build the continuous improvement engine that makes your operations better every single
quarter

WHY THIS MATTERS
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The difference between a business that gets better every year and one that plateaus is
almost always the presence or absence of a continuous improvement system.
Businesses that plateau are not standing still — they are running hard just to maintain
position. But they are not systematically finding and fixing the things that slow them
down, frustrate their team, or reduce the quality of their client experience. Without a
deliberate improvement system, even the best-designed processes gradually drift out of
alignment with a changing reality.

Continuous improvement is not about dramatic transformation — it is about the
compounding effect of regular, incremental enhancements. A business that makes its
top 10 processes 10% better every quarter is performing at a fundamentally different
level within two years than a business that optimizes once and then runs the same
system indefinitely. The Japanese call this kaizen — continuous small improvements —
and it is the operational philosophy behind some of the most consistently excellent
organizations in the world.

This prompt builds your continuous improvement engine: the process review cadence,
the improvement identification methodology, the experimentation framework for testing
changes before implementing them, and the culture of operational excellence that
makes improvement a team habit rather than an owner initiative.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a continuous improvement consultant and operational excellence
expert who builds process improvement systems for scaling businesses. I
run a [INDUSTRY] business with [TEAM SIZE] employees.

My improvement context:

- How process improvement currently happens in my business: [E.G.,
owner-initiated when things break, occasionally, not systematically]

- Processes I know need improvement but have not had time to address:
[LIST 3-5]

- Team involvement in identifying improvements: [HIGH, LOW, NONE]

- How comfortable my team is with change: [RESISTANT, NEUTRAL, EMBRACES
CHANGE]

Please build me a complete Process Improvement Cycle System:

1. THE CONTINUOUS IMPROVEMENT PHILOSOPHY:

- The core principles of continuous improvement adapted for a service
business

- The difference between 'firefighting' (reactive problem-solving) and
'fire prevention' (systematic improvement)

- How to build improvement into the operational rhythm without making it
feel like extra work

- The improvement metrics: how to measure your organization's improvement
velocity

2. THE IMPROVEMENT IDENTIFICATION SYSTEM:

- The 5 channels for identifying improvement opportunities (observation,
team input, client feedback, data analysis, competitive benchmarking)

- The 'friction log': how to capture and prioritize improvement ideas as
they occur

- The improvement backlog: how to organize and prioritize ideas waiting
for implementation

- The quick-win filter: how to identify improvements that take less than
2 hours to implement

3. THE PDCA IMPROVEMENT CYCLE:
Build the Plan-Do-Check-Act cycle for your business:

- Plan: how to define the improvement, set the hypothesis, and design the
experiment
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- Do: how to implement the change in a controlled, testable way
- Check: how to measure whether the change achieved its intended result

- Act: how to standardize successful improvements and roll back
unsuccessful ones

4. THE IMPROVEMENT SPRINT STRUCTURE:

- The 30-day improvement sprint: how to take one process from identified
problem to implemented solution

- The improvement sprint meeting structure (weekly, 30 minutes)

- The sprint team: who participates in improvement sprints and their
roles

- How to run 2-3 parallel improvement sprints without overwhelming the
team

5. THE IMPROVEMENT CULTURE PRACTICES:

- The monthly 'What Could We Do Better?' team session

- The improvement idea incentive program

- How to celebrate improvement wins in a way that reinforces the behavior

- How to handle improvement ideas that cannot be implemented (without
killing future idea generation)

6. THE QUARTERLY IMPROVEMENT REVIEW:

- How to review the previous quarter's improvements and measure their
impact

- The 'improvement scorecard': how many improvements completed, time
saved, quality impact, team satisfaction

- How to set improvement goals for the next quarter

- How to share improvement results with the wider team

Provide the improvement sprint templates, PDCA worksheets, and a 90-day

implementation plan for launching your improvement system.

HOW TO CUSTOMIZE THIS PROMPT

e List your top 5 most frustrating operational problems and ask the Al to prioritize
them using the impact-effort matrix — you will get a sequenced improvement plan
ready to execute.

e Describe your team's typical resistance to change (e.g., 'they say yes in meetings
but revert to old habits') and ask for the specific change management approach
that addresses that pattern.
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e If you have a specific process you are ready to improve right now, ask the Al to
walk you through the complete PDCA cycle for that process — including the
experiment design and measurement plan.

e Ask the Al to generate the 'Monthly Improvement Session' agenda — the
complete facilitation guide for running a 60-minute team improvement workshop
that generates, evaluates, and assigns improvement ideas.

WHAT TO DO WITH THE OUTPUT

149. Start a 'friction log' this week: a shared document where anyone on the team
can log any process friction they experience. Leave it open for 30 days, then
prioritize the list by frequency and impact.

150. Run your first 30-day improvement sprint on the highest-priority item in your
backlog. Assign a sprint leader, hold the weekly check-ins, measure the result,
and celebrate the win publicly.

151. Add a 'What could we improve this month?' question to your regular team
meeting agenda. Even five minutes of structured improvement conversation per
week generates 50+ improvement ideas per year.

152. Build an 'Improvement Wall' (physical or digital) where completed
improvements are posted with the before/after impact. Making improvements
visible creates a culture of pride in progress rather than resignation to the status

quo.

PRO TIP

The most powerful continuous improvement investment a leader can make is giving every
team member permission — actual, explicit, repeated permission — to stop a process
they are executing and say 'this is broken, can we fix it?' Most team members see
process problems every day and say nothing because they have never been given a
clear invitation to speak up. The invitation costs nothing and the return is an organization
that self-improves rather than one that only improves when the owner has time.

PROMPT 39

The Business Exit Readiness Assessment

Build a business that could be sold, transitioned, or stepped back from on your terms

WHY THIS MATTERS
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Whether you plan to sell your business in five years or run it for twenty, the discipline of
building a business that could be sold is the same discipline that makes a business
excellent to own. A business that is dependent on the owner, undocumented, and
impossible to explain to an outsider is not just hard to sell — it is hard to scale, hard to
step back from, and ultimately frustrating to run. Exit readiness is not just about the
future transaction — it is about the quality of your experience owning the business right
now.

Most business owners wait until they are emotionally and financially ready to exit before
they begin building for it — which means they begin the most important preparation
process when they are most distracted, most impatient, and least likely to make
thoughtful structural improvements. The owners who get the best outcomes — highest
multiples, cleanest transitions, most options — are the ones who began building an
exit-ready business years before they decided to use the exit.

This prompt builds your business exit readiness assessment: where your business
currently stands relative to what buyers, investors, or successors require, the specific
improvements that most increase business value, and the 12-to-24-month roadmap for
closing the gap between where you are and where you want to be.
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Act as a business exit strategist and value enhancement advisor who helps
business owners build companies that are excellent to own and highly
transferable when the time comes. I run a [INDUSTRY] business with
approximately [REVENUE] in annual revenue and [TEAM SIZE] employees. I
have owned it for [YEARS].

My exit context:

- My current thinking about exit timeline: [E.G., 3-5 years, 7-10 years,
not sure yet, want options]

- What 'exit' might look like for me: [E.G., sell to a strategic buyer,
bring on a partner, promote internal successor, private equity, step back
while keeping ownership]

- What I believe the current biggest weaknesses of my business are from a
buyer's perspective: [LIST]

- What I believe the current biggest strengths are: [LIST]

Please build me a complete Business Exit Readiness Assessment and Value
Enhancement Plan:

1. THE BUSINESS TRANSFERABILITY ASSESSMENT:

Evaluate my business across the 7 dimensions buyers and investors assess
most critically:

- Revenue Quality: recurring vs. project-based, concentration risk,
contract strength

- Leadership Independence: how dependent is the business on the owner?
- System Documentation: are processes documented and reproducible?

- Client Health: retention rates, satisfaction, concentration, and
relationship transferability

- Team Quality: capability, stability, and independence of the management
team

- Financial Clarity: accuracy, timeliness, and quality of financial
reporting

- Growth Potential: market opportunity, competitive position, growth
trajectory

For each dimension: a 1-5 self-assessment scale, what scores indicate,
and what improvements would increase the score.

2. THE OWNER DEPENDENCY AUDIT:

- How to measure the degree of owner dependency in a business
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- The 5 most common owner dependencies and how to systematically remove
them

- The 'What happens if the owner is gone for 90 days?' test — how to
prepare for and pass it

- The 12-month owner extraction roadmap

3. THE DOCUMENTATION & SYSTEMS ASSESSMENT:
- What documentation a buyer expects to find (and what gaps signal risk)
- The documentation completeness scorecard

- The 90-day documentation sprint for the most critical processes

4. THE REVENUE QUALITY IMPROVEMENT PLAN:

- How to shift from transactional to recurring revenue (even partially)
to increase business value

- How to reduce client concentration risk from an exit perspective

- The contract strengthening plan: how to shift clients to longer-term

agreements

5. THE FINANCIAL READINESS CHECKLIST:
- What financial records and reporting a buyer will expect

- The 'seller add-back' analysis: how to prepare financials that reflect

true business economics

- How to clean up the financials in the 2 years before any transaction

6. THE 12-24 MONTH VALUE ENHANCEMENT ROADMAP:

Based on the assessment, prioritize the improvements that most increase
business value and provide a sequenced plan for making them.

Note: This assessment is for strategic planning purposes. All specific
exit, financial, and legal decisions should be made with qualified
business brokers, M&A advisors, and legal counsel.

HOW TO CUSTOMIZE THIS PROMPT

e Share your approximate revenue, EBITDA margin, and revenue breakdown
(recurring vs. project-based) and ask the Al to provide a valuation range estimate
and the specific factors most affecting your multiple.

e Describe the most owner-dependent aspects of your business (the things only
you do, know, or control) and ask for a prioritized extraction plan specific to those
dependencies.
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e If you have a specific exit timeline in mind (e.g., 'l want options in 3 years'), ask
the Al to build a 36-month value enhancement roadmap with quarterly milestones.

e Ask the Al to generate the 'Business Information Memorandum' outline — the
document that describes a business to potential buyers — and use it as a
checklist for what you need to build before you are ready to present to any buyer.

WHAT TO DO WITH THE OUTPUT

153. Complete the Transferability Assessment this month. Score each dimension
honestly and identify your two lowest-scoring areas. These are not weaknesses to
be embarrassed by — they are the highest-value improvement opportunities in
your business right now.

154. Take the 'What happens if the owner is gone for 90 days?' test by planning an
actual vacation. The gaps that emerge in your absence are your exit readiness
action list.

155. Begin the documentation sprint immediately: the 10 most critical processes in
your business, each with a complete SOP. Documentation is the single most
universal value-enhancing investment available to any business preparing for
transition.

156. Have your financials reviewed by a CPA with M&A experience — someone
who can tell you how a buyer would read your books and what adjustments would
improve your presentation before any transaction process begins.

PRO TIP

The most valuable exit preparation insight most business owners never hear is this: the
things that make your business most valuable to a buyer are exactly the same things that
make it most enjoyable to own. A business with recurring revenue, a capable
independent team, documented processes, and strong client relationships is not just
worth more on the market — it is more fun to run, less stressful to lead, and more flexible
in how you engage with it every day. Exit readiness is not something you build for the
buyer. You build it for yourself.

PROMPT 40
The Supply Chain & Fulfillment Optimization System

Build the supply chain and delivery infrastructure that scales with your growth

WHY THIS MATTERS
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For businesses with physical products, recurring deliverables, or structured service
delivery, the supply chain and fulfilment infrastructure is the engine that converts
revenue into delivered value. When it works well, clients receive what they paid for on
time, your team operates with predictable workflows, and your costs stay within the
margins that make the business healthy. When it breaks down, late deliveries, cost
overruns, quality inconsistencies, and client frustrations can undo everything your sales
and marketing teams work to build.

Most businesses underinvest in supply chain and fulfilment design because it feels
operational — not strategic. But operational excellence is strategy. The ability to deliver
reliably, at scale, with consistent quality is a genuine competitive advantage that clients
notice and return for. It is also the infrastructure that determines whether your growth
plans are executable or whether more clients simply means more chaos.

This prompt builds your complete supply chain and fulfillment system: the procurement,
production, delivery, and quality processes that make consistent, scalable delivery
possible — and the measurement systems that keep the whole operation running at the
standard your clients expect and your business requires.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a supply chain optimization expert and operations delivery
specialist who helps growing businesses build fulfillment systems that
scale without losing quality or increasing chaos. I run a [INDUSTRY]
business delivering [DESCRIBE YOUR CORE DELIVERABLE — product, service,
program, etc.].

My fulfillment context:

- The current steps in my delivery process from order/start to client
receiving value: [WALK THROUGH THE STEPS]

- Current biggest fulfillment challenges: [E.G., inconsistent quality,
slow delivery, high costs, vendor reliability, capacity constraints]

- Volume: [CURRENT VOLUME AND PROJECTED GROWTH]

- Key suppliers, vendors, or production resources involved: [DESCRIBE]

Please build me a complete Supply Chain & Fulfillment Optimization
System:

1. THE FULFILLMENT PROCESS MAP:
- A complete map of the current end-to-end delivery process

- Identifying the bottlenecks, quality risks, and cost drivers at each
stage

- The capacity constraint analysis: where is the ceiling in the current
system?

- The 'perfect order' definition: what does a flawless delivery look like
from the client's perspective?

2. THE PROCUREMENT OPTIMIZATION:

- How to evaluate and strengthen your key supplier relationships

- The inventory management approach appropriate for my delivery model
- Lead time reduction strategies for the most critical inputs

- The dual-source strategy for high-risk components or services

3. THE PRODUCTION & QUALITY SYSTEM:
- The production workflow design for consistent, repeatable delivery
- Quality checkpoints at each stage of production or service delivery

- The capacity planning model: how to scale production without
sacrificing quality

- The error-catching system: identifying quality issues before they reach
the client
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operational overhead

5.

grow

change

6.

10x current volume-?

stage

activities

Provide process maps, checklists, and a 90-day fulfillment improvement
plan.

THE DELIVERY & CLIENT COMMUNICATION SYSTEM:
The delivery confirmation and client communication protocol
How to communicate delays proactively and professionally

The delivery tracking system: giving clients visibility without

The post-delivery follow-up for quality confirmation

THE COST MANAGEMENT FRAMEWORK:
The key cost drivers in my fulfillment model and how to monitor them
The cost-per-delivery calculation and what drives it up or down

Volume leverage opportunities: how to negotiate better terms as you

The margin protection system: how to maintain profitability as costs

THE SCALE READINESS PLAN:

What changes in the fulfillment system are required to handle 2x, 5x,

The investment sequence: what to build first to unlock the next growth

The outsourcing vs. insourcing decision framework for fulfillment

HOW TO CUSTOMIZE THIS PROMPT

e Walk through your complete fulfillment process step by step in as much detail as

you have — the more specific your input, the more specific the process
improvement recommendations will be.

Identify the specific fulfillment problem costing you the most (e.g., 'returns are at
8% and should be under 3%') and ask for the root cause analysis and fix plan for
that specific problem.

If you are planning significant growth, share your growth targets (e.g., 'we want to
go from 100 to 300 clients in 12 months') and ask for the fulfillment scaling plan
for that specific trajectory.
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e Ask the Al to generate a fulfillment capacity calculator — a simple tool where you
input volume, and it tells you what resources (people, tools, time) are required to
fulfill at that level.

WHAT TO DO WITH THE OUTPUT

157. Map your current fulfillment process end-to-end this week, noting the time
required and error risk at each step. This map is the starting point for every
meaningful improvement you will make.

158. Calculate your current cost-per-delivery and identify the top three drivers.
Even a 10% reduction in your highest-cost element can have significant margin
impact across high volume.

159. Identify your single biggest fulfillment bottleneck — the step that most
constrains your ability to scale — and build the investment or process case for
addressing it in the next 90 days.

160. Add fulfillment quality metrics to your weekly operations review: delivery
accuracy, on-time rate, defect rate, and client satisfaction with delivery. What gets
measured gets managed.

PRO TIP

The most undervalued supply chain investment in a growing business is building buffer
capacity before you need it. Most businesses run their fulfillment systems at 85-95%
capacity, which means a modest demand spike generates delays, quality slips, and team
burnout. Building 20-30% buffer capacity into your fulfillment system is not waste — it is
the operational breathing room that lets you say yes to opportunities your competitors
have to turn down, and the resilience that lets you absorb disruptions without disrupting
clients.

SECTION 03

Marketing & Brand Growth
Prompts 41-60

Marketing is how the right clients find you. These 20 prompts help you build a marketing
engine that attracts ideal clients consistently, communicates your unique value with
clarity, and builds the kind of brand that earns trust before you ever get on a call. Stop
starting from scratch every quarter — build systems that compound.
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PROMPT 41

The Brand Voice & Messaging Framework

Define the words, tone, and story that make your brand instantly recognizable and deeply
compelling

WHY THIS MATTERS

Brand voice is the personality of your business communicated through language. It is
the reason why some businesses feel trustworthy, exciting, or authoritative the moment
you read their copy — and others feel generic, forgettable, or inconsistent even when
they offer an excellent product. Most businesses never deliberately design their voice —
it evolves accidentally through whoever writes the content on any given day, producing
an inconsistent, diluted brand experience that never quite lands with clarity.

A defined brand voice is not about being creative for its own sake — it is about building
recognition and trust at scale. When your emails, your Instagram captions, your
proposals, and your website all sound unmistakably like you, each touchpoint reinforces
the same impression. When they all sound different, each touchpoint starts from
scratch, and trust accumulates slowly. In a crowded market, distinctiveness is a survival
advantage — and voice is one of the most powerful differentiators available to a
business of any size.

This prompt builds your complete brand voice and messaging framework: the specific
language attributes that define your voice, the messaging architecture that
communicates your value with consistency and clarity, and the practical tools your team
can use to write in your brand voice whether you are in the room or not.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a brand strategist and messaging specialist who helps scaling
businesses develop brand voices that are distinct, consistent, and
powerfully compelling to their ideal clients. I run a [INDUSTRY] business
called [BUSINESS NAME] serving [DESCRIBE YOUR IDEAL CLIENT].

Here is my current brand context:

- What my business does and the transformation it creates for clients:
[DESCRIBE IN DETAIL]

- My personal communication style as the owner/founder: [E.G., direct,
warm, data-driven, storytelling, educational]

- Brands or communicators whose voice I admire and why: [LIST 2-3
EXAMPLES AND WHAT YOU LOVE ABOUT THEM]

- What clients say about how we communicate: [INCLUDE ACTUAL CLIENT
FEEDBACK IF AVAILABLE]

- What I do NOT want our brand to sound like: [E.G., corporate,
bro-marketing, overly formal, jargon-heavy]

Please build me a complete Brand Voice & Messaging Framework:

1. THE BRAND VOICE DEFINITION:

- My brand's core personality: 4 adjectives that define our voice, with
specific behavioral definition for each

- Voice attributes in practice: for each attribute, provide 3 examples of
what it looks like in copy and 3 examples of what it explicitly does NOT
look like

- The tone spectrum: how our voice adapts in different contexts (social
media, formal proposal, client email, sales page) while remaining
consistent in personality

- Words and phrases we own vs. words and phrases we avoid

2. THE MESSAGING ARCHITECTURE:

- The Positioning Statement: who we serve, what we offer, the unique
value we deliver, and why we are the best choice

- The Brand Promise: the one statement that captures what clients can
always expect from us

- The Elevator Pitch: a 30-second, 60-second, and 3-minute version for
different contexts

- The Three Core Messages: the three things we want every prospect to
believe after any exposure to our brand
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3. THE VALUE PROPOSITION FRAMEWORK:

- The core problem we solve (in the language our clients actually use,
not the language we use)

- The before and after: what life/business looks like before and after

working with us

- The unique mechanism: what makes our approach distinctly different from
every alternative

- The objection preemptors: how our messaging addresses the top 3
objections before they are raised

4. THE COPY STYLE GUIDE:
- Sentence length and structure guidelines

- Punctuation style (question marks, em dashes, ellipses — when and how
to use them)

- Headline formulas that work for our brand
- Call-to-action language standards
- Terms to capitalize, abbreviate, or avoid

- Pronouns and perspective guidelines (I/we/you)

5. THE MESSAGING BY CHANNEL:
Adapt the core messaging for each channel:

- Website homepage: headline options, value proposition language, trust
signals

- Email subject lines and opening lines
- Social media bio formats
- LinkedIn professional summary

- Sales and proposal language

6. THE BRAND VOICE TEST:

- A simple 5-question test anyone can apply to any piece of copy to
assess whether it is on-brand

- The voice audit process for reviewing existing content

- How to train team members and contractors to write in your brand voice

Provide specific copy examples throughout — show me what the voice looks
and sounds like, do not just describe it.

HOW TO CUSTOMIZE THIS PROMPT
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e Paste 3-5 pieces of your existing copy (website, emails, social posts) and ask the
Al to analyze them for voice consistency and identify the strongest elements to
build the framework around.

e Include the exact language your best clients use when they describe working with
you — this is your most powerful messaging ingredient and should be woven
throughout the framework.

e If you serve multiple audience segments with different needs, ask the Al to create
a 'voice adaptation guide' showing how to adjust the messaging for each segment
while maintaining brand consistency.

e After generating the framework, ask the Al to write sample copy for your
homepage hero section, your email opt-in, and a social media post — all using
the framework — so you have concrete examples immediately.

WHAT TO DO WITH THE OUTPUT

161. Create a one-page 'Brand Voice Quick Reference Card' from the framework
and give it to everyone who writes content for your business — including
contractors, social media managers, and team members who write emails.

162. Audit your existing website copy against the new framework this week. Identify
the three pages with the largest voice gap and rewrite them using the framework
as your guide.

163. Add brand voice review to your content approval process: before any
significant piece of content goes public, it gets a quick brand voice check against
your defined attributes.

164. Rewrite your social media bios and email signatures using the messaging
architecture from this prompt. These small-touch-point updates create immediate,
visible brand consistency.

PRO TIP

The fastest way to accelerate brand voice adoption across your team is to create a 'Voice
Examples Library' — a shared folder with 10-15 pieces of your best past copy, labeled
with the voice attributes they demonstrate. When team members can point to real
examples rather than abstract descriptions, writing on-brand becomes dramatically
easier. Great examples teach better than any style guide, and the best examples are
almost always the ones your ideal clients have responded to most enthusiastically.

PROMPT 42

The Content Marketing Strategy Builder
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Build the content engine that consistently attracts, educates, and converts your ideal clients

WHY THIS MATTERS

Content marketing is the most durable form of marketing available to a business — it
compounds over time in ways that paid advertising never does. A piece of content that
genuinely helps your ideal client can attract them for years after it is published. A library
of 50 high-quality pieces of content builds authority, generates organic search traffic,
creates relationship before the first conversation, and demonstrates your expertise in a
way that no advertisement can replicate. Yet most businesses approach content
randomly: posting when inspired, going dark when busy, and producing content that
reflects the mood of whoever created it rather than the strategic intent of the business.

The businesses that win with content do so not because they create the most but
because they create the most strategically. They know exactly who they are creating for,
exactly what questions that person is asking, exactly where in their journey each piece
of content serves them, and exactly what action the content is designed to inspire.
Every piece has a purpose. The content system serves the business goals, not the
content creator's inspiration calendar.

This prompt builds your complete content marketing strategy: the audience intelligence,
the content pillars, the distribution architecture, the production system, and the
measurement framework that turns content from a creative exercise into a client
acquisition and retention engine.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a content marketing strategist who has helped dozens of 7- and
8-figure businesses build content systems that consistently attract and
convert ideal clients. I run a [INDUSTRY] business called [BUSINESS NAME ]
serving [DESCRIBE YOUR IDEAL CLIENT] with [DESCRIBE YOUR CORE OFFER].

My content marketing context:

- Current content creation: [WHAT I/MY TEAM CURRENTLY PRODUCES AND HOW
CONSISTENTLY ]

- Channels where I am active: [BLOG, INSTAGRAM, LINKEDIN, EMAIL, YOUTUBE,
PODCAST, etc.]

- Content marketing results so far: [WHAT IS WORKING, WHAT IS NOT]

- My content creation capacity: [HOURS PER WEEK I/MY TEAM CAN
REALISTICALLY INVEST]

- Content goal: [E.G., increase website traffic, build email list,
generate inbound leads, establish authority]

Please build me a complete Content Marketing Strategy:

1. THE AUDIENCE INTELLIGENCE LAYER:

- My ideal content consumer profile: who they are, what they are
struggling with, what questions they are asking online, what content they
already consume

- The content awareness journey: mapping content to where the prospect is
in their awareness — from completely unaware to ready to buy

- The 5 most pressing questions my audience is asking that I am uniquely
qualified to answer

- The content gaps in my market: what is not being said that I can own

2. THE CONTENT PILLAR ARCHITECTURE:

- My 4-5 core content pillars (the themes that all my content connects
to)

- For each pillar: the strategic purpose, the content types that serve it
best, and 10 specific content ideas

- The pillar-to-offer connection: how each pillar builds the context that
makes my offer a natural next step

- The 'hero content' concept: the 2-3 pieces of pillar content worth

significant investment

3. THE CONTENT FORMAT STRATEGY:

For my capacity and goals, recommend the optimal content mix:
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- Primary format (where to concentrate most effort)
- Secondary formats (what to create from the primary content)

- The content repurposing system: how one piece of primary content
generates 6-10 pieces across channels

- The 'pillar and cluster' approach: long-form pillar content that spawns
multiple short-form pieces

4. THE CONTENT CALENDAR ARCHITECTURE:

- A 12-week content calendar framework (themes, topics, formats,
channels)

- The batch creation process: how to produce content efficiently rather
than constantly

- The editorial planning rhythm: monthly planning, weekly execution

- The content backlog system: how to always have content ready to go even
during busy periods

5. THE DISTRIBUTION STRATEGY:
- How to maximize reach for each piece of content created

- The email amplification: how your list should interact with your
content

- The social amplification: cross-channel sharing and repurposing
protocols

- The SEO integration: how to optimize content for discoverability
without ruining the human appeal

- Partnership distribution: who else should share your content and how to
make that easy for them

6. THE CONTENT MEASUREMENT FRAMEWORK:

- The metrics that matter for content marketing at my stage (not vanity

metrics)
- How to measure content's contribution to the business pipeline

- The quarterly content audit: how to assess what is working and double
down

Provide 50 specific content ideas, the 12-week calendar framework, and
the production process templates.

HOW TO CUSTOMIZE THIS PROMPT
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e Share your top-performing content pieces (by engagement or client conversion)
and ask the Al to analyze what made them work and how to systematically
replicate those elements.

e Specify your content creation constraints (e.g., 'l hate writing but | am good on
video' or 'l have a team member who can write but not strategize') so the Al can
build a content system around your actual strengths.

e Include your content goals with specific numbers (e.g., 'grow email list from 500 to
2000 in 6 months') and ask for the content strategy mapped specifically to
achieving those goals.

e Ask the Al to generate 20 specific hook ideas and title formulas for your content
pillars — the hooks and titles are what determine whether good content actually
gets consumed or ignored.

WHAT TO DO WITH THE OUTPUT

165. Define your content pillars and document them this week. Every piece of
content you produce should fit within one of these pillars — this constraint actually
accelerates creation by eliminating the blank-page paralysis of unlimited topic
choice.

166. Schedule one content batch creation day per month. Two to four hours of
focused content creation in one session produces far more than the same time
spread across daily social media panic.

167. Set up your content repurposing workflow: decide in advance how each
long-form piece of content gets broken into short-form pieces, and who is
responsible for each format. Systematized repurposing multiplies your reach
without multiplying your work.

168. Start measuring content-to-lead attribution this month. Even simple tracking
(asking new leads 'how did you find us?') begins to show you which content is
driving business vs. which is just driving engagement.

PRO TIP

The most overlooked content marketing leverage point is your email list. Most businesses
treat email as a distribution channel for content rather than as the primary goal of content
marketing. The sequence should be: content — email subscriber — nurtured relationship
— client. When you treat every piece of content as a reason for someone to join your
email list — rather than as a standalone piece to consume and forget — your content
creates compounding business value rather than one-time traffic. Build a compelling
content upgrade or opt-in for your highest-performing content immediately.
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PROMPT 43

The Social Media Content Calendar Creator

Build 90 days of strategic, on-brand social content that works even when you are not working

WHY THIS MATTERS

Social media is where your ideal clients are spending time every day — and where the
businesses that show up consistently, with genuine value and a clear point of view, build
the awareness and trust that eventually converts to revenue. But 'showing up
consistently' is exactly where most business owners and their teams fail. Without a
system, social media becomes a source of constant low-grade guilt: you know you
should be posting, you feel behind when you are not, you post something inconsistent
when the pressure builds, and then go quiet again. This cycle creates an erratic brand
presence that undermines the trust you are trying to build.

The solution is not more creativity or more motivation — it is a content calendar. A
well-designed social media calendar transforms social media from a reactive anxiety to
a proactive system. When content is planned 30-90 days in advance, batch-created in
dedicated sessions, and scheduled for automatic publishing, the day-to-day mental
overhead of social media disappears. Your team executes a system; they do not
improvise a performance.

This prompt builds you 90 days of complete social media content — captions, content
categories, posting schedule, and engagement strategy — tailored to your audience,
your voice, and your business goals.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a social media strategist and content creator who specializes in
building content systems for 7- and 8-figure business owners. I run a
[INDUSTRY] business called [BUSINESS NAME] and I want to build a 90-day
social media content calendar.

My social media context:

- Primary platforms to focus on: [CHOOSE 1-2: Instagram, LinkedIn,
Facebook, TikTok, X/Twitter]

- Target audience for social: [DESCRIBE YOUR IDEAL CLIENT/FOLLOWER]

- Brand voice and personality: [DESCRIBE — e.g., bold and direct,
educational and warm, humorous but professional]

- Current content challenges: [E.G., inconsistency, running out of ideas,
low engagement, not converting followers to clients]

- Business goal for social media: [E.G., brand awareness, lead
generation, community building, client retention]

- Posting frequency goal: [HOW MANY TIMES PER WEEK PER PLATFORM]

Please build me a complete 90-Day Social Media Content Calendar:

1. THE SOCIAL MEDIA STRATEGY FOUNDATION:

- My social media positioning: the unique lens through which I share
content (what I specifically stand for and against)

- The content mix: the 5 content categories with percentages (e.g., 40%
educational, 20% storytelling, 20% social proof, 10% promotional, 10%
engagement)

- Platform-specific strategy: what works on each platform I am active on
and how content adapts

2. THE 90-DAY CALENDAR:

Organized by week (Week 1 through Week 12), provide:

- Weekly theme that connects to a content pillar

- 4-7 specific post ideas per week (matching my posting frequency)

- For each post idea: the hook/opening line, the core message, the
call-to-action

- The content format recommendation for each post (carousel, reel, single
image, long-form text, story, etc.)

3. FULL CAPTIONS (Write 20 complete, ready-to-publish captions):
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Pick the 20 highest-impact post ideas from the calendar and write
complete captions including:

- Opening hook (first 1-2 sentences that stop the scroll)
- Body (the wvalue, story, or insight — appropriate length for platform)
- Close and call-to-action

- Hashtag strategy (for Instagram and LinkedIn)

4. THE CONTENT CREATION SYSTEM:

- The batch creation process: how to create an entire month of content in
one dedicated session

- The visual content direction: art direction notes for photos, graphics,
and video that match the brand

- Tools and templates to streamline content creation

- The scheduling and publishing workflow

5. THE ENGAGEMENT STRATEGY:

- How to respond to comments and DMs in a way that builds real
relationships

- The proactive engagement protocol: how to spend 15 minutes per day
building community

- The community building approach: how to turn followers into a loyal
audience

- The content collaboration strategy: who to partner with for content
reach expansion

6. THE SOCIAL MEDIA PERFORMANCE FRAMEWORK:

The 5 metrics that matter for my goals (beyond vanity metrics)

The monthly content performance review

How to identify top-performing content and replicate the formula

Provide the complete calendar and 20 ready-to-publish captions in my
brand voice.

HOW TO CUSTOMIZE THIS PROMPT

e Share 3-5 examples of your best-performing past posts and ask the Al to analyze
what made them work, then write new posts using the same formula — your
existing winners are your best creative brief.
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e Include your most common content objections from followers (e.g., 'people say
my content is too promotional' or 'l get engagement but no DMs') and ask for the
specific content adjustments to address those issues.

e If you have seasonal business cycles (busy seasons, launch periods, slow
periods), mention them so the calendar content reflects your business rhythm
rather than forcing the same volume in every month.

e Ask the Al to generate a 'Content Creation Batch Day Template' — a complete
agenda for a half-day session where you create all your content for the next 30
days, including what to prepare in advance.

WHAT TO DO WITH THE OUTPUT

169. Schedule your first content batch day this week. Block two to three hours,
prepare your content brief, and create four weeks of content in one sitting. The
discipline of a dedicated creation session is what makes consistency possible
without daily creative pressure.

170. Set up your scheduling tool (Later, Buffer, Hootsuite, or Meta Business Suite)
and schedule the first four weeks of content today. Automated publishing
eliminates the 'l forgot to post' problem permanently.

171. Create your engagement routine: 15 minutes each morning responding to
comments and engaging with accounts in your target audience. Consistency in
engagement multiplies the reach of even average content.

172. Review your social analytics monthly and identify your top 3 posts by
engagement, reach, and conversion. These posts tell you exactly what your
audience wants more of — give it to them.

PRO TIP

The most powerful social media strategy is almost never about volume — it is about
resonance. One post per week that genuinely challenges your audience's thinking, solves
a real problem, or tells a vulnerable and instructive story will outperform seven generic
posts every single time. Before you add more posting frequency, ask whether you are
creating content that earns genuine attention. The businesses that build real audiences
do so by being unmissable, not by being ubiquitous.

PROMPT 44

The Email Marketing Sequence Builder

Create automated email sequences that build relationships and drive revenue while you sleep

welloiledoperations.com | 174



WHY THIS MATTERS

Email marketing remains the highest-ROI marketing channel available to most
businesses — significantly outperforming social media, paid advertising, and most other
channels in revenue per dollar invested. The reason is simple: people who have given
you their email address have given you permission to speak to them directly, in a
channel they check regularly, without competing for attention against an algorithm. But
most businesses waste this permission by either emailing only when they want to sell
something or broadcasting generic newsletters that train subscribers to ignore them.

The power of email is not in broadcasting — it is in sequence-based relationship
building. When a new subscriber receives a series of emails that progressively deliver
value, build trust, share your story, address their objections, and demonstrate your
expertise, they are not a cold lead by the time you make an offer — they are a warm,
informed prospect who has already experienced your value. The businesses that win
with email have built sequences that work automatically, building relationships with
every new subscriber without requiring the owner to write a single word after the initial
setup.

This prompt builds your complete email marketing infrastructure: the welcome sequence
that converts subscribers into fans, the nurture sequences that keep your list engaged,
the launch sequences that generate revenue, and the re-engagement campaigns that
recover subscribers who have gone cold.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as an email marketing expert and conversion copywriter who builds
automated email sequences for 7- and 8-figure businesses. I run a
[INDUSTRY] business called [BUSINESS NAME]. My primary email list opt-in
offer is: [DESCRIBE YOUR LEAD MAGNET OR OPT-IN OFFER]. My core offer is:
[DESCRIBE YOUR PRIMARY PAID OFFER].

My email marketing context:
- Current email list size: [APPROXIMATE]

- Current email platform: [E.G., Klaviyo, ActiveCampaign, ConvertKit,
Mailchimp]

- Email sequences I currently have: [LIST WHAT EXISTS, IF ANYTHING]

- Current email open rates and click rates (if known): [SHARE IF
AVAILABLE]

- Primary goal of email marketing: [E.G., sell [SPECIFIC OFFER], book
discovery calls, drive webinar registrations]

Please build me a complete Email Marketing Sequence Library:

SEQUENCE 1: THE WELCOME SEQUENCE (5 emails, Days 0-7)

Email 1 (Day 0 — Immediate): Deliver the lead magnet + the most important
thing to know about me right now

Email 2 (Day 1): My story — the origin, the struggle, the breakthrough
that led to my expertise

Email 3 (Day 3): The biggest mistake my ideal client makes and how to
avoid it (pure value)

Email 4 (Day 5): Social proof — a client transformation story that
mirrors my ideal prospect's situation

Email 5 (Day 7): The soft introduction to my primary offer + invitation
for a next step

For each email: Subject line (+ 2 alternatives), Preview text, Complete
email body, Call-to-action

SEQUENCE 2: THE NURTURE SEQUENCE (Bi-weekly emails, ongoing)
Write 8 nurture emails covering:

- 3 educational emails that demonstrate expertise and provide actionable

value
- 2 story-based emails that build personal connection and trust

- 1 objection-handling email that addresses the #1 reason people do not

buy
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Write all emails in

- 1 social proof email (case study format)

- 1 '"What most people get wrong about [topic]' email

SEQUENCE 3: THE LAUNCH SEQUENCE (7 emails over 7-10 days)
For promoting [YOUR PRIMARY OFFER], write:

Email 1: Launch announcement — opening the doors

Email 2: The 'here is what is inside' value breakdown

Email 3: The problem + why now is the time to solve it

Email 4: Social proof + FAQs

Email 5: Urgency — cart closing in 48 hours

Email 6: Last-chance reminder

Email 7: Thank-you to buyers + waitlist for non-buyers

SEQUENCE 4: THE RE-ENGAGEMENT SEQUENCE (3 emails for cold subscribers)
Email 1: Pattern interrupt — 'I have not heard from you in a while'
Email 2: Your best content compilation — reminder of the wvalue you
provide

Email 3: The clean break — 'Should I keep you on my list?'

[BRAND VOICE]. Every email should feel like it came

from a real person who genuinely cares about the reader's success.

HOW TO CUSTOMIZE THIS PROMPT

e Share the specific objections and hesitations you hear most frequently from

prospects before they buy, and ask the Al to weave objection-handling language
throughout the sequences — especially in the nurture and launch emails.

Include your best client success story (with permission to use anonymized details)
and ask the Al to write the case study email in a narrative format that mirrors your
ideal prospect's situation.

Specify your email tone (e.g., ‘conversational and personal, like an email from a
friend, not a newsletter') so the copy has the right feel for your brand and
audience.

After the sequences are written, ask the Al to write the automation logic — the
specific trigger, delay, and conditional logic for setting up each sequence in your
email platform.

WHAT TO DO WITH THE OUTPUT
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173. Set up your welcome sequence this week — it is the highest-priority email
automation because every new subscriber experiences it immediately. Even a
three-email version is infinitely better than no sequence at all.

174. Write and schedule two months of your nurture emails in advance. Batch
writing email content is dramatically more efficient than writing each email
individually as it is due to send.

175. Set up your re-engagement sequence for subscribers who have not opened
an email in 90+ days. Most email lists have 20-40% inactive subscribers — a
re-engagement sequence recovers some of them and helps you clean out the
rest.

176. Review your email metrics monthly: open rate, click rate, unsubscribe rate,
and revenue attributed to email. Low open rates signal subject line issues; low
click rates signal content or CTA issues. Know which problem you have before
you try to fix it.

PRO TIP

The most underused email marketing strategy for relationship building is what copywriters
call the 'reply-eliciting email' — an email specifically designed to generate replies from
subscribers rather than clicks to a link. These emails ask a simple question ('What is the
biggest challenge you are facing with X right now?') and invite a personal response. The
business intelligence you gain from replies is invaluable. But more importantly, every
reply dramatically increases your email deliverability because inbox providers interpret
replies as evidence that your emails are wanted — which keeps you out of spam folders.

PROMPT 45

The Customer Avatar Deep-Dive System

Get so deep inside your ideal client's mind that your marketing writes itself

WHY THIS MATTERS

Most businesses define their ideal client shallowly: 'business owners between 35 and
55, annual revenue of $1M-$10M, service-based business.' This demographic
description is useful for targeting but nearly useless for marketing. It tells you who they
are but nothing about what keeps them up at night, what language they use to describe
their frustration, what they have already tried and why it did not work, what success
looks and feels like to them, and what invisible beliefs are preventing them from taking
the action you are asking them to take.
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The businesses that write copy that feels like it was written specifically for the reader —
that gets the response 'how did you know exactly what | was thinking?' — have done
the work of building a genuinely deep client avatar. They have gone beyond
demographics into psychographics, beyond pain points into the emotional context of
those pain points, and beyond 'what do they want' into 'what are they willing to pay for
and why." This depth is the competitive advantage that turns good marketing into great
marketing.

This prompt builds the most complete customer avatar you have ever created: not a
demographic profile, but a living portrait of the human being your business exists to
serve — complete with their inner dialogue, their aspirations, their fears, and the exact
words they use when they describe the problem you solve.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a consumer psychology researcher and market intelligence
specialist who helps businesses develop deep, actionable customer avatars
that drive marketing strategy. I run a [INDUSTRY] business. My ideal
client is [DESCRIBE YOUR BEST CURRENT CLIENT — a real person type, not a
demographic].

My client knowledge base:

- What my ideal clients do for a living: [DESCRIBE]

- What they are trying to achieve (professional and personal): [DESCRIBE]
- The primary problem or pain they come to me with: [DESCRIBE]

- What they have already tried before finding me: [LIST IF KNOWN]

- The specific language they use to describe their problem: [USE THEIR
EXACT WORDS IF POSSIBLE]

Please build me a complete Customer Avatar Deep-Dive:

1. THE DEMOGRAPHIC & PSYCHOGRAPHIC PROFILE:

- Demographics: age range, professional context, income, family
situation, work environment

- Psychographics: values, beliefs, worldview, personality traits,
identity, aspirations

- Professional archetype: what role they play in their organization or
business

- A 'Day in the Life' narrative: a 500-word story of a typical day for
this person that makes them feel real

2. THE PAIN & PROBLEM ARCHITECTURE:

- Surface Pain (what they say): the explicit problem they describe when
they look for help

- Hidden Pain (what they feel): the emotional weight underneath the
surface problem

- Deep Pain (what they fear): the core fear that the surface problem
represents

- The cost of inaction: what this person's life looks like in 3 years if
the problem is not solved

- The emotional language map: the exact words and phrases they use at
each pain level

3. THE DESIRE & ASPIRATION ARCHITECTURE:
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- Immediate desire (what they think they want)
- Final desire (what they ultimately want this to give them)

- The vision of success: what they imagine their life/business will look
and feel like when the problem is solved

- The identity shift: who they want to become, not just what they want to

achieve

- The language of aspiration: exact words and phrases that resonate with
what they want

4. THE BUYING PSYCHOLOGY PROFILE:

- What they are most skeptical about (what has burned them before)
- The 5 objections they have before buying

- What would need to be true for them to say 'yes' immediately

- How they make buying decisions (research-heavy, peer-validation,
authority-driven, impulsive)

- What they need to believe about me, my offer, and themselves to buy

5. THE MARKETING MESSAGE MAP:
Using everything above, create:

- The 5 messages that will most powerfully speak to this avatar's core
desire

- The 3 messages that address their deepest fears and the resistance
those fears create

- The social proof framework: what kind of testimonials and case studies
will resonate most with this person

- The content strategy guidance: what topics and formats will most
attract and engage this avatar

6. THE VOICE-OF-CUSTOMER COLLECTION SYSTEM:

- 10 interview questions to ask current clients that deepen the avatar

research

- How to use survey data, review mining, and social listening to
continuously refine the avatar

- The avatar update process: how to review and refresh the avatar every 6

months

Write the Day in the Life narrative in vivid, specific detail — this is
the most important output in the whole framework.

HOW TO CUSTOMIZE THIS PROMPT
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e Describe your single best current client — not just what they do, but what they
were like when they came to you, what changed for them, and what they say
about working together — and ask the Al to build the avatar from that real
example.

e Include actual language from client testimonials, discovery calls, or intake forms
— the Al will use this voice-of-customer data to make the avatar dramatically
more accurate and the messaging immediately more resonant.

e If you serve multiple different client types, ask the Al to build 2-3 distinct avatars
and identify the messaging differences between them — this is essential if you
create segmented marketing content.

e Ask the Al to write a 'Marketing Brief' based on the avatar — a one-page
summary of the key insights that guides every piece of content and copy your
team creates.

WHAT TO DO WITH THE OUTPUT

177. Share the completed avatar with everyone who writes marketing content for
your business. If your content creators do not know who they are writing for at this
level of depth, they are guessing — and guessing produces generic content.

178. Review your last five pieces of marketing content against the avatar's pain and
desire architecture. Does each piece speak to a pain or desire the avatar actually
has? Does it use language the avatar would recognize? Adjust any that miss the
mark.

179. Conduct three client interviews this month using the voice-of-customer
questions from this framework. Every conversation will add new language and
insight that makes the avatar more accurate and your marketing more powerful.

180. Use the avatar's 'objections before buying' to create specific content or
testimonials that address each one. Marketing that proactively handles objections
converts significantly better than marketing that ignores them.

PRO TIP

The highest-leverage avatar work you can do is reading reviews — not your own reviews,
but reviews of similar products and services on Amazon, Yelp, G2, Trustpilot, or Reddit.
Reviews are where people write unfiltered descriptions of their exact problems, their
exact expectations, their exact frustrations, and their exact moments of delight. Five
hours of review mining will give you more authentic client language than five months of
writing copy from your own imagination. Use this language directly in your marketing and
watch your conversion rates improve.
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PROMPT 46

The Competitor Analysis Framework

Map the competitive landscape so you can position, differentiate, and win decisively

WHY THIS MATTERS

Most business owners know their competitors exist but never systematically study them.
They have a general sense of what the competition charges, what they offer, and what
clients say about them — but not the depth of competitive intelligence that informs
genuinely strategic differentiation. As a result, positioning tends to be vague (‘we offer
better service') and pricing tends to be reactive (‘'we charge less than the biggest
competitor') rather than being grounded in a clear understanding of where you are
genuinely better, where you are not, and where the market is genuinely underserved.

Competitive intelligence is not about copying your competitors or obsessing over them
— it is about understanding the landscape clearly enough to choose your position
deliberately. The best positioning comes not from trying to be better at what your
competitors do but from identifying what they do not do, or cannot do, that your ideal
client genuinely needs. The white space in a market is where the most powerful
positioning lives — but you can only see the white space if you have mapped the
occupied territory first.

This prompt builds your comprehensive competitor analysis: the intelligence-gathering
methodology, the analysis frameworks for understanding where you win and where you
do not, and the positioning strategy that uses that intelligence to define your distinct,
defensible market position.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a competitive intelligence analyst and brand positioning
strategist who helps scaling businesses understand their competitive
landscape and develop winning market positions. I run a [INDUSTRY]
business called [BUSINESS NAME] offering [DESCRIBE YOUR CORE OFFER] to
[DESCRIBE YOUR TARGET MARKET] .

My competitive context:
- My 3-5 primary competitors: [LIST BY NAME OR DESCRIBE]

- How I currently position against them: [DESCRIBE YOUR CURRENT
DIFFERENTIATION]

- What clients say when they choose us over competitors: [INCLUDE ACTUAL
QUOTES IF AVAILABLE]

- What clients say when they choose competitors over us: [INCLUDE WHAT
YOU KNOW]

- My competitive advantages I believe we have: [LIST]

Please build me a complete Competitor Analysis Framework:

1. THE COMPETITIVE INTELLIGENCE METHODOLOGY :

- How to systematically gather information about competitors (where to
look, what to document)

- The intelligence sources: their website, social media, reviews,

LinkedIn, pricing, job postings, content, testimonials

- The 'mystery shopper' approach: how to experience a competitor's sales
process firsthand

- The ongoing competitive monitoring system: how to stay updated without
spending hours on it

2. THE COMPETITIVE ANALYSIS GRID:

For each of my primary competitors, analyze:
- Core offer and positioning

- Pricing model and price points

- Target client profile (who they serve)

- Key messaging and value proposition

- Delivery model and methodology

- Strengths and weaknesses

- Social proof quality and volume

- Marketing channels and investment

- Client sentiment (from reviews and online conversation)
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- Identified gaps or wvulnerabilities in their approach

3. THE DIFFERENTIATION MAPPING:

- A visual positioning map: where each competitor sits on the most
important dimensions in my market

- The white space analysis: what needs are not being well-served in the
current competitive landscape

- My genuine points of differentiation (what I do that they cannot or do
not)

- My competitive vulnerabilities (where they are stronger than me right

now)

- The 'category design' opportunity: is there a new way to define what I
do that removes me from the standard comparison set?

4. THE WIN/LOSS ANALYSIS FRAMEWORK:

- How to systematically track why you win and lose deals

- The 10 win/loss interview questions to ask prospects after a decision
- The pattern analysis: what patterns emerge across wins and losses

- How to use win/loss data to adjust positioning, pricing, and sales
approach

5. THE COMPETITIVE POSITIONING STRATEGY:
Based on the analysis, develop:

- My updated positioning statement that clearly differentiates from the
competitive landscape

- The 3-5 messages that articulate my differentiation most compellingly

- How to communicate differentiation in sales conversations when
prospects are comparing options

- The head-to-head comparison guide: what to say when a prospect directly
compares us to a competitor

6. THE ONGOING COMPETITIVE INTELLIGENCE SYSTEM:

Monthly competitive monitoring checklist

How to involve your team in competitive intelligence gathering

- When to respond to competitive moves and when to ignore them

Provide analysis templates, comparison matrices, and positioning scripts
throughout.

HOW TO CUSTOMIZE THIS PROMPT
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e List your top three competitors by name and ask the Al to structure the complete
competitive analysis specifically around those competitors, with a side-by-side
comparison matrix.

e Share the specific objections or comparisons you hear most often in sales
conversations (‘we were also looking at X') and ask for the competitive response
guide for each one.

e If you operate in a niche market or have a unique business model, describe it in
detail so the Al can identify the most relevant dimensions of comparison and the
most defensible differentiation.

e Ask the Al to write your updated positioning statement and the three key
differentiating messages as copy you can use immediately on your website and in
sales conversations.

WHAT TO DO WITH THE OUTPUT

181. Complete your competitive analysis grid for your top three competitors this
week. Spend two to three hours on each, using public information and a mystery
shopper inquiry if appropriate. Document everything in a shared competitive
intelligence file.

182. Run the positioning map exercise with your leadership team. Identify where
you sit relative to competitors on the two or three dimensions most important to
your ideal client — and discuss whether that position is where you want to be.

183. Implement a win/loss analysis process immediately: after every deal closes or
is lost, ask the prospect the 10 key questions. The first 20 win/loss conversations
will reveal patterns you would not otherwise see for months.

184. Review your website positioning against your competitive analysis. If your
homepage sounds interchangeable with your top two competitors, you are not
differentiated at the most critical first-impression touchpoint.

PRO TIP

The most powerful competitive advantage is almost never what you do — it is who you
are for. The business that claims 'we serve every kind of business owner' is speaking to
nobody specifically. The business that claims 'we serve service-based business owners
doing $1M-$10M who are ready to stop being the bottleneck' is speaking to exactly the
right person exactly the right way. Extreme specificity in who you serve is the clearest
form of competitive differentiation — and the one most competitors are afraid to claim
because it means explicitly turning people away.
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PROMPT 47

The Launch Sequence Planner

Build the launch engine that generates maximum revenue and momentum for every new offer

WHY THIS MATTERS

A great offer poorly launched is a missed opportunity. A mediocre offer brilliantly
launched can still generate significant revenue and learning. The launch sequence —
the marketing campaign that takes a product or service from 'available' to 'sold out' — is
one of the most high-leverage marketing skills in any business. Yet most businesses
launch by announcement: they tell their list the thing is available, they post about it on
social media, and then they wonder why sales are lower than expected. The
announcement is the least effective launch strategy possible.

Great launches are not announcements — they are campaigns. They build anticipation
before the doors open. They deliver escalating value throughout the launch window.
They create genuine urgency without manufactured pressure. They handle objections
before they become reasons to wait. They follow up multiple times in multiple ways
during the open period. And they end with a clear close that creates finality rather than
indefinite availability that trains buyers to wait.

This prompt builds your complete launch system: the pre-launch build, the cart-open
sequence, the urgency and scarcity architecture, the objection-handling content, and
the close — creating a repeatable launch playbook for every new offer you bring to
market.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a launch strategist and marketing campaign designer who has helped
growing businesses generate six and seven-figure launches through
systematic campaign planning. I am launching [DESCRIBE YOUR OFFER: what
it is, who it's for, the price, the transformation it delivers].

My launch context:

- Audience I am launching to: [DESCRIBE — email list, social following,
combination, warm audience]

- Launch timeline available: [HOW MANY DAYS/WEEKS DO I HAVE FROM START TO
CLOSE?]

- Launch goal (revenue target): [APPROXIMATE]
- Offer enrollment window: [HOW LONG WILL CART BE OPEN?]

- Launch approach: [E.G., email-based, webinar-based, social media, sales
calls required, self-serve]

- Previous launch experience: [WHAT HAS WORKED/NOT WORKED IN PAST
LAUNCHES]

Please build me a complete Launch Sequence Plan:

1. THE PRE-LAUNCH STRATEGY (2-4 weeks before cart opens):

- The pre-launch goals: building anticipation, warming the audience,
seeding the conversation

- The pre-launch content plan: what to publish, post, and email in the
weeks leading up to launch

- The waitlist/VIP list strategy: how to identify and reward your most
interested prospects before launch

- The 'runway' email sequence (3-4 emails): building desire without
announcing the offer

2. THE LAUNCH WEEK EMAIL SEQUENCE:
Write a complete 7-10 email sequence for the launch window:

Day 1 (Cart Open): The announcement email with the full offer
presentation

Day 2: The transformation email — the before/after story

Day 3: The 'why now' email — the cost of waiting and the opportunity of
acting

Day 4: The FAQ/objection email — handling the top 5 reasons people
hesitate

Day 5: The social proof email — multiple testimonials and case studies

welloiledoperations.com | 188




Day 6: The urgency email (48 hours left) — what closes at midnight and
why

Day 7: The final-day email — last chance, what they will gain, what they
will give up

For each email: Subject line, preview text, complete body copy, CTA

3. THE SOCIAL MEDIA LAUNCH PLAN:
- Daily social content during launch week with hooks, copy, and format
- Story/short-form content for daily touch during launch

- The social engagement strategy: how to respond to comments and DMs
during launch

4. THE OBJECTION HANDLING MATRIX:
- The 7 most common objections for my offer type

- For each objection: the root fear behind it, the counter-narrative, and
the specific language to neutralize it

- Where to embed objection-handling throughout the launch (specific
emails, posts, FAQ pages)

5. THE CLOSE MECHANICS:
- How to create genuine urgency and scarcity without it feeling fake

- The 'closing day' protocol: what to do in the final 24 hours to
maximize conversions

- The post-cart-close sequence: for people who showed interest but did
not buy

6. THE LAUNCH DEBRIEF FRAMEWORK:
- The 10 metrics to track during launch

- The post-launch analysis: what worked, what to improve, what to
replicate

- How to build each launch into a better next launch

Provide complete email copy, social content, and a day-by-day launch
calendar.

HOW TO CUSTOMIZE THIS PROMPT

e Share your specific offer details including price, what is included, bonuses, and
any enroliment deadlines — the Al can write the actual sales copy for your
specific offer, not just templates.
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e Include your audience size and typical engagement metrics so the Al can set
realistic conversion benchmarks and tell you what launch sequence elements to
prioritize for your list size.

e If you have a specific launch format in mind (live webinar launch, challenge
launch, email-only launch), specify it so the launch plan is designed for that exact
format.

e Ask the Al to write the complete webinar presentation outline, sales page copy, or
discovery call script specific to your offer — the core conversion asset that the
launch sequence drives traffic toward.

WHAT TO DO WITH THE OUTPUT

185. Build your complete launch calendar as a project plan with tasks, owners, and
deadlines at least six weeks before your launch date. The biggest launch
mistakes happen in the final week when unprepared teams scramble —
preparation prevents panic.

186. Write all your launch emails before cart opens. Trying to write launch emails
while the cart is open is one of the most common and most expensive launch
mistakes — your copywriting quality will suffer and your energy will be scattered.

187. Set up your launch metrics dashboard before the first email goes out: track
opens, clicks, sales page visits, and conversions every day. Daily data lets you
adjust in real time rather than analyzing failure after it is over.

188. After every launch, regardless of result, complete the full debrief within one
week while everything is fresh. The businesses that improve fastest are the ones
that treat every launch as a learning event rather than just a revenue event.

PRO TIP

The single most underused launch tactic for growing businesses is the founding member’
or 'beta’ positioning for a new offer. Rather than positioning a first launch as a fully
finished, premium product, position it as an opportunity to be among the founding clients
who receive the transformation plus extra access, input into the program design, and a
price that will never be this low again. This framing dramatically reduces the 'I'll wait until
it's more established' objection and allows you to launch before everything is perfect —
which is always better than waiting for perfect.

PROMPT 48

The Referral & Partnership Program Builder

Build the systematic referral engine that makes your best clients your best marketers
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WHY THIS MATTERS

Referrals are the most powerful lead source for most service businesses — and the
least systematically cultivated. Every business owner knows referrals are important,
most businesses do good enough work to earn them, and almost no business has a
deliberate system for generating them consistently. Instead, referrals happen randomly:
when a happy client happens to talk to someone who happens to need what you offer.
The businesses that generate referrals consistently are not just doing better work —
they are actively creating the conditions for referrals to happen through deliberate
systems and communication.

A systematic referral program transforms your client base from a satisfied group into an
active business development network. When clients know you are accepting referrals,
understand exactly who to send to you, know how to describe what you do in a way that
resonates, and feel genuinely appreciated when they make a referral, the referral rate
increases dramatically. This is not about bribery with referral fees — it is about making it
easy for people who already want to help you to actually do so effectively.

This prompt builds your complete referral and partnership program: the referral process,
the partner identification and recruitment system, the partnership structure, and the
ongoing relationship management that makes your referral network a compounding
asset rather than a lucky accident.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a growth strategy consultant and referral program specialist who
helps service businesses build systematic referral and partnership
programs that generate consistent, high-quality inbound leads. I run a
[INDUSTRY] business called [BUSINESS NAME]. My ideal referral looks like:
[DESCRIBE YOUR IDEAL REFERRED CLIENT].

My referral and partnership context:

- How referrals currently happen: [E.G., informally, some happy clients
mention us, no system]

- Current referral volume (approximate): [PER MONTH OR QUARTER]

- My potential referral sources: [CLIENTS, COMPLEMENTARY BUSINESSES,
INDUSTRY CONTACTS]

- My current network of potential partners: [DESCRIBE IF APPLICABLE]

- What I currently offer as a referral incentive: [E.G., nothing, thank
you note, gift, commission]

Please build me a complete Referral & Partnership Program:

1. THE REFERRAL PROGRAM DESIGN:

- The referral program structure: how to make referring as easy as
possible for happy clients

- The referral conversation guide: what to ask clients, when to ask, and
how to frame the request

- The referral kit: the specific materials to give clients so they can
refer confidently (elevator pitch, who is the ideal referral, how to
introduce)

- The referral incentive framework: monetary vs. non-monetary, and how to
choose what is appropriate for your business model

2. THE REFERRAL MOMENT IDENTIFICATION:

- The 5 moments when clients are most likely to refer (and how to
capitalize on each)

- The 'peak experience' map: engineering moments of delight that
naturally generate referral conversations

- How to ask for referrals naturally without feeling awkward or
transactional

- Scripts for the referral ask in 3 different contexts: post-project

completion, mid-engagement, during a casual conversation

3. THE REFERRAL FOLLOW-THROUGH SYSTEM:
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- How to acknowledge and thank every referral, regardless of whether it

converts

- The referral tracking system: how to know who referred whom and the
status of every referral

- The referral close loop: how to inform the referral source about the
outcome of their referral

- The referral recognition program: how to publicly (with permission)
recognize and celebrate your best referral sources

4. THE STRATEGIC PARTNERSHIP PROGRAM:

- How to identify potential referral partners (complementary businesses
serving the same ideal client)

- The partner evaluation criteria: alignment, audience quality,
relationship strength, mutual benefit

- The partnership pitch: how to approach a potential partner with a
win-win proposition

- The formal partnership agreement: what to structure, what to commit to,
what to avoid

5. THE PARTNER RELATIONSHIP MANAGEMENT :

- The partnership onboarding process: how to equip partners to refer
confidently

- The partner communication cadence: how to keep the relationship warm
without being annoying

- The partner performance review: how to evaluate which partnerships are
generating the most quality referrals

- How to build a Partner Advisory Board from your strongest referral
partners

6. THE REFERRAL FUNNEL:
- How to track referrals from source to close

- The referral conversion optimization: why some referrals close and

others do not
- The referral program performance dashboard

- Setting referral targets and tracking them as a business metric

Provide scripts, templates, the referral kit structure, and the
partnership pitch framework.

HOW TO CUSTOMIZE THIS PROMPT
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e Describe your top three clients (the ones most likely to refer) and ask the Al to
build personalized referral approaches for each — tailored to their communication
style, their network, and the way they would naturally describe your work.

e List two or three complementary businesses that serve your ideal client and ask
the Al to draft the partnership pitch email for each one — personalized to their
specific business and the mutual value proposition.

e If you have had referral attempts that did not work (e.g., 'l mentioned a referral fee
and it felt awkward'), describe what went wrong so the Al can design a referral
approach that avoids those specific friction points.

e Ask the Al to write the complete 'Referral Kit' — the actual email template and
elevator pitch you give to clients who want to refer you, so they can do it without
having to figure out what to say.

WHAT TO DO WITH THE OUTPUT

189. Ask every current active client for a referral this month using the referral
conversation guide. Most clients are happy to refer when asked clearly and given
the tools to do it well — the barrier is almost always the business never asking.

190. Identify your top three potential strategic partners and reach out this week
using the partnership pitch framework. Even one strong referral partnership can
dramatically change your lead pipeline quality.

191. Build your referral tracking system — even a simple spreadsheet with referral
source, referred prospect, status, and outcome. Tracking referrals signals that you
take them seriously and allows you to thank sources appropriately.

192. Set a monthly referral target as a business metric. When you track referrals
the same way you track revenue, your focus on generating them increases and
the results follow.

PRO TIP

The most powerful referral-generating practice is radical client success — engineering
moments where clients feel so transformed by working with you that they cannot help but
tell others. Most referral programs focus on the asking mechanism. The more important
investment is in the client experience itself. Before adding an incentive or a formal ask,
ask yourself: 'Are we creating results so remarkable and an experience so outstanding
that our clients feel compelled to share?' Referrals that come from genuine enthusiasm
are higher quality, higher volume, and more durable than ones that come from incentive.

PROMPT 49
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The SEO Content Strategy System

Build the organic search strategy that brings qualified prospects to you automatically

WHY THIS MATTERS

Search engine optimization is the only marketing channel where you do the work once
and it keeps generating leads for years. Unlike paid advertising that stops working the
moment you stop paying, or social media content that disappears in a feed within hours,
well-optimized content compounds over time — gaining authority, earning backlinks,
and climbing search rankings to become a durable, automated lead generation asset.
The businesses that have invested in SEO-driven content for three to five years are
generating significant inbound traffic at close to zero marginal cost per visitor.

The barrier for most business owners is that SEO feels technical and opaque. They
know it matters but not where to start, what to prioritize, or how to know if their effort is
working. As a result, most businesses either invest in generic content that never ranks
for anything meaningful or avoid SEO entirely and remain completely dependent on
paid acquisition and referrals for growth.

This prompt builds a practical, business-owner-friendly SEO content strategy: the
keyword research methodology, the content architecture that earns rankings, the
optimization process for both new and existing content, and the measurement system
that shows whether your SEO investment is paying off.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as an SEO strategist and organic content growth expert who helps
service businesses build content systems that rank for high-intent search
queries and generate qualified inbound leads. I run a [INDUSTRY] business
called [BUSINESS NAME] serving [TARGET AUDIENCE] in [GEOGRAPHIC SCOPE —
local, national, or online].

My SEO context:
- My website: [URL IF COMFORTABLE SHARING]
- Current website traffic (approximate monthly visitors): [ESTIMATE]

- Current SEO activity: [E.G., we publish blog posts sometimes, we have
done no SEO work, we worked with an agency]

- Primary services or offer I want to rank for: [LIST 2-3 CORE OFFERS]
- Geographic focus: [LOCAL, SPECIFIC STATES, NATIONAL, INTERNATIONAL]

Please build me a complete SEO Content Strategy:

1. THE KEYWORD RESEARCH FRAMEWORK:

- How to identify the keywords your ideal clients are using when they
look for your solution

- The search intent categories: informational, navigational, commercial,
and transactional — how to target each

- The keyword difficulty vs. opportunity matrix: how to choose keywords
you can actually rank for vs. ones you will never break through

- The long-tail keyword advantage: why lower-volume, higher-specificity
keywords often generate better business results

- Specific keyword targets based on my business: [PROVIDE AT LEAST 30
SPECIFIC KEYWORD IDEAS ACROSS DIFFICULTY LEVELS]

2. THE CONTENT ARCHITECTURE (THE 'PILLAR AND CLUSTER' MODEL) :
- How to build topic authority through interconnected content

- Pillar pages: comprehensive guides on your most important topics
(design, word count, structure)

- Cluster content: specific supporting articles that link to the pillar
and build topical authority

- An example content architecture for my business: [PROVIDE 5 PILLAR PAGE
IDEAS AND 10 CLUSTER ARTICLES FOR EACH]

3. THE ON-PAGE SEO OPTIMIZATION GUIDE:

For every piece of content I create:
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- Title tag and meta description formulas

- Header structure (H1, H2, H3) that satisfies both readers and search
engines

- Internal linking strategy: how to connect content across my site to
build authority

- Schema markup basics: structured data that improves click-through rates
from search results

- The content quality checklist: what search engines reward and what they
penalize

4., THE EXISTING CONTENT OPTIMIZATION PLAN:
- How to audit existing content and identify optimization opportunities

- The 'content refresh' process: how to update older content to reclaim

or improve rankings

- The pruning strategy: how to handle low-quality or low-traffic content

5. THE LOCAL SEO STRATEGY (if applicable):

- Google Business Profile optimization

Local keyword strategy

The local citation and review strategy

How to win 'near me' and local pack searches

6. THE SEO MEASUREMENT FRAMEWORK:

- The key metrics to track (organic traffic, keyword rankings, organic

conversions, domain authority)
- Free and affordable tools to monitor SEO performance
- The monthly SEO review process

- Setting realistic SEO timelines: what to expect in 3, 6, and 12 months

Provide the keyword list, content architecture, and an 8-article content
brief template.

HOW TO CUSTOMIZE THIS PROMPT

e List your top five competitors and ask the Al to identify keywords they rank for that
you do not, revealing the gap in your SEO coverage and the most accessible
ranking opportunities.
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e Include your specific core services and the problems they solve in your clients'
language — the Al can generate the most relevant keyword cluster for your
specific business rather than your industry generically.

e [f you already have a blog or existing content, describe it and ask for an audit
approach — which existing posts are most worth optimizing, which to consolidate,
and which to prune.

e Ask the Al to write the complete content brief for your highest-priority pillar article
— including the keyword target, content outline, section headers, key questions to
answer, and internal linking strategy.

WHAT TO DO WITH THE OUTPUT

193. Do your keyword research this week using Google Search Console, Ahrefs
free tools, or Semrush's free tier to identify the specific keywords your ideal clients
are searching. This research should drive all your content decisions for the next
12 months.

194. Create your first pillar article on your most important topic — a comprehensive,
2,500+ word guide that covers every aspect of your ideal client's most important
question. This is your most valuable SEO asset and worth significant investment
to create well.

195. Audit your existing content this month: find your top 10 highest-traffic pages
and optimize them using the on-page checklist. Improving existing content is often
faster to results than creating new content.

196. Set up Google Search Console (free) if you have not already and start tracking
which queries are bringing people to your site. This data is irreplaceable for
understanding what search intent is driving your traffic.

PRO TIP

The fastest SEO result available to most businesses is not creating new content — it is
optimizing existing content that is ranking on pages 2-4 for relevant keywords. An article
ranking in positions 11-30 is getting almost no clicks, but it already has some authority
and relevance signal. A focused optimization effort on these ‘page two prisoner' articles
— updating the content, improving the title tag, adding internal links — can move them
onto page one within weeks and generate significant additional organic traffic with
minimal new content creation.

PROMPT 50

The Paid Advertising Strategy Framework
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Build paid advertising campaigns that generate predictable, profitable client acquisition

WHY THIS MATTERS

Paid advertising is the most scalable client acquisition channel available to a growing
business — and the one most commonly burned by businesses that approach it without
strategy. The graveyard of businesses that 'tried Facebook ads' or 'spent $5,000 on
Google ads and got nothing' is filled with companies that had great offers and terrible
strategy. They targeted the wrong audience, sent traffic to the wrong page, with the
wrong message, and then concluded that 'paid ads do not work for our business' —
when the reality is that paid ads did not work with that approach.

When paid advertising is done correctly, it creates a scalable, predictable acquisition
engine: you know approximately how much it costs to acquire a qualified lead and a
paying client, and you can adjust spend to adjust volume. This predictability is the
foundation of intentional growth — you are no longer dependent on the unpredictability
of referrals and organic content alone. But this engine requires proper architecture: the
right audience targeting, the right offer, the right funnel, and the right measurement to
know what is working.

This prompt builds your complete paid advertising strategy: the channel selection, the
audience architecture, the creative strategy, the funnel design, and the measurement
framework that turns paid advertising from a lottery into a system.
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Act as a paid advertising strategist and digital marketing architect who
builds profitable client acquisition systems for 7- and 8-figure service
businesses. I run a [INDUSTRY] business and I want to use paid
advertising to generate [DESCRIBE YOUR GOAL — qualified leads, discovery
call bookings, webinar registrations, direct sales].

My paid advertising context:

- Advertising platforms I have tried or am considering: [E.G.,
Meta/Facebook-Instagram, Google, LinkedIn, YouTube, TikTok]

- Monthly advertising budget (current or planned): [DOLLAR RANGE]
- Ideal client for advertising: [DESCRIBE]

- Current customer acquisition cost (if known): [DOLLAR AMOUNT OR
' UNKNOWN ' ]
- Lifetime client value (approximate): [DOLLAR AMOUNT]

- Previous advertising experience: [WHAT HAS WORKED, WHAT HASN'T]

Please build me a complete Paid Advertising Strategy:

1. THE PLATFORM SELECTION FRAMEWORK:

- How to choose the right advertising platform based on where my ideal
clients are and how they make buying decisions

- The pros and cons of each major platform for my specific business type
and offer

- The recommended platform(s) for my specific situation with the
rationale

- The budget allocation framework: how to split budget across platforms
if using multiple

2. THE AUDIENCE ARCHITECTURE:
For each recommended platform:

- Cold audience targeting: how to reach people who do not know me
(interests, behaviors, demographics, lookalikes)

- Warm audience retargeting: how to re-engage website visitors, video
viewers, and email subscribers

- Lookalike audience strategy: how to use existing clients to find more
people like them

- Audience layering: how to combine criteria for precision targeting

3. THE ADVERTISING FUNNEL DESIGN:
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Map the complete advertising funnel from impression to client:
- Top of Funnel (awareness): what to advertise to cold audiences

- Middle of Funnel (consideration): how to nurture people who have shown
interest

- Bottom of Funnel (conversion): the conversion campaign for people ready
to buy

- The landing page requirements for each funnel stage

4. THE CREATIVE STRATEGY:
- Ad format recommendations for each platform and funnel stage

- Headline formulas that stop the scroll for my audience

The body copy framework for direct response advertising

- The visual/video creative brief: what imagery and video content
performs

- The creative testing framework: how to test and identify winning ads

5. THE CAMPAIGN STRUCTURE:

- How to structure campaigns, ad sets, and ads for efficient testing and
scaling

- The budget allocation across the funnel
- Bidding strategy recommendations

- The scaling protocol: how to increase budget when campaigns are working

6. THE MEASUREMENT & OPTIMIZATION SYSTEM:

- The key metrics to track: CPM, CTR, CPL, CPA, ROAS, CAC

- The attribution model: how to credit conversions to the right ads
- The weekly campaign review process

- The kill/scale decision: when to cut underperforming ads and when to
scale winners

Provide specific ad copy examples, landing page structures, and the
30-day launch plan.

HOW TO CUSTOMIZE THIS PROMPT

e Share your current landing page or sales page URL and ask the Al to audit it for
paid traffic conversion — the most common reason paid ads fail is not the ads but
the page they send traffic to.
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e Include your target cost-per-acquisition (what you can profitably pay to acquire a
client given their lifetime value) and ask the Al to build the campaign structure that
targets that economics.

e If you have a small budget ($1,000-$3,000/month), ask for the minimum viable
advertising strategy — the single best-ROI use of a limited paid advertising
budget for your specific situation.

e Ask the Al to write five specific ad variations for your highest-priority campaign —
different hooks, formats, and angles — giving you a creative testing library to
launch with.

WHAT TO DO WITH THE OUTPUT

197. Set up conversion tracking before spending a single dollar on ads. Without
proper tracking, you cannot know which ads produce revenue and which produce
clicks — and you will make every optimization decision blind.

198. Build your advertising funnel landing page before launching campaigns. Send
paid traffic to a dedicated, optimized landing page rather than your homepage.
The conversion rate difference is typically 3-5x.

199. Launch with your best single campaign rather than multiple simultaneous
campaigns. New advertising requires learning time — spreading budget too thin
slows the algorithm's ability to find your ideal clients.

200. Review paid advertising performance weekly and make one decision — kill
one underperformer or scale one winner — based on data. Systematic,
data-driven optimization compounds into dramatically better results over time.

PRO TIP

The most common paid advertising mistake for growing businesses is measuring cost per
click instead of cost per qualified client. A campaign with a $2 cost per click that produces
$500 cost per client acquisition is terrible. A campaign with a $12 cost per click that
produces $150 cost per client acquisition is excellent. Measure every advertising decision
in terms of cost per actual business outcome — not intermediate metrics — and you will
make fundamentally better decisions about where to invest your advertising budget.

PROMPT 51

The Thought Leadership Content Creator

Build the authority platform that makes you the go-to expert in your field

WHY THIS MATTERS
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Thought leadership is the marketing strategy where you share your genuine
perspective, expertise, and intellectual frameworks so consistently and so compellingly
that your ideal clients begin to see you as the authority in your field — the person who
has done the most thinking about the problems they face and is the most credible guide
to solving them. When clients see you as the authority, everything in business gets
easier: higher prices become expected rather than negotiated, inbound leads come
pre-sold rather than skeptical, and you attract the best clients rather than chasing them.

The challenge with thought leadership is that most business owners either do not know
where to start or conflate it with general content marketing. Thought leadership is more
specific: it is your point of view, your frameworks, your named methodologies, your
contrarian positions, and your prediction about where the industry is going. It is not just
information — it is perspective. And perspective, consistently articulated and
accumulated, builds a platform that competitors cannot copy because it is uniquely,
authentically yours.

This prompt builds your complete thought leadership platform: your core intellectual
frameworks, your content pillar topics, the formats that distribute your thinking most
effectively, and the compounding strategy that builds your authority over 12 to 24
months.
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Act as a thought leadership strategist and executive brand builder who
helps business owners and executives build authority platforms that
generate premium opportunities. I am the owner of a [INDUSTRY] business
and I want to build genuine thought leadership in my field.

My thought leadership context:

- My core area of expertise: [WHAT YOU KNOW BETTER THAN ALMOST ANYONE
ELSE]

- My most strongly held and differentiated perspectives in my field:
[WHAT DO YOU BELIEVE THAT MOST PEOPLE DO NOT?]

- The audience I want to be known to: [YOUR IDEAL CLIENT PROFILE]

- My content creation strengths: [E.G., better writer than speaker,
excellent on video, better in conversation, love long-form]

- Current thought leadership presence: [DESCRIBE WHAT EXISTS — LinkedIn
following, speaking history, written content, nothing formal]

Please build me a complete Thought Leadership Platform:

1. THE INTELLECTUAL FRAMEWORK ARCHITECTURE:

- My 'Big Idea': the one overarching perspective or framework that ties
all my thinking together

- My proprietary frameworks: 3-5 named methodologies or models that
explain how I see the world

- My signature contrarian positions: 3-5 things I believe that most
people in my field do not (and why I am right)

- My thought leadership pillars: the 4-5 topics where I have genuinely
distinctive things to say

- My 'enemy': the idea, approach, or belief that my thought leadership
stands in opposition to

2. THE THOUGHT LEADERSHIP CONTENT PLAN:

- The content formats best suited to establishing genuine authority (not
just visibility)

- The flagship content strategy: one high-quality, substantive piece per
month that demonstrates real intellectual depth

- The idea amplification system: how to spread one big idea across
multiple formats and channels

- The 'book strategy': whether and how a book fits into this authority
platform
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3. THE SPEAKING & MEDIA STRATEGY:
- How to build a speaking platform from scratch (or grow an existing one)

- The speaking topics that showcase your thought leadership most
powerfully

- How to approach podcast appearances strategically
- How to pitch yourself to media and journalists as a source

- The signature talk structure: how to turn your framework into a
compelling keynote

4. THE LINKEDIN AUTHORITY STRATEGY:
- How to optimize LinkedIn as an authority platform

- The LinkedIn content formula for thought leadership posts (not just
updates)

- How to write long-form LinkedIn articles that build credibility

- The engagement strategy that builds a community around your ideas

5. THE COMMUNITY & ECOSYSTEM STRATEGY:

- How to build a community of practitioners and followers around your
ideas

- Strategic relationships with other thought leaders

- The academic and research credibility strategy (citing research,
conducting original research)

- How to get your frameworks cited and used by others

6. THE 12-MONTH AUTHORITY BUILDING ROADMAP:
Month-by-month plan for building measurable thought leadership presence:

Months 1-3: Foundation (frameworks, flagship content, platform
optimization)

Months 4-6: Distribution (speaking, media, partnerships)
Months 7-9: Amplification (community, research, book proposal)

Months 10-12: Leverage (premium opportunities, pricing review, ambassador
relationships)

Provide framework templates, speaking pitch scripts, and the first three
flagship content outlines.

HOW TO CUSTOMIZE THIS PROMPT
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e Share your most controversial or distinctive professional belief (the thing you think
most people in your field are getting wrong) and ask the Al to develop that into a
complete thought leadership angle — the hook, the argument, the evidence, and
the content plan.

e List any frameworks or methodologies you already use with clients by name and
ask the Al to develop each into a full, presentable intellectual property with a
visual diagram description, one-page explanation, and signature talk structure.

e Include your speaking experience and ask for the specific next-level speaking
strategy — whether that means getting your first stage or moving from local
stages to national conferences.

e Ask the Al to write the opening hook, key argument, and conclusion for your
single most powerful thought leadership article — your intellectual stake in the
ground that defines your perspective in your field.

WHAT TO DO WITH THE OUTPUT

201. Define your Big Idea and your three most distinctive frameworks this week.
Write them down in their simplest, most memorable form. These are the
intellectual assets that everything else in your thought leadership strategy builds
around.

202. Publish your first genuine thought leadership piece this month — not a how-to
article or a news summary, but a perspective piece that takes a clear position and
argues for it with evidence and examples. This is your intellectual declaration.

203. Optimize your LinkedIn profile this week as a thought leadership platform: your
headline should communicate your Big Idea, your about section should articulate
your perspective and frameworks, and your featured section should showcase
your best thinking.

204. Apply for two speaking opportunities this month — a podcast interview and an
industry conference. Your Big Idea becomes your speaking topic. The pitch
process alone forces clarity about what you actually stand for.

PRO TIP

The most underused thought leadership strategy for business owners is naming things.
When you name a problem your clients face, a framework you have developed, a stage
of a journey, or a category of experience — and that name begins to be used by others —
you own intellectual territory. Your IP becomes a language that others borrow, and every
time they use your language, they are amplifying your authority. 'Well-Oiled Operations,’
'The Bottleneck Blueprint," "'The Chaos to Clarity Journey' — names like these create
cognitive anchors for your audience that competitors cannot easily replicate.
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PROMPT 52
The Podcast & Video Content Strategy

Build the audio and video content engine that grows your audience and authority at scale

WHY THIS MATTERS

Podcast and video content are the authority-building formats of the modern era. When
your ideal client spends 45 minutes with your voice in their ears or watching your face
on their screen, the relationship depth created in that single session rivals what a
handful of social media posts accomplish in a month. Audio and video build intimacy at
scale — they make you feel familiar, trustworthy, and genuinely known before a
prospect ever initiates contact. For knowledge-based and service businesses, this
intimacy advantage directly translates to shorter sales cycles, higher close rates, and
clients who arrive already convinced.

The challenge with podcasting and video is that most business owners either never start
because the production feels overwhelming, or they start and abandon it within a few
months because they did not build a sustainable content system. The businesses that
win with these formats are not the ones with the best equipment or the most natural
charisma — they are the ones with the clearest strategy, the most efficient production
system, and the patience to build an audience over time rather than expecting
immediate results.

This prompt builds your complete podcast and video content strategy: the concept, the
format, the production system, the distribution strategy, and the monetization approach
that turns your audio and video content into a durable business asset.
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Act as a podcast strategist and video content expert who helps business
owners build scalable audio and video content programs that grow
authority, audience, and revenue. I run a [INDUSTRY] business and I want
to build a [PODCAST, YOUTUBE CHANNEL, or BOTH] targeting [DESCRIBE YOUR
IDEAL LISTENER/VIEWER].

My audio/video content context:
- My expertise and the topics I am most qualified to cover: [DESCRIBE]

- My communication style and strengths: [E.G., storytelling,
interviewing, teaching, debating]

- Production capacity: [TIME AVAILABLE PER WEEK, COMFORT WITH TECH,
BUDGET]

- My goal with this content: [E.G., build brand awareness, generate
leads, create a media asset, build speaking profile]

- Previous audio/video experience: [ANY RELEVANT BACKGROUND]

Please build me a complete Podcast & Video Content Strategy:

1. THE CONCEPT & POSITIONING:

the category

brand

- The unique positioning: what makes this show different from the other
podcasts/channels in the space

why they will keep coming back

- The show's 'promise': what every episode delivers to the audience

2. THE FORMAT ARCHITECTURE:

- Episode format options: solo, interview, co-hosted, documentary, case
study — which fits best and why

- Episode length recommendation for my goals and audience

- The episode structure template: how each episode opens, what sections
it contains, how it closes

- The recurring segments or features that create appointment
listening/viewing habits

3. THE CONTENT PLAN:

- The show concept: a specific, differentiated premise that stands out in

- The show name and tagline: memorable, searchable, and reflective of the

- The listener/viewer avatar: the specific person this content serves and
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- The show's core topic categories (4-5 pillars)
- The first 20 episode concepts with titles and descriptions

- The guest strategy (if interview format): criteria for ideal guests,
how to find and recruit them

- The solo episode formula: how to turn your own expertise into
compelling solo content

4. THE PRODUCTION SYSTEM:
- Minimum viable equipment setup for professional-quality audio/video

- The recording process: what to do before, during, and after each
recording session

- The editing workflow: what to edit and what to leave in (most people
over—-edit)

- The publication process: uploading, show notes, transcripts,
distribution

5. THE DISTRIBUTION & GROWTH STRATEGY:

- Podcast distribution: which platforms to be on and how to optimize each
listing

- YouTube optimization: titles, thumbnails, descriptions, chapters, SEO

- The repurposing system: how to turn each episode into social clips,
newsletter content, blog posts

- The launch strategy: how to launch with momentum vs. launching quietly

- The growth tactics: reviews, guest cross-promotion, playlist strategy,
algorithm alignment

6. THE MONETIZATION & ROI FRAMEWORK:
- How to use the podcast/channel as a client acquisition tool

- The call-to-action strategy: how to convert listeners/viewers to leads
without being annoying

- Sponsorship and advertising strategy (when and how)

- How to measure the business impact of podcast/video content

Provide the show concept document, first 20 episode list, and the
production checklist.

HOW TO CUSTOMIZE THIS PROMPT
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e Include your specific time constraints and technical comfort level so the Al can
design a production system that is actually sustainable for your situation — not an
idealized version you will abandon in month two.

e If you already have an audience (email list, social following), describe it so the Al
can design a launch strategy that leverages your existing reach rather than
building from zero.

e For interview-format shows, ask the Al to generate the first 20 guest targets with
the rationale for why each one serves your audience and your business goals.

e Ask the Al to write the complete first episode outline — including the opening
hook, main segments, key talking points, and closing call-to-action — so you have
a ready-to-record episode immediately.

WHAT TO DO WITH THE OUTPUT

205. Record your first episode this week. It will not be perfect. It does not need to
be. The most important thing is to start — because the gap between planning a
podcast and having one is entirely psychological, and the only way across it is to
record.

206. Set up your distribution accounts on Spotify, Apple Podcasts, and YouTube (if
applicable) before you record — the technical setup should not be the reason
your first recording sits on your hard drive for six weeks.

207. Build your repurposing workflow so that every episode automatically generates
at least three pieces of additional content. The efficiency ratio of podcast/video
repurposing is extraordinary — each episode can fuel a week of social content, an
email, and a blog post.

208. Commit to a production schedule — same day of week, same frequency —
and publish it publicly so your audience can hold you accountable. Consistency
builds audiences. Sporadic publishing destroys them.

PRO TIP

The fastest podcast growth strategy available to most new shows is leveraging other
people’s audiences through strategic guest appearances. Rather than waiting for your
own audience to grow, identify the podcasts where your ideal listener already spends time
and pitch yourself as a guest. A single guest appearance on a well-matched podcast can
generate more listener growth than three months of organic publishing. Build your guest
appearance pipeline before your own show has 100 subscribers — the authority you build
as a guest elevates your own show's launch.

PROMPT 53
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The PR & Media Strategy Builder

Earn media coverage that builds credibility and reaches audiences no advertising budget can
buy

WHY THIS MATTERS

Earned media — coverage in publications, podcasts, and news outlets that you did not
pay for — creates a category of credibility that advertising simply cannot replicate.
When a respected publication writes about your business, when you are quoted as an
expert in a major industry outlet, or when a mainstream media platform features your
story, the implied third-party endorsement that comes with that coverage accelerates
trust in ways that your own marketing never can. The businesses that show up in media
consistently do not just reach more people — they reach people who arrive already
predisposed to trust them.

Most business owners assume PR is only for large companies or celebrities — that it
requires a publicist on retainer and connections most entrepreneurs do not have. This is
outdated thinking. The media landscape has fundamentally changed: journalists,
podcasters, writers, and newsletter authors are constantly searching for credible expert
sources and compelling stories. They need you as much as you need them. The
businesses that earn media consistently are not the most famous — they are the most
accessible, the most responsive, and the most clearly positioned as expert sources.

This prompt builds your complete PR and media strategy: how to identify the right
media targets, how to pitch yourself effectively, how to build relationships with journalists
and editors, and how to create a consistent media presence that compounds your
authority over time.
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Act as a public relations strategist and media expert who helps growing
businesses earn significant media coverage without a traditional PR
agency retainer. I run a [INDUSTRY] business and I want to build a media
presence that establishes authority and reaches my ideal clients.

My PR context:

- Media outlets, publications, or platforms where my ideal clients spend
time: [LIST 5-10]

- Stories or angles my business has that might be interesting to media:
[DESCRIBE]

- Any previous media coverage or experience: [LIST IF APPLICABLE]

- My areas of genuine expertise that journalists might want to quote:
[LIST 3-5 TOPICS]

- My content creation capacity for pitching (hours per month available):
[ESTIMATE]

Please build me a complete PR & Media Strategy:

1. THE MEDIA LANDSCAPE MAP:

- Categories of media to target: trade publications, mainstream business
press, local/regional media, digital publications, podcasts, newsletters,
industry events

- How to evaluate and prioritize media targets based on audience
alignment and attainability

- The tiered media strategy: starting with accessible outlets and
building up to major publications

- Building a media list: how to organize and maintain your target media
contacts

2. THE STORY DEVELOPMENT FRAMEWORK:

- The 6 story types that media are most likely to cover for businesses
like mine

- How to develop your business's authentic story angles (not spin —
genuinely interesting angles)

- The thought leadership angle: turning your expertise into a quotable
perspective journalists want

- The data story: how to create original research or data that becomes
media-worthy content

- The contrarian take: how to develop positions interesting enough to
generate coverage
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3. THE PITCH CREATION SYSTEM:
- The anatomy of a great pitch: what media professionals actually want

- Pitch templates for: feature story, expert source, data/research story,
opinion piece, podcast appearance

- The subject line formulas that get opened by journalists and editors

- How to personalize pitches for different publications without
recreating each one from scratch

- Common pitch mistakes that guarantee the delete key

4. THE EXPERT SOURCE STRATEGY:

- How to register with HARO (Help a Reporter Out) and similar journalist

query services

- How to respond to journalist queries effectively and become a regularly
cited source

- Building a 'media bio' that positions you as the authoritative voice on
your topics

- How to follow up without being annoying

5. THE RELATIONSHIP BUILDING APPROACH:

- How to build genuine relationships with journalists and editors over
time

- The value-first engagement strategy: how to support media professionals
before you need anything

- How to maintain relationships with media contacts you have already
worked with

- The editorial calendar strategy: pitching media coverage that aligns
with their planned content

6. THE MEDIA COVERAGE AMPLIFICATION SYSTEM:
- How to maximize the business impact of coverage you earn

- Sharing coverage across channels: email, social, website, sales
materials

- Adding media logos to your website and marketing materials

- The 'as seen in' strategy for ongoing credibility signaling

Provide pitch templates, media list structure, and the 90-day media
outreach plan.

HOW TO CUSTOMIZE THIS PROMPT
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e List the specific publications, podcasts, or media outlets where you most want to
appear and ask the Al to write the tailored pitch for each one — personalized
pitches have dramatically higher response rates than generic ones.

e Describe a specific story angle from your business (a client transformation, a
market insight, an unusual business approach) and ask the Al to develop it into a
complete pitch-ready story narrative.

e If you have data, surveys, or research from your work that is not widely known,
share it and ask the Al to develop it into a media-worthy data story pitch —
original data is one of the most reliably coveted story types.

e Ask the Al to write your 'expert source bio' — the 100-word, 200-word, and
400-word versions that you send to media with every pitch and that positions you
as the authoritative voice on your topics.

WHAT TO DO WITH THE OUTPUT

209. Register on HARO (help.cision.com) this week and respond to the first
relevant journalist query you see. The first reply that earns a mention teaches you
more about what journalists want than any media training.

210. Create a media list of 20 target outlets — 10 podcasts, 5 publications, and 5
newsletters — that reach your ideal client. Build this list in a spreadsheet with
contact information, recent topics covered, and notes on their editorial interests.

211. Write and send five pitches this month. Expect a low response rate initially —
media pitching is a numbers game at first and a relationship game later. The first
response you earn changes your confidence and your pitch quality permanently.

212. Share every piece of coverage you earn on every channel you have within 24
hours of publication. A single piece of media coverage can create months of
authority signals when amplified properly.

PRO TIP

The most underutilized PR strategy for business owners is becoming a regular expert
source for a specific journalist or editor rather than pitching individual stories. When a
Journalist finds you reliably knowledgeable, articulate, and responsive, they will call you
for quotes and comments on stories you never pitched — because you have become
their go-to source for your topic. Invest in three to five journalist relationships over 12
months and you will earn more coverage than a PR agency pitching dozens of outlets
ever would.

PROMPT 54
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The Community Building Framework

Build the community that creates loyalty, generates referrals, and amplifies your marketing

WHY THIS MATTERS

A thriving community around your business is one of the most valuable marketing and
retention assets you can build. When your clients connect with each other, support each
other's growth, and identify as part of something larger than a transactional client
relationship, retention becomes almost automatic, referrals happen organically within
the community, and your marketing gets amplified by dozens or hundreds of engaged
advocates. The businesses that build genuine communities create a flywheel effect that
no paid advertising can replicate.

The difference between a community and an audience is participation. An audience
receives your content passively. A community creates with you, supports each other,
and generates value beyond what you personally provide. Most businesses build
audiences because communities are harder to build — they require more intentional
design, consistent facilitation, and genuine investment in the relationships between
members, not just between the business and each member individually.

This prompt builds your complete community strategy: the platform choice, the
community design, the facilitation system, and the growth mechanisms that turn a group
of individual clients into a genuine community that people feel lucky to be part of.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a community strategy expert and online community designer who
helps business owners build thriving member communities that create
loyalty, referrals, and amplified marketing impact. I run a [INDUSTRY]
business serving [DESCRIBE YOUR CLIENT/MEMBER TYPE].

My community context:

- What I want community members to get from the community: [LIST 3-5
OUTCOMES]

- Current community activity: [E.G., private Facebook group, Slack
workspace, Discord, nothing formal]

- Number of current clients who could seed the community: [APPROXIMATE]
- My capacity to invest in community facilitation: [TIME PER WEEK]

- Community business goals: [E.G., increase retention, generate
referrals, add a community offering to my programs]

Please build me a complete Community Building Framework:

1. THE COMMUNITY DESIGN:

- The community purpose and promise: what this community exists to do for
its members

- The community identity: the shared beliefs, language, and values that
bind members together

- The membership criteria: who belongs and who does not (and why
selectivity is a feature)

- The platform selection: which community platform is right for my goals,
audience, and facilitation capacity

- The community architecture: the channels, categories, or spaces within
the community and their purpose

2. THE COMMUNITY LAUNCH PLAN:

- The founding member strategy: how to launch with a small, enthusiastic
group rather than a big, passive one

- The seeding process: how to populate the community with wvaluable
content and conversations before the masses arrive

- The initial engagement events: what to do in the first 30 days to
establish habits and norms

- The announcement and invitation strategy for existing clients

3. THE FACILITATION SYSTEM:
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- The weekly community facilitation calendar: what recurring activities
keep the community alive

- The content calendar for community-specific posts, prompts, and
resources

- The member spotlight system: how to celebrate and feature members
consistently

- The live event strategy: how to run community calls, AMAs, expert
sessions, or virtual events

- How to encourage peer-to-peer interaction (the most valuable form of
community engagement)

4. THE COMMUNITY RITUALS:

Design 6 specific community rituals that create the sense of belonging:
- Weekly rituals (recurring threads, challenges, check-ins)

- Monthly rituals (celebrations, showcases, learning events)

- Onboarding rituals (how new members are welcomed and integrated)

- Milestone rituals (recognizing achievements and progress)

5. THE COMMUNITY GROWTH STRATEGY:
- How to grow the community through referrals from existing members

- How to use community as a marketing asset (content, testimonials,
social proof)

- The partnership strategy: bringing guest experts and collaborators into
the community

- When and how to monetize the community

6. THE COMMUNITY HEALTH METRICS:

The 5 metrics that indicate a healthy, active community

- The engagement audit: how to identify inactive members and reengage
them

- The moderation policy: how to maintain community norms and handle
difficult situations

- When to prune the community and why the right-sized community beats the
largest one

Provide the community design document, facilitation calendar, and first
12 weekly prompt ideas.

HOW TO CUSTOMIZE THIS PROMPT
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e Describe your ideal community member in detail — the type of person you most
want building relationships with each other — so the community design reflects
the member experience you want rather than a generic online group.

e If you already have a community (even an informal one), describe what is working
and what is not working so the Al can improve what exists rather than starting
from scratch.

e Include your facilitation capacity honestly — a community that requires 10 hours
per week to maintain is not sustainable for most business owners. Ask for a
community design optimized for your specific time constraints.

e Ask the Al to write the first six ‘community prompt' posts — the questions,
challenges, or conversation starters you post in the first six weeks to model the
type of engagement you want the community to have.

WHAT TO DO WITH THE OUTPUT

213. Select your community platform this week and set it up. Done is better than
perfect — you can always migrate later. The most important thing is giving your
community a home so the conversations have somewhere to happen.

214. Invite your 10-15 most engaged current clients to the founding member
launch. These people are your community seeders — their enthusiasm, their early
content, and their willingness to participate will set the cultural tone for everyone
who joins after them.

215. Build your first four weeks of facilitation content in advance: weekly prompts, a
live event invitation, one member spotlight, and one resource post. Having the
first month planned prevents the 'l don't know what to post today' paralysis that
kills new communities.

216. Post in your community daily for the first 30 days. Your presence is what
makes the community feel alive and worth being part of. Once the culture is
established, you can gradually reduce your direct involvement as peer-to-peer
engagement grows.

PRO TIP

The most powerful community metric is not size — it is the percentage of members who
interact with each other independently of the facilitator. A community where members
help each other, make referrals to each other, and build genuine relationships has a
lifetime and an impact that no content library or resource repository can match. Design
your community facilitation to actively create member-to-member connections —
matching introductions, small group conversations, peer accountability pairs — rather
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than just creating member-to-leader interactions. The community becomes truly valuable
when you are not the center of it.

PROMPT 55

The Brand Story & Origin Narrative

Craft the authentic story that connects your purpose to your ideal client's journey

WHY THIS MATTERS

People do not buy from companies — they buy from people whose stories they believe
in. In a world where most businesses offer similar results through similar methods at
similar price points, the founder's story and the brand's origin narrative are among the
most powerful differentiators available. The business owner who can articulate why they
started, what they overcame, what they believe with genuine conviction, and why they
are uniquely qualified to help — in a way that mirrors the ideal client's own experience
— creates a human connection that transcends feature comparison and price
competition.

The challenge with brand story is that most business owners either downplay their story
(assuming it is not interesting enough) or overemphasize it in ways that make it feel
self-indulgent rather than client-serving. The art of a great brand story is not in making
the founder the hero — it is in making the founder's journey the proof that they
understand the client's journey. The story that resonates is the one that makes the
reader think: "You were where | am. That means you can actually help me get to where
you are.'

This prompt builds your complete brand story architecture: the origin narrative, the
transformation arc, the belief system, and the multiple format adaptations that make
your story accessible across every touchpoint where your brand shows up.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a brand narrative strategist and storytelling coach who helps
business owners craft authentic brand stories that connect deeply with
ideal clients and differentiate powerfully in competitive markets. I am
the owner of [BUSINESS NAME], a [INDUSTRY] business.

Here is my story raw material:

- Why I started this business (the real reason, not the polished
version): [BE HONEST AND SPECIFIC]

- The problem I personally experienced that led to building this
solution: [DESCRIBE]

- What I tried before that did not work (the struggle and the turning
point): [DESCRIBE]

- The moment I knew this was what I was meant to do: [DESCRIBE]

- What I believe about my industry that is different from conventional
wisdom: [DESCRIBE]

- What my clients gain beyond the specific deliverable they pay for:
[DESCRIBE THE TRANSFORMATION]

Please build me a complete Brand Story & Narrative Framework:

1. THE HERO'S JOURNEY BRAND NARRATIVE:
Using the classic story arc, develop my brand story with:

- The Ordinary World (before): who I was and the world I was in before
the business

- The Call to Adventure: the moment or problem that set the Jjourney in
motion

- The Challenge: the struggle, failure, or crisis that tested me

- The Transformation: the insight, breakthrough, or shift that changed
everything

- The New World: what I built as a result and what I now help others
achieve

Write this as a compelling, 800-1200 word narrative that feels human,
honest, and purposeful.

2. THE BELIEF MANIFESTO:

A 400-600 word statement of what I deeply believe about my industry, my
clients, and my mission. This manifesto:

- Takes a clear stand on something

- Challenges the conventional approach in my industry
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- Articulates a better way

- Connects my personal journey to my clients' current situation

3. THE MULTI-FORMAT STORY ADAPTATIONS:

Write the brand story in 5 different formats:

- The 30-second version (elevator conversation)

- The 60-second version (introduction at a speaking event)

- The 3-minute version (opening a presentation or webinar)

- The 'About' page web version (600-800 words for the website)

- The LinkedIn bio version (260 characters + full summary)

4. THE CLIENT MIRROR NARRATIVE:

How to tell my story in a way that makes the ideal client see themselves
in it:

- The emotional connection points: where my journey mirrors my clients'
journey

- The 'I was you' framework: positioning my struggle as proof of
understanding their struggle

- The transformation mirror: connecting my breakthrough to the
breakthrough I help clients achieve

5. THE STORY DEPLOYMENT STRATEGY:
- Where and how to use the full story (website, speaking, introductions)

- Where and how to use story fragments (social media, email, sales

conversations)

- How to tell your story without it feeling like a monologue (the

conversational story)

- How to update and deepen the story as the business evolves

Write everything in first person, in my natural voice, as if I am telling
this story directly to the reader.

HOW TO CUSTOMIZE THIS PROMPT

e Share more details about your personal story — the messier and more real, the
better. The details that feel too vulnerable are often the ones that connect most
powerfully. The Al will find the resonant elements and shape them into a narrative
that is authentic without being oversharing.
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e Include specific moments, places, or turning points from your journey —
specificity is what makes a story feel real rather than generic. Generic stories
produce polite nods; specific stories produce 'that's exactly what | experienced.'

e Ask the Al to write your 'Enemy Statement' — the thing in your industry you are
standing against, the conventional wisdom you are challenging — as this is the
intellectual backbone of the most compelling brand stories.

e After generating the narrative, ask the Al to identify the three most emotionally
resonant moments in your story and explain why — these are the moments to
emphasize in every version of the story you tell.

WHAT TO DO WITH THE OUTPUT

217. Publish your full brand story on your website's About page this week. The
About page is one of the most visited pages on most business websites and one
of the most universally underwritten. A powerful story here has immediate impact
on how people evaluate your business.

218. Practice your 60-second story version until it is natural and conversational.
Memorization that sounds like memorization is worse than imperfect improvisation
— practice until the structure is habitual and the words are your own.

219. Share your Belief Manifesto as a standalone piece of content: a long-form
post, a newsletter, or a video. Take a stand publicly on what you believe about
your industry. The people who agree will become your most loyal advocates.

220. Use story fragments in every piece of marketing content. A sentence from your
story woven into an email, a detail from your journey referenced in a social post, a
moment from your narrative shared in a presentation — these fragments create a
cumulative experience of knowing you.

PRO TIP

The most common brand story mistake is ending the story with the business. 'And so |
built this company to help other people' is the wrong ending — it makes you the point of
the story. The right ending is the client: 'And now | help people like you [achieve the
outcome they want], because | know exactly what it takes to get there.’ The story is not
about what you built. It is about why the person reading it should trust you to help them
build their version of it.

PROMPT 56

The Sales Page & Landing Page Framework

Write the conversion copy that turns visitors into clients with consistent, compelling results
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WHY THIS MATTERS

Your sales page or landing page is working for you 24 hours a day, seven days a week,
converting (or failing to convert) every person your marketing brings to it. A mediocre
sales page is an expensive tax on every other marketing investment you make: all the
content, the ads, the referrals, the organic traffic — it all flows through this page, and if
the page cannot close, every visitor who leaves without taking action represents lost
opportunity cost. The difference in conversion rate between a poorly written sales page
and a well-constructed one can be dramatic — and the revenue impact compounds
across every campaign you run.

Sales page writing is a craft, not a talent. The principles that make pages convert —
how to open with the reader's pain rather than your offer, how to build a case before
making an ask, how to handle objections before they are raised, how to create genuine
urgency without manufacturing false pressure — are learnable and systematic. The best
sales pages in the world follow recognizable patterns, even when they feel completely
natural and original.

This prompt builds your complete sales page framework: the copy structure, the
psychological principles behind each section, the specific language patterns that
convert, and the testing methodology that continuously improves your results.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a direct response copywriter and conversion optimization
specialist who writes sales pages that consistently convert qualified
prospects into paying clients. I want to write a sales page for:
[DESCRIBE YOUR OFFER — name, what it includes, price, who it's for].

My conversion context:

- The ideal prospect arriving at this page: [DESCRIBE IN DETAIL — where
they came from, what they know about me, what they want]

- The main objections this prospect has before buying: [LIST THE TOP 5]

- What success looks like for a client who buys: [DESCRIBE THE
TRANSFORMATION]

- Previous page performance (if applicable): [CONVERSION RATE, WHAT
TESTED, WHAT FAILED]

- The action I want the page to drive: [BUY NOW, BOOK A CALL, APPLY,
REGISTER]

Please write me a complete Sales Page:
1. THE PSYCHOLOGICAL ARCHITECTURE:
Explain the psychological journey the reader must take from 'curious

visitor' to 'ready to buy,' and how the page structure facilitates that
journey. Map each page section to the psychological state it addresses.

2. THE COMPLETE SALES PAGE (Write the full page copy) :

HEADLINE: 3 headline options that capture the core transformation and

create immediate interest

SUBHEADLINE: Elaborates on the promise, qualifies the reader

OPENING HOOK (100-150 words): Opens with the reader's pain or aspiration
— makes them feel immediately understood

PROBLEM AGITATION (200-300 words): Amplifies the cost of the problem
without solving it yet — makes the reader feel that doing nothing is not

an option

SOLUTION INTRODUCTION (150-200 words): Introduces the offer as the
specific solution to the specific problem described
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WHAT'S INSIDE (Detailed breakdown of every component, the transformation
each delivers, and the value each represents)

ABOUT ME / CREDIBILITY SECTION: Why I am the right person to help —
expertise, story, results

SOCIAL PROOF SECTION: 5-7 testimonials with before/after structure,
written as real narratives

OBJECTION HANDLING SECTION (As Q&A): Addresses every objection directly
and honestly

THE OFFER SUMMARY BOX: Everything included, the investment, and what
happens next

URGENCY & SCARCITY: Genulne reason why now is the right time to act
CALL TO ACTION (3 versions): Primary CTA, mid-page CTA, and closing CTA
GUARANTEE: The risk-reversal that removes the last barrier to action

FINAL CLOSE (P.S. section): The emotional recap that speaks to both the
logic and the feeling

3. THE MOBILE OPTIMIZATION GUIDE:

How to adapt this page for mobile visitors who will read the top 20% and
make a decision

4. THE A/B TESTING PLAN:

The 5 elements to test first and how to structure meaningful split tests

Write in a voice that is confident, direct, and deeply empathetic to the
reader's situation.

HOW TO CUSTOMIZE THIS PROMPT

e Share your exact offer details — every component, every bonus, the price, the
guarantee, the timeline — so the Al can write the 'what's inside' section with the
specific detail that overcomes the 'l don't know if it's worth it' objection.

welloiledoperations.com | 225



e Include 3-5 real client testimonials (or their substance) and ask the Al to rewrite
them in the before-after-specific-result format that converts — most testimonials
are too vague to be persuasive.

e Describe your specific ideal client's awareness level (cold, warm, or hot) so the Al
can calibrate how much education vs. conversion the page needs to do.

e Ask the Al to write three different headline sets testing different angles: one
transformation-focused, one pain-focused, one curiosity-focused — this gives you
your first A/B test immediately.

WHAT TO DO WITH THE OUTPUT

221. Publish your new sales page this week and immediately start driving your
existing warm traffic to it. The faster you get real traffic on the page, the faster you
learn what is working.

222. Set up heatmap tracking (Hotjar or Microsoft Clarity, both free) on your sales
page immediately. Heatmaps show you exactly where readers stop, where they
skip, and what they click — this data is your optimization roadmap.

223. Run an A/B test on your headline within the first 30 days. The headline
determines whether the rest of the page gets read — a 20% improvement in
headline performance lifts every metric downstream.

224. Review your sales page testimonials and replace any that are vague
('"Amazing experience, highly recommend!") with specific before-after narratives.
Specific social proof converts dramatically better than general praise.

PRO TIP

The most expensive copy mistake on most sales pages is starting with the offer instead of
the problem. Visitors who arrive at a sales page are not thinking about your solution —
they are thinking about their problem. The pages that convert fastest spend the first third
of the copy doing nothing but making the reader feel completely understood in their
struggle. By the time the offer is introduced, the reader is not evaluating whether they
need help — they already know they do. They are only evaluating whether you are the
right person to provide it.

PROMPT 57

The Webinar & Event Marketing System

Build the webinar and event strategy that converts audiences into clients at scale

WHY THIS MATTERS
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Webinars and live events remain one of the most powerful client conversion tools
available to service businesses — not because they are novel, but because they work
for a fundamental human reason: they create real-time relationship. When a prospect
spends 60 to 90 minutes with your voice, your thinking, and your genuine investment in
their success, the trust gap that every marketing channel struggles to bridge is closed in
a single session. A well-run webinar or live event can accomplish in 90 minutes what a
year of social media posts might never achieve.

The business that has a reliable, repeatable webinar or event system has a client
acquisition engine that scales independently of its owner's personal bandwidth. You
design the event once, refine it over iterations, and run it on a schedule that generates
consistent client flow. The webinar that converts consistently is a business asset — it is
the intellectual property version of a high-performing sales team member who shows up
reliably, communicates brilliantly, and converts at a predictable rate.

This prompt builds your complete webinar and event system: the concept, the content
architecture, the promotion strategy, the conversion mechanism, and the follow-up
sequence that maximizes revenue from every event you run.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a webinar strategy expert and live event designer who helps
business owners build webinar and event systems that consistently
generate high-quality leads and convert them into clients. I want to
build a webinar or live event for [DESCRIBE YOUR OFFER — what you are
selling, to whom, at what price].

My event context:

- Format preference: [LIVE WEBINAR, RECORDED WEBINAR, IN-PERSON WORKSHOP,
VIRTUAL SUMMIT, MASTERCLASS]

- Target audience for the event: [DESCRIBE IDEAL ATTENDEE]
- Topic I want to teach: [DESCRIBE THE CONTENT]

- Business goal for the event: [SELL AN OFFER, GENERATE LEADS, BUILD
AUTHORITY, ALL THREE]

- Anticipated attendee count: [BASED ON YOUR CURRENT AUDIENCE SIZE]

Please build me a complete Webinar & Event System:

1. THE EVENT CONCEPT DESIGN:

- The event name and positioning that maximizes registration (what
promise it makes to attendees)

- The format recommendation for my goals and audience

- The 'event value proposition': what attendees get even if they never
buy anything

- The optimal event length for my content and conversion goal

- The technical requirements and platform recommendation

2. THE CONTENT ARCHITECTURE:
Design the event flow:

- The opening that establishes credibility and creates buy-in (first 10
minutes)

- The content delivery that genuinely helps attendees while positioning
the offer (middle section)

- The 'ah-ha moment' design: the insight that makes attendees realize
they need deeper help

- The bridge: how to transition from teaching to selling without it
feeling jarring

- The offer presentation: how to present the offer as the natural next
step

- The close and Q&A design
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3. THE PROMOTION STRATEGY (4-week pre-event campaign):
Week 1: Save the date and concept introduction

Week 2: Value-add content related to the event topic
Week 3: Registration urgency and social proof

Week 4: Final push and day-before reminder

For each week:

4.

Write the complete registration page copy:

event)

oF

email strategy, social content, and retargeting ads

THE REGISTRATION PAGE:

Headline that captures the transformation

What attendees will learn (specific outcomes, not vague promises)
Why this event is different from every other webinar they have ignored
Presenter credibility

Social proof from previous attendees (or aspiration language if first

Registration CTA

THE DAY-OF EXPERIENCE:

- Pre-event communication sequence

(24-hour, 1l-hour, 15-minute reminders)

- The show-up rate optimization: how to increase the percentage who
actually attend

- Live event facilitation guide: handling technical issues, managing Q&A,

staying on schedule

Provide complete email sequences,
event content outline.

THE POST-EVENT FOLLOW-UP:

The 7-day post-event email sequence (for both attendees and no-shows)

How to maximize sales from people who attended but did not buy
The replay strategy: when and how to share recordings
The event debrief: what to measure and improve for next time

the registration page copy, and the

HOW TO CUSTOMIZE THIS PROMPT

Include the specific teaching content you want to cover and ask the Al to structure
it into a webinar flow that delivers genuine value while creating natural demand for
your paid offer.
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e Share the most common objections your prospects have before buying and ask
for the specific webinar moments designed to address each one — building
objection-handling into the content rather than treating it as a sales tactic.

e If you have run webinars before, share your metrics (registration rate, show-up
rate, conversion rate) and ask for a diagnosis of where the biggest improvement
opportunity is.

e Ask the Al to write the complete post-event email sequence for people who
attended but did not buy — this follow-up sequence is where a significant
percentage of event revenue is often generated.

WHAT TO DO WITH THE OUTPUT

225. Pick a date for your first (or next) webinar and put it in the calendar within the
next 60 days. The discipline of a committed date forces the preparation that an
open-ended 'lI'll do a webinar sometime' never produces.

226. Write your registration page copy using the framework from this prompt and
build it this week. Registration pages are the most leveraged pre-event
investment — your show-up rate is directly related to the clarity and excitement of
your registration page.

227. Set up your post-event email sequence before the event day. Post-event
follow-up is where most webinar revenue is won or lost — building it in advance
ensures you capture this revenue instead of losing it to a week of distraction.

228. After your event, calculate three metrics: registration-to-attendance rate,
attendance-to-conversion rate, and 7-day post-event conversion rate. These three
numbers tell you exactly where to invest your improvement effort.

PRO TIP

The highest-leverage webinar improvement for most business owners is not the content
— it is the show-up rate. The average live webinar sees 20-40% of registrants actually
attend. By adding a 'VIP bonus for live attendees only," a text reminder in addition to
email, and a 'see you there' personal video from the host, show-up rates regularly
improve to 50-65%. A 20-percentage-point improvement in show-up rate increases
revenue from the same registrant pool by roughly 40-50% without any change to the
conversion content.

PROMPT 58

The Influencer & Collaboration Strategy

Build strategic collaborations that expand your reach and accelerate your audience growth
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WHY THIS MATTERS

One of the fastest paths to audience growth and market credibility is leveraging the trust
other people have already built with your ideal clients. Every influencer, content creator,
complementary business, and respected figure in your market has spent years building
an audience of people who trust them. A well-crafted collaboration allows you to borrow
that trust — introducing yourself to an engaged, relevant audience through a source
they already believe in. This borrowed trust accelerates the relationship-building
process in ways that building from scratch never can.

The mistake most businesses make with influencer and collaboration strategy is
thinking too small or too randomly. They approach the most famous names in their
space (and get ignored) or accept any partnership opportunity without evaluating its
strategic value. Great collaboration strategy is systematic: it identifies the right partners
based on audience alignment and relationship fit, approaches them with genuine value
rather than just requests, and structures collaborations for mutual benefit rather than
one-sided extraction.

This prompt builds your complete collaboration strategy: how to identify the right
partners, how to approach them in a way that gets responses, how to structure
collaborations for maximum mutual value, and how to manage partnerships into
ongoing relationships rather than one-time transactions.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a strategic partnerships and influencer collaboration expert who
helps growing businesses accelerate audience growth and authority through
high-value collaborations. I run a [INDUSTRY] business and I want to grow
my audience and reach through strategic partnerships with influencers,
complementary brands, and content creators.

My collaboration context:
- My target audience: [DESCRIBE]
- My current platform and audience size: [DESCRIBE WHERE YOU HAVE REACH]

- What I can offer as value in a collaboration: [E.G., audience access,

expertise, product, service, content creation]

- Types of collaborators I am looking for: [E.G., podcasters, newsletter

writers, industry influencers, complementary service providers]

- My collaboration goals: [E.G., grow email list, generate leads, build
authority, reach new markets]

Please build me a complete Influencer & Collaboration Strategy:

1. THE COLLABORATION PARTNER IDENTIFICATION SYSTEM:

- The criteria for an ideal collaboration partner: audience alignment,
engagement quality, values match, complementary (not competitive)
positioning

- How to research and evaluate potential partners

- Partner tiers: mega (large audience), mid-tier, micro (small but highly
engaged), nano (peer collaborators)

- Why micro and nano collaborations often generate better business
results than mega ones

- A process for building a priority partner list of 50 targets

2. THE COLLABORATION VALUE ARCHITECTURE:

The 8 most effective types of collaborations for service businesses

- How to identify what you can offer that genuinely benefits a
collaborator (not just requests for their platform)

- The value assessment: what makes a collaboration worth pursuing for
both parties

- The 'give before you get' principle in practice

3. THE OUTREACH SYSTEM:

- How to approach potential collaborators at each tier level
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- The relationship-first approach: how to warm a potential collaborator
before pitching

- The collaboration pitch: how to structure a proposal that focuses on
their audience's benefit

- Outreach email templates for: podcast appearance request, newsletter
swap, co-created content, joint webinar, affiliate arrangement

- How to follow up without being pushy

4. THE COLLABORATION STRUCTURE GUIDE:
Define the structure for each collaboration type:

- Podcast guest appearances: what to offer, what to promote, how to

maximize the value
- Newsletter swaps and cross-promotions: structure, timing, tracking
- Co-created content: joint articles, joint webinars, Jjoint challenges

- Affiliate or referral arrangements: commission structure, promotional
terms, tracking

- Co-marketing campaigns: joint audiences, shared investment, shared
results

5. THE COLLABORATION MANAGEMENT SYSTEM:

- The partner onboarding process: briefing collaborators, sharing assets,
confirming logistics

- How to track and measure collaboration results

- How to turn one-time collaborations into ongoing relationships

- The collaboration debrief: evaluating which partnerships generate the
most value

6. THE COLLABORATION CALENDAR:

How many collaborations to pursue per month at your current stage

The annual partnership calendar: seasonal and strategic timing

- How to coordinate collaboration promotions with your own launches and
campaigns

Provide outreach templates, collaboration proposal structure, and a
90-day collaboration launch plan.

HOW TO CUSTOMIZE THIS PROMPT
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e List specific influencers, podcasters, or brands you would most like to collaborate
with and ask the Al to write personalized outreach messages for each one —
tailored to their content, their audience, and the specific mutual benefit.

e Describe what you can offer (audience access, content, expertise, products,
commissions) and ask for the collaboration types best suited to your specific
assets and goals.

e If you have had collaboration experiences that did not work out well, describe
what happened and ask for the vetting and structure approach that prevents the
same issues.

e Ask the Al to generate your 'Collaboration Partner Pitch Deck' — a simple
one-page document that describes your audience, your value proposition, and
what you are looking for in a partner, which you can send to any potential
collaborator.

WHAT TO DO WITH THE OUTPUT

229. Build your initial target partner list of 20 potential collaborators this week — not
the most famous, but the most aligned. Audience alignment and relationship
warmth are far more important than follower count.

230. Begin the 'warm up' phase for your top five targets: follow them, engage
genuinely with their content, reply to their emails, and be a real presence in their
orbit before you ever make a request. Cold outreach to people who do not
recognize your name gets ignored; warm outreach from someone who has
already given value gets opened.

231. Send your first five collaboration proposals this month. Most will not respond
or will decline — this is normal and not a reflection of your value. The partnership
economy is a numbers game, and persistence plus genuine value creation wins it.

232. Track every collaboration result: new email subscribers, new followers, new
leads, and new clients attributable to each partnership. This data tells you which
types of collaborations generate the most business value for your specific
situation.

PRO TIP

The highest-leverage collaboration strategy for building long-term audience growth is
creating something genuinely valuable together rather than just appearing on each
other's platforms. A joint research report, a co-created mini-course, a collaborative event,
or a jointly published guide creates a content asset that both audiences benefit from and
that both partners promote with genuine enthusiasm — because their name and
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reputation are on it. Creation-based collaborations generate far more lasting impact than
promotional collaborations, and they build far deeper relationships with collaborators.

PROMPT 59

The Annual Marketing Calendar Builder

Build the year-long marketing plan that ensures nothing important falls through the cracks

WHY THIS MATTERS

The difference between a business that markets consistently and one that markets
sporadically almost always comes down to one thing: the presence or absence of a
marketing calendar. When marketing is planned in advance — when launch dates,
campaign periods, content themes, and promotional windows are mapped out for the
full year — the business executes with the kind of rhythm and continuity that builds
audience momentum. When marketing happens reactively, in response to a slow month
or a flash of inspiration, it produces the inconsistent presence that audiences forget and
prospects distrust.

An annual marketing calendar is not just an organizational tool — it is a strategic forcing
function. The process of planning your marketing for the full year reveals dependencies
you would not otherwise notice, ensures your campaigns are sequenced in a way that
builds on each other, prevents the embarrassing situation of running a launch during a
major industry event, and allows your team to prepare for each campaign with adequate
time rather than scrambling in the week before.

This prompt builds your complete annual marketing calendar: all 12 months, every
major campaign, every content theme, every launch window, and every promotional
opportunity — organized into a coherent, strategic marketing plan that your whole team
can execute from.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a marketing strategist and campaign planning specialist who builds
annual marketing calendars for growing businesses. I run a [INDUSTRY]
business called [BUSINESS NAME] and I want to build a comprehensive
annual marketing plan for the next 12 months.

My marketing calendar context:

- My primary offers and their price points: [LIST YOUR MAIN OFFERS]
- Revenue goal for the next 12 months: [TARGET]

- Current marketing channels: [LIST ALL ACTIVE CHANNELS]

- Key business events or milestones in the next 12 months: [E.G., product
launches, team growth, anniversaries, expansions]

- Seasonal patterns in my business (if any): [E.G., Q4 slowdown, summer
peak]

- Marketing budget range: [MONTHLY OR ANNUAL]

Please build me a complete Annual Marketing Calendar:

1. THE MARKETING STRATEGY SUMMARY :

- My 3-5 marketing priorities for the year

- The core marketing theme or narrative arc for the year
- The primary client acquisition strategy

- The retention and expansion marketing strategy

- How my channels work together as an integrated marketing system

2. THE ANNUAL CAMPAIGN ARCHITECTURE:

Design 6-8 major marketing campaigns for the year, distributed across the
12 months:

For each campaign:

- Campaign name and objective

- Target audience

- Offer being promoted

- Duration and timing

- Channels and tactics

- Revenue target

- Key assets required (landing pages, email sequences, ads, content)

- 30-60-90 day preparation requirements

3. THE MONTH-BY-MONTH CALENDAR:
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For each of the 12 months, provide:
- The primary marketing focus for the month

- The campaign(s) running and their stage (pre-launch, launch,
post—-launch)

- The content theme and pillar topics

- The email cadence (newsletters, campaigns, sequences)
- The social media focus

- Any events, webinars, or promotions planned

- The key deliverables for the month

4. THE ALWAYS-ON MARKETING BASELINE:

Beyond campaigns, define the marketing activities that happen every week
regardless of whether a campaign is running:

- Weekly content output across channels

- Email engagement (newsletters, sequences, nurture)
- Community engagement and relationship building

- SEO and organic content investment

- Referral and partnership outreach

5. THE MARKETING RESOURCE PLAN:

- Who is responsible for executing each component of the plan
- The budget allocation by channel and campaign

- The tools and assets needed and their cost

- The editorial planning rhythm: how to plan content 30 days in advance

6. THE MARKETING PERFORMANCE FRAMEWORK:

- Monthly marketing KPIs to review

- The quarterly marketing review meeting agenda

- How to adjust the annual calendar mid-year when plans change

- The year-end marketing retrospective

Provide the full 12-month calendar and the campaign planning template.

HOW TO CUSTOMIZE THIS PROMPT

e Share your revenue goals broken down by offer and ask the Al to build the
campaign cadence that generates enough pipeline to hit each goal — working
backward from the revenue target to define the required marketing activity.
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e Include any planned business milestones (new hire, new program launch,
geographic expansion) so the marketing calendar supports and amplifies those
moments rather than running independently of them.

e Specify your team's marketing capacity (how many hours per week dedicated to
marketing, by role) so the calendar reflects what is actually executable, not an
aspirational plan that requires more resources than exist.

e Ask the Al to build the marketing calendar as a Google Sheets template you can
copy and use immediately — with each month as a tab and the campaign details
as structured rows.

WHAT TO DO WITH THE OUTPUT

233. Build your annual marketing calendar this week. Block time with your
marketing team (or yourself) for a half-day planning session to map out the full
year. Starting with the major campaign dates and working backward to the
preparation requirements.

234. Share the calendar with everyone who contributes to marketing — including
contractors, social media managers, and content creators. An annual calendar is
only valuable if everyone working in your marketing ecosystem can see and plan
around it.

235. Add quarterly marketing review meetings to your calendar right now. These
are the checkpoints where you assess performance against plan, adjust
campaigns that are underperforming, and plan ahead for the next quarter.

236. Build your first campaign's assets 45-60 days before the campaign launches.
Underprepared campaigns consistently underperform well-prepared ones — the
calendar is only valuable if the preparation discipline follows from it.

PRO TIP

The most strategic use of your annual marketing calendar is working backward from your
revenue goal to build the pipeline math: if your close rate is 30% and your average client
value is $10,000, you need 33 qualified conversations to generate $100,000 in revenue.
That conversation target determines how many leads each campaign needs to generate.
Building the calendar from the math rather than from available ideas ensures that your
marketing is connected to business outcomes rather than just keeping you busy.

PROMPT 60
The Brand Audit & Refresh System

Evaluate your brand's current state and build the roadmap to make it excellent
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WHY THIS MATTERS

Your brand is not what you say it is — it is what your clients experience every time they
encounter you. It is the impression your website creates in five seconds, the feeling your
emails generate when they land, the story your social media tells about who you are
and what you stand for, and the experience people have when they tell others about
you. Most businesses invest heavily in building their brand early and then let it drift as
the business evolves — the messaging becomes outdated, the visual identity becomes
inconsistent, and the brand experience no longer reflects the excellence of the actual
product.

A brand audit is the systematic evaluation of every customer-facing element of your
business: how consistent it is, how compelling it is, how accurately it represents your
current positioning, and how it compares to the competition. For most businesses, even
a partial audit reveals significant improvement opportunities that are invisible to the
owner precisely because they see their own brand every day and have stopped seeing
it clearly.

This prompt builds a complete brand audit and refresh system: the evaluation
framework for every brand touchpoint, the prioritization matrix for improvements, and
the implementation plan that elevates your brand without requiring a full rebrand.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a brand strategist and visual identity consultant who helps
growing businesses audit, evaluate, and strategically refresh their brand
to match their current excellence and future ambitions. I run a
[INDUSTRY] business called [BUSINESS NAME] .

My brand context:

- When the current brand was developed: [APPROXIMATE DATE OR 'EVOLVED
ORGANICALLY']

- My current primary audience: [DESCRIBE]

- How the business has evolved since the brand was established: [DESCRIBE
MAJOR CHANGES — new offers, new audience, new positioning]

- What I love about my current brand: [LIST]
- What I think needs updating or improving: [LIST]

- My brand assets: [WEBSITE URL, SOCIAL PROFILES, MARKETING MATERIALS YOU
HAVE ]

Please build me a complete Brand Audit & Refresh System:

1. THE BRAND AUDIT FRAMEWORK:

Create a comprehensive audit checklist covering 8 dimensions:

- Brand Strategy: positioning, messaging, value proposition,
differentiation — is it still accurate and compelling?

- Visual Identity: logo, colors, typography, imagery style — is it
consistent and professional?

- Website Experience: first impression, navigation, copy quality,
conversion architecture, mobile optimization

- Social Media Presence: consistency across platforms, content quality,
voice consistency, engagement quality
- Email Marketing: template design, voice consistency, subject line

effectiveness, opt-in value

- Sales Materials: proposal quality, case study design, pricing
presentation, sales deck

- Client Experience Touchpoints: invoices, onboarding materials,
deliverable presentation

- Competitive Brand Position: how the brand compares to top 3 competitors
across key dimensions

For each dimension: specific evaluation criteria, how to score it (1-5),
and what the score indicates.
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2. THE AUDIT SCORING SYSTEM:

- A complete brand audit scorecard with all evaluation criteria

How to interpret overall scores and dimension scores

- The priority matrix: which improvements have the highest impact on
client attraction and retention

- The 'quick win vs. strategic investment' distinction

3. THE BRAND REFRESH ROADMAP:

Based on a hypothetical audit of a business like mine, provide:
- The most common brand gaps in businesses at my stage

- The refresh priorities: what to fix first, second, and third

- What can be refreshed with minimal investment vs. what requires
professional help

- The DIY vs. hire decision: which brand elements require professional
design vs. which can be refreshed in-house

4. THE MESSAGING REFRESH:

- How to audit and update your positioning statement, elevator pitch, and
core messages

- The messaging consistency audit: checking all customer-facing copy for
consistency

- How to update messaging without confusing existing clients

5. THE VISUAL IDENTITY CONSISTENCY AUDIT:

How to check visual consistency across every customer touchpoint

- The brand standards document: what must be documented to ensure

consistency
- Logo and color use guidelines

- The stock photo and imagery audit: ensuring visual content matches
brand positioning

6. THE IMPLEMENTATION PLAN:
A 90-day brand refresh implementation plan:

Month 1: Quick wins (fixes that take less than 4 hours each and have
immediate impact)

Month 2: Core updates (website copy, social bios, email templates)

Month 3: Strategic investments (new photography, professional design
elements)
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Provide the complete audit checklist, scoring rubric, and the 90-day

implementation calendar.

HOW TO CUSTOMIZE THIS PROMPT

e Share your website URL and describe your top three competitor brands and ask
the Al to provide a specific comparative brand analysis — identifying where you
are stronger and where competitors have an advantage.

e Include examples of brands you consider aspirational references (not competitors,
but brands whose overall presentation you admire) and ask the Al to identify the
specific elements from those brands you should incorporate into your refresh.

e If you have specific brand assets you want to keep (logo, color palette, tone of
voice) versus elements you are open to changing, specify this clearly so the
refresh plan works within your constraints.

e Ask the Al to write the 'ldeal First Impression' — a description of what a first-time
visitor to your website should think, feel, and do in the first 30 seconds. This north
star guides every brand decision in the refresh.

WHAT TO DO WITH THE OUTPUT

237. Complete the brand audit scorecard this week and score every dimension
honestly. Even if you are uncomfortable with some of the scores, the data is more
valuable than the comfort of not knowing.

238. Fix your three lowest-scoring quick wins this month — the small, high-impact
improvements that take less than 4 hours each and immediately elevate the
brand's professional impression.

239. Audit your website for consistency: check the font, colors, image style, and
voice across every page. Most websites accumulate inconsistencies over time
that create a subconscious impression of disorganization. Consistent brands feel
more trustworthy.

240. Schedule a brand review appointment with yourself every six months — a
dedicated two-hour session where you evaluate how your brand is evolving
relative to your evolving business. Brands that are never reviewed gradually drift
out of alignment with the businesses they represent.
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PRO TIP

The highest-ROI brand investment for most businesses at the $1M-$10M range is
professional photography. Nothing ages a brand faster than stock photos and smartphone
selfies, and nothing elevates a brand more immediately than professional, on-brand
photography of the founder, the team, and the work. A one-day brand photography shoot
creates assets that elevate every touchpoint — website, social, proposals, speaking
materials, and PR — and remains relevant for two to three years. It is one of the few
brand investments that visibly and immediately separates a business that is serious from
one that is still figuring it out.

SECTION 04

Sales & Revenue Generation

Prompts 61-80

Revenue is oxygen. These 20 prompts help you build a sales engine that converts
consistently, a pipeline that never runs dry, and pricing that reflects your true value.
Whether you are closing high-ticket deals, training a sales team, or building recurring
revenue, these frameworks turn selling into a system rather than a sprint.

PROMPT 61

The Sales Process Optimization System

Build a consistent, repeatable sales process that converts qualified prospects into clients
reliably

WHY THIS MATTERS

A great sales process is the backbone of sustainable revenue. Without one, sales
depend entirely on individual talent — the results you get reflect whoever is selling on
any given day, and the moment you try to scale or hand off sales to someone else,
performance becomes unpredictable. With a well-designed process, sales becomes a
system: predictable inputs produce predictable outputs, and every qualified prospect
experiences the same carefully crafted journey from first contact to signed contract.

The business owners who are most frustrated by their sales results are almost always
experiencing a process problem, not a talent problem. They hire salespeople who
underperform and wonder why. They get on sales calls themselves and close
inconsistently. They struggle to explain why some deals close easily and others drag on
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forever. The answer in nearly every case is that the sales process has never been
deliberately designed — it has simply emerged from whatever worked well enough in
the past.

This prompt builds your complete sales process optimization: the stage-by-stage
architecture, the qualification criteria, the conversation frameworks for each stage, the
tools and tracking systems, and the measurement approach that turns your sales
function from an art into a science.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a sales process architect and revenue operations specialist who
helps scaling businesses build predictable, repeatable sales systems. I
run a [INDUSTRY] business selling [DESCRIBE YOUR PRIMARY OFFER] at [PRICE
POINT] to [DESCRIBE YOUR IDEAL CLIENT].

My sales context:

- How clients currently find and buy from us: [DESCRIBE THE CURRENT SALES
JOURNEY ]

- Current close rate (approximate): [PERCENTAGE IF KNOWN]

- Average deal cycle length: [HOW LONG FROM FIRST CONVERSATION TO SIGNED
CONTRACT]

- Who handles sales: [OWNER, DEDICATED SALES PERSON, SALES TEAM]

- Biggest sales challenges: [LIST 3 — e.g., long cycles, low close rate,
inconsistent quality of conversations]

Please build me a complete Sales Process Optimization System:

1. THE SALES PROCESS ARCHITECTURE:

Define a 5-7 stage sales process appropriate for my business model:

- Stage 1: Lead Qualification — criteria for entering the pipeline

- Stage 2: Discovery — understanding the prospect's situation and goals

- Stage 3: Assessment or Proposal — demonstrating fit and presenting the
solution

- Stage 4: Evaluation — handling questions, objections, and comparison
- Stage 5: Decision — facilitating commitment
- Stage 6: Closed/Won or Closed/Lost — documentation and learning

For each stage: what happens, who owns it, what moves the deal forward,
and the exit criteria (what must be true before advancing to the next
stage) .

2. THE IDEAL CLIENT QUALIFICATION FRAMEWORK:

- The BANT or similar qualification model adapted for my business:
Budget, Authority, Need, Timeline

- The disqualification criteria: what makes a prospect not right for us —
being clear about this protects sales time

- The ideal prospect profile vs. the acceptable prospect profile

- Scripts for qualifying a prospect in 5 minutes without it feeling like
an interrogation
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3. THE SALES CONVERSATION FRAMEWORKS:
For each stage, provide the conversation structure:

- The Discovery Call framework: how to open, what to explore, what to
listen for, how to close

- The Proposal Presentation framework: how to present the solution in a
way that feels obvious

- The Evaluation Conversation: how to handle comparison, objections, and
the 'I need to think about it' response

- The Decision Facilitation: how to ask for the commitment without
pressure

4., THE SALES TOOLS & INFRASTRUCTURE:

- CRM setup recommendations for my sales process

- The pipeline tracking metrics: what to measure and how often
- The sales call recording and review practice

- The proposal template structure

- The contract and administrative workflow after close

5. THE SALES CADENCE & FOLLOW-UP SYSTEM:
- How many touches, on what timeline, using which channels for each stage
- The follow-up scripts that keep deals moving without being annoying

- How to handle prospects who go quiet (ghost follow-up sequence)

6. THE SALES PERFORMANCE MEASUREMENT:

- The key sales metrics at each stage of the funnel

- The weekly and monthly sales review process

- The pipeline health assessment: how to identify deals at risk

- How to improve close rates through systematic review

Provide complete frameworks, scripts, and pipeline templates throughout.

HOW TO CUSTOMIZE THIS PROMPT

e Describe your last five deals — three that closed and two that did not — and ask
the Al to identify the pattern differences and redesign the stage where the most
deals are lost.

e If you have a specific deal cycle length problem (deals drag on too long), describe
a specific stuck deal and ask for the intervention framework to unstick deals at
each potential block point.
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e Include your current CRM or ask for a recommendation so the Al can design the
sales process pipeline in your specific tool with the right stage names and fields.

e Ask the Al to write the full qualification script — the exact questions to ask in the
first five minutes of any sales conversation to quickly determine if a prospect is
qualified to advance.

WHAT TO DO WITH THE OUTPUT

241. Map your current sales process this week by walking through the last ten
deals you closed or lost — what stages they went through, where they advanced,
where they stalled, and why. This empirical map is more accurate than any
theoretical one.

242. Set up your CRM pipeline with the five to seven stages from this framework.
Every active deal should have a clearly assigned stage, and no deal should
advance without meeting the stage's exit criteria.

243. Record your next five sales calls (with permission) and review them within 24
hours. The patterns you observe in what works and what creates friction are your
highest-value sales coaching data.

244. Calculate your current stage-by-stage conversion rates: what percentage of
leads become discovery calls, what percentage become proposals, what
percentage close. This funnel math reveals exactly where to invest your sales
improvement effort.

PRO TIP

The highest-leverage sales process improvement for most businesses is not closing
better — it is qualifying harder. A pipeline full of highly qualified prospects closes at a
much higher rate than one diluted with marginal opportunities. When you implement
rigorous qualification criteria at the top of your funnel, your close rate improves, your deal
cycle shortens, and your sales team (or you) spends dramatically less time on prospects
who were never going to buy. Better qualification is the sales productivity investment that
pays the highest return.

PROMPT 62

The Objection Handling Masterclass Builder

Turn the objections you hear every day into opportunities to close more confidently

WHY THIS MATTERS
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Objections are not rejections — they are questions in disguise. When a prospect says 'it
is too expensive,' they are asking 'can you help me understand why this is worth the
investment?' When they say 'l need to think about it,' they are asking 'l am not yet
convinced this is the right choice.' When they say 'l need to talk to my partner,' they are
often saying 'l need more confidence before committing.' Every objection is an
opportunity for a skilled salesperson who knows how to hear what is underneath the
stated hesitation and address it with honesty and empathy.

The business owners and salespeople who close consistently are not the ones who
avoid objections — they are the ones who have prepared for every objection they will
ever hear, who have genuine and compelling responses ready, and who treat the
objection-handling stage of a conversation as a natural, welcome part of the buying
process rather than an obstacle to overcome. They have heard every objection dozens
of times, and they have developed responses that are both honest and persuasive.

This prompt builds your complete objection handling system: the categorization of every
objection your prospects raise, the psychological framework for understanding what is
behind each one, and the specific language and scripts that address each objection
authentically and effectively.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as an elite sales coach and conversion psychology expert who
specializes in helping business owners and sales professionals master
objection handling. I sell [DESCRIBE YOUR OFFER] at [PRICE POINT] to
[DESCRIBE YOUR IDEAL CLIENT].

Objections I hear most frequently:
1. [YOUR #1 MOST COMMON OBJECTION — e.g., 'It's too expensive']
2. [YOUR #2 MOST COMMON OBJECTION — e.g., 'I need to think about it']

3. [YOUR #3 MOST COMMON OBJECTION — e.g., 'I've tried things like this
before and it didn't work']

4. [YOUR #4 MOST COMMON OBJECTION]
5. [YOUR #5 MOST COMMON OBJECTION]

Additional context:

- What happens when I hear an objection (how I currently respond) :
[DESCRIBE HONESTLY]

- The objections that make me most uncomfortable: [LIST]

- The objections I feel I handle well: [LIST]

Please build me a complete Objection Handling Masterclass:

1. THE OBJECTION PSYCHOLOGY FRAMEWORK:

- The 4 categories of objections: Price, Time, Trust, Fit — and how to
identify which category any objection belongs to

- The emotional architecture of an objection: the surface statement, the
underlying fear, and the real question being asked

- Why arguing against an objection destroys trust and what to do instead

- The 'feel, felt, found' framework and why it works (and when it does
not)

2. COMPLETE OBJECTION RESPONSE SCRIPTS (for each objection listed above
and the 5 most universal objections):

For EACH objection, provide:

A. What this objection usually means (the real question behind it)

B. The validation statement (how to make the prospect feel heard before
responding)

C. The clarifying question (how to understand the specific version of
this objection)
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D. The response (how to genuinely address the concern — 3 variations from
gentle to direct)

E. The reframe (how to shift the perspective from cost/risk to
value/opportunity)

F. The close (how to move forward from the objection to a decision)

UNIVERSAL OBJECTIONS TO COVER:

- 'It is too expensive / I cannot afford it'

- 'I need to think about it / I am not ready yet'

- 'TI need to talk to my [partner/team/boss] first'

- 'I have tried things like this before and it did not work'

- 'T am not sure this is right for me / I don't think I am a good fit'
- '"Your competitor charges less / I am comparing you to X'

- 'I want to wait until [after the holidays/next quarter/the new year]'

- 'Can you send me more information first?'

3. THE PRE-OBJECTION SYSTEM:

- How to address the 3 most common objections BEFORE they arise in the
sales conversation

- The social proof placement strategy: where in the conversation to
introduce proof that prevents specific objections

- The 'objection immunization' technique: how to vaccinate prospects
against their own hesitations

4. THE OBJECTION ROLE-PLAY SYSTEM:

- A set of objection role-play scenarios for practicing until responses
feel natural

- The self-coaching guide: how to review your own objection handling
after every sales call

- The objection pattern tracker: how to identify which objections signal
qualified vs. unqualified prospects

5. THE NON-MANIPULATIVE CLOSE:

- How to ask for the commitment after handling an objection without it
feeling pushy

- The natural next step framework: making the close feel like a service
rather than a sale

- When to walk away: recognizing when an objection signals a prospect who
should not buy
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Write all scripts in natural, conversational language. Nothing should
sound like a technique.

HOW TO CUSTOMIZE THIS PROMPT

e Describe your most recent lost deal — what objection was raised, how you
responded, and what you think went wrong — and ask the Al to write the exact
response that would have addressed that objection more effectively.

e Include your price point and your ideal client's typical income or budget level so
the objection responses are calibrated to the real financial context rather than
being generic.

e If you have a specific objection that genuinely confuses you (e.g., 'l don't
understand why people say they need to think about it when everything seems
aligned'), ask the Al to explain the psychology behind that specific objection.

e Ask the Al to generate a 30-minute objection handling role-play session you can
use with your sales team — complete with the scenarios to practice, the coaching
notes for each, and the evaluation criteria.

WHAT TO DO WITH THE OUTPUT

245. Practice each response script in this framework out loud, alone, until the
language feels natural and comes without effort. Responses that need to be
recalled under pressure in a live conversation will always feel scripted —
responses that have been practiced until they are habitual will feel genuine.

246. Record your next three sales conversations (with permission) and note every
time an objection is raised and how you respond. Review within 24 hours and
compare to the scripts. The gap between your current responses and the
optimized ones is your immediate development target.

247. Share the objection scripts with everyone on your team who handles sales
conversations. Consistent objection handling across the team produces more
consistent close rates and a more professional client experience.

248. Track which objections appear most frequently in lost deals vs. won deals. An
objection that appears equally in both is less critical to fix. An objection that
appears predominantly in lost deals is your highest-priority improvement target.
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PRO TIP

The single most powerful thing you can do when you hear any objection is to pause
before responding. A one-to-two second pause after an objection is raised signals
confidence, creates space for the prospect to elaborate (which often reveals the real
concern), and prevents the reactive response that most salespeople give which makes
objections worse rather than better. The pause communicates that you are not threatened
by the objection — which makes the prospect feel safer to share the real hesitation.
Silence is one of the most powerful sales tools available.

PROMPT 63

The Discovery Call Script Creator

Build the conversation framework that uncovers real needs and sets up every sale to close

WHY THIS MATTERS

The discovery call is the most important conversation in your entire sales process. It is
where you learn whether a prospect is genuinely qualified, where you build enough trust
to make a confident recommendation, and where you lay the relational and
informational foundation for everything that follows. But most discovery calls are either
interrogations (a list of questions fired at the prospect without warmth or purpose) or
passive chats (pleasant conversations that fail to uncover the information needed to
make a compelling offer). Neither produces good results.

A great discovery call does three things simultaneously: it qualifies the prospect without
them feeling like they are being evaluated, it uncovers the pain and aspiration at a depth
that allows for a genuinely personalized recommendation, and it begins the
trust-building process that makes the eventual offer feel like the natural conclusion of a
thoughtful conversation rather than a pitch. When the discovery call is done well, the
close becomes almost automatic — the prospect has already arrived at the conclusion
that they need what you offer before you ever make the offer.

This prompt builds your complete discovery call system: the opening framework, the
diagnostic questions, the listening and summary techniques, the bridge from discovery
to recommendation, and the scripts for every stage of the conversation.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a sales training expert and discovery call specialist who has
helped hundreds of business owners and sales professionals develop
masterful diagnostic conversations that consistently convert qualified
prospects. I sell [DESCRIBE YOUR OFFER] at [PRICE POINT] to [DESCRIBE
YOUR IDEAL CLIENT].

My discovery call context:

- How discovery calls currently come in: [E.G., from marketing, from
referrals, from cold outreach]

- Current discovery call conversion rate (approximate): [% who become
clients]

- Typical discovery call length: [MINUTES]

- What I typically cover in a discovery call: [DESCRIBE YOUR CURRENT
APPROACH]

- My biggest challenge in discovery calls: [E.G., I talk too much, I
don't know when to transition to the offer, I quote too soon]

Please build me a complete Discovery Call Framework:

1. THE CALL ARCHITECTURE (60-MINUTE FRAMEWORK) :

- Minutes 1-3: Opening and agenda setting (how to start with energy,
build rapport, and set expectations)

- Minutes 4-15: Understanding the current situation (the diagnostic
questions)

- Minutes 16-30: Exploring the desired future and the gap (aspiration and

pain exploration)

- Minutes 31-40: Understanding what they have tried (past attempts and
why they have not worked)

- Minutes 41-50: The impact questions (making the cost of inaction

visceral and real)
- Minutes 51-58: The bridge to the recommendation

- Minutes 58-60: The close or next step

2. THE DIAGNOSTIC QUESTION BANK:

Organized by purpose, provide 5-7 questions for each category:

- Current Situation Questions: understanding where they are now
- Desired Outcome Questions: understanding where they want to be

- Gap Questions: understanding what is preventing progress

- Consequence Questions: understanding the cost of the current situation
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- Priority Questions: understanding how important solving this really is

- Decision Questions: understanding how they make decisions and who else
is involved

3. COMPLETE CALL SCRIPTS:

Write the full script for:

A. THE PERFECT OPENING (First 3 minutes):

- How to start the call with the right energy

The 'permission and agenda' framing

The rapport-building moment

B. THE TRANSITION QUESTION (After rapport, entering discovery):

- The bridge from warm-up to serious exploration

C. THE IMPACT DEEPENING SEQUENCE:

- How to go from 'we have a problem with X' to the emotional depth of
what that problem is actually costing

- The layering questions: surface - specific - emotional - financial
impact

D. THE OFFER BRIDGE:

- How to transition from 'I understand your situation' to 'here is what I
recommend'

- The summary statement that reflects back everything they told you

- The positioning of your offer as the direct answer to the gap they
described

E. THE SOFT PROPOSAL / CLOSE:
- How to present the offer as a natural next step
- The price introduction that minimizes sticker shock

- The 'does this feel like what you need?' check-in

4. THE ACTIVE LISTENING TOOLKIT:
- Techniques for demonstrating genuine listening during the call
- How to take notes without breaking eye contact

- The summary and reflection technique: making prospects feel deeply
heard

- The follow-up question that deepens any answer
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5. THE CALL REVIEW SYSTEM:

- The post-call scoring rubric: how to evaluate your own performance on
each call

- The 10 signs a call went well vs. signs a call needs recovery

- The follow-up email that reinforces the call's best moments and

advances the decision

Write all scripts in natural, conversational language.

HOW TO CUSTOMIZE THIS PROMPT

e Share the specific part of the discovery call where you most often lose momentum
or feel the conversation go sideways and ask the Al to rebuild that specific section
with alternative approaches.

e Describe your most recent unsuccessful discovery call in detail and ask for a
diagnosis of what went wrong and the specific script changes that would have
produced a different outcome.

e If your offer requires a proposal between the discovery call and the close, ask the
Al to build the 'bridge conversation' that follows the discovery and transitions to
the proposal delivery call.

e Ask the Al to write the post-discovery-call email — the follow-up message sent
within two hours of every call that summarizes what was discussed, reflects the
prospect's situation back to them, and advances toward the decision.

WHAT TO DO WITH THE OUTPUT

249. Memorize the call architecture (minutes 1-3, 4-15, etc.) so you know exactly
where you are in the conversation at all times. When you know the structure, you
can navigate deviations without losing your place.

250. Practice the Impact Deepening Sequence with a colleague role-playing as a
prospect before your next real call. The layering questions are the most powerful
part of discovery and the hardest to deploy naturally without practice.

251. After every discovery call, complete the post-call scoring rubric within 30
minutes while the conversation is fresh. One month of consistent self-review will
improve your discovery call performance more than any training program.

252. Track your discovery-call-to-close conversion rate from this month forward.
This number is your baseline. Every improvement you make to the discovery call
framework should move this number — and if it does not, you know you need to
look elsewhere in the sales process.
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PRO TIP

The single most powerful discovery question is not the one that gathers the most
information — it is the one that makes the prospect articulate the cost of inaction to
themselves. The question 'If you are in the same place six months from now, what would
that mean for your business?’ forces the prospect to calculate and verbalize what
continuing the status quo actually costs them. People do not buy because you
understand their problem — they buy because they suddenly understand it at a new
depth. The best discovery calls are the ones that are more enlightening for the prospect
than for the salesperson.

PROMPT 64

The Proposal & Pricing Strategy Framework

Build proposals that command premium prices and close faster than competitors

WHY THIS MATTERS

The proposal is where the quality of your discovery call meets the clarity of your
positioning — and where more deals are lost than at any other stage of the sales
process. Most proposals fail not because the price is too high but because the value is
not communicated at a level that justifies the price. A prospect who sees a $10,000
price tag and immediately thinks 'that is expensive' has not yet been shown the $50,000
problem the investment solves. A proposal that arrives without adequate context is just
a number. A proposal built around value is a business case.

The businesses that consistently win premium-priced work do not win on price — they
win on the clarity and confidence of their proposals. Their proposals are organized
around the client's situation and goals rather than the service provider's deliverables.
They quantify the value of the outcome wherever possible. They present options that
allow the client to self-select a level of investment rather than face a binary yes/no
decision. And they are written and designed to reinforce the premium nature of the
business that produced them.

This prompt builds your complete proposal and pricing system: the proposal structure
that maximizes close rates, the pricing strategy that commands premium rates, the
presentation approach that makes the price feel inevitable rather than surprising, and
the follow-up system that closes deals that are lingering.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a sales conversion expert and pricing strategy consultant who
helps service businesses build proposals that close at premium prices. I
run a [INDUSTRY] business offering [DESCRIBE YOUR SERVICES] to [DESCRIBE
YOUR IDEAL CLIENT] at prices typically ranging from [PRICE RANGE].

My proposal context:

- How proposals are currently created: [E.G., custom every time,
template-based, by email, using a tool]

- Typical proposal acceptance rate: [APPROXIMATE % IF KNOWN]

- The most common feedback or objection after sending a proposal:
[DESCRIBE]

- Typical proposal delivery method: [EMAIL, IN-PERSON, VIDEO CALL]

- My biggest proposal challenge: [E.G., price negotiation, proposals
being ignored, not knowing if they have been read]

Please build me a complete Proposal & Pricing Framework:

1. THE PROPOSAL ARCHITECTURE:
A 6-part proposal structure that maximizes the value-to-price perception:

- Section 1: The Client Situation Summary (mirroring back their problem
so they feel understood)

- Section 2: The Desired Future (the outcome they are hiring you to
create)

- Section 3: Your Approach (how you will create that outcome —
differentiated from alternatives)

- Section 4: What is Included (specific deliverables, scope, timeline)
- Section 5: The Investment (price framed by value)
- Section 6: Next Steps (making it easy to say yes)

For each section: what to include, what language to use, and what
mistakes to avoid.

2. THE VALUE FRAMING SYSTEM:
- How to quantify the value of your service in the client's terms

- The ROI calculator framework: how to help clients see the return on
their investment
- The 'problem cost' anchor: how to reference the cost of the current

situation before presenting the investment

- The comparison framing: making your price feel small relative to the
problem you solve
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3. THE PRICING STRATEGY:

- The tiered options approach (Good/Better/Best) and how it increases
average deal size

- How to price each tier to guide clients toward the middle option

- The anchor pricing technique: how a higher-priced option makes the
target option feel more accessible

- The value-based pricing methodology: how to move from cost-plus to
outcome-based pricing

4. THE PROPOSAL DESIGN STANDARDS:

The visual and formatting standards that reinforce premium positioning

Tools for creating proposal documents (recommended platforms)

The proposal cover page design (what it communicates about your brand)

- Using case studies and testimonials within the proposal for targeted
social proof

5. THE PROPOSAL DELIVERY SYSTEM:

- Walk-through vs. send-and-pray: why walking through the proposal on a
call converts better

- The proposal presentation script: how to walk through each section of
the proposal

- How to present the price: the setup, the anchor, the presentation, the
silence

- The proposal follow-up sequence: how to follow up after sending without
being annoying

6. THE NEGOTIATION FRAMEWORK:
- What to negotiate vs. what to protect (and why)

- How to respond to requests for discounts with confidence and

alternatives

- The discount-for-value exchange: if you lower price, what do you
remove?

- How to recognize when a negotiation signal means 'we want to buy' vs.

'we are not qualified'

Provide the complete proposal template, pricing matrix, and delivery
scripts.

HOW TO CUSTOMIZE THIS PROMPT
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e Share your current proposal template (even if informal) and ask the Al to
restructure it using the 6-part architecture, keeping your existing content but
reorganizing it for maximum conversion impact.

e Include your specific pricing tiers and ask the Al to build the three-option pricing
presentation that anchors the highest option, makes the middle compelling, and
ensures the entry-level still meets your standards.

e Describe your most recently lost proposal — what you proposed, what the
outcome was, and any feedback received — and ask for a specific analysis of
what could have improved the conversion.

e Ask the Al to write the proposal walk-through script for your most common type of
engagement — the exact words to say when presenting each section of the
proposal in a live call.

WHAT TO DO WITH THE OUTPUT

253. Rebuild your proposal template using the six-part architecture this week. Even
if the content is the same, the reordering alone — starting with the client's
situation rather than your services — dramatically changes how the proposal
lands.

254. Implement proposal walk-through calls for all proposals above a certain value
threshold. 'Walk-through and discuss' is consistently the highest-converting
proposal delivery method because it maintains the relationship through the
evaluation stage.

255. Track your proposal acceptance rate and average deal size starting this
month. These two metrics tell you whether your proposal is communicating value
effectively. A high acceptance rate but low deal size means your pricing needs
work. A lower acceptance rate with higher deal sizes might be appropriate if you
are qualifying better.

256. Set up proposal tracking (most proposal tools like PandaDoc or Proposify do
this automatically) to know when proposals are opened, how long prospects
spend on each section, and when they share them internally. This intelligence
transforms your follow-up.
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PRO TIP

The highest-converting proposal change most businesses can make costs nothing and
takes 10 minutes: restructuring the investment section to present the value before the
price. Instead of 'The investment for this project is $15,000,' try 'This engagement is
designed to solve the $60,000 annual problem we discussed, through [your specific
approach]. The investment to make this happen is $15,000.' When the client reads the
price against the established context of the problem being solved, the price is evaluated
as an investment rather than an expense — and that mental framing change alone
significantly improves acceptance rates.

PROMPT 65

The Follow-Up Sequence Builder

Build the systematic follow-up process that closes the deals your competition leaves on the
table

WHY THIS MATTERS

Research consistently shows that more than 80% of sales require five or more follow-up
contacts after the initial conversation — yet more than 44% of salespeople give up after
just one follow-up. This gap between what it takes to close and what most sales people
do is where enormous revenue is left on the table every single day. The deals you lost
because you followed up once and heard nothing are not lost because the prospect was
not interested — they are often lost because life got in the way, their urgency shifted
temporarily, or they needed a bit more confidence before committing.

Strategic follow-up is one of the highest-ROI sales activities available to any business.
The cost is low (time to write and send), the competition is essentially non-existent
(most businesses follow up poorly or not at all), and the upside is enormous (converting
deals that would otherwise simply expire). The businesses that close the most deals are
not the ones with the highest-converting first conversation — they are the ones with the
most disciplined, most valuable follow-up systems.

This prompt builds your complete follow-up architecture: the multi-channel sequence,
the messaging that adds value rather than just checking in, the timing cadence for
different scenarios, and the system that ensures no qualified prospect ever falls through
the cracks.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a sales follow-up strategist and pipeline management expert who
helps business owners build systematic, high-converting follow-up
processes that close deals without being pushy or annoying. I sell
[DESCRIBE YOUR OFFER] at [PRICE POINT].

My follow-up context:

- Current follow-up practice: [E.G., we send one email after a proposal,

we call once, we have no consistent practice]

- Typical deals that go quiet: [DESCRIBE WHAT USUALLY HAPPENS — they read
the proposal and disappear, they say they'll get back to us, etc.]

- How many deals per month are currently in 'limbo' (sent a proposal or
had a conversation but no decision): [ESTIMATE]

- What I am most uncomfortable doing in follow-up: [E.G., calling,
following up multiple times, asking for the decision]

Please build me a complete Follow-Up Sequence System:

1. THE FOLLOW-UP PSYCHOLOGY :

- Why follow-up is a service, not an intrusion (and how to internalize
this belief)

- The difference between value-add follow-up and status-check follow-up

- The persistence vs. pestering threshold: how to know when to keep going
vs. when to let go

- How to follow up in a way that feels genuinely helpful, not desperate

2. THE FOLLOW-UP SEQUENCES:

Write complete sequences for each scenario:

SEQUENCE A: POST-DISCOVERY CALL (Before Proposal)

Day 1l: Immediate thank-you with key insights from the call (same-day
email)

Day 3: Value-add resource related to their specific situation
Day 5: Soft check-in with a relevant insight or case study

Day 10: Direct follow-up on proposal timeline

SEQUENCE B: POST-PROPOSAL (No Response)
Day 1l: Proposal delivery with walk-through offer
Day 3: Check-in — did you have a chance to review?

Day 6: Value-add (a relevant case study or resource)
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Day 10: Direct — where are you in the decision process?
Day 15: The 'permission to follow up or close the loop' email

Day 30: Re-engagement with new angle or new value

SEQUENCE C: 'I NEED TO THINK ABOUT IT' RESPONSE

Same day: Affirm + clarify — what specifically do you need to think
through?

Day 3: Address the most likely concern with proof
Day 7: New perspective or angle that reframes the decision

Day 14: Direct decision request

SEQUENCE D: 'I'LL GET BACK TO YOU' RESPONSE
Day 2: Light-touch follow-up with a useful resource
Day 5: Check-in — anything I can clarify?

Day 10: Direct question — is this still on your radar?

For each email/touch: Subject line, complete message, and the
call-to-action.

3. THE MULTI-CHANNEL FOLLOW-UP STRATEGY:
- How to use email, phone, and LinkedIn in the follow-up sequence

- The timing and sequencing of channels (which channel to use at which
stage)

- The voice note follow-up: when and how to send a personal voice or
video message

4., THE PIPELINE MANAGEMENT SYSTEM:
- How to track every prospect and their follow-up status

- The daily sales review ritual: 15 minutes to advance every active
opportunity

- The pipeline aging alert: when a deal has been in a stage too long and
what to do about it

5. THE GRACEFUL CLOSE OR LET-GO:

- The 'permission to close' email: how to get a definitive answer without
burning the relationship

- How to let go of a deal that is clearly not closing without leaving a
negative impression

- The nurture-after-no strategy: how to keep cold prospects warm for
future opportunities
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Write all emails in confident, genuine, non-pushy language.

HOW TO CUSTOMIZE THIS PROMPT

e Describe your most common 'silent disappearance' scenario — the type of
prospect who goes quiet most often and at what stage — and ask for the specific
follow-up sequence designed for that exact pattern.

e Include examples of your best follow-up messages (ones that got responses) and
ask the Al to analyze what made them work and write new follow-up messages
using the same principles.

e Ask the Al to write a library of 10 'value-add follow-up' email content ideas specific
to your industry — the kind of useful, relevant insights you can share in follow-up
that make prospects actually want to hear from you.

e Request the complete 'pipeline review ritual' as a daily agenda — the specific
steps, the questions to ask about each deal, and the action to take based on each
deal's stage and age.

WHAT TO DO WITH THE OUTPUT

257. Review your current proposal backlog and apply the appropriate follow-up
sequence to every deal that has been silent for more than seven days. Each
email in the sequence adds a specific value — do not skip to the 'are you ready to
decide?' email without going through the value-add steps first.

258. Build your follow-up sequences into your CRM as automated reminders or
templates. The deals that fall through the cracks almost always do so because the
salesperson ran out of time, not because the prospect was not interested.

259. Set a daily 15-minute pipeline review meeting with yourself. During this time,
identify every deal that needs a follow-up touch today and make the contact
before moving to anything else. Sales is not a creative activity — it is a discipline
activity.

260. Track your follow-up-to-close rate: what percentage of deals that received
consistent, multi-touch follow-up ultimately closed vs. those that received one or
two touches? This data will permanently change your investment in follow-up
discipline.
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PRO TIP

The most powerful follow-up message is not a check-in — it is a value-add that
demonstrates you were thinking about the prospect since your last conversation.
Something specific: 'l read this article and thought of the challenge you mentioned...' or
'We just helped a client solve exactly the timeline issue you raised...' These messages
communicate that you care about the prospect's outcome, not just their purchase. A
salesperson who cares about the outcome earns trust that a salesperson who cares
about the close never does — and trust converts.

PROMPT 66

The Upsell & Cross-Sell Strategy System

Increase revenue from existing clients through strategic expansion and upgrade pathways

WHY THIS MATTERS

Your existing clients are your most accessible and most profitable growth opportunity.
The cost of selling to an existing client is a fraction of the cost of acquiring a new one —
they trust you, they have experienced your work, and they have demonstrated their
willingness to invest in the outcome you provide. Yet most businesses put the vast
majority of their growth energy into client acquisition while allowing the revenue
expansion potential in their existing client base to go almost entirely untapped.

Strategic upselling and cross-selling are not about squeezing more money from clients
— they are about ensuring that clients get the full benefit of everything you offer that is
relevant to their needs. When you fail to proactively identify and offer services that
would genuinely help a client achieve more of what they came to you for, you are doing
them a disservice. The best upsell conversations are the ones where the client's
response is 'l had no idea you did that — we definitely need it.'

This prompt builds your complete expansion revenue system: the offer architecture that
creates natural upgrade paths, the conversation frameworks for presenting expansions
confidently, and the identification system that surfaces the right opportunity for the right
client at the right moment.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a revenue expansion strategist and client development expert who
helps service businesses maximize lifetime client value through strategic
upselling and cross-selling. I run a [INDUSTRY] business with [NUMBER OF
ACTIVE CLIENTS]. My current offers include: [LIST ALL YOUR OFFERS WITH
PRICES].

My expansion revenue context:
- Current average client lifetime value: [APPROXIMATE — if known]

- How often I currently upsell or cross-sell: [E.G., rarely, when asked,
sometimes proactively]

- The biggest barrier to offering more to existing clients: [E.G., it
feels pushy, I don't have the right offer, I don't know how to bring it
up]

- What percentage of clients use more than one of my services: [ESTIMATE]

Please build me a complete Upsell & Cross-Sell Strategy System:

1. THE REVENUE EXPANSION OPPORTUNITY MAP:

- Audit my current offer portfolio for upsell and cross-sell
opportunities

- The natural progression map: the logical path from one offer to the
next in my ecosystem

- The 'offer gap' analysis: what do my clients need that I could offer
but currently do not?

- The lifetime value potential: what is the maximum revenue potential per
client if they used all relevant services?

2. THE UPSELL & CROSS-SELL FRAMEWORK:

Define the difference and design strategies for each:

Upsell (same category, higher level):

- How to identify when a client is ready to upgrade to a higher tier
- The upgrade conversation: how to position the next level

- The ROI of upgrading: how to help clients see the value of more

Cross-sell (different service, same client):
- How to identify cross-sell opportunities through client success signals
- The 'I didn't know you did that' conversation

- The bundling strategy: how to package services for cross-sell
efficiency
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3. THE CLIENT EXPANSION TRIGGERS:

The 8 client signals that indicate readiness for additional services

How to monitor these signals systematically

- The account review model: a quarterly review of every client's

expansion potential

- How to build expansion opportunities into your delivery rather than
treating them as separate sales

4. THE EXPANSION CONVERSATION FRAMEWORKS:
Scripts for 4 common expansion scenarios:
A. The natural upgrade (client has outgrown their current tier)

B. The complementary service (they need something you offer that they are
getting elsewhere)

C. The results-inspired expansion (the results from service A make
service B obviously valuable)

D. The new offer introduction (you have added a new service that would
benefit this client)

5. THE CLIENT ACCOUNT PLANNING SYSTEM:
- How to create a 12-month account plan for each major client

- The quarterly business review structure: how to combine client success

review with expansion opportunities
- The expansion goal: setting a revenue expansion target per client

- How to track expansion revenue as a business metric

6. THE ETHICAL EXPANSION PHILOSOPHY:
- The non-pushy expansion mindset: serving clients vs. extracting revenue
- How to offer more without making clients feel sold to

- When not to cross-sell: recognizing when a client does not need more
from you

- Building the culture of proactive client expansion across your team

Provide conversation scripts, account planning templates, and the
expansion trigger checklist.

HOW TO CUSTOMIZE THIS PROMPT
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e List each of your offers and ask the Al to map the specific upsell and cross-sell
pathways between them — which clients in service A are natural candidates for
service B and why.

e Describe your highest-lifetime-value client and ask the Al to identify what made
them buy multiple services and how to replicate those conditions with other
clients.

e If you have a specific new offer you want to introduce to existing clients, describe
it and ask for the launch sequence — the emails, conversations, and timing for
introducing it to your client base.

e Ask the Al to design the Quarterly Business Review (QBR) meeting template for
your most important clients — a structured conversation that reviews their results
and naturally surfaces expansion opportunities.

WHAT TO DO WITH THE OUTPUT

261. Map your current client base against your offer portfolio this week: which
clients are using which services, and which have obvious gaps that represent
natural expansion opportunities? This analysis alone typically reveals 20-40%
revenue expansion potential from your existing client base.

262. Design your first QBR meeting and schedule it with your top five clients in the
next 30 days. The QBR is both a retention tool and an expansion tool — clients
who feel seen and supported are significantly more likely to expand.

263. Set an expansion revenue goal for the next 90 days and track it separately
from new client revenue. Making expansion revenue visible as its own metric
focuses the team's attention on it.

264. Build expansion opportunities into your delivery process: at the end of every
engagement, there should be a structured conversation about what the next step
looks like. This conversation should happen as a natural part of the close of every
project.

PRO TIP

The highest-leverage client expansion practice is what account management
professionals call the 'second sale conversation' — a structured conversation specifically
designed to identify additional needs, ideally four to six weeks into a new engagement
when the client is experiencing early wins and is most enthusiastic. This conversation
feels perfectly natural ('Now that we are working together and | understand your business
better, | want to ask you...") and surfaces expansion opportunities from a position of
demonstrated value rather than sales pressure. Build this conversation into every new
client onboarding process.
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PROMPT 67

The Sales Team Training Program

Build the training infrastructure that turns good salespeople into great ones

WHY THIS MATTERS

Hiring a salesperson and hoping they figure it out is one of the most expensive
experiments a growing business can run. The average ramp time for an untrained sales
hire is six to twelve months. The average turnover rate for undertrained salespeople is
extraordinarily high. And the damage done to your pipeline, your client relationships,
and your revenue while an undertrained salesperson learns through trial and error is
rarely calculated — but is often the difference between a growth year and a flat one.

Great salespeople are made, not born. The qualities that produce sales excellence —
deep product knowledge, genuine curiosity about client situations, mastery of the sales
conversation, resilience in the face of rejection, and the discipline to follow a system —
are all learnable skills. The businesses with the strongest sales teams are not the ones
that hired the most naturally talented people — they are the ones that invested most
systematically in developing whatever talent they hired.

This prompt builds your complete sales training program: the curriculum, the skill
assessment tools, the coaching frameworks, and the performance management system
that develops sales excellence consistently across your entire sales organization.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a sales training director and revenue performance specialist who
builds sales enablement programs for scaling businesses. I have a sales
team of [TEAM SIZE — or 'just me'] in a [INDUSTRY] business selling
[DESCRIBE YOUR OFFER] at [PRICE POINT].

My sales training context:

- Current training provided to sales team: [E.G., none formal, initial
walkthrough of the offer, some shadowing]

- Sales team experience levels: [E.G., all new hires, mix of experienced
and new, experienced team with skill gaps]

- Most common performance gaps in my sales team: [LIST 3 — e.g., close
rate, follow-up discipline, discovery depth]

- Revenue goal for the sales team: [ANNUAL OR QUARTERLY TARGET]

- Time available for formal training: [E.G., 2 hours per week, quarterly
training days]

Please build me a complete Sales Team Training Program:

1. THE SALES COMPETENCY FRAMEWORK:

Define the 8 core competencies of an excellent salesperson in my
business. For each:

- What it looks like at each skill level (beginner, developing,
proficient, mastery)

- How to assess current proficiency through observation

- The specific training and practice approach to develop each competency

2. THE SALES ONBOARDING CURRICULUM (First 90 Days):

Week 1-2: Foundation (product knowledge, client avatar, company story,
CRM setup)

Week 3-4: Process (shadow calls, review recordings, learn the sales
process)

Week 5-8: Practice (role-play, low-stakes calls, debrief with manager)

Week 9-12: Independence (full pipeline ownership with coaching support)

For each phase: daily and weekly activities, knowledge checkpoints, skill
assessments, performance milestones.

3. THE ONGOING TRAINING SYSTEM:

- Monthly sales training topics mapped to current performance gaps
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- The call recording review process: how to use recordings for skill
development

- The role-play practice system: structured scenarios for practicing
specific skills

- The sales book/resource library: recommended reading and learning for
each competency area

4. THE SALES COACHING FRAMEWORK:
- The weekly 1:1 coaching structure for each salesperson

- The GROW coaching model adapted for sales: Goal, Reality, Options, Way

Forward

- How to deliver feedback on sales calls without demoralizing the
salesperson

- The performance improvement plan for underperforming salespeople

5. THE SALES TEAM MEETING STRUCTURE:

+ wins celebration)
- The monthly performance review format
- The quarterly sales skills assessment

- How to build a culture of peer learning and best practice sharing

6. THE SALES PERFORMANCE MEASUREMENT :
- The sales scorecard: individual and team metrics tracked weekly

- Leading indicators (activity metrics) vs. lagging indicators (revenue

metrics)
- How to use metrics to coach rather than just report

- The performance conversation framework for sales managers

Provide the full 90-day onboarding curriculum, competency assessment
tool, and weekly 1:1 template.

- The weekly sales team meeting agenda (pipeline review + skills practice

HOW TO CUSTOMIZE THIS PROMPT

e Describe your single best salesperson and ask the Al to identify the specific
behaviors and skills that distinguish them — then build the training program
around replicating those qualities across the team.

e Include your specific sales process stages and ask for training content built

around each stage — product knowledge and opening for early stages, objection

handling and closing for later stages.
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e If you are the primary salesperson looking to eventually hand off sales to a team,
ask for a 'sales playbook capture' process — how to document your own sales
approach so it can be taught to others.

e Ask the Al to write the first month's full training curriculum in daily/weekly detail —
including the specific exercises, role-plays, call shadowing protocol, and
knowledge assessments for each week.

WHAT TO DO WITH THE OUTPUT

265. Assess every member of your sales team against the 8 competency
framework this week — score each person honestly and identify the top two
development priorities for each individual. Individual development plans produce
more improvement than generic team training.

266. Start recording and reviewing one sales call per week per salesperson. Call
review is the highest-impact sales training activity available — hearing what
actually happens on calls vs. what salespeople report happens is always
illuminating.

267. Implement the weekly 1:1 coaching meeting with every salesperson
immediately. The quality of sales coaching received is the strongest predictor of
sales performance improvement — more reliable than training programs, quotas,
or incentive structures.

268. Celebrate wins publicly and consistently. Recognition of sales excellence
creates a culture where excelling is aspired to, not just expected. The team that
celebrates together performs together.

PRO TIP

The most underinvested sales training activity for growing companies is joint call reviews
where the whole team listens to and discusses a single recorded call together. When your
team hears a call where the discovery was exceptional, they learn more from 30 minutes
of discussion than from 4 hours of lecture. When they hear a call that went sideways, the
diagnosis and the fix become a shared team learning experience. Shared call reviews
build both skill and culture simultaneously — and they cost nothing except time.

PROMPT 68

The Customer Testimonial & Case Study Builder

Create the social proof assets that make every sales conversation easier and more compelling

WHY THIS MATTERS
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Social proof is the most powerful conversion force available in marketing and sales.
When a prospect who is on the fence sees a testimonial from someone who was exactly
where they are, describing the exact results they want to achieve, their resistance drops
and their confidence rises in a way that no marketing message can replicate. The words
of a satisfied client carry more persuasive weight than any sales pitch, any feature list,
or any pricing justification — because they come from an unimpeachable source:
someone who had nothing to gain from saying something they did not mean.

Yet most businesses have either no testimonials, vague testimonials (‘Great service!
Highly recommend!'), or a handful of enthusiastic quotes that never get used
strategically. The businesses that win with social proof treat testimonials and case
studies as strategic assets — they are collected systematically, crafted to address
specific objections, organized by client type and problem, and deployed at the precise
moments in the sales process where they have the most impact.

This prompt builds your complete social proof system: how to collect testimonials and
case studies, how to craft them into the formats that convert, how to organize them for
strategic deployment, and how to build a continuous flow of fresh social proof that keeps
your marketing and sales materials current.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a social proof strategist and persuasive content specialist who
helps growing businesses build powerful testimonial and case study
libraries that accelerate sales. I run a [INDUSTRY] business delivering
[DESCRIBE YOUR CORE OFFER] to [DESCRIBE YOUR CLIENT TYPE].

My social proof context:

- Testimonials I currently have: [DESCRIBE — number, quality, where they
are used]

- Case studies I currently have: [DESCRIBE IF ANY]

- Client results I am proudest of: [DESCRIBE 2-3 SPECIFIC
TRANSFORMATIONS]

- Biggest gaps in my social proof: [E.G., no case studies for specific
industries, all testimonials are vague, no video testimonials]

- Where I currently use social proof: [WEBSITE, PROPOSALS, SALES CALLS,
SOCIAL MEDIA, etc.]

Please build me a complete Testimonial & Case Study System:

1. THE TESTIMONIAL COLLECTION SYSTEM:

- The 5 moments when clients are most likely to give excellent
testimonials (and the exact request for each)

- The testimonial request script: how to ask in a way that produces
specific, powerful responses

- The 10-question testimonial interview guide for getting the depth and
specificity that makes testimonials convert

- How to obtain permission, format, and attribution for every testimonial

- Video testimonial strategy: how to request, record, and use video
testimonials

2. THE TESTIMONIAL CRAFTING FRAMEWORK:

- The anatomy of a high-converting testimonial: before, after, specific
result, recommendation

- How to help clients give you more useful testimonials by guiding their
language (ethically)

- The editing framework: how to shape raw feedback into compelling,
permission-based testimonials

- The testimonial review and approval process

3. THE CASE STUDY ARCHITECTURE:
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Write a complete case study template including:

- Client context: who they are, what they do, where they were when they
came to you

- The problem: the specific challenge, its impact, and what they had
already tried

- The solution: how you approached it and why you made the choices you
made

- The results: specific, quantified outcomes wherever possible

- The 'what it felt like' element: the emotional transformation, not just
the functional results

- The recommendation: why they would (and do) recommend you

Apply this template to [ONE SPECIFIC CLIENT RESULT YOU KNOW WELL] to
produce a complete case study draft.

4. THE STRATEGIC TESTIMONIAL LIBRARY:

- How to categorize testimonials by: industry, problem type, price point,
skepticism addressed

- The testimonial matrix: mapping specific testimonials to specific
objections and buyer personas

- How to create a 'testimonial at every stage' strategy in your sales
process

- The rotation system: keeping testimonials fresh and current

5. THE SOCIAL PROOF DEPLOYMENT MAP:

Where to use each type of social proof:

- Website: homepage, sales page, service pages, about page

- Sales materials: proposal, email follow-up, case study document
- Social media: weekly testimonial sharing protocol

- Sales conversations: how to reference social proof naturally without it
feeling staged

- Advertising: using testimonials in ad copy and creative

6. THE ONGOING SOCIAL PROOF SYSTEM:

- The quarterly testimonial collection process

- How to refresh your social proof library continuously
- The case study publication calendar

- How to use new case studies in launch campaigns and content marketing

Provide the complete case study, the testimonial request scripts, and the
strategic deployment guide.
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HOW TO CUSTOMIZE THIS PROMPT

e Share the details of your best client result (the most dramatic transformation, the
most specific results, the best relationship) and ask the Al to write the complete
case study for that client.

e List the top three objections you hear before clients buy and ask the Al to identify
which testimonials or case studies would most directly address each objection —
then tell you exactly where to use them in the sales process.

e Include the specific industries or client types you most want to attract more of so
the Al can help you identify which existing testimonials to feature and what gaps
in social proof need to be filled.

e Ask the Al to write the exact email you send to clients after a project closes
requesting a testimonial — the specific language that gets high response rates
and produces specific, useful responses.

WHAT TO DO WITH THE OUTPUT

269. Reach out to your five best clients this week and request a testimonial using
the script from this framework. If you get only two responses, you have doubled
your social proof. Start this week while your recent work is fresh in their minds.

270. Select one client success story you know well and write the full case study
using the template. Even one well-crafted case study deployed in your proposals
and website will have measurable impact on conversion.

271. Build your testimonial matrix: print or create a spreadsheet of your existing
testimonials and categorize each by the objection it addresses. This exercise
reveals your social proof gaps and immediately tells you which testimonials to
feature most prominently.

272. Add a testimonial request step to every project completion checklist. This
ensures that every successfully completed project produces a testimonial request
without depending on anyone to remember to send it.

PRO TIP

The most powerful testimonial format for conversion is the before-after-specific-result
structure, and the most powerful addition to that structure is a number. 'Working with
them was amazing' is forgettable. 'We increased our revenue by 40% in 90 days and
finally have a team that runs without the owner' is unforgettable. Before publishing any
testimonial, ask the client: 'Is there a specific number or metric that captures your result?’
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Even an approximate number (‘roughly 30%,' ‘about 5 hours per week back’) transforms a
good testimonial into a great one.

PROMPT 69

The Revenue Forecasting System

Build the forecasting model that lets you predict, plan, and hit your revenue targets with
confidence

WHY THIS MATTERS

Revenue without a forecast is just hope. The business owner who can look at their
pipeline today and confidently predict what revenue will land in the next 30, 60, and 90
days is a fundamentally different operator than one who is always surprised by
month-end results. Forecasting is not about predicting the future with certainty — it is
about building a model that improves planning, reveals pipeline gaps while there is still
time to act, and gives the leadership team the confidence to make resource decisions
without waiting for certainty that never arrives.

Most small and mid-size businesses do not forecast because they think it requires
sophisticated tools or a finance team. In reality, a basic but disciplined revenue forecast
requires nothing more than an honest assessment of your pipeline, realistic conversion
rates at each stage, and the discipline to update the model weekly. The value it returns
— earlier visibility into shortfalls, confidence in growth investments, better cash flow
management — is disproportionate to the effort required.

This prompt builds your complete revenue forecasting system: the pipeline assessment
methodology, the stage-weighted forecasting model, the leading indicators that predict
future revenue before it shows up, and the review process that keeps your forecast
accurate and actionable.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a revenue operations strategist and business forecasting expert
who helps growing businesses build simple but powerful revenue
forecasting models. I run a [INDUSTRY] business with approximately
[CURRENT ANNUAL REVENUE] in revenue and [DESCRIBE YOUR REVENUE MODEL —
project-based, retainer, subscription, or mixed].

My revenue context:

- Revenue goal for next 12 months: [TARGET]

- Current sales pipeline: [APPROXIMATE TOTAL VALUE OF DEALS IN PROGRESS]
- Average deal size: [APPROXIMATE]

- Average sales cycle length: [WEEKS FROM FIRST CONVERSATION TO CLOSE]

- Current close rate: [APPROXIMATE % OF QUALIFIED OPPORTUNITIES THAT
CLOSE]

Please build me a complete Revenue Forecasting System:

1. THE FORECASTING METHODOLOGY :

- The stage-weighted pipeline model: how to apply probability factors to
deals at each stage to create a realistic forecast

- The conservative vs. realistic vs. optimistic forecast bands and when
to use each

- How to separate 'contracted revenue' from 'pipeline forecast' from
'upside potential'

- The forecast accuracy metric: how to measure and improve the quality of
your forecasts over time

2. THE PIPELINE ASSESSMENT FRAMEWORK:
- How to evaluate every deal in your pipeline for realistic probability

- The deal health checklist: 10 questions that determine whether a deal
will close in your forecast period

- How to identify deals that are stuck vs. progressing on schedule

- The pipeline quality audit: are you counting wishes as pipeline?

3. THE REVENUE FORECAST MODEL:
Build a complete forecasting template including:

- Monthly recurring revenue (if applicable): contracted base + renewals
at risk

- Pipeline forecast: deals x probability x expected close date
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- New business pipeline: qualified leads x conversion rate x average deal
size

- Expansion revenue: upsell/cross-sell opportunities in existing client
base

- Total forecast: range and confidence level

Provide the spreadsheet structure for building this model.

4. THE LEADING INDICATORS DASHBOARD:

- The 5-7 leading indicators that predict future revenue 30-90 days in
advance

- Activity metrics: calls made, proposals sent, discovery calls completed

- Pipeline metrics: pipeline velocity, stage conversion rates, time in
stage

- Engagement metrics: email response rates, proposal open rates,
follow-up completion

- How to use leading indicators to adjust activity levels before missing
a target

5. THE WEEKLY FORECAST REVIEW:

- The 30-minute weekly pipeline and forecast review ritual

- How to update the forecast as deals advance or fall out

- The early warning system: when to sound the alarm about a forecast gap

- How to share forecast information with stakeholders (team, investors,
advisory board)

6. THE GAP CLOSING STRATEGY:
- How to identify a revenue gap early enough to close it

- The tactical response menu: when you are behind forecast, these are the
options in order of speed

- The demand generation response: how to accelerate pipeline when the gap
is structural

- How to adjust revenue targets realistically without giving up growth
ambition

Provide the complete forecast model template, pipeline assessment
checklist, and weekly review agenda.

HOW TO CUSTOMIZE THIS PROMPT
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e Share your actual pipeline stage names and conversion rates (even estimates) so
the Al can build a forecasting model calibrated to your specific pipeline dynamics
rather than generic industry averages.

e Include your business model specifics (e.g., 60% retainer revenue, 40%
project-based) so the forecasting model correctly weights the stable base vs.
variable pipeline.

e Describe the last time you missed a revenue target and ask the Al to diagnose
where in the forecasting model the miss would have been visible earlier — this
reveals which part of your forecast to trust least and improve first.

e Ask the Al to build the actual Google Sheets template for your revenue forecast
— with columns, formulas, and stage probabilities pre-populated based on your
sales process.

WHAT TO DO WITH THE OUTPUT

273. Build your first revenue forecast this week using the model from this prompt.
Even an imperfect first forecast with estimated probabilities is infinitely more
useful than no forecast — and your accuracy improves with every iteration.

274. Start your weekly pipeline review ritual immediately. Monday morning, 30
minutes, update every deal's stage and probability, recalculate the forecast, and
identify the highest-priority actions for the week.

275. Share the forecast with your leadership team and discuss it monthly. Revenue
visibility that stays only with the owner does not produce organizational alignment
around the goal.

276. Track your forecast accuracy: compare your 30-day forecast to actual results
for three consecutive months. The variance tells you which part of your pipeline
model is unreliable and needs recalibration.

PRO TIP

The single most important forecasting habit is brutal honesty about deal stage. Most sales
pipelines are inflated by deals that belong in an earlier stage (or out of the pipeline
entirely) but remain where they are because moving them backward feels like failure. A
deal that has been 'in proposal review' for 45 days is not a proposal deal — it is a dead
deal until proven otherwise. Pipelines that accurately reflect reality produce forecasts that
help you act. Pipelines that flatter you produce forecasts that surprise you.

PROMPT 70

The Sales Pipeline Management Framework
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Build the pipeline architecture and discipline that ensures consistent, predictable revenue

WHY THIS MATTERS

Your sales pipeline is the engine of your revenue. How you fill it, how you manage deals
through it, and how you measure its health determines whether your revenue is
predictable or erratic, growing or flat. Most businesses manage their pipeline reactively:
they get excited when it is full, panicked when it is empty, and rarely invest in
understanding the mechanics well enough to improve it systematically. The result is the
classic 'feast and famine' cycle — busy periods followed by empty pipelines followed by
frantic acquisition activity followed by busy periods again.

Pipeline discipline — the consistent practice of qualifying rigorously, advancing actively,
and measuring accurately — is what separates businesses with predictable revenue
from those with unpredictable revenue. It requires clear stage definitions, honest deal
assessment, consistent follow-up habits, and a weekly rhythm of review and action. It is
not glamorous work. It is also the most reliable path to revenue stability that exists.

This prompt builds your complete pipeline management system: the stage architecture,
the deal health assessment tools, the advancement strategies, the team accountability
structure, and the measurement practices that turn your pipeline from a list of names to
a precision revenue instrument.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a sales operations expert and pipeline management specialist who
helps growing businesses build disciplined, data-driven pipeline
management systems. I run a [INDUSTRY] business with [DESCRIBE YOUR SALES
TEAM STRUCTURE — solo, small team, dedicated sales rep(s)].

My pipeline context:

- Current pipeline management tool: [CRM NAME OR 'NONE']
- Current pipeline stages: [LIST YOUR CURRENT STAGES]

- Monthly target: [REVENUE TARGET]

- Average pipeline volume needed to hit target (if known): [3-5x monthly
target is typical]

- Biggest pipeline management problems: [E.G., deals stall, pipeline gets
dirty, no one updates it, we lose track of deals]

Please build me a complete Sales Pipeline Management System:

1. THE PIPELINE ARCHITECTURE:

Design the optimal 5-7 stage pipeline for my business with clear entry
and exit criteria for each stage:

- Stage definitions in plain language

- The specific actions that move a deal from one stage to the next
- The exit criteria: what must be true before a deal advances

- The average time a healthy deal spends at each stage

- The warning signal: how long in a stage before a deal is considered
stuck

2. THE PIPELINE HEALTH ASSESSMENT:

- The pipeline volume formula: how much pipeline do you need to hit your

revenue target?

- The pipeline quality score: how to assess whether your pipeline
contains real opportunities

- The 'pipeline cleaning' protocol: how to remove dead deals without
inflating your real picture

- The ideal pipeline composition: what percentage of deals should be in
each stage at any given time?

3. THE DEAL ADVANCEMENT SYSTEM:

- The deal advancement strategies for each stage: the specific actions
that move deals forward

velloiledoperations.com | 281




- How to identify and address the common deal-blocking factors at each
stage

- The 'velocity review': why a deal is moving slowly and how to
accelerate it

- The escalation protocol: when to involve leadership in a stalled deal

4. THE PIPELINE REVIEW RITUAL:
- The weekly pipeline review structure (15-30 minutes per salesperson)

- The questions to ask about every deal in the review: Is it real? Is it
moving? What is needed next?

- The monthly pipeline review: deeper analysis of trends, patterns, and
adjustments

- How to use pipeline data to adjust marketing and outreach strategy

5. THE PIPELINE ACCOUNTABILITY SYSTEM:

Who owns pipeline management and how accountability is measured

- Activity-to-pipeline conversion metrics: how many activities create how
much pipeline?

- The pipeline-to-revenue ratio: maintaining healthy coverage at all
times

- How to coach salespeople to build and maintain a healthy pipeline

6. THE PIPELINE GROWTH STRATEGY:

How to calculate the gap between current pipeline and needed pipeline
- The top-of-funnel levers: what to pull when pipeline is insufficient

- The pipeline diversification strategy: reducing over-dependence on any

single source

- The pipeline development calendar: planned activities to fill the
pipeline in advance

Provide stage definitions, health assessment tools, and the weekly review
template.

HOW TO CUSTOMIZE THIS PROMPT

e List your current CRM and the pipeline stages you already have and ask the Al to
audit them against best practices — identifying which stages to rename, merge,
or add.
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e Share your current deal count and approximate values at each stage and ask for
a pipeline health diagnosis: is this pipeline likely to produce your target revenue,
and why or why not?

e Describe your highest-frequency source of new opportunities (referrals, cold
outreach, inbound) and ask for the pipeline building strategy optimized for that
specific source.

e Ask the Al to generate the weekly deal review agenda — the specific questions to
ask about every active deal during your pipeline review so you make a specific
next-action decision for each one.

WHAT TO DO WITH THE OUTPUT

277. Audit your current pipeline this week using the health assessment criteria. For
every deal in the pipeline, apply the 'real, moving, what's next?' test. Remove
deals that fail the first question and assign actions to everything else.

278. Implement the weekly pipeline review as a non-negotiable calendar event.
Even 20 minutes of disciplined pipeline review per week produces dramatically
better pipeline management than daily chaos.

279. Calculate your pipeline coverage ratio: total pipeline value divided by monthly
revenue target. For most businesses, healthy coverage is three to five times the
monthly target. If you are below that, your top-of-funnel activity must increase
immediately.

280. Set a 'stage age' alert in your CRM for every stage — after a deal has been in
any stage for more than twice the average healthy duration, it is flagged for
special attention. This automation prevents deals from going invisible in a stale
pipeline.

PRO TIP

The most common pipeline management mistake is conflating pipeline volume with
pipeline health. A $2 million pipeline looks great until you realize that 40% of the deals
have been in the same stage for 60+ days, that three of the largest opportunities have not
had a meaningful conversation in weeks, and that 20% of the deals are from companies
you have talked to a dozen times but who never actually buy. Pipeline health — the
proportion of real, moving, qualified opportunities — is more valuable than pipeline size.
Clean pipelines close. Bloated pipelines deceive.

PROMPT 71

The Pricing Strategy Optimization System
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Build the pricing strategy that reflects your true value and earns the revenue your business
deserves

WHY THIS MATTERS

Pricing is simultaneously the most impactful and the most emotionally fraught decision
in most businesses. Most business owners leave enormous revenue on the table not
because they cannot get the work but because they price their services based on what
they think the market will accept rather than on the value they actually deliver. The fear
of pricing too high drives consistent under-pricing — which not only reduces margin but
signals to the market a level of value that does not match the actual results clients
experience.

The relationship between price and perceived value is counterintuitive but consistent:
higher prices often signal higher value, attract better clients, create more serious
commitment, and produce better outcomes — because clients who pay premium prices
show up differently than those who fought for a discount. The business that prices at the
low end of the market does not necessarily attract more clients — it often attracts the
most difficult clients who generate the least margin and the most headaches.

This prompt builds your complete pricing strategy: the methodology for determining your
true value-based price, the architecture for structuring your pricing to maximize both
revenue and conversion, and the mindset and language for presenting your prices with
confidence.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a pricing strategy consultant and value monetization expert who
helps service businesses price their expertise appropriately and build
pricing structures that maximize revenue without sacrificing conversions.
I run a [INDUSTRY] business offering [DESCRIBE YOUR PRIMARY SERVICES].

My pricing context:
- Current pricing for my main services: [LIST YOUR PRICES]

- How I determined these prices: [E.G., industry benchmarking, what felt
comfortable, what I thought clients would pay]

- Client feedback on pricing: [E.G., nobody pushes back, some sticker
shock, most clients negotiate]

- My close rate at current pricing: [APPROXIMATE %]

- What I believe is the value I deliver to clients: [DESCRIBE IN CLIENT
TERMS — RESULTS, ROI]

Please build me a complete Pricing Strategy Optimization System:

1. THE PRICING PHILOSOPHY:

- The spectrum from cost-plus pricing to value-based pricing and why most
service businesses under-utilize value pricing

- The relationship between price, perceived value, and client commitment
- The psychological effects of different price points

- How to determine whether you are currently under-priced, appropriately
priced, or over-priced

2. THE VALUE-BASED PRICING METHODOLOGY :

- How to calculate the value you deliver in your client's terms

- The value equation: how clients assess whether a price is worth paying
- How to quantify outcomes that seem difficult to quantify

- The 'price as investment' framework vs. the 'price as cost' framework

3. THE PRICING ARCHITECTURE:
Design a complete pricing structure for my business:

- The tiered pricing model (entry, core, premium): what each tier
includes and how to price each

- The anchor pricing strategy: using a highest-price option to make the
target option feel accessible

- Bundle pricing vs. unbundled pricing: when each approach maximizes
revenue
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- The retainer model: pricing for ongoing relationships vs. project-based
pricing

- How to structure recurring vs. one-time pricing

4. THE PRICE INCREASE STRATEGY:

- When and how to raise your prices (the indicators that you are ready)
- The price increase communication framework for existing clients

- How to grandfather existing clients while transitioning to new pricing

- The price increase framing: how to present a price increase as a
reflection of growth and value

5. THE PRICING CONVERSATION FRAMEWORK:

- How to present your price with confidence (not apologetically, not
aggressively)

- The value-first pricing presentation: building the case before
revealing the number

- How to respond to 'that is more than I expected' without immediately
discounting

- The silence technique: how to let your price sit without filling the
space

6. THE PRICING TESTING FRAMEWORK:
- How to test higher prices without risking your entire revenue base

- The A/B pricing approach: testing different price points with different
audience segments

- How to use conversion rates as pricing feedback data

- When to raise prices, lower them, or restructure them based on data

Provide the complete pricing matrix, value calculation worksheet, and
pricing conversation scripts.

HOW TO CUSTOMIZE THIS PROMPT

e Share your current price, your current close rate, and your best estimate of the
average value you deliver to a client in their first year working with you — the Al
can model whether your pricing is capturing an appropriate share of that value.

e Describe the last time you raised prices — what happened, how clients
responded, and what you would do differently — so the Al can build a price
increase strategy that accounts for your specific client relationships.
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e Ask the Al to design the specific tiered pricing structure for your business: exactly
what would be included at each tier, how each tier would be priced, and the

language for presenting each option.

e Include the outcomes you most commonly create for clients (with specifics) and
ask the Al to write the 'value presentation' language that frames your price as a
rational investment rather than an expense.

WHAT TO DO WITH THE OUTPUT

281. Raise your prices by 20% this week with all new clients. Most business owners
are significantly under-priced, and the best way to discover this is to raise prices
and track the conversion rate. If it does not change, you have been leaving
revenue on the table.

282. Build your three-tier pricing structure within 30 days. The single most impactful
revenue-per-transaction change most service businesses can make is introducing
a premium tier that 20-30% of clients select.

283. Review your last 10 closed deals and calculate whether you delivered 3x-10x
the value of what you charged. If the answer is yes, you are significantly
under-pricing and have a compelling case for a price increase.

284. Practice your pricing conversation out loud until you can present your price
without qualification, apology, or filler language. The moment you present a price
with hesitation, the client feels your hesitation and uses it as permission to

negotiate.

PRO TIP

The most reliable price increase mechanism for service businesses is the completion of a
highly visible, highly successful client engagement. The moment a client achieves a
remarkable result that you can point to as evidence, your leverage for both asking for a
testimonial and raising prices for new clients is at its highest. Build the habit of reviewing
your pricing after every major client win — because every remarkable result is evidence
that your current prices are too low.

PROMPT 72
The Partnership & Affiliate Program Builder

Build the partnership revenue engine that generates sales through other people's platforms

WHY THIS MATTERS
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Partnership revenue is the only type of revenue that scales without proportional
investment of your own time or marketing budget. When another business refers clients
to you, when an affiliate partner promotes your offer to their audience, when a strategic
collaborator introduces you to an already-warmed prospect, the economics of client
acquisition dramatically improve. Every client who arrives through a partner channel
costs less to acquire and often arrives more pre-sold than a cold lead, because they
come with the implicit endorsement of someone they already trust.

Most businesses treat partnerships opportunistically — they accept referrals when they
come in but never build the systems that would generate them consistently. The shift
from opportunistic to systematic partnership is the shift from hoping for referrals to
engineering them. It requires a clear partner program design, a recruitment strategy, an
enablement process that makes it easy for partners to promote effectively, and a
relationship management system that keeps the partnership active rather than dormant.

This prompt builds your complete partnership and affiliate program: the structure, the
compensation model, the enablement tools, and the management system that turns
your partner network into a reliable, scalable revenue channel.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a partnership program designer and affiliate marketing specialist
who helps service businesses build scalable, sustainable partner-driven
revenue channels. I run a [INDUSTRY] business. My core offer is [DESCRIBE
YOUR OFFER AT YOUR PRICE POINT].

My partnership context:

- Potential partner types: [E.G., complementary service providers,
content creators, industry influencers, communities]

- Any existing informal referral relationships: [DESCRIBE IF APPLICABLE]
- My ideal referred client: [DESCRIBE]

- Current thoughts on partnership compensation: [E.G., willing to pay

10-20% commission, prefer non-monetary, unsure]

Please build me a complete Partnership & Affiliate Program:

1. THE PROGRAM DESIGN:

- Partner type definitions: Strategic Partners (high-trust, selective),
Referral Partners (informal), Affiliate Partners (commission-based,
scalable)

- The compensation model for each type: commission percentage, flat fees,
reciprocal value, tiered incentives

- The program structure: terms, duration, exclusivity considerations,
intellectual property

- The eligibility criteria: who qualifies to be a partner and who does
not

2. THE PARTNER RECRUITMENT STRATEGY:

How to identify and prioritize potential partners
- The partner outreach sequence: from first contact to signed agreement

- The partnership pitch framework: what to offer, how to frame the mutual
benefit

- How to approach different partner types (peer colleagues, larger
companies, content creators)

3. THE PARTNER ENABLEMENT SYSTEM:

- The partner onboarding kit: everything a partner needs to promote you
effectively

- The referral script/brief: how to help partners describe what you do in
a way that resonates
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- The collateral library: what sales materials to give partners for their
use

- The tracking link and attribution system: how partners track the
referrals they send

4. THE PARTNER COMMUNICATION SYSTEM:

- The monthly partner newsletter: how to keep partners informed and
inspired to promote

- The partner recognition program: celebrating partners who generate
results

- The quarterly partner review: evaluating partnership performance and
deepening relationships

- How to maintain partner relationships during slow periods

5. THE PARTNER CONVERSION OPTIMIZATION:
- Why some referrals from partners convert and others do not

- How to create a 'warm introduction' protocol that maximizes referred
lead conversion

- The referred lead follow-up sequence: how to treat partner-referred
leads differently

- How to give partners visibility into the outcomes of their referrals
(while protecting client privacy)

6. THE AFFILIATE PROGRAM TECHNICAL SETUP:

- Recommended affiliate tracking platforms for service businesses
- Cookie and attribution window recommendations

- Payment processing for affiliate commissions

- The affiliate terms and conditions essentials

- How to prevent affiliate fraud and misrepresentation

Provide the partner program agreement template, onboarding kit structure,
and recruitment outreach scripts.

HOW TO CUSTOMIZE THIS PROMPT

e List your three ideal partner types with specific examples and ask the Al to build a
tailored outreach sequence and partnership pitch for each type — different
partner types need very different approaches.
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e Describe your economics (average client lifetime value, cost to serve) so the Al
can design a commission structure that incentivizes partners meaningfully while
remaining economically sustainable for your business.

e If you have had a partnership relationship that underperformed (a partner who
initially seemed enthusiastic but never actually sent anyone), describe what
happened so the Al can design the activation and enablement approach that
prevents that pattern.

e Ask the Al to write the complete 'Partner Kit' — the PDF or presentation you send
to every new partner that explains your program, your ideal client, how to describe
your services, and how to make referrals.

WHAT TO DO WITH THE OUTPUT

285. Identify your top five potential strategic partners this week and reach out to
each one for an exploratory conversation. Do not pitch the program immediately
— start by understanding whether there is mutual value before proposing a
structure.

286. Build your affiliate program infrastructure (tracking links, commission
management, legal terms) within 30 days. Even a simple manual tracking system
is sufficient to start — upgrade to software when volume justifies it.

287. Set a partnership revenue goal for the next 12 months as a percentage of total
revenue. When partnership revenue becomes a tracked business metric,
investment in partner recruitment and management naturally increases.

288. Create the Partner Onboarding Kit before recruiting your first partner. A
partner who joins an unprepared program will have a poor experience and may
actively harm your reputation with their audience. Prepare the infrastructure
before opening the doors.

PRO TIP

The fastest path to a high-performing partnership program is starting with one deeply
motivated, well-aligned partner and making their experience extraordinary before
recruiting broadly. A partner who gets results, is treated exceptionally well, and receives
genuine recognition becomes your most powerful recruiter for other partners. The
program that begins with 10 mediocre partners and no enablement infrastructure
produces nothing. The program that begins with one outstanding partner who is fully
equipped and actively celebrated becomes a template for an entire program.

PROMPT 73

The High-Ticket Sales Strategy System
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Build the sales process and mindset that closes premium offers confidently and consistently

WHY THIS MATTERS

High-ticket sales — consistently closing offers priced at $5,000, $10,000, $25,000, and
above — require a different approach than transactional sales. The psychological
dynamics are different, the trust requirements are higher, the decision timelines are
longer, and the buyer's internal process is more complex. A prospect considering a
$25,000 investment is not doing more due diligence than one considering a $250
purchase — they are doing a fundamentally different kind of evaluation, in which logical
justification matters less than emotional confidence and relational trust.

Most business owners who underperform with high-ticket offers do so not because their
offer is not worth the price but because they are applying transactional sales thinking to
a consultative sales context. They try to close too quickly, they focus on features rather
than outcomes, they tolerate ambiguity in the buyer's situation and goals, and they feel
apologetic about their price in ways that clients detect and respond to negatively.
High-ticket confidence is not arrogance — it is the grounded certainty of someone who
knows the transformation they deliver and is comfortable asking to be compensated for
it.

This prompt builds your complete high-ticket sales system: the mindset, the
conversation architecture, the objection handling frameworks specific to premium offers,
and the follow-up approach that closes high-consideration purchases consistently.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a high-ticket sales coach and premium service positioning expert
who has helped dozens of service business owners build consistent,
confident high-ticket sales systems. I sell [DESCRIBE YOUR HIGH-TICKET
OFFER] at [PRICE POINT] to [DESCRIBE YOUR IDEAL HIGH-TICKET CLIENT].

My high-ticket sales context:

- How prospects currently find me for this offer: [DESCRIBE THE CURRENT
ACQUISITION CHANNEL]

- My current high-ticket close rate: [ESTIMATE]
- The typical objections I hear at this price point: [LIST YOUR TOP 3-5]

- My biggest personal challenge with high-ticket sales: [E.G., presenting
the price, asking for the close, the long follow-up cycle, justifying the
investment]

- The types of high-ticket buyers I close most easily vs. most struggle
with: [DESCRIBE IF PATTERNS EXIST]

Please build me a complete High-Ticket Sales System:

1. THE HIGH-TICKET SALES MINDSET FRAMEWORK:

- The mindset shift from 'selling a service' to 'facilitating a
high-value decision'

- Why high-ticket buyers need you to be confident in your price (and how
to get there)

- The service orientation of high-ticket sales: why caring about fit
matters more than caring about the close

- How to overcome the personal discomfort of asking for $10,000+ with
confidence and grace

2. THE HIGH-TICKET QUALIFICATION SYSTEM:

- The elevated qualification criteria for high-ticket offers: beyond
budget, authority, need, and timeline

- The mindset qualification: identifying clients who are psychologically
ready to invest at this level

- The commitment indicators: signals that a prospect will follow through
on a premium investment

- The disqualification checklist: prospects who should not buy your
high-ticket offer and why

3. THE HIGH-TICKET DISCOVERY CONVERSATION:
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- How discovery conversations for high-ticket offers differ from standard
sales calls

- The depth-of-exploration standard: going further than average discovery
to truly understand the stakes

- The vision conversation: helping the prospect articulate what success
looks like in vivid, emotionally resonant terms

- The investment conversation: how to introduce the investment range
naturally before revealing the full price

4. THE HIGH-TICKET PROPOSAL AND PRESENTATION:

- How to present a premium offer so the price feels justified, not
shocking

- The 'transformation, not transaction' framing: selling the future
state, not the deliverables

- The premium proposal design: what makes a $25,000 proposal look and
feel like a $25,000 investment

- Payment and terms structure: how flexible payment options affect
conversion at high price points

5. THE HIGH-TICKET OBJECTION MASTERY:

Specific objection handling for high-ticket scenarios:

- 'That is a lot of money — I need to think about it'

- 'TI need to talk to my partner/board/accountant first'

- '"Can we start with something smaller and see how it goes?'
- '"I'm not sure if I can get the ROI to justify this'

- 'Your competitor charges half as much’

6. THE HIGH-TICKET FOLLOW-UP STRATEGY:

- Why high-ticket follow-up requires more patience and more value than
standard follow-up

- The nurture content strategy: what to send to prospects who are in high
consideration

- The 'decision facilitation' conversation: how to help a genuine buyer
make the decision without pressure

- The success story strategy: timing the delivery of specific case
studies to address specific hesitations

Write all scripts in a tone that is premium, confident, and genuinely

service-oriented.
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HOW TO CUSTOMIZE THIS PROMPT

e Describe your current high-ticket offer in complete detail and ask the Al to write
the transformation narrative — the compelling story of the before, the process,
and the after that makes the price feel like an obvious investment.

e Include your most recent high-ticket loss (the deal you expected to close that did
not) and ask for a post-mortem analysis and the specific script changes that
would have produced a different outcome.

e If you are transitioning from a lower price point to a higher one, describe your
current pricing and your target pricing and ask for the market positioning and
sales approach for the transition.

e Ask the Al to write the complete 'high-ticket offer presentation script' — the exact
words you use when presenting your premium offer in a live sales conversation,
from opening the topic to stating the investment.

WHAT TO DO WITH THE OUTPUT

289. Practice stating your price out loud, without qualification or apology, three
times before your next sales conversation. The act of hearing yourself say the
number without flinching is often the first step toward being able to say it in front
of a prospect without flinching.

290. Review the last five high-ticket conversations you have had and categorize
each by close outcome and identify the moment in each conversation where the
energy shifted. That shift point is your highest-priority skill development target.

291. Build your high-ticket case study library: identify three clients who achieved
genuinely remarkable results and invest time in writing their complete story in
vivid, specific detail. These cases are your most powerful closing tool at the
premium price point.

292. Set a minimum qualification standard for all high-ticket conversations: if a
prospect cannot meet these criteria, do not advance to the full sales conversation.
Time spent on unqualified high-ticket prospects is the most expensive time in a
sales process.

PRO TIP

The most powerful mindset shift in high-ticket sales is moving from 'l hope they say yes'
to 'l hope this is the right fit." When you are genuinely more concerned with fit than with
the close — when you are willing to walk away from a prospect who is not right even if
they want to buy — you communicate a level of selectivity and confidence that makes
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ideal prospects want to qualify for you rather than convince you to work with them.
Selective selling is the most powerful form of high-ticket positioning.

PROMPT 74

The Sales Metrics Dashboard Builder

Build the data visibility that lets you manage your sales organization by numbers, not intuition

WHY THIS MATTERS

You cannot manage what you cannot measure, and nowhere is this truer than in sales.
Without visibility into the right metrics, sales management becomes a reactive exercise
in individual deal conversations and gut-feel assessments of team performance. You
end up discovering problems at the end of the month when revenue is already behind,
rather than at the beginning when there is still time to act. The sales leader with a
well-designed metrics dashboard sees problems forming 30 to 60 days before they
become missed targets — and has the time to course-correct.

The challenge with sales metrics is that most dashboards track the wrong things.
Tracking revenue is essential, but revenue is a lagging indicator — it tells you what
happened, not what is about to happen. The metrics that allow proactive management
are the leading indicators: how many qualified conversations are happening, how many
proposals are being sent, what the average deal cycle looks like, and whether the
pipeline has enough volume to hit next month's target. Leading indicators give you the
steering wheel; lagging indicators only give you the rearview mirror.

This prompt builds your complete sales metrics dashboard: the right metrics at the right
frequency for your specific business model, the visual design that makes the data
actionable, and the review rhythm that turns data into management decisions.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a sales analytics specialist and revenue operations expert who
designs sales metrics dashboards for growing businesses. I run a
[INDUSTRY] business with a [DESCRIBE SALES TEAM: size, structure,
individual contributor vs. team]. My primary offer is [DESCRIBE YOUR
OFFER] at [PRICE POINT].

My metrics context:

- Revenue goal: [MONTHLY OR ANNUAL]

- Sales process stages: [LIST YOUR CURRENT STAGES]

- Current metrics tracked (if any): [LIST WHAT YOU CURRENTLY MEASURE]

- Current reporting frequency: [DAILY, WEEKLY, MONTHLY, OR RARELY]

- Available data sources: [CRM NAME, EMAIL TRACKING, ACCOUNTING SOFTWARE]

Please build me a complete Sales Metrics Dashboard System:

1. THE METRICS ARCHITECTURE:

Define the metrics for three dashboard levels:

Level 1 (CEO/Owner Daily Glance — 5 metrics):

What you check every morning to know if sales is on track

Level 2 (Weekly Sales Review — 15 metrics):

What the sales team reviews each week to manage performance

Level 3 (Monthly Sales Analysis — 30 metrics):

The complete picture for strategic decisions

For each metric: what it measures, how to calculate it, what a healthy
range looks like, and what action to take when it falls outside the
healthy range.

2. THE LEADING VS. LAGGING INDICATOR FRAMEWORK:
Categorize all metrics:
- Lagging indicators (results — revenue, close rates, deal sizes)

- Leading indicators (activities that predict future results — calls
made, demos scheduled, proposals sent)

- Coincident indicators (current pipeline health — pipeline value, stage
distribution, deal age)

How to use each category to manage sales on different time horizons.
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3. THE ACTIVITY METRICS STANDARD:
For each sales role in my organization, define:

- The minimum weekly activity standards (number of outreach contacts,
follow-ups, proposals, etc.)

- How to track activities without creating administrative burden

- How to use activity standards in performance management

4. THE CONVERSION RATE ANALYSIS:
Track conversion rates at every stage:

- Lead to qualified prospect

Qualified prospect to discovery call
- Discovery call to proposal
- Proposal to close

How to benchmark these rates, identify weak stages, and improve them
systematically.

5. THE DASHBOARD DESIGN:

- Tools for building the sales dashboard (options for different technical
comfort levels)

- The visual design principles: making data scannable and actionable at a
glance

- How to automate data collection from existing tools

- The dashboard review protocol: who looks at what, how often, and what
decisions it drives

6. THE PERFORMANCE REVIEW FRAMEWORK:

Using the dashboard:

- The weekly 1:1 performance review format (data-first coaching)
- The monthly team performance review

- The quarterly sales planning meeting

- How to use metrics to coach rather than judge

Provide the complete metric list, benchmark ranges, and the dashboard
design specification.

HOW TO CUSTOMIZE THIS PROMPT
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e List your current CRM and sales tools and ask the Al to design the metrics that
can be pulled automatically from those specific tools versus the ones that require
manual tracking.

e Share your current monthly revenue and your target and ask the Al to
reverse-engineer the activity metrics required to hit the target — how many
outreach contacts, calls, proposals per week are needed.

e If you have a sales team, describe each person's role and ask for a role-specific
activity standard dashboard so each person is measured against metrics relevant
to their function.

e Ask the Al to generate the actual dashboard design as a Google Sheets template
with headers, metric definitions, and conditional formatting formulas that
automatically color cells red, yellow, or green based on performance.

WHAT TO DO WITH THE OUTPUT

293. Build your Level 1 'Daily Glance' dashboard this week — just five metrics in a
simple spreadsheet or Google Data Studio view. A simple dashboard you actually
check every day is worth more than a sophisticated one you never look at.

294. Define your weekly activity standards and communicate them to your sales
team. When everyone knows the activity expectations, the daily and weekly
tracking becomes easy, and conversations about performance start from an
agreed baseline.

295. Implement the weekly sales review meeting using the Level 2 metrics. Start
every meeting by reviewing the numbers first — do not allow intuition and
anecdotes to substitute for data in any discussion of sales performance.

296. Calculate your stage conversion rates for the last 90 days. The stage with the
lowest conversion rate is your highest-leverage improvement target. Improving a
stage that converts at 20% to 30% has more revenue impact than improving a
stage already at 70% to 80%.

PRO TIP

The most common sales dashboard mistake is measuring the volume of activity rather
than the quality of activity. A salesperson who makes 50 calls a week to unqualified
prospects is not performing better than one who makes 20 calls to highly qualified ones
— they are just busier. The best sales metrics track activity quality alongside activity
volume: not just 'how many proposals sent' but 'how many proposals sent to qualified,
engaged prospects.’ Quality metrics are harder to collect but produce dramatically better
management insights.
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PROMPT 75

The Cold Outreach Strategy System

Build the cold outreach engine that starts conversations with your dream clients

WHY THIS MATTERS

Cold outreach — the proactive practice of reaching out to prospects who do not know
you yet — is one of the most scalable and most consistently underutilized client
acquisition strategies for service businesses. Most business owners are either not doing
it at all (dependent entirely on inbound and referrals) or doing it ineffectively
(spray-and-pray email blasts that produce minimal results and occasionally damage
reputation). The businesses that do cold outreach well generate a reliable stream of
conversations with exactly the right type of prospect, at exactly the right moment,
regardless of what the referral network produces in any given month.

Effective cold outreach is not about volume — it is about relevance and value. The cold
message that gets a response is the one that demonstrates genuine understanding of
the recipient's situation, offers something immediately useful or interesting, and asks for
something small (a conversation, an opinion, a connection) rather than immediately
requesting the sale. The businesses that excel at cold outreach understand that every
cold contact is the beginning of a relationship, not a transaction — and they design their
outreach accordingly.

This prompt builds your complete cold outreach system: the ideal prospect
identification, the messaging framework that generates responses, the multi-touch
sequence, the personalization at scale approach, and the systems that make this
process efficient and repeatable.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a cold outreach strategist and business development expert who
helps service businesses generate qualified conversations with ideal
prospects through systematic, value-first outreach. I run a [INDUSTRY]
business offering [DESCRIBE YOUR OFFER] to [DESCRIBE YOUR IDEAL CLIENT].

My cold outreach context:

- My ideal prospect for outreach: [DESCRIBE SPECIFIC ROLE, COMPANY SIZE,
INDUSTRY]

- Channels I am open to using: [E.G., LinkedIn, email, phone, direct
maill]

- Current cold outreach activity: [E.G., none, occasional email blasts,
some LinkedIn connection requests]

- Outreach goal: [E.G., 10 new qualified conversations per month, 3 new
clients per quarter]

- What I can offer as value in a cold interaction: [SPECIFIC INSIGHTS,
RESOURCES, PERSPECTIVES RELEVANT TO YOUR TARGET]

Please build me a complete Cold Outreach Strategy System:

1. THE IDEAL PROSPECT IDENTIFICATION SYSTEM:

- Criteria for the ideal cold outreach target (specific role, company
characteristics, behavioral signals)

- How to build a targeted prospect list (tools, sources, research
techniques)

- The prospect research framework: what to know before sending the first
message

- The 'trigger event' strategy: reaching out when a prospect has just
experienced a relevant change (promotion, company news, funding,
expansion)

2. THE MESSAGING FRAMEWORK:
The anatomy of an effective cold message:

- The subject line formulas that get opened (for email) or noticed (for
LinkedIn)

- The opening that demonstrates research without being creepy

- The value statement: what you offer that is immediately interesting or
useful

- The social proof element: credibility in 10 words or fewer

- The low-commitment ask: the specific, easy request that gets a response
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- The length standard: why shorter is almost always better for cold
outreach

3. THE MULTI-TOUCH SEQUENCE:

Design a complete 7-touch outreach sequence over 21 days:

Touch 1 (Day 1): Initial message (email or LinkedIn)

Touch 2 (Day 3): Follow-up with a different angle

Touch 3 (Day 5): Value-add — share a useful resource or insight
4

Touch (Day 8): Reference a recent piece of their content or company

news
Touch 5 (Day 12): Try a different channel or format

Touch 6 (Day 17): The breakup message (low-pressure final reach-out)
Touch 7 (Day 21): The strategic pause and future-state re-engage

For each touch: complete message template with subject line and full
body.

4. THE PERSONALIZATION AT SCALE SYSTEM:

- How to research and personalize 50-100 messages per week without
spending hours per prospect

- The research shortcut: the 3-minute prospect research process

- The personalization variable system: where to add individual detail,
where to use proven templates

- How to use AI tools to assist with personalization without losing the
human quality

5. THE RESPONSE HANDLING SYSTEM:

- How to respond to different types of replies (positive, negative,
maybe, out of office)

- The objection handling guide for cold outreach specific objections
- How to convert an interested reply into a booked meeting

- The response rate tracker: measuring and improving your outreach

effectiveness

6. THE COLD OUTREACH COMPLIANCE:

- CAN-SPAM and GDPR considerations for email outreach

- LinkedIn connection and InMail best practices and limits

- How to build a sender reputation that improves email deliverability

- The opt-out management system
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Provide complete message templates for the full sequence and
personalization research guide.

HOW TO CUSTOMIZE THIS PROMPT

e Describe your single most valuable insight or perspective for your ideal prospect
(something genuinely useful to them) and ask the Al to build the outreach
sequence around leading with that value rather than with your offer.

e Include a specific company type and role title you want to target and ask the Al to
write the complete seven-touch sequence for that exact prospect type —
personalized to their likely pain points and priorities.

e Share examples of cold messages you have sent that got responses and ones
that did not — the Al can analyze the patterns and build your future templates
based on what has already worked.

e Ask the Al to write the 'trigger event outreach' templates for the five most common
trigger events relevant to your target market (e.g., new funding, new leadership,
company expansion, recent award).

WHAT TO DO WITH THE OUTPUT

297. Build your first targeted prospect list of 50 people this week. Quality over
quantity is the cold outreach maxim — 50 highly qualified, well-researched
prospects will produce better results than 500 randomly selected ones.

298. Write and send your first batch of personalized outreach messages (10-15
people) using the sequence framework. The feedback you get in the first batch —
responses, ignores, objections — will improve every subsequent batch.

299. Track your response rates by message type and channel from day one. You
need enough data to optimize, and you cannot optimize what you do not
measure. Even a simple spreadsheet with 'sent, opened, replied, met' columns is
sufficient.

300. Set a weekly outreach cadence and put it in your calendar as a non-negotiable
appointment. Cold outreach only produces consistent results when done
consistently — sporadic outreach produces erratic results.
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PRO TIP

The most effective cold outreach today is not the most sophisticated — it is the most
human. A brief, clearly personal message that demonstrates one specific insight about
the recipient's situation, asks one specific relevant question, and commits to being
genuinely useful if the conversation progresses will consistently outperform any
automated, templated, or high-volume approach. The bar for human quality in cold
outreach is low because the majority of outreach is automated and obvious. Being
genuinely human in your approach is one of the most powerful differentiators available.

PROMPT 76

The Closing Technique Framework

Master the art of asking for the commitment and leading qualified prospects to confident
decisions

WHY THIS MATTERS

The close is the moment where all the work of marketing, qualification, discovery, and
proposal converges into a single question: will you commit to moving forward? For most
business owners and salespeople, this is the most uncomfortable moment in the entire
sales process. The fear of being pushy, the fear of rejection, and the absence of a clear,
confident framework for asking for the commitment leads to approaches that either rush
the prospect or perpetually delay the ask — both of which reduce conversion rates and
extend deal cycles unnecessarily.

Closing is not manipulation — it is service. A prospect who has shared their situation,
expressed their desire for a solution, and participated in a proposal conversation
deserves the courtesy of a clear, confident ask for their commitment. Leaving the
decision ambiguous — 'just let me know when you are ready' — does not respect the
prospect's time any more than it respects yours. The best closers are not the most
aggressive — they are the clearest. They make it easy for a ready buyer to say yes and
comfortable for an unready one to say not yet.

This prompt builds your complete closing framework: the timing signals that tell you
when to close, the closing language that generates decisions rather than delays, the
handling of last-minute hesitation, and the mental framework that makes asking for
commitment feel natural rather than threatening.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

Act as a closing psychology expert and sales conversion specialist who
helps business owners and salespeople confidently guide qualified
prospects to committed decisions. I sell [DESCRIBE YOUR OFFER] at [PRICE
POINT] .

My closing context:

- How I currently ask for the business: [DESCRIBE YOUR CURRENT CLOSE
APPROACH — e.g., I send a proposal and wait, I ask 'how does this
sound?', I struggle to ask at all]

- The most common outcome of my sales conversations: [E.G., 'I'll think
about it', 'let me get back to you', some close]

- My personal closing challenge: [BE HONEST — e.g., I feel pushy when I
ask, I wait too long, I don't know when to close, I give up after one no]

- Average deal decision timeline: [HOW LONG FROM PROPOSAL TO DECISION]

Please build me a complete Closing Framework:

1. THE CLOSING MINDSET:
- The reframe from 'asking for money' to 'facilitating a decision'

- Why qualified prospects want you to close them (and what happens when
you do not)

- The difference between a close and pressure: why confident asking is
respectful

- How to internalize confidence in your price and your offer

2. THE CLOSING READINESS SIGNALS:

- The 8 verbal and non-verbal signals that a prospect is ready to be
asked

- The 'temperature check' technique: how to assess readiness without
closing prematurely

- When to slow down and when to accelerate toward the close

- The decision timeline question: how to understand the prospect's
internal process

3. THE CLOSING TECHNIQUES LIBRARY:

Write complete scripts for 8 closing approaches:

A. The Assumptive Close: acting as if the decision has been made and
discussing next steps
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B. The Summary Close: recapping the problem, the solution, and the
investment before asking

C. The Alternative Close: offering two options, both of which represent
moving forward

D. The Urgency Close: creating legitimate urgency based on timing,
capacity, or opportunity

E. The Question Close: asking a question that leads the prospect to make
their own decision

F. The Test Close (mid-conversation): using a small commitment to gauge
readiness

G. The Takeaway Close: for qualified, confident prospects who respond to
selective availability

H. The Direct Close: simply and clearly asking for the business

For each: when to use it, the exact language, and how to handle the
response.

4. THE POST-CLOSE BUYER'S REMORSE PREVENTION:
- What to do immediately after a yes to reinforce the decision

- The confirmation communication that makes the buyer feel excited rather
than anxious

- The celebration moment: acknowledging and honoring the commitment they
just made

- How to prevent buyer's remorse from unraveling a closed deal

5. THE GRACEFUL HANDLING OF 'NOT YET':

- How to respond when a close does not land without damaging the
relationship

- The clarifying question: understanding specifically what would need to
change for them to say yes

- The re-engagement timeline: when and how to revisit the conversation

- When to accept a no gracefully and move on

6. THE CLOSING LANGUAGE LIBRARY:

A curated collection of closing sentences, transitions, and phrasings for
different contexts and personality types. Natural-sounding language for:

- Decisive personalities who want directness

Analytical personalities who need logic and data

- Relational personalities who need connection and trust

Risk-averse personalities who need reassurance
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Write all scripts in conversational, non-manipulative language.

HOW TO CUSTOMIZE THIS PROMPT

e Describe your most common 'close that almost happened' — the prospect who
seemed very close to yes but then went quiet or said they needed to think about it
— and ask for the specific close and follow-up approach for that exact scenario.

e Include your personality type and communication style so the Al can suggest the
closing approaches that feel most natural to you — forcing yourself to use a
closing style that conflicts with your personality produces awkwardness rather
than confidence.

e Ask the Al to write the 'closing role-play script' — a practice scenario where you
play the salesperson and a colleague plays the prospect — so you can practice
the closes before using them in real situations.

e Request a list of 20 natural, conversational 'closing question' variations so you
have a range of options and can choose the one that fits each specific
conversation context.

WHAT TO DO WITH THE OUTPUT

301. Choose two closing approaches from the library that feel most natural to your
personality and practice them out loud daily for the next two weeks. You need the
language to be automatic before it can be natural in a live conversation.

302. In your next five sales conversations, set a deliberate intention to ask for the
commitment explicitly rather than waiting for the prospect to volunteer it. Track the
result — most salespeople discover that direct asking produces more yeses than
they expected.

303. Review your last five deals that ended in 'I'll think about it' and analyze
whether they were lost due to genuine lack of readiness or due to unclear or
absent closing attempts. The distinction matters enormously for how you improve.

304. Add closing questions to your post-discovery and post-proposal conversation
scripts. Closing should not be a separate event that happens at the end of the
sales process — it should be woven throughout, with progressively stronger asks
as the prospect demonstrates increasing readiness.
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PRO TIP

The most powerful closing technique is almost never a technique — it is the confident
assumption that a qualified, informed prospect who has experienced a great sales
conversation will naturally want to proceed. When you conduct an excellent discovery,
deliver an insightful proposal, and genuinely believe in your offer's value, the close
becomes a natural conclusion rather than a dramatic confrontation. The sales
professionals who struggle most with closing are often those whose internal certainty
about the value of their offer is shaky. Building that certainty — through client results,
testimonials, and pricing confidence — is the most direct path to effortless closing.

PROMPT 77

The Recurring Revenue Model Builder

Design the subscription, retainer, or membership model that creates predictable monthly
revenue

WHY THIS MATTERS

Recurring revenue is the structural foundation that separates fragile businesses from
resilient ones. When a significant portion of your revenue is contracted and predictable
— arriving reliably each month regardless of how much new business you sell that
month — the business gains a stability and scalability that project-based or
transaction-based revenue simply cannot provide. Recurring revenue enables better
hiring decisions, more confident investment in growth, better financial planning, and
dramatically lower owner stress.

Most service businesses are capable of converting some or all of their core services to
a recurring model — but most never do because they have not designed the model
deliberately or developed the confidence to sell it. The shift from project-based to
recurring is not just a pricing change — it is a business model transformation that
affects how services are scoped, how clients are managed, how the team is structured,
and how the business is valued. Done well, it is one of the highest-ROI strategic moves
available to a growing service business.

This prompt builds your complete recurring revenue model: the service design, the
pricing architecture, the sales process for recurring agreements, the delivery system,
and the retention mechanisms that keep subscribers renewing month after month.
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Act as a recurring revenue strategist and subscription business model
designer who helps service businesses convert project-based revenue to
predictable, scalable recurring models. I run a [INDUSTRY] business
currently earning approximately [CURRENT ANNUAL REVENUE] primarily
through [DESCRIBE YOUR CURRENT REVENUE MODEL — project-based, hourly,
per-engagement] .

My recurring revenue context:
- Services I currently offer that could potentially be recurring: [LIST]

- Any existing recurring revenue (retainers, memberships): [DESCRIBE IF
APPLICABLE]

- My ideal recurring client profile: [DESCRIBE]

- My typical client engagement timeline: [HOW LONG DO CLIENTS TYPICALLY
WORK WITH YOU?]

- Primary barrier to recurring revenue in my mind: [E.G., I don't know
what to include, my services aren't predictable enough, clients only need
me for specific projects]

Please build me a complete Recurring Revenue Model:

1. THE RECURRING REVENUE ASSESSMENT:

- Which of my current services are best candidates for recurring
packaging and why

- The recurring revenue readiness checklist: what must be true about a
service to be effectively packaged as recurring

- The client lifetime value comparison: recurring vs. project-based for
my typical client

- The business value of recurring revenue: what it does for valuation,
hiring, and planning

2. THE RECURRING MODEL DESIGN:
Design the optimal recurring offering for my business:

- The value proposition: what clients get by committing to recurring vs.
project-based

- The scope definition: what is included, what is not, and how to handle
scope creep

- The tiered subscription options: entry, standard, and premium monthly

tiers with what each includes

- The usage or access model: how clients experience ongoing value each
month
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- The pricing model: monthly vs. quarterly vs. annual billing, and the
discount for longer commitments

3. THE RECURRING SALES PROCESS:
- How to position and sell recurring agreements vs. one-off projects

- The transition conversation for existing clients: how to move them from

project to retainer

- The new client recurring pitch: how to position the retainer as the
recommended starting point

- Overcoming the 'I only need this for one project' objection

4. THE RETENTION ARCHITECTURE:

- The monthly value delivery system: ensuring clients consistently feel
they are getting more than they pay for

- The renewal conversation: how and when to conduct it

- The engagement monitoring system: how to identify clients at risk of
canceling before they do

- The churn prevention protocol: what to do when a client signals they
are thinking about canceling

5. THE RECURRING REVENUE METRICS:

Monthly Recurring Revenue (MRR) and Annual Recurring Revenue (ARR)

Monthly churn rate and Net Revenue Retention

- Average Revenue Per Account (ARPA) and lifetime value

How to use these metrics to manage the recurring revenue business

6. THE RECURRING REVENUE LAUNCH PLAN:

- How to transition your business from project-based to recurring-first
in 90 days

- The founding member offer: how to launch your first recurring program
to existing clients

- The communication strategy for transitioning existing project
relationships to retainers
- The pipeline strategy: how to sell recurring to new clients from day

one

Provide the complete recurring model design, conversion scripts, and the
90-day launch plan.

HOW TO CUSTOMIZE THIS PROMPT
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e Describe your most commonly repeated service (what you do most often for most
clients) and ask the Al to design the recurring package around that specific
service — including exactly what it includes, how it is delivered, and how it is
priced.

e Include your current project sizes and durations so the Al can model the
economic comparison between your current project revenue per client and
potential recurring revenue per client.

e If you have clients who have been with you for multiple years on a project basis,
ask for the specific transition pitch to convert them to a retainer — the
conversation framework for proposing recurring with an existing client
relationship.

e Ask the Al to write the sales page or proposal section for your recurring offering
— the copy that explains why the retainer model is better for clients than
project-by-project engagements.

WHAT TO DO WITH THE OUTPUT

305. Design your first recurring offering this week. Even a simple monthly retainer
that includes your core service plus ongoing access and support is a starting
point. Launch it to your existing client base before building it out further.

306. Pilot the recurring model with two or three clients before building the full
infrastructure. Early clients will reveal what they value, what is missing, and what
needs to be adjusted — making the full program significantly better.

307. Convert your proposal template to lead with the retainer offering and present
project-based as the alternative rather than the default. When recurring is
presented first, it becomes the norm rather than the exception.

308. Build your MRR tracking from day one. The moment recurring revenue
becomes a visible, tracked metric, it creates organizational focus on both growing
it and protecting it.

PRO TIP

The most persuasive argument for the recurring model — for both the client and for
yourself — is the comparison of what clients get for the same annual investment. A client
who spends $60,000 on three separate projects gets three deliverables. A client who
pays $5,000 per month on a retainer gets ongoing access, continuous improvement,
faster response, proactive advice, and a partner who learns their business deeply over
time. When you reframe the recurring model as ‘a better way to get the same result’
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rather than 'committing to pay indefinitely," both the conversion and the retention story
become dramatically more compelling.

PROMPT 78

The Account Management Excellence System

Build the client management process that creates loyalty, expansion, and exceptional outcomes

WHY THIS MATTERS

In most service businesses, the quality of the client relationship after the sale
determines almost everything: renewal rates, upsell success, referral generation, and
the reputation that either powers or undermines future growth. Yet most businesses
invest disproportionately in the sales and onboarding phases and significantly
underinvest in the ongoing account management that determines whether clients stay
for years or leave after their first engagement. The business that is excellent at account
management is a fundamentally different business than the one that is merely excellent
at delivering what was promised.

Account management excellence is not about more check-ins or more reports — it is
about strategic client relationships. It is the practice of understanding each client's
broader context and goals, proactively identifying opportunities to help them achieve
more, communicating in a way that makes them feel genuinely partnered rather than
transactionally served, and intervening early enough when client health shows signs of
concern. These practices, systematized and consistently executed, transform clients
into long-term partners who stay, grow, and bring others.

This prompt builds your complete account management system: the client health
tracking, the strategic review process, the communication cadence, the expansion
identification, and the team practices that make account management a core
competency rather than an afterthought.
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Act as an account management strategist and client success expert who
helps service businesses build account management systems that maximize
client lifetime value and generate consistent referrals. I run a
[INDUSTRY] business with approximately [NUMBER] active clients.

My account management context:

- How clients are currently managed: [E.G., each client has a dedicated
account manager, the owner manages all clients, shared inbox]

- Average client lifetime (how long clients typically stay):
[MONTHS/YEARS]

- Current client satisfaction indicators: [E.G., informal feedback, NPS,

exit interviews, nothing formal]

- Current account management challenges: [E.G., clients go quiet between
deliverables, we miss expansion opportunities, clients feel like just a
contract]

Please build me a complete Account Management Excellence System:

1. THE CLIENT HEALTH SCORING SYSTEM:

- A 10-factor Client Health Score covering: engagement level, results
achievement, relationship quality, payment health, expansion potential,
communication responsiveness, advocacy level, strategic alignment,

competitive risk, renewal likelihood
- How to score each factor and calculate an overall health score

- The health categories and their corresponding management protocols:
Green (healthy), Yellow (at-risk), Red (critical)

- How to review and update scores monthly

2. THE ACCOUNT MANAGEMENT CADENCE:

Design the recurring touchpoints for each client tier:
High-Value Clients (top 20%):

- Monthly strategic review meeting

- Bi-weekly communication touchpoints

- Quarterly business review (QBR) agenda

- Annual partnership planning session

Standard Clients (middle 60%) :
- Quarterly strategic review

- Monthly communication touchpoint
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- Semi-annual relationship check-in

Maintenance Clients (bottom 20%) :

- Quarterly touchpoint

Annual review

3. THE QUARTERLY BUSINESS REVIEW (QBR) FRAMEWORK:

The OBR preparation checklist

- The meeting agenda: results review, strategic discussion, expansion

conversation, partnership evaluation
- How to present data in a way that demonstrates clear ROI for the client
- The QOBR follow-up protocol

- Complete QBR conversation scripts

4. THE PROACTIVE CLIENT COMMUNICATION:

- What to share with clients proactively (not just in response to
requests)

- The monthly value summary: how to show clients what you have done and
what it accomplished

- The 'I was thinking about your business' touchpoint: the proactive
message that creates loyalty

- How to communicate challenges and setbacks in a way that builds rather
than erodes trust

5. THE CLIENT EXPANSION INTEGRATION:

How to weave expansion conversations naturally into account management
- The expansion readiness indicators in the health score

- The QBR expansion agenda: how to identify and propose the next stage of
the relationship

6. THE ACCOUNT MANAGER DEVELOPMENT SYSTEM:
- The skills every account manager needs and how to develop them
- The account management performance metrics

- How to build account management as a career track rather than a default
assignment

Provide the health scorecard, QBR template, and the complete

communication cadence calendar.

HOW TO CUSTOMIZE THIS PROMPT
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e List your top 10 clients (by name or description) and ask the Al to apply the health
scoring framework to each based on what you know about each relationship —
the resulting analysis will reveal which clients need immediate attention.

e Describe your most important client relationship and ask for the customized
account management plan for that specific client — their health score, their ideal
cadence, their expansion opportunities, and the QBR agenda.

e [f you have recently lost a client, describe the relationship and the departure and
ask the Al to identify which health score factors would have flagged the risk and
what intervention might have changed the outcome.

e Ask the Al to write the first QBR agenda for your highest-value client — a
complete, ready-to-use meeting plan including pre-meeting preparation,
section-by-section agenda, and post-meeting follow-up protocol.

WHAT TO DO WITH THE OUTPUT

309. Score every active client using the health scorecard this week. The exercise
itself is valuable — it forces you to think honestly about the state of each
relationship and often reveals risks that were visible in retrospect but not being
consciously tracked.

310. Schedule QBRs with your top five clients in the next 30 days. The QBR is one
of the highest-ROI investments in client retention — clients who have QBRs
renew at dramatically higher rates than those who do not.

311. Implement the monthly value summary for all clients immediately. Most clients
dramatically underestimate the value you provide because you are not showing it
to them systematically. The monthly value summary corrects this invisibility.

312. Assign account health ownership to specific people in your organization —
every client should have one named person responsible for their health score and
the actions required to maintain or improve it.

PRO TIP

The most undervalued account management practice is the 'random positive touch' —
reaching out to a client with something genuinely valuable (an article, an insight, an
introduction, a resource) when there is absolutely nothing else going on in the
relationship. No agenda, no ask, no update. Just evidence that you were thinking about
them. This practice, done once per month for each major client, creates a level of
perceived care and investment that no structured QBR or formal review can replicate —
because it feels human rather than systematic.
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PROMPT 79

The Sales Onboarding Program Creator

Build the structured onboarding that gets new salespeople selling at full capacity faster

WHY THIS MATTERS

The cost of a long sales ramp is one of the most overlooked expenses in a growing
business. Every month a new salesperson spends finding their footing — learning the
product, figuring out the process, developing the skill, building their confidence — is a
month of revenue delayed and a month of salary invested with minimal return. The
average sales ramp time in service businesses without structured onboarding programs
is six to twelve months. With a well-designed program, this can be reduced to two to
four months — a savings that is immediately visible in revenue acceleration.

Sales onboarding is not just about product knowledge — that is the easy part. The hard
part is developing the judgment, the empathy, the conversational skill, and the process
discipline that makes a salesperson effective. These qualities develop through
deliberate practice, structured coaching, and carefully calibrated exposure to
progressively more challenging situations. Without structure, they develop randomly and
slowly. With structure, they develop predictably and quickly.

This prompt builds your complete sales onboarding program: the curriculum, the
milestone structure, the practice and certification frameworks, and the coaching
integration that turns a new sales hire into a contributing, confident team member in the
shortest possible time.
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Act as a sales enablement specialist and onboarding program designer who
helps growing businesses accelerate new salesperson ramp time through
structured, practical onboarding programs. I am building a sales
onboarding program for a [INDUSTRY] business. The role being onboarded is
[DESCRIBE THE SALES ROLE — account executive, business development rep,
inside sales, etc.] selling [DESCRIBE THE OFFER] at [PRICE POINT].

My onboarding context:

- Current onboarding approach: [E.G., shadowing existing reps, learning
by doing, watching recordings, nothing formal]

- Current average ramp time to full productivity: [MONTHS IF KNOWN]
- My target ramp time: [YOUR GOAL]

- Available training time per week during ramp: [HOURS DEDICATED TO
TRAINING]

- Sales team size and experience mix: [DESCRIBE WHO WOULD DO THE
TRAINING]

Please build me a complete Sales Onboarding Program:

1. THE RAMP MILESTONE FRAMEWORK:

Define clear milestones for a 90-day ramp period:

Month 1 Milestones:

- Complete product and service knowledge certification

- Understand ideal client profile deeply

- Shadow 15 sales calls and complete the shadow call debrief for each
- Pass the 'objection handling' role-play assessment

- Submit first independently completed call analysis

Month 2 Milestones:

- Independently handle 10 discovery calls with coaching debriefs
- Achieve first closed deal (even a small one)

- Demonstrate competency in each sales conversation stage

- Complete CRM and pipeline management certification

- Pass the 'proposal presentation' role-play assessment

Month 3 Milestones:

- Achieve 50% of full quota
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- Handle first complex objection scenario independently
- Manage a full pipeline of 20+ qualified opportunities
- Complete the complete sales cycle independently on two deals

- Pass comprehensive competency assessment

2. THE CURRICULUM DESIGN:

Week-by-week learning plan for the 90 days:

Week 1: Company, culture, and client immersion

Week 2: Product/service knowledge and value proposition mastery
Week 3: Sales process and tools training

Week 4: Discovery conversation skill development

Week 5-8: Guided selling (observer to co-seller to independent seller

progression)

Week 9-12: Full independence with coaching support

For each week: the learning activities, the practice exercises, the
assessments, and the coaching touchpoints.

3. THE CERTIFICATION SYSTEM:

Design role-play and knowledge certifications for:

- The product/service knowledge pitch

- The discovery call (must demonstrate all key competencies)

- The proposal walk-through

- The objection handling exercise (at least 5 common objections)
- The closing conversation

For each certification: the criteria for passing, who assesses, and what
happens if the new hire does not pass.

4. THE COACHING INTEGRATION:

Daily check-in structure during month 1

Weekly debrief format for call reviews

The bi-weekly manager 1:1 during ramp

How to calibrate the coaching touch as the new hire gains independence

5. THE RAMP ACCELERATION STRATEGIES:

- How to get a new hire in front of real prospects faster without risking
damage

- The 'low-stakes rep opportunity' design: how to structure early calls
for learning and small wins
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- Peer mentorship: how to pair new hires with top performers effectively

- The 'fail fast safely' environment: how to create learning from early
mistakes

6. THE 90-DAY PERFORMANCE REVIEW:
- The comprehensive competency assessment at day 90

- How to make the continue/exit decision at 90 days based on data rather
than intuition

- The transition from onboarding to full performance management

Provide the complete 90-day calendar, certification rubrics, and coaching
meeting templates.

HOW TO CUSTOMIZE THIS PROMPT

e Describe your top-performing salesperson and ask the Al to extract the specific
knowledge, skills, and habits that make them excellent — then build the
onboarding program to instill those exact qualities in new hires.

e Include the specific objections new hires struggle most to handle and ask for the
certification designed specifically around those objections — including the
role-play scenario and the passing criteria.

e If you are the primary salesperson and this onboarding is for your first sales hire
who will eventually replace you, describe your own sales process in detail and ask
for the knowledge transfer and codification approach.

e Ask the Al to generate the 'Day 1 Schedule' in complete detail — every activity,
meeting, resource, and learning objective for a new salesperson's very first day,
designed to create confidence, clarity, and excitement.

WHAT TO DO WITH THE OUTPUT

313. Build your 90-day onboarding plan before your next sales hire starts. The plan
should exist before the person arrives — not be created in their first week while
you are also trying to manage everything else.

314. Create the product/service certification assessment immediately. This is the
most foundational knowledge in any sales onboarding and should be
standardized — every salesperson should be able to pass the same assessment
before handling any live prospect.

315. Implement a daily 15-minute check-in during the first month for every new
sales hire. This touchpoint catches confusion before it becomes habit and allows
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the new hire to ask the questions they might otherwise be afraid to ask in a group
setting.

316. Document the outcomes of your first structured onboarding: time to first close,
90-day conversion rate, ramp satisfaction score (from the new hire). These
metrics tell you whether the program is working and where to invest in
improvements.

PRO TIP

The most underinvested area in most sales onboarding programs is the emotional and
psychological preparation for rejection. New salespeople who are not prepared for
rejection as a normal, expected part of the sales process quit at the first sign of consistent
difficulty. Building explicit 'rejection resilience' training into your onboarding — what to
expect, how to process it, and how to stay motivated through a streak of no's —
dramatically improves early retention and long-term performance. A salesperson who can
be rejected without personalizing it is ten times more valuable than one who cannot.

PROMPT 80

The Annual Revenue Planning System

Build the annual revenue plan that aligns every part of your business with your growth goals

WHY THIS MATTERS

The annual revenue plan is the master document that aligns your entire organization
around a common financial destination. It is the translation of your vision into numbers
— the specific targets that drive hiring decisions, marketing investment, sales strategy,
and operational capacity planning. Without a credible annual revenue plan, every
decision in the business is made in isolation: marketing spends without knowing
whether it is enough to generate the required pipeline, operations hires without knowing
whether revenue will support the headcount, and sales teams work without knowing
whether their individual quotas collectively add up to the company goal.

Most businesses set annual revenue targets somewhat arbitrarily — picking a number
that feels ambitious or defaulting to 'do 20% more than last year.' The result is a target
without a plan, an ambition without architecture. Great annual revenue planning works
backward from the target: how much revenue must come from existing clients, how

much from new clients, how much from new offers, and what investment in marketing,
sales, and operations is required to generate each source? This math reveals the true
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requirements of the target and whether it is genuinely achievable with the resources
being committed to it.

This prompt builds your complete annual revenue planning system: the target-setting
framework, the revenue source architecture, the required investment analysis, and the
quarterly planning integration that keeps the annual plan alive throughout the year.
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Act as a strategic revenue planner and business growth advisor who helps
growing businesses build annual revenue plans that are ambitious,
evidence-based, and fully integrated with operational planning. I run a
[INDUSTRY] business currently at approximately [CURRENT ANNUAL REVENUE ]
with [TEAM SIZE] employees.

My planning context:
- Revenue goal for the next 12 months: [TARGET]

- Current revenue breakdown: [E.G., 60% from retainers, 30% from
projects, 10% from products]

- Current client count: [NUMBER OF ACTIVE CLIENTS]
- Average client value per year: [APPROXIMATE]
- Key growth initiatives planned for the year: [LIST]

Please build me a complete Annual Revenue Planning System:

1. THE REVENUE TARGET FRAMEWORK:
- How to set a revenue target that is ambitious but grounded in evidence

- The growth rate analysis: what does your historical growth rate suggest
is achievable, and what would be required to accelerate it?

- The capacity-constrained ceiling: what is the maximum revenue your
current team can generate without additional investment?

- The investment-return model: what does each dollar of growth investment
need to return?

2. THE REVENUE SOURCE ARCHITECTURE:
Break down the [REVENUE TARGET] into specific sources:

- Existing client retention revenue: what percentage of current revenue
will renew?

- Existing client expansion revenue: what upsells and cross-sells are
realistic?

- New client revenue: how many new clients at what average value?
- New offer revenue: any new products or services launching this year?

For each source: the target, the strategy, the team responsible, and the
key assumptions.

3. THE GROWTH MATH:

Reverse-engineer the required inputs for each revenue source:
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- For new client revenue: how many qualified conversations, proposals,

and closed deals are required?

- For expansion revenue: how many expansion conversations with existing

clients?
- For retention revenue: what is required to maintain the renewal rate?

- The combined activity requirements: is this achievable with current
team capacity?

4. THE INVESTMENT PLAN:
- Marketing investment required to generate the new client pipeline

- Sales team investment (headcount, tools, training) required to close
the target

- Operations investment required to deliver at the target revenue level

- The ROI model: expected revenue return for each investment category

5. THE QUARTERLY MILESTONE PLANNING:

Break the annual plan into quarterly milestones:
- Q1 target and priorities

- Q2 target and priorities

- Q3 target and priorities

- Q4 target and priorities

The milestone review process: how to assess at the end of each quarter
and adjust for the next.

6. THE PLAN COMMUNICATION AND TRACKING:

- How to share the annual revenue plan with your team in a way that
creates shared ownership

- The monthly tracking ritual: how to compare actual vs. planned and
identify gaps early

- The mid-year review: how to formally reassess and adjust the plan at
the halfway point

- The year-end review: extracting the learning that improves next year's
planning

Provide the revenue model spreadsheet structure, quarterly milestone
template, and planning meeting agenda.

HOW TO CUSTOMIZE THIS PROMPT
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e Share your actual revenue from the past two years and the percentage from each
source and ask the Al to build the growth plan grounded in your actual
performance history rather than aspirational assumptions.

e Include your planned investments for the year (new hires, marketing budget,
tools) and ask the Al to model the expected revenue return from each investment
— and identify any investment gaps between what you are planning to spend and
what the target requires.

e Describe your biggest growth constraint (e.g., 'we can generate the leads but
can't close them fast enough' or 'we close well but our capacity is too limited') and
ask for the plan that addresses that specific constraint as the primary growth
lever.

e Ask the Al to build the complete revenue model as a Google Sheets template —
with formulas that calculate the required new clients, close rate, average deal
size, and pipeline volume automatically when you enter the revenue target.

WHAT TO DO WITH THE OUTPUT

317. Complete your annual revenue plan this week — even a first draft based on
estimates and assumptions. The act of committing numbers to paper forces clarity
about what it will actually take to hit your target, which is the beginning of
accountability.

318. Share the annual plan with your leadership team and discuss the assumptions
behind each revenue source. When every leader understands the plan and the
assumptions, they make better daily decisions that support the goal.

319. Build the quarterly milestone tracking spreadsheet and review it in your
monthly leadership meeting. Monthly review of progress against quarterly plan
allows you to act on gaps 60 days before the quarter ends rather than discovering
the miss after the fact.

320. Review the growth math outputs: are the required activities (conversations,
proposals, conversions) achievable with your current team and investment? If the
math does not work, either the target needs to adjust or the investment needs to
increase — but do not pretend that a target can be hit without the activities it
requires.
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PRO TIP

The most important conversation in annual revenue planning is the one about
assumptions, not the one about targets. Most plans fail not because the team was not
motivated enough to hit the target but because the assumptions underlying the plan were
incorrect — the close rate was overestimated, the pipeline conversion was miscalculated,
the capacity to deliver was underestimated. Spend 30% of your planning time explicitly
discussing and challenging your assumptions. The plan that survives scrutiny of its
assumptions is far more reliable than the plan that simply has an ambitious number at the
top.

SECTION 05

Client Experience & Retention Systems

Prompts 81—-100

Acquisition gets clients in the door. Experience keeps them for life. These 20 prompts
help you build the client journey systems that turn one-time buyers into long-term
partners, generate referrals naturally, and create the kind of results-and-relationships
combination that defines premium brands. Your best growth strategy is already inside
your client list.

PROMPT 81

The Client Onboarding Excellence System

Design a world-class onboarding experience that transforms new clients into loyal advocates
from day one

WHY THIS MATTERS

The first 30 days of a client relationship determine whether they stay for years or leave
after their first contract. Most businesses treat onboarding as a logistical checklist —
send the contract, collect payment, schedule a kickoff call. But world-class businesses
treat onboarding as the first chapter of a transformation story. They create an
experience so intentional, so warm, and so confidence-inspiring that clients immediately
feel they made the best decision of their business life.

Poor onboarding creates anxiety, second-guessing, and the dreaded buyer's remorse.
Clients who don't feel guided, informed, and celebrated in their first 30 days are already
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looking for the exit. Strong onboarding, on the other hand, reduces churn by up to 67%,
increases referrals, and sets the tone for every interaction that follows.

This prompt helps you build a complete onboarding system — from the moment
someone signs to 90 days in — that creates certainty, excitement, and deep trust. You'l
walk away with scripts, timelines, touchpoint frameworks, and surprise-and-delight
moments that make your clients feel like VIPs from the very first interaction.
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You are an expert client experience designer and business strategist
specializing in retention and onboarding systems for service-based
businesses. I need your help building a world-class client onboarding
system that creates an exceptional first impression and sets the
foundation for a long-term relationship.

Here is context about my business:

- Business type and services offered: [describe what you sell and
deliver]

- Average client engagement length: [e.g., 3 months, 1 year, ongoing

retainer]

- Current onboarding process (if any): [describe what happens now when
someone becomes a client]

- Primary pain points clients express in the first 30 days: [what

confuses, frustrates, or worries them?]

- Team members involved in delivery: [who touches the client
relationship?]

- Tools/platforms you currently use: [CRM, project management,

communication tools]

Please design a complete Client Onboarding Excellence System with the
following components:

1. PRE-ONBOARDING PHASE (Days -7 to 0: After signing, before kickoff)

- Welcome sequence: What should happen within the first 24 hours of
signing?

- Paperwork and logistics: What information, forms, and access do you
need to collect?

- Expectation-setting: What should clients know before the kickoff
call?

- Surprise-and-delight moment: One unexpected touch that creates

immediate wow

- Internal team preparation checklist: What does your team need to set
up before day 1°?

2. KICKOFF CALL FRAMEWORK (Day 1)
- Agenda template with timing for each section
- Opening ritual that creates energy and excitement

- Goal alignment exercise: How to crystallize their vision and success

metrics
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3. FIRST 30 DAYS TOUCHPOINT CALENDAR

4. DAYS 31-90 DEEPENING PHASE

- Relationship deepening activities

- First review or check-in structure

5. ONBOARDING WELCOME KIT

- What FAQs should be pre-answered?

6. INTERNAL ONBOARDING CHECKLIST

- Who owns each step?

7. ONBOARDING FEEDBACK SURVEY
- 5-7 questions to ask at the 30-day
- How to use the data to improve the

- What to do when a client gives low

Format your response with clear section
template language I can directly adapt.

- Roadmap reveal: How to walk them through what's coming
- Q&A framework: How to address concerns before they become objections

- Close: How to end the call with momentum and clarity

- Week 1: What communication and check-ins should happen?

- Week 2: What milestone or early win should you create for them?
- Week 3: What feedback loop should you open?

- Week 4: What celebration or recognition should occur?

- Proactive communication templates for each touchpoint

- How to transition from onboarding to ongoing service

- How to identify expansion or upsell opportunities naturally

- What physical or digital welcome materials should clients receive?

- What should be included in a client portal or resource folder?

- What "quick wins" can you give them in the first week?

- Step-by-step checklist for your team

What are the deadlines for each action?

- What does "done" look like for successful onboarding?

mark
process

satisfaction scores

headers, bullet points, and
Include specific scripts, email

templates, and talking points where relevant.
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HOW TO CUSTOMIZE THIS PROMPT

Replace [business type] with your specific industry and service model so the Al
can tailor the onboarding flow to your delivery style

Add your specific tools (e.g., HoneyBook, ClickUp, Slack, Notion) so the Al can
design the workflow around your existing tech stack

Specify your price point — higher-ticket clients need more white-glove
touchpoints; lower-ticket clients need more automation

Share any specific complaints clients have made in their first month so the Al can
address those pain points proactively

Include team size and structure so the Al can assign ownership to the right roles

WHAT TO DO WITH THE OUTPUT

321. Use the kickoff call agenda as a template in your calendar system — create a

recurring meeting template your team uses every time

322. Turn the 30-day touchpoint calendar into an automation sequence in your

CRM with pre-written email templates

323. Build the internal checklist into your project management tool as a new client

template that gets duplicated every time someone signs

324. Create the welcome kit as a Notion page or Google Drive folder that gets

shared with every new client

325. Schedule the 30-day feedback survey to go out automatically so you never

miss a chance to catch a problem early

326. Review onboarding feedback quarterly to identify patterns and upgrade your

process continuously

PRO TIP

Film a personalized 2-minute video for every new client within 24 hours of signing. Use a
tool like Loom. Say their name, reference something specific about their goals, and tell
them exactly what happens next. This one gesture creates more goodwill than any
automated email sequence ever will.

PROMPT 82

The Client Communication Cadence Builder

Create a proactive, consistent communication rhythm that keeps clients confident, informed,
and deeply satisfied
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WHY THIS MATTERS

Most client relationships don't end because of bad results — they end because of
silence. Clients who feel ignored, uninformed, or like they have to chase you for updates
will find someone else, even if the work is good. Communication is the invisible
infrastructure of trust. When it's strong, clients forgive delays, support price increases,
and refer their peers. When it's weak, even good results aren't enough.

The difference between a client who renews and one who disappears is almost always
the feeling of being seen, heard, and prioritized. A well-designed communication
cadence removes the anxiety clients feel when they don't know what's happening with
their investment. It creates a predictable rhythm that feels attentive without being
overwhelming.

This prompt helps you design a comprehensive communication system — every
touchpoint, every channel, every frequency — so that your clients always feel
connected, confident, and cared for throughout your entire working relationship.
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You are a client relationship strategist and communication systems
expert. I need your help designing a comprehensive Client Communication
Cadence — a complete rhythm of proactive touchpoints that keeps my
clients informed, engaged, and confident throughout our working
relationship.

Here is context about my business:
- Type of service or program I deliver: [describe your core offer]
- Typical client engagement length: [e.g., 3 months, 12 months, ongoing]

- Current communication approach: [what do you do now? reactive or
proactive?]

- Common client complaints about communication: [what do they say they

wish was different?]

- Team members who interact with clients: [who communicates with clients
and in what capacity?]

- Communication tools available: [email, Slack, Voxer, project management
portals, phone, etc.]

- Client sophistication level: [are they hands-on, or do they prefer to
be hands-off?]

Please design a complete Client Communication Cadence System with the
following components:

1. COMMUNICATION PHILOSOPHY STATEMENT
- Write a 3-4 sentence communication promise I can share with clients
- Define what "proactive communication" means in my business context

- Identify the 3 core feelings we want every communication to create

2. COMMUNICATION CHANNEL STRATEGY
- For each channel (email, phone, video, text, messaging app, portal):
* What type of communication belongs on this channel?
* What is the expected response time?
* What is off-limits on this channel?

- How to set channel expectations with clients at the start

3. WEEKLY/REGULAR TOUCHPOINT FRAMEWORK
- What regular check-in cadence is right for my service type?
- Template for a weekly or bi-weekly status update

- How to communicate progress without overwhelming with data
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- What to do when there's no news to share (keeping communication
alive)

4. MILESTONE COMMUNICATION TEMPLATES
- Project kickoff communication template
- Mid-point check-in template
- Completion/delivery communication template

- Renewal/continuation conversation framework

5. PROACTIVE PROBLEM COMMUNICATION

- How to communicate delays, setbacks, or unexpected changes

Script for delivering bad news while maintaining trust
- How to frame challenges as part of the process (not failure)

- Follow-up protocol after a difficult conversation

6. CELEBRATORY COMMUNICATION
- How to acknowledge client wins and milestones
- Templates for celebrating their progress
- How to share client success internally (builds culture + referrals)

- Recognition moments that create emotional connection

7. COMMUNICATION BOUNDARIES AND EXPECTATIONS DOCUMENT
- Draft a client communication agreement I can send at the start
- Office hours and response time commitments
- Escalation process if they can't reach their main contact

- What constitutes an emergency vs. standard request

8. MONTHLY COMMUNICATION AUDIT CHECKLIST
- How to review if communication has been consistent
- Early warning signs that a client feels disconnected
- How to re-engage a client who has gone quiet

- Metrics for measuring communication quality

Provide template language, scripts, and specific examples I can adapt
immediately for my business.

HOW TO CUSTOMIZE THIS PROMPT
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e Specify your industry — consulting, coaching, agency, and product businesses
each have very different communication norms and client expectations

e Include your team structure so the Al can clarify who owns which communication
and how to hand off without clients feeling lost

e Share the biggest communication breakdown you've had with a client so the Al
can specifically design around that failure point

e Add your timezone and working hours so the Al can build realistic response-time
commitments

e Mention if you have international clients — this affects channel selection, time
zone management, and language considerations

WHAT TO DO WITH THE OUTPUT

327. Turn the communication agreement into a one-page PDF that clients sign or
acknowledge at the start of every engagement

328. Build the milestone communication templates into your email platform as
saved templates so they're ready to use in one click

329. Create the weekly status update as a recurring task in your project
management tool so it never gets skipped

330. Add the monthly communication audit to your operations calendar as a
standing review — use it to spot at-risk clients before they leave

331. Share the communication philosophy statement on your website and in your
sales process — it becomes a differentiator

PRO TIP

Send a just thinking of you' message to one client per week that has nothing to do with
work. Reference something they mentioned in conversation — their kid's graduation, a
trip they were planning, a challenge they shared. This takes 60 seconds and creates a
depth of relationship that no amount of professional communication can manufacture.

PROMPT 83

The Service Delivery Excellence Framework

Systematize how you deliver your core service so every client gets a consistently exceptional
experience regardless of who delivers it

WHY THIS MATTERS
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The most dangerous phrase in a service business is 'it depends on who delivers it.'
When the quality of a client's experience varies based on which team member is
involved, which day it is, or how busy you are, you don't have a business — you have a
collection of individual performances. World-class service businesses engineer their
delivery so that the experience is consistently excellent, scalable, and brand-consistent
every single time.

Great delivery isn't just about the outcome — it's about the entire experience of
receiving your service. How clients feel during the delivery process is just as important
as what they receive at the end. The emotional journey matters. The clarity matters. The
feeling of being in expert hands matters. All of this can be intentionally designed.

This prompt helps you build a Service Delivery Excellence Framework — a complete
operating system for how your service gets delivered — so you can scale your team,
maintain quality, and create the kind of experience that generates testimonials, referrals,
and renewals without you having to personally ensure every client feels taken care of.
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You are an operations and client experience expert specializing in
service delivery systems for growing businesses. I need your help
designing a Service Delivery Excellence Framework that ensures every
client receives a consistently outstanding experience — regardless of
which team member delivers it or how many clients we're serving

simultaneously.

Here is context about my business:

- Core service or program: [describe exactly what you deliver]
- Delivery model: [1l:1, group, hybrid, productized, etc.]

- Team involved in delivery: [who does what?]

- Current quality control process: [how do you ensure consistency now, if
at all?]

- Most common delivery mistakes or inconsistencies: [where does quality
slip?]
- Client complaints about delivery: [what do they say?]

- Ideal client experience description: [what would a 10/10 delivery
experience look and feel like?]

Please design a complete Service Delivery Excellence Framework with the
following sections:

1. DELIVERY STANDARDS DOCUMENT
- Define what "excellent delivery" means in my specific context

- Create a Delivery Quality Rubric: what does 5-star delivery look
like at each stage?

- Non-negotiables: the minimum standards every client must experience

- Aspirational standards: the above-and-beyond touches that create
loyalty

2. DELIVERY PHASES AND MILESTONES
- Map out the complete delivery Jjourney from start to finish
- Define each phase with clear start/end criteria

- What deliverables does the client receive at each phase?

What approvals or check-ins happen between phases?

3. DELIVERY TEAM PROTOCOLS

- Role definitions: who is responsible for what aspect of delivery?
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- Handoff procedures: how do you transfer ownership without the client
feeling the seam?

- Internal communication standards during delivery

- Escalation process when a team member can't solve a problem

4. QUALITY CONTROL CHECKPOINTS
- Define 3-5 quality checkpoints throughout the delivery process
- What gets reviewed at each checkpoint?
- Who reviews it and against what standard?

- What happens when quality doesn't meet the standard?

5. CLIENT EXPERIENCE TOUCHPOINTS DURING DELIVERY
- What proactive communication happens throughout delivery?

- How do you create "progress moments" so clients feel momentum?

How do you manage expectations when timelines shift?

End-of-delivery summary: what do clients receive to mark completion?

6. DELIVERY PROBLEM PROTOCOLS
- How do you handle scope creep requests?
- What happens when delivery is delayed?
- Protocol for when a team member makes a mistake

- How to handle a client who is difficult to work with during delivery

7. DELIVERY SATISFACTION SYSTEM

- What feedback do you collect during delivery (not just at the end)?

How do you use real-time feedback to course-correct?
- Post-delivery debrief: what questions do you ask?

- How do you convert satisfaction into testimonials and referrals?

8. DELIVERY TRAINING FOR NEW TEAM MEMBERS
- What does a new team member need to know to deliver at standard?
- How do you certify or qualify a team member to deliver
independently?

- Ongoing training and calibration sessions

Provide specific templates, checklists, scripts, and rubrics I can
implement immediately.

HOW TO CUSTOMIZE THIS PROMPT
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e Describe your most complex delivery scenario so the Al can build protocols for
edge cases, not just ideal conditions

e Include your most successful client engagement — what made it excellent? — so
the Al can reverse-engineer the standard from your best work

e Add information about your current team size and skill level so training
recommendations are realistic and actionable

e Mention if delivery involves technology, tools, or platforms that have their own
learning curve

e Specify any compliance, confidentiality, or industry-specific standards that must
be built into the delivery process

WHAT TO DO WITH THE OUTPUT

332. Turn the Delivery Quality Rubric into a peer review tool your team uses after
each client engagement

333. Build the delivery phases into your project management system as a template
— duplicate it for each new client

334. Create the client experience touchpoints as an automated sequence in your
CRM so nothing falls through the cracks

335. Use the delivery training section to build a 30-day onboarding curriculum for
new team members

336. Schedule quarterly delivery reviews where your team audits 3-5 recent client
engagements against the standard rubric

PRO TIP

Record your best delivery experience as a case study — not for marketing (though it
works for that too), but as a training anchor. When onboarding new team members, show
them this example and say 'this is what great looks like here.' Having a concrete north
star is more powerful than any abstract standard document.

PROMPT 84
The Client Feedback & Satisfaction System

Build a systematic approach to collecting, analyzing, and acting on client feedback that drives
continuous improvement and retention

WHY THIS MATTERS

welloiledoperations.com | 337



Most businesses collect feedback too late, too rarely, or not at all. A single
end-of-engagement survey tells you what happened — it doesn't help you fix it while the
client is still yours. The businesses that consistently deliver exceptional client
experiences are obsessive about feedback loops. They treat every piece of client input
— positive or negative — as priceless operational intelligence.

There's another critical problem: collecting feedback and actually using it are two
completely different things. Businesses that survey clients but never act on the data
actually damage trust — clients feel heard but ignored, which is worse than never
asking at all. A great feedback system closes the loop, shows clients their voice
mattered, and creates visible improvements that deepen loyalty.

This prompt helps you build a complete feedback and satisfaction infrastructure — from
the right questions at the right moments, to the analysis framework, to the action
protocols that turn insights into improvements. It's a system that makes your clients feel
seen and makes your business smarter with every engagement.
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You are a client experience strategist and feedback systems expert. I
need your help building a comprehensive Client Feedback & Satisfaction
System — one that collects meaningful feedback at the right moments,
turns it into actionable insights, and demonstrates to clients that their
input drives real change.

Here is context about my business:
- Type of service and engagement model: [describe your core offer]
- Current feedback collection process: [what do you do now, if anything?]

- Response rates on current surveys (if applicable): [what percentage of
clients respond?]

- What you do with feedback today: [how is it processed and acted on?]

- Biggest blind spots you suspect you have: [what don't you know about
how clients really feel?]

- Client communication tools: [email, SMS, portal, etc.]

Please design a complete Client Feedback & Satisfaction System with the
following components:

1. FEEDBACK PHILOSOPHY & STRATEGY

- Define the purpose of your feedback system (beyond "collecting
data")

- How to communicate to clients that their feedback drives change
- Creating a feedback culture where clients feel safe being honest

- The difference between satisfaction surveys and insight interviews

2. MULTI-TOUCHPOINT FEEDBACK CALENDAR
- 30-day pulse survey: questions and format
- Mid-engagement check-in: questions and format
- Post-delivery satisfaction survey: questions and format
- Annual relationship review: structure and discussion guide

- For each touchpoint: exact questions, delivery channel, and ideal
timing

3. NPS (NET PROMOTER SCORE) IMPLEMENTATION
- How to implement NPS correctly in a service business
- When to ask the NPS question and how to word it

- How to segment responses (Promoters, Passives, Detractors)
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- Follow-up protocols for each segment

- How to use NPS trends for business decisions

4. QUALITATIVE FEEDBACK FRAMEWORK

- The 5 most powerful open-ended questions to understand client

experience
- How to run a feedback interview (not just send a survey)
- How to listen for what clients aren't saying directly

- How to document and categorize qualitative insights

5. FEEDBACK ANALYSIS SYSTEM
- How to categorize feedback: what themes to look for

- A simple scoring and tracking approach (even without expensive
tools)

- How to identify systemic issues vs. one-off incidents

- Quarterly feedback review process: what questions to ask of your
data

6. CLOSING THE LOOP PROTOCOLS

- How to respond to positive feedback (turn into testimonials,
referrals)

- How to respond to negative or critical feedback (retain and repair)
- How to communicate improvements you've made based on feedback

- The "You Said, We Did" communication template

7. AT-RISK CLIENT IDENTIFICATION
- Warning signs in feedback data that signal a client may leave
- Early intervention protocols when satisfaction drops
- How to turn a dissatisfied client into a loyal advocate

- When to involve senior leadership vs. handle at the account level

8. FEEDBACK-TO-IMPROVEMENT PIPELINE
- How feedback flows from collection to business decision
- Who reviews feedback and at what cadence?
- How to prioritize which issues to fix first

- How to track improvements made as a result of feedback

Provide specific survey templates, question examples, response scripts,
and analysis frameworks I can use immediately.
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HOW TO CUSTOMIZE THIS PROMPT

e Specify your client volume — 10 clients needs a very different system than 500,
and the Al will calibrate accordingly

e Share your most painful feedback experience (a client who left without warning, or
gave scathing feedback) so the Al can build prevention into the system

e Add your industry so the Al can suggest benchmark NPS scores and realistic
satisfaction expectations

e Include your tech stack so the Al recommends feedback tools that integrate with
what you already use

e Mention if you have a team member dedicated to client success — if so, the Al
can build a more robust protocol since there's a human to act on it

WHAT TO DO WITH THE OUTPUT

337. Set up your 30-day pulse survey as an automated trigger in your CRM that
fires exactly 30 days after each new client onboards

338. Build the feedback analysis template as a spreadsheet and review it in your
monthly leadership meeting

339. Create a '"You Said, We Did' section in your monthly client newsletter to
demonstrate responsiveness to feedback

340. Tag all testimonials and positive feedback in a master document — this
becomes your marketing asset library

341. Assign one team member as the 'Feedback Owner' who is responsible for
reviewing, categorizing, and routing all client input monthly

PRO TIP

The most powerful feedback question you'll ever ask is this: 'What's one thing we could
do differently that would make your experience even better?' Not 'what's wrong' — that's
defensive. Not 'what do you love' — that's validation-seeking. 'What would make it better'
is forward-facing, non-threatening, and consistently surfaces gold.

PROMPT 85

The Client Success Playbook Creator

Build a proactive client success program that guides clients to achieve their goals, strengthening
loyalty and driving powerful outcomes
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WHY THIS MATTERS

There's a crucial difference between client satisfaction and client success. Satisfied
clients liked working with you. Successful clients achieved what they came for — and
they know you helped them get there. The businesses with the highest retention rates
are obsessed with outcomes, not just experiences. They don't wait for clients to figure
out how to use what they've delivered. They proactively guide, coach, and remove
obstacles until real results materialize.

Client success is also your greatest retention and referral engine. A client who achieved
their goal with your help becomes a walking testimonial. They renew. They upgrade.
They refer their network. They defend you when someone criticizes you. Client success
converts a transactional relationship into a transformational one — and transformational
relationships are sticky.

This prompt helps you build a structured Client Success Playbook — a proactive system
for ensuring every client has the guidance, resources, and support they need to achieve
the outcomes they paid for. This is the difference between delivering a service and
delivering a transformation.
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You are a client success strategist with deep expertise in outcome-based
service delivery and retention systems. I need your help creating a
comprehensive Client Success Playbook — a structured system for
proactively guiding clients to achieve their desired outcomes, not just
consume my service.

Here is context about my business:

- Core service and what transformation/outcome clients expect: [describe
the promised result]

- Typical timeline from start to outcome: [how long does success take?]

- Most common reasons clients don't achieve their desired result: [what
gets in their way?]

- Current role in guiding clients to success: [are you reactive or
proactive today?]

- Client success resources currently available: [what support, content,
or coaching do you offer?]

- Client retention rate and what you know about why clients leave: [share
your datal]

Please design a complete Client Success Playbook with the following
sections:

1. SUCCESS DEFINITION FRAMEWORK
- How to co-create a Success Plan with each client at the start
- Template for a Client Success Contract or Agreement

- How to define leading indicators (behaviors) vs. lagging indicators
(results)

- How to set ambitious but realistic milestones

- Success Scorecard template: what gets measured monthly

2. PROACTIVE SUCCESS INTERVENTIONS
- Monthly success review structure and agenda
- How to identify when a client is falling behind before they know it
- Intervention scripts for reaching out proactively
- How to re-energize a client who has lost momentum

- "Success Nudge" templates — short encouragements and prompts

3. OBSTACLE REMOVAL PROTOCOL

- The most common obstacles to client success in your service area

velloiledoperations.com | 343




- How to conduct an "Obstacle Audit" with a struggling client

- Resource escalation: what to do when you've tried everything

When and how to bring in additional support or expertise

- How to frame obstacles as part of the journey (not failure)

4. SUCCESS MILESTONE CELEBRATIONS
- Define the key milestones in your client's success journey

- Celebration protocols for each milestone (internal and with client)

How to capture and document success in real time

- Using milestone moments to naturally request testimonials and
referrals

5. SUCCESS RESOURCES LIBRARY
- What educational content should every client have access to?
- How to organize resources so clients can self-serve when needed
- Recommended resource touchpoints throughout the engagement

- How to create "next step" guides that reduce dependency on you

6. CLIENT SUCCESS METRICS AND REPORTING
- Key metrics to track for every client
- Monthly success report template for client-facing communication

- Internal dashboard: what does your team monitor?

How to use success data in renewal conversations

7. SUCCESS-BASED RENEWAL CONVERSATIONS

- How to use documented success to justify renewal

The Success Review conversation framework
- How to connect past success to future opportunity

- Overcoming "we got what we needed" objections with success data

8. SCALING CLIENT SUCCESS
- How to maintain success focus as you grow your client base
- When to hire a dedicated Client Success Manager
- Technology and tools for automating success check-ins

- Building a client success culture across your whole team

Provide specific templates, conversation scripts, milestone frameworks,
and measurement tools I can implement immediately.
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HOW TO CUSTOMIZE THIS PROMPT

e Be specific about the outcome clients hire you for — 'more revenue' is too vague;
'30% revenue growth within 6 months' gives the Al something to build success
milestones around

e Share what percentage of your clients actually achieve the full promised outcome
— this helps the Al calibrate how much intervention is needed

e Include your most successful client story — the Al can reverse-engineer the
conditions that created that success and build them into the playbook

e Mention if clients have internal resources or teams — success protocols look
different when you're working with a solopreneur vs. a 50-person company

e Add any industry benchmarks or standards that define success in your field

WHAT TO DO WITH THE OUTPUT

342. Create the Success Scorecard as a shared document clients can access and
update monthly — make it a living artifact of their progress

343. Build the monthly success review into your calendar as a recurring
appointment for every active client

344. Turn the Success Resources Library into a client portal page — a single URL
clients bookmark for all their reference needs

345. Use the success metrics from this playbook in your sales process to show
prospects exactly how you'll measure and prove results

346. Build the renewal conversation framework into your 60-day pre-renewal
checklist so you're never caught off-guard by a client who's thinking of leaving

PRO TIP

Create a 'Hall of Fame' — a private document or page where you track every client win,
organized by outcome category. Review it before every renewal conversation and every
sales call. Nothing closes a renewal or a new client faster than a specific, proven story of
someone who achieved exactly what your prospect is hoping for.

PROMPT 86

The Renewal & Retention Strategy System

Build a proactive renewal machine that converts satisfied clients into multi-year partnerships
and prevents quiet churn before it happens

WHY THIS MATTERS
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Most businesses treat renewals as a moment — a conversation that happens near the
end of a contract. The most successful businesses treat renewal as a 365-day process.
Every interaction, every result, every touchpoint either builds toward or erodes the
likelihood of a client saying yes again. By the time renewal comes up, the decision has
already been made — the conversation just makes it official.

The economics of retention are staggering. Acquiring a new client costs 5—-7x more than
retaining an existing one. A 5% increase in retention can increase profits by 25-95%.
And the average service business loses 10-30% of its client base each year, often
without understanding why. Most of that churn is preventable — not because clients are
unhappy, but because no one ever asked them to stay.

This prompt helps you build a complete Renewal & Retention Strategy — from the
proactive culture you create throughout the year to the specific conversations, offers,
and systems that make 'yes' the easy and obvious answer when renewal time comes.
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You are a client retention expert and revenue strategist specializing in
service-based businesses. I need your help building a comprehensive
Renewal & Retention Strategy System — a complete approach to converting
clients into long-term partners and dramatically reducing preventable
churn.

Here is context about my business:

- Service type and typical contract length: [describe your engagement
model]

- Current renewal rate: [what percentage of clients renew?]

- Current renewal process: [what do you do today when a contract
approaches its end?]

- Primary reasons clients don't renew (if known): [price, results,
service quality, moved on, budget, etc.]

- Lead time before renewal when you typically have conversations:
[days/weeks before contract ends]

- Revenue impact of improving retention by 10%: [calculate or estimate
this]

Please design a complete Renewal & Retention Strategy System with the
following sections:

1. THE RENEWAL MINDSET SHIFT

- Reframe renewal from "end of contract" to "ongoing value
conversation"

- How to discuss renewal naturally throughout the engagement, not just
at the end

- Building a renewal-oriented culture within your delivery team

- How to create psychological anchoring to continued partnership

2. THE 90-DAY PRE-RENEWAL RUNWAY
- 90 days out: What should you be doing to set up the renewal?
- 60 days out: What conversations should happen?
- 30 days out: What formal renewal proposal should you prepare?
- 14 days out: What final decision support do you provide?

- Templates and scripts for each stage

3. THE RENEWAL VALUE PRESENTATION
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- How to document and present the value delivered during the
engagement

- ROI summary template: quantifying results in their language
- Storytelling framework: making the impact feel real and visceral
- How to connect past results to future opportunity

- The "what's next" vision: how to present where they could go with
more time

4. RENEWAL OFFER ARCHITECTURE
- How to structure renewal offers (same, expanded, upgraded)

- Early renewal incentives that reward loyalty without devaluing your
work

- Multi-year contract strategy: when and how to offer it
- Bundling and packaging options for renewal clients

- Handling price increases at renewal time

5. RETENTION THROUGHOUT THE YEAR
- Quarterly business reviews: structure and purpose
- Surprise-and-delight moments that build emotional connection
- Exclusive benefits for ongoing clients

- How to make clients feel different/better than prospects

6. OBJECTION HANDLING FOR RENEWAL
- "We got what we needed" — how to respond
- "It's not in the budget right now" — how to navigate
- "We want to try something different" — how to respond
- "We're not seeing enough ROI" — how to address

- "We need to bring someone internal”™ — how to handle

7. AT-RISK CLIENT RECOVERY
- Early warning signals that a client is at risk
- Intervention process at 60, 30, and 14 days of risk signals
- Recovery conversation framework

- "Win back" strategy for clients who declined to renew

8. RETENTION METRICS AND REPORTING
- Key retention KPIs to track monthly

- Cohort analysis: how to track retention by client type, offer, or
time period
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- Monthly retention dashboard template

- How to use retention data to improve acquisition targeting

Provide specific scripts, email templates, presentation frameworks, and
tactical calendars I can use immediately.

HOW TO CUSTOMIZE THIS PROMPT

e Include your specific contract terms — monthly retainers, annual contracts, and
project-based work all need different renewal strategies

e Share your price points — the conversation and incentive structure for a $2,000
retainer looks very different than a $50,000 annual engagement

e Add any data you have on why clients leave — even anecdotal exit feedback
helps the Al design smarter retention interventions

e Mention any competitive dynamics in your market — if clients are being poached
by competitors, the Al can address that specifically

e Include your team structure — if someone other than you handles renewals, the
Al can build a team-executable system rather than owner-dependent one

WHAT TO DO WITH THE OUTPUT

347. Build the 90-day pre-renewal runway into your CRM as an automated task
sequence that triggers 90 days before each contract end date

348. Create the ROl summary template as a reusable document format your team
fills in for every client — pull it out at the 90-day mark

349. Train your team on the objection handling scripts — role-play renewal
conversations quarterly so the scripts feel natural

350. Add retention KPIs to your monthly leadership dashboard and review them
with the same intensity you review acquisition metrics

351. Schedule Quarterly Business Reviews in the calendar at the start of every new
engagement — don't wait until you need them

PRO TIP

The single most powerful retention tool is a documented 'What's Possible' conversation
held 90 days before renewal. Don't talk about what you've done — talk about where they
could be in 12 more months. Clients renew for future possibility, not past performance.
Paint the picture of what becomes available with continued partnership and make it so
compelling that not renewing feels like a step backward.
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PROMPT 87

The Client Problem Resolution Framework

Design a systematic approach to resolving client complaints and service failures that turns
problems into trust-deepening moments

WHY THIS MATTERS

How you handle problems reveals more about your business than how you handle
perfection. Every service failure is a moment of truth — a test of your values, your
responsiveness, and your commitment to the client's success. Businesses that handle
problems poorly lose clients and get reviewed publicly. Businesses that handle
problems brilliantly often create their most loyal advocates. The client who had a
problem that got resolved beautifully is often more loyal than one who never
experienced a problem at all.

The challenge is that most businesses don't have a protocol for problems. When

something goes wrong, the response is reactive, inconsistent, and emotionally charged.
One team member apologizes profusely and gives away services. Another defends the
company and escalates the client's frustration. Without a framework, problem resolution
depends entirely on who happens to be in the conversation — and that's not a strategy.

This prompt helps you design a complete Problem Resolution Framework — the
protocols, scripts, escalation paths, and service recovery strategies that turn your worst
moments into your finest ones.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

You are a client experience strategist and service recovery expert. I
need your help designing a comprehensive Client Problem Resolution
Framework — a systematic, empathetic approach to handling client
complaints, service failures, and difficult situations that protects the
relationship and deepens trust.

Here is context about my business:
- Type of service and delivery model: [describe what you offer]

- Most common client complaints or problems: [what goes wrong most
often?]

- Current complaint-handling process: [what happens now when a client has
a problem?]

- Most serious client problem you've faced and how it was resolved:
[share the story]

- Team members who interact with unhappy clients: [who handles these
situations?]

- Authority levels for resolution (who can authorize what): [discounts,
refunds, service extensions, etc.]

Please design a complete Client Problem Resolution Framework with the
following sections:

1. PROBLEM CLASSIFICATION SYSTEM

- Level 1: Minor frustrations (what they look like, appropriate
response time)

- Level 2: Significant concerns (definition, escalation criteria)

Level 3: Critical failures (definition, immediate response protocol)

How to quickly assess which level a problem falls into

- Authority matrix: who can resolve what at each level

2. IMMEDIATE RESPONSE PROTOCOL
- The first 60 minutes after a complaint: what must happen?
- Acknowledgment script: how to respond before you have answers

- Internal triage: how to assess the situation and brief your team

What NOT to do in the first response (common mistakes that escalate)

Email/message template for immediate acknowledgment

3. THE RESOLUTION CONVERSATION FRAMEWORK

- Opening: How to create psychological safety for the client
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- Listening: How to let them fully express the problem without

interruption
- Acknowledgment: How to validate their experience without admitting
liability
- Investigation: How to gather information without seeming defensive
- Solution proposal: How to present resolution options
- Agreement: How to confirm the path forward

- Complete script for each stage of this conversation

4. SERVICE RECOVERY OPTIONS MENU

- For each problem type, what resolution options are appropriate?

Proportional recovery: how to match the response to the severity

Going beyond expectation: when to offer more than required

- What's off the table: resolutions that cost too much or set bad
precedents

- Template for presenting resolution options to clients

5. INTERNAL POST-MORTEM PROCESS
- How to conduct a problem review without blame
- Root cause analysis framework (5 Whys for client problems)
- How to determine if this is a systemic issue or a one-time incident
- Process improvement protocol: how problems get converted to SOPs

- Documentation format for problem history

6. RELATIONSHIP REPAIR AFTER RESOLUTION
- How to follow up after a resolution to confirm satisfaction
- The 30-day check-in after a significant problem

- How to rebuild trust over time

Converting a recovered client into an advocate

- When to offer a goodwill gesture and what form it should take

7. DIFFICULT CLIENT TYPES AND PROTOCOLS

- The chronic complainer: how to set limits while maintaining

professionalism

- The aggressive/hostile client: de-escalation techniques and scripts

- The silent dissatisfied client: how to surface problems they won't
voice

- The publicly complaining client (social media, reviews): response
protocol
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- When to end a client relationship and how to do it gracefully

8. PREVENTION PROTOCOLS
- Early warning signs a problem is brewing
- Proactive communication that prevents problems from escalating
- How to build a "problem-immune" delivery process

- Client expectation management from day one

Provide complete scripts, templates, and decision trees I can use to
train my team.

HOW TO CUSTOMIZE THIS PROMPT

e Share your 2-3 most painful client problems from the past year — the Al will
specifically design protocols around the types of issues you actually face

e Specify what resolution authority each team level has — this prevents team
members from either over-promising or under-delivering during a crisis

e Include your refund policy so the Al can build resolution options that are
consistent with your existing terms

e Mention if you've ever lost a client because of how a problem was handled — this
anchors the design in real consequence

e Add your communication channels so the Al can create channel-specific response
protocols (handling Twitter complaints is different from email)

WHAT TO DO WITH THE OUTPUT

352. Post the Problem Classification System and Authority Matrix in your team wiki
— every team member should know it by heart

353. Role-play the Resolution Conversation Framework with your team quarterly —
use real past examples as scenarios

354. Create a Problem Log in your operations system to track every complaint, its
classification, resolution, and outcome

355. Add the 30-day post-resolution check-in as an automated calendar task every
time a significant problem is resolved

356. Review your Problem Log monthly in your leadership meeting — look for
patterns that indicate systemic issues
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PRO TIP

The most transformative phrase in a problem resolution conversation is: 'l want to
understand your experience — can you help me see this from your perspective?' It's not
defensive, not apologetic to a fault, and not dismissive. It signals that you're genuinely
curious, not just trying to make the problem go away. Clients who feel truly heard are 3x
more likely to stay than clients who simply get a discount.

PROMPT 88

The Premium Client Experience Design

Engineer a luxury-level client experience that justifies premium pricing, generates powerful
referrals, and creates clients who never want to leave

WHY THIS MATTERS

Premium pricing isn't just about delivering more — it's about making clients feel
differently. The clients who pay your highest prices aren't just buying results; they're
buying the experience of being prioritized, understood, and cared for at a level they
can't find anywhere else. When the experience matches the price, you don't compete on
cost — you compete on feeling. And that's a competition you can win every time.

The businesses that command the highest prices in their market aren't always delivering
better outcomes — they're delivering better experiences. They've engineered every
touchpoint to signal exclusivity, care, and craft. From how they answer the phone to how
they package deliverables to how they celebrate client wins, every detail is intentional.
The result: clients who feel like members of something special, not buyers of something
generic.

This prompt helps you design a Premium Client Experience — a complete, curated
journey that justifies top-tier pricing, creates word-of-mouth referrals among high-value
networks, and makes your clients genuinely proud to work with you.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

You are a luxury brand strategist and premium client experience designer.
I need your help engineering a Premium Client Experience — a complete,
intentionally designed journey that creates a feeling of exclusivity,
care, and exceptional value that fully justifies top-tier pricing.

Here is context about my business:

- Service type and price point: [describe what you offer and at what
investment level]

- Target client profile: [describe your ideal premium client — their
sophistication, expectations, and values]

- Current experience description: [what does a client experience working
with you today?]

- What premium means in your market: [what do the best in your industry
do?]

- Gaps between your current experience and a premium experience: [where
do you fall short?]

- Budget available for experience enhancements: [rough range for physical
gifts, tools, etc.]

Please design a complete Premium Client Experience with the following
components:

1. PREMIUM EXPERIENCE PHILOSOPHY

- Define what "premium" means specifically in your context

The 3 core emotional states you want clients to feel at all times

How to communicate premium without being ostentatious

- The language, tone, and style that signals excellence at every
touchpoint

2. SENSORY EXPERIENCE DESIGN

- Visual: What does every client-facing touchpoint look like?
(Documents, emails, packaging, digital environments)

- Written: What language style, vocabulary, and tone signals premium?

- Physical: What materials, packaging, or gifts create a tactile
premium experience?

- Digital: What does your client portal, dashboard, or digital
environment communicate?

- Design a brand experience guide for every client-facing touchpoint
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3. PREMIUM ONBOARDING EXPERIENCE

- The welcome gift or package: what would genuinely delight a
sophisticated client?

- Concierge-level setup: what do you handle for them that others make
them do themselves?

- First impression moment: the single most memorable thing that
happens in week one

- Personalization: how do you make every client feel like your only
client?

4. ONGOING PREMIUM TOUCHPOINTS
- Monthly: What exclusive value-add does every premium client receive?
- Quarterly: What relationship-deepening experience do you create?
- Annually: What milestone recognition or celebration do you deliver?
- Ad hoc: How do you spontaneously demonstrate care and attention?

- Calendar of premium touchpoints throughout the year

5. PREMIUM ACCESS AND EXCLUSIVITY

- What access do premium clients have that others don't?

Priority response protocols: how quickly do premium clients hear
from you?

Exclusive events, content, or community for premium tier

- How to make premium clients feel part of an inner circle

6. PREMIUM COMMUNICATION STANDARDS
- Response time commitments at the premium level
- Communication style differences from standard clients

- How to handle requests that fall outside scope with a premium
mindset

- The language of saying no while maintaining the premium feel

7. PREMIUM PROBLEM RESOLUTION
- How does problem resolution differ at the premium level?

- "White glove" recovery protocol: what do you do that goes above and
beyond?

- Who personally handles premium client issues (CEO/founder
involvement) ?

- Recovery gifts or gestures that signal premium care

8. PREMIUM REFERRAL ECOSYSTEM
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- Why premium clients refer differently than standard clients
- How to cultivate referrals within elite networks
- Referral recognition at the premium level (how do you thank them?)

- Creating exclusive referral experiences for premium advocates

Provide specific ideas, templates, language examples, and implementation
guidance I can act on immediately.

HOW TO CUSTOMIZE THIS PROMPT

Share your specific price point — a $5,000 offer vs. a $500,000 engagement
require completely different premium experience investments

Describe your ideal premium client's lifestyle — what do they value, what do they
experience in other luxury contexts, and how should your experience match that
world?

Include your brand aesthetic and visual identity guidelines so premium experience
suggestions align with your established brand

Mention competitors or businesses in adjacent industries whose client experience
you admire — the Al can draw inspiration from those models

Share what your best clients have said about the experience of working with you
— the Al can amplify what's already working

WHAT TO DO WITH THE OUTPUT

357. Create a Premium Experience Standards Guide — a one-page document that

describes what the premium experience looks and feels like for your team

358. Build a Premium Touchpoint Calendar and assign ownership to each moment

so nothing falls through the cracks

359. Design your welcome gift package and order your first run — physical

welcome experiences have a disproportionate impact on first impressions

360. Audit every client-facing document, email template, and digital touchpoint

against your new premium standards — upgrade anything that falls short

361. Conduct a premium experience debrief with your top 3 clients — ask them

what would make working with you feel even more exceptional
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PRO TIP

The fastest way to design a premium experience is to think like a hotel concierge, not a
service provider. A concierge anticipates needs before they're expressed, removes
friction before it's felt, and treats every interaction as an opportunity to exceed
expectations. Ask yourself before every client touchpoint: 'What would a 5-star hotel do
here?' The answer is almost always better than what most businesses do.

PROMPT 89

The Client Portal & Resource Library Builder

Design a comprehensive client resource hub that reduces your team's workload, empowers
clients to self-serve, and elevates the perceived value of your service

WHY THIS MATTERS

One of the most overlooked revenue leaks in a service business is the cost of
answering the same questions over and over. Every repeated question is a signal: a
client wanted something and had to come to you to get it. That means friction,
frustration, and wasted time on both sides. A well-designed client portal eliminates that
friction by giving clients instant access to everything they need, exactly when they need
it.

But a great client portal isn't just a support tool — it's a value demonstration. When a
client logs in and sees a beautifully organized library of resources, guides, templates,
and tools designed specifically for their success, they feel the investment they made in
you. The perceived value of your service increases because they can see, touch, and
use everything you've built for them.

This prompt helps you design and build a Client Portal and Resource Library that
reduces repetitive requests, increases client self-sufficiency, elevates your brand, and
becomes a tangible asset that differentiates your offering from every competitor.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

You are a client experience designer and knowledge management expert. I
need your help building a comprehensive Client Portal & Resource Library
— a well-organized, high-value digital hub that gives clients everything
they need to succeed, reduces support burden on my team, and elevates the
perceived value of my service.

Here is context about my business:

- Core service and what clients are trying to achieve: [describe your
offer and their goal]

- Most common questions clients ask repeatedly: [what do you get asked
over and over?]

- Resources that currently exist but are scattered: [what do you have
that clients can't easily find?]

- Technology available: [Notion, Google Drive, client portals, membership
platforms, etc.]

- Team responsible for maintaining the portal: [who will keep this
updated?]

- Client tech-savviness: [how comfortable are your clients with digital
tools?]

Please design a complete Client Portal & Resource Library with the
following sections:

1. PORTAL ARCHITECTURE & ORGANIZATION

- Proposed structure for the portal (main categories and
subcategories)

- Navigation logic: how clients find what they need intuitively

Onboarding section: what every new client should read/do first
- Naming conventions: how to name resources so they're findable

- Sample sitemap of the complete portal structure

2. ESSENTIAL CONTENT MODULES
For each of the following, describe what to include and format:
- Getting Started Guide: step-by-step first-week orientation
- Service Delivery Overview: how your process works, what to expect
- FAQ Document: the 20 most common questions with complete answers

- Communication Guide: how to reach your team, response times,
protocols

- Progress Tracking Tools: how clients monitor their own progress
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3. EDUCATIONAL RESOURCE LIBRARY
- What educational content would accelerate client success?

- Video library: what topics should be covered in short training
videos?

- Template library: what done-for-you templates would save clients
time?

- Tool recommendations: what third-party resources do you recommend
and why?

- Case studies and success stories: how to present them for maximum
inspiration

4. SELF-SERVICE TOOLS

- Worksheets and exercises clients can complete independently

Calculators or diagnostic tools relevant to your service

Checklists for common tasks

- Decision frameworks clients can use without you

5. PORTAL MAINTENANCE SYSTEM

- What content needs to be updated regularly vs. evergreen?

Monthly portal maintenance checklist
- How to add new resources as your service evolves
- How to get client feedback on portal usefulness

- Version control: how to handle content updates

6. PORTAL LAUNCH AND ADOPTION STRATEGY
- How to introduce the portal to new clients at onboarding

- How to migrate existing clients to the portal

Driving adoption: how to make sure clients actually use it
- Tutorial or walkthrough for first-time users

- Success metric: how will you know the portal is working?

7. PORTAL AS A SALES TOOL
- How to use the portal in your sales process as a differentiator
- Showing prospects what they'll have access to
- How the portal supports your premium pricing narrative

- Testimonials about portal value from existing clients
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Provide specific content outlines, organizational frameworks, naming

conventions, and implementation steps I can act on this week.

HOW TO CUSTOMIZE THIS PROMPT

List the 10 questions you personally get asked most often — these become your
FAQ foundation and the Al will write the answers

Share what tools you already use (Notion, Google Drive, Kajabi, etc.) so
recommendations stay in your existing ecosystem

Describe your client's sophistication level — a portal for startup founders looks
different than one for enterprise executives

Include what your competitors' portals lack — the Al can design yours to
specifically outperform the category standard

Add your brand colors and style guide so the Al can describe a portal aesthetic
that matches your overall brand

WHAT TO DO WITH THE OUTPUT

362. Block two days this month to build the portal foundation — create the structure

first, then populate content section by section

363. Record a 10-minute portal walkthrough video and add it as the first thing new

clients see at onboarding

364. Survey your 5 most active clients: 'What information do you find yourself

searching for most often?' Use this to prioritize what you build first

365. Add a 'Portal Spotlight' to your monthly client communication — highlight one

resource or tool each month to drive ongoing adoption

366. Schedule a quarterly portal review to add new resources, retire outdated

content, and refresh based on client feedback

PRO TIP

Don't build the portal you think clients need — build the portal clients actually use. Before
you invest in building, send 5 current clients a simple message: 'If you had instant access
to any resource, guide, or tool that would make our work together easier, what would it
be?' Their answers will tell you exactly what to build first — and they'll love the portal
because they helped design it.

PROMPT 90
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The VIP Client Program Creator

Design an exclusive VIP tier that rewards your best clients, deepens loyalty, generates premium
referrals, and creates a high-value inner circle

WHY THIS MATTERS

Your best clients are getting the same experience as your average clients — and that's
a problem. The clients who refer the most, spend the most, and stay the longest
deserve to feel different. When your highest-value clients receive the same touchpoints,
access, and attention as someone who just started, you're leaving loyalty on the table. A
well-designed VIP program changes that equation completely.

VIP programs aren't just about making people feel special (though they do that
beautifully). They're strategic business assets. They concentrate your highest-margin
clients into a relationship tier where they receive more attention, provide more feedback,
give more referrals, and spend more money. They become your advisory board, your
testimonial source, and your most powerful marketing channel — all wrapped in a
relationship they treasure.

This prompt helps you design and launch a VIP Client Program from scratch — who
qualifies, what they receive, how it works operationally, and how to make your VIP
clients feel so valued that they become your most passionate advocates.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

You are a client loyalty strategist and high-touch service design expert.
I need your help creating a comprehensive VIP Client Program — an
exclusive, elevated tier for my best clients that rewards loyalty,
deepens relationships, generates high-value referrals, and creates a
genuinely differentiated experience.

Here is context about my business:
- Core service and business model: [describe what you offer]

- Client base size and mix: [how many clients do you have and what's the
range of engagement levels?]

- Current highest-value clients (anonymized): [describe what your best
clients look like — tenure, spend, referrals, engagement]

- Resources available for a VIP tier: [what can you realistically invest
in enhanced experiences?]

- Goals for the VIP program: [retention, referrals, upsells, community,
prestige, etc.]

- Current differentiation in your market: [what makes you different from
competitors?]

Please design a complete VIP Client Program with the following
components:

1. VIP PROGRAM STRATEGY & POSITIONING

- Define the core purpose of the VIP program (beyond "rewarding good
clients")

- Choose a name and identity for your VIP tier that fits your brand
- Define the emotional experience VIP clients should have
- How does the VIP program support your broader business strategy?

- The one-sentence promise of the VIP program

2. VIP QUALIFICATION CRITERIA

- Objective criteria: what measurable factors qualify someone (tenure,
spend, referrals, engagement)?

- Subjective criteria: what values, behaviors, or fit indicators
matter?

- Initial VIP designations: how do you identify your first cohort?
- Ongoing VIP maintenance: how do clients maintain status?

- How to handle clients who fall below criteria (graceful demotion)
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3. VIP BENEFITS ARCHITECTURE
For each benefit category, define exactly what VIP clients receive:

- Access benefits: priority response, direct access to senior team,

etc.
- Experience benefits: exclusive events, personalized sessions, etc.
- Content benefits: early access, exclusive resources, insider
insights

- Community benefits: VIP-only spaces, peer network access
- Recognition benefits: public acknowledgment, awards, spotlights

- Value-add benefits: additional services, complimentary add-ons

4. VIP PROGRAM OPERATIONS
- How is VIP status tracked and managed internally?
- Who is responsible for VIP client experience?
- Monthly VIP touchpoint calendar
- VIP onboarding: how do you welcome someone into VIP status?

- Internal protocols ensuring VIP clients are treated differently

5. VIP EVENTS AND EXPERIENCES
- Annual or quarterly VIP event concept (in-person or virtual)
- VIP-exclusive content or education experiences
- Private mastermind or advisory circle concept
- Behind-the-scenes or insider access experiences

- How to create moments of exclusivity that VIP clients talk about

6. VIP REFERRAL ECOSYSTEM
- How to cultivate referrals specifically from VIP clients
- VIP referral incentives that feel premium (not transactional)
- How to activate VIP clients as testimonial sources

- Creating VIP advocates who proactively champion your brand

7. VIP PROGRAM COMMUNICATION
- How to announce the program to existing clients
- VIP invitation letter template
- How to communicate VIP status to new qualifiers

- Ongoing VIP communication: exclusive newsletter, insights, etc.

8. VIP PROGRAM METRICS
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- How to measure VIP program success
- Key metrics: retention rate, referral rate, lifetime value by tier

- Quarterly VIP program review framework

Provide specific program structures, invitation templates, benefits
menus, and implementation timelines.

HOW TO CUSTOMIZE THIS PROMPT

e Tell the Al how many clients you realistically expect to qualify initially — a VIP
program for 5 clients is designed differently than one for 50

e Share your brand personality so the Al can name and position the VIP program in
a way that feels authentic (e.g., 'Founders Circle' vs. 'Gold Club' vs. 'Inner Circle')

e Include your capacity constraints — the Al needs to know what you can actually
deliver, not just what sounds impressive

e Mention any existing loyalty gestures you already do — the Al can build on those
rather than starting from scratch

e Add your referral goals — if referrals are a top priority, the Al will weight the
program design toward referral activation

WHAT TO DO WITH THE OUTPUT

367. Identify your first 5-10 VIP candidates this week and draft personalized
invitation letters using the templates from this prompt

368. Create a VIP client folder in your project management tool where all VIP
touchpoints, preferences, and notes are tracked

369. Plan your first VIP event or experience for the next 90 days — even a virtual
dinner or private Q&A session creates meaningful exclusivity

370. Brief your team on VIP status protocols so everyone knows how to treat VIP
clients differently in every interaction

371. Add VIP qualification criteria to your annual client review process — who
should be elevated, who should be gently cycled out?
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PRO TIP

The most powerful VIP benefit isn't access or discounts — it's being known. VIP clients
treasure the feeling that you remember their goals, their challenges, their family
milestones, and their vision. Before every VIP interaction, spend 5 minutes reviewing their
notes. Reference something specific. Make them feel like your favorite client — because
they are. That level of personalization cannot be bought, copied, or automated.

PROMPT 91

The Client Journey Mapping System

Visualize and optimize every stage of your client's experience to identify gaps, friction points,
and opportunities to create extraordinary moments

WHY THIS MATTERS

You can't improve what you can't see. Most business owners think about their client
experience from the inside out — from their own operational perspective. But clients
experience your business from the outside in, and that perspective looks completely
different. Client journey mapping forces you to walk in your client's shoes from the very
first moment they become aware of you to the moment they become a long-term
advocate — and see every moment of truth along the way.

Journey mapping reveals the invisible gaps in your experience that you've stopped
noticing because you're too close to them. The confused new client who doesn't know
what to do next. The waiting period with no communication that creates anxiety. The
handoff from sales to delivery that makes clients feel like they fell through the cracks.
These moments are invisible to you but painfully visible to your clients.

This prompt helps you build a complete Client Journey Map — a visual and strategic
document that illuminates your current experience, identifies every gap and friction
point, and generates a prioritized roadmap for creating a seamless, delightful, and
memorable client journey from first touch to lifelong advocacy.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

You are a customer experience strategist and journey mapping expert. I
need your help building a comprehensive Client Journey Map — a complete,
stage-by-stage analysis of my client's experience that reveals gaps,
friction points, and opportunities to create exceptional moments
throughout our relationship.

Here is context about my business:
- Business type and core service: [describe what you do]

- Typical client acquisition path: [how do clients find you and decide to
work with you?]

- Engagement timeline: [how long does a typical client engagement last?]

- Client profile: [describe who your clients are — their sophistication,
goals, and concerns]

- Known pain points in your current experience: [where do things go
wrong? ]

- Feedback you've received about your experience: [what have clients told
you?]

Please design a complete Client Journey Mapping System with the following
sections:

1. JOURNEY MAP FRAMEWORK

- Define the 6-8 stages of your client journey (from awareness to
advocacy)

- For each stage, define: entry trigger, exit trigger, and duration
- Key personas to map (if you serve multiple client types)

- How to use the journey map as a living document

2. STAGE-BY-STAGE EXPERIENCE ANALYSIS
For each stage of the journey, document:
- What is the client trying to accomplish?
- What touchpoints and interactions occur?
- What emotions is the client experiencing?
- What questions or concerns do they have?
- What are the pain points and friction moments?
- What are the delight opportunities you could create?

- What does your current experience deliver vs. what's possible?

3. MOMENTS OF TRUTH IDENTIFICATION
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- Identify the 5-7 "make or break" moments in your client journey
- For each moment of truth: what's at stake? What can go wrong?

- Current experience at each moment of truth (honest assessment)
- Ideal experience at each moment of truth

- Gap analysis: what needs to change?

4. EMOTIONAL JOURNEY MAPPING

- Map the emotional arc of a client from frustrated prospect to loyal
advocate

- Identify the emotional low points you must eliminate
- Identify the emotional high points you must engineer

- How to create predictable emotional peaks at key moments

5. FRICTION AUDIT
- Identify every point of unnecessary friction in the current journey
- Categorize friction: informational, procedural, emotional, technical
- Prioritize friction by impact (high/medium/low)

- Quick wins: friction you can eliminate this month

6. DELIGHT OPPORTUNITY MAP
- Identify 10 moments where unexpected delight could be created

- Design a specific delight experience for each moment

Prioritize by effort vs. impact

- Implementation plan for top 3 delight moments

7. JOURNEY IMPROVEMENT ROADMAP
- Prioritized list of experience improvements

- Quick wins (this month), medium projects (this quarter), big
initiatives (this year)

- Ownership: who is responsible for each improvement?

- Success metrics: how will you know each improvement worked?

8. ONGOING JOURNEY MONITORING
- How to track client experience at each stage

- Feedback collection points at journey stages

Monthly experience review framework

- How to update the journey map as your business evolves
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Provide specific analysis frameworks, templates, and action plans I can
use immediately.

HOW TO CUSTOMIZE THIS PROMPT

Walk through your last 3 client engagements in your mind before running this
prompt — note where things felt smooth and where they felt rough

Add specific quotes or feedback from past clients — the Al will weave those real
experiences into the journey map

Include your team's perspective on where things go wrong — their visibility into
client frustration is as valuable as client feedback

Specify if you want to map a new client journey, an existing client journey, or both
— they have very different emotional arcs

Mention your industry benchmarks or competitor experiences so the Al can
position your ideal journey against the category standard

WHAT TO DO WITH THE OUTPUT

372. Create the journey map as a visual document (use Miro, Lucidchart, or even a

Google Sheet) and share it with your leadership team

373. Assign each identified gap to a team member with a deadline for resolution —

your journey map is only valuable if it drives action

374. Present the journey map to your team in a meeting and ask for their additions

— they'll identify friction points you missed

375. Re-run this mapping exercise annually and compare to previous versions to

track experience improvements over time

376. Use the Moments of Truth as your quality control focus — these 5-7 moments

deserve more attention, resources, and oversight than anything else

PRO TIP

The most powerful version of a journey map comes from shadowing a real client through
their experience. Ask one trusted client if you can observe their first week — watch them
navigate your portal, listen to their questions, note their hesitations. One hour of
observation will reveal more gaps than a year of internal speculation.

PROMPT 92

The Client Milestone Celebration System
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Design a structured system for recognizing and celebrating client wins that deepens emotional
connection, drives referrals, and makes clients feel seen

WHY THIS MATTERS

Clients are working hard to achieve the goals they hired you for. Along the way, they hit
milestones — some small, some massive — and most of the time, their service provider
says nothing. No acknowledgment. No celebration. No recognition that something
significant just happened. This is one of the most overlooked opportunities in the service
business world. Celebration is not just a nice gesture. It is a relationship-deepening,
loyalty-building, referral-generating act.

When you celebrate a client's win genuinely and specifically, you create a shared
moment. You become part of their success story. They associate the good feeling of
that achievement with you. They mention you when they talk about their win. They refer
their peers because they want them to feel what they felt. The simple act of noticing and
celebrating client progress turns satisfied customers into passionate advocates.

This prompt helps you build a systematic approach to client celebration — so that every
win, at every level of significance, is acknowledged in a way that feels genuine,
proportionate, and deeply human. It transforms celebration from a random act of
kindness into a strategic retention and referral engine.
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You are a client experience strategist and relationship-building expert.
I need your help designing a comprehensive Client Milestone Celebration
System — a structured, genuine, and scalable approach to recognizing and
celebrating client wins that strengthens loyalty, creates emotional
connection, and naturally generates referrals.

Here is context about my business:

- Service type and client outcomes: [describe what you deliver and what
success looks like for clients]

- Typical milestones in a client's journey: [what are the meaningful
markers of progress?]

- Current approach to celebrating clients: [what do you do now, if
anything?]

- Client profile and communication preferences: [who are they and how do
they like to be recognized?]

- Team involved in client relationships: [who knows clients well enough

to recognize their wins?]

- Budget available for celebration gestures: [rough range for gifts,

experiences, etc.]

Please design a complete Client Milestone Celebration System with the
following components:

1. MILESTONE IDENTIFICATION FRAMEWORK
- Define the 3 tiers of client milestones (micro, significant, major)
- Examples of milestones in each tier specific to your service
- How to track milestones so none are missed

- Who is responsible for identifying and flagging milestones?

2. CELEBRATION RESPONSE BY TIER
For each milestone tier, define:
- What type of recognition is appropriate?
- What communication channel and format?
- Who delivers the celebration (you, team, automated)?
- Timeline: how quickly after the milestone should celebration occur?

- What should the celebration communicate?

3. CELEBRATION COMMUNICATION TEMPLATES

- Micro-milestone message template (email or message)
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- Significant milestone recognition template
- Major milestone celebration template (more elaborate)
- Social media celebration template (with client permission)

- Handwritten note template for top-tier milestones

4. CELEBRATION GIFT GUIDE
- Gift ideas for each milestone tier and budget range
- Personalization: how to make gifts feel specific to the client

- Experiential celebration options (beyond physical gifts)

Digital celebration options for remote clients

- Vendor recommendations or gift sources

5. INTERNAL MILESTONE TRACKING SYSTEM
- How to capture milestones in real time
- Where milestone data lives (CRM, project management, etc.)

- Team notification protocol: how does everyone know when to
celebrate?

- Monthly milestone review: who recently deserved recognition?

6. CELEBRATION AS A REFERRAL CATALYST
- How to time referral requests to coincide with celebrations

- The natural bridge from "I'm so proud of you" to "who else deserves
this?"

- Referral conversation template post-celebration

- How celebrating publicly (with permission) generates organic
referrals

7. ANNIVERSARY AND TENURE CELEBRATIONS
- 6-month, l-year, 2-year+ anniversary recognition ideas
- How to acknowledge long-term clients differently than new ones
- Tenure-based gifts or upgrades

- Making longtime clients feel increasingly valued over time

8. TEAM CULTURE OF CELEBRATION
- How to build client celebration into your team's regular rhythm
- Internal celebration rituals (sharing wins in team meetings, etc.)
- How client wins motivate and energize your delivery team

- Recognition for team members who go above and beyond for clients
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Provide specific templates, gift ideas, tracking systems, and
implementation calendars.

HOW TO CUSTOMIZE THIS PROMPT

e List the 5 most meaningful milestones clients have told you about — these
become the anchor examples in your celebration guide

e Share your typical client profile — what types of recognition resonate with them?
(Some clients love public shoutouts; others prefer private acknowledgment)

e Include your budget range so gift suggestions are realistic and scalable across
your client base

e Mention if you have team members who interact with clients — they can be
empowered to recognize milestones without it all flowing through you

e Add your brand voice so celebration messages sound authentically like you, not
generic or corporate

WHAT TO DO WITH THE OUTPUT

377. Add milestone tracking as a field in your CRM — every time a client shares a
win, log it with a date and tier classification

378. Create a 'Celebration Kit' — a folder with template messages, your top gift
recommendations, and a quick-reference tier guide your team can use

379. Schedule a 15-minute 'Client Win Review' in your weekly team meeting where
someone shares a client milestone from the past week

380. Set up a'anniversary' automated trigger in your CRM so 6-month and 1-year
recognition never gets missed

381. Ask your best clients what their biggest win from working with you has been —
their answer becomes your best testimonial and your celebration focus

PRO TIP

The best celebrations are specific. 'Congratulations on your win!" means nothing. 'l saw
that you just crossed 1,000 subscribers — | remember when you said that felt impossible.
Look at you now.' That specificity — that proof that you were paying attention — is what
creates emotional impact. Keep notes on what clients care about and what they're
working toward, then reference those details when you celebrate.

PROMPT 93
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The Churn Prevention Early Warning System

Build a proactive detection and intervention system that identifies at-risk clients before they
leave and gives you time to turn the relationship around

WHY THIS MATTERS

By the time a client tells you they're leaving, the decision is usually already made. The
conversation you have when they give notice is rarely the moment they decided to go —
it's the moment they finally told you. The actual decision happened weeks or months
earlier, during quiet moments of disconnection, unmet expectations, or diminishing
results. If you'd known then what you know now, you could have changed the outcome.

Every churned client leaves a trail of signals. A drop in engagement. Slower response
times. More questions about value. Fewer check-ins. Missed meetings. These are the
early indicators of a relationship in trouble — and most businesses don't have the
systems to notice them. They're too busy acquiring new clients to watch their existing
ones closely enough.

This prompt helps you build a Churn Prevention Early Warning System — a structured
approach to detecting at-risk clients early, triggering the right interventions, and
recovering relationships before they reach the point of no return. It's your early warning
radar for the most expensive problem in your business: invisible churn.
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You are a client retention expert and churn prevention strategist. I need
your help building a comprehensive Churn Prevention Early Warning System
— a proactive framework for detecting at-risk clients early,
understanding why they're disengaging, and implementing targeted
interventions before they make the decision to leave.

Here is context about my business:

- Service type and typical engagement length: [describe your offer and
timeline]

- Current client retention rate: [what percentage of clients stay?]

- Known reasons clients have left in the past: [what have churned clients
told you, or what do you suspect?]

- Current early warning process: [do you have one? What signals do you
watch for today?]

- Average revenue per client: [what is the financial impact of losing one
client?]

- Data and tools available: [CRM, project management, communication
tools, etc.]

Please design a complete Churn Prevention Early Warning System with the
following sections:

1. CHURN RISK SIGNAL LIBRARY
- Behavioral signals: what client behaviors indicate disengagement?
- Communication signals: what communication patterns signal risk?

- Engagement signals: what usage/participation changes suggest a
problem?

- Emotional signals: what tone shifts or language changes suggest
dissatisfaction?

- Results signals: what lack of progress or outcomes increase churn
risk?

- Create a comprehensive list of 20+ early warning signals organized
by category

2. CHURN RISK SCORING SYSTEM
- Create a simple 1-10 risk score framework

- Define which signals contribute how many points to the risk score

Threshold levels: what score triggers what action?

- How to calculate and update risk scores monthly
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- Who is responsible for monitoring risk scores?

3. CLIENT HEALTH DASHBOARD

- What metrics belong on a client health dashboard?

- How to track engagement, satisfaction, results, and relationship
quality

- Simple dashboard design you can build in a spreadsheet or CRM

- Weekly vs. monthly review cadence

- Alert thresholds: when does a metric trigger a review?

4. INTERVENTION PROTOCOLS BY RISK LEVEL
For low risk (score 1-3):
- Maintenance actions: what regular care prevents score from rising?
For medium risk (score 4-6):
- Engagement interventions: how to proactively re-engage
- Scripts for check-in conversations
For high risk (score 7-10):
- Urgent interventions: what immediate actions are required?
- Escalation protocol: who gets involved?

- Recovery conversation framework

5. THE AT-RISK CONVERSATION FRAMEWORK

- How to open a conversation about a relationship concern without
making the client feel surveilled

- Questions that surface unexpressed dissatisfaction

How to ask "are you getting what you need?" without sounding needy

- Listening framework: what are you trying to understand?

Recovery actions: what can you offer to address concerns?

6. ROOT CAUSE ANALYSIS FOR CHURN
- Post-churn analysis: why did this client really leave?
- How to conduct an exit conversation (if the client will participate)
- Exit survey template: 5-7 questions to understand churn reasons

- Categorizing churn: price, results, relationship, competitor,
business change, fit

- How to use churn data to prevent the next loss

7. CHURN PREVENTION CULTURE
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- How to make churn prevention everyone's responsibility, not just
account managers

- Team reporting rhythm for client health signals
- Incentives for teams that maintain high retention

- Building early warning into your standard delivery process

8. MONTHLY RETENTION REVIEW PROCESS
- Complete agenda for a monthly retention review meeting
- Who attends, what data is reviewed, what decisions get made
- Action item tracking between reviews

- Retention trend reporting to leadership

Provide specific scoring frameworks, signal lists, intervention scripts,

and review templates I can implement immediately.

HOW TO CUSTOMIZE THIS PROMPT

e Share 3 specific clients you've lost — describe what happened in the months
before they left so the Al can reverse-engineer the early warning signs

e Include the financial cost of your average churn event — this grounds the system
in business impact and helps prioritize intervention investment

e Describe your team structure so the Al can assign ownership of monitoring and
intervention to the right roles

e Add your CRM capabilities so the Al can recommend how to build the health
dashboard within your existing tools

e Mention if you serve any particularly at-risk client segments (e.g., clients who
joined during a promotion, clients in a specific industry facing headwinds)

WHAT TO DO WITH THE OUTPUT

382. Build the Client Health Dashboard in your CRM or a Google Sheet this week
and populate it for all active clients

383. Conduct a retroactive risk score audit on your current client base — you likely
have 2-3 clients already in medium or high risk territory

384. Share the warning signal list with your entire team and ask them to flag any
clients they've noticed showing signs

385. Add the monthly retention review to your operations calendar as a standing
meeting with a prepared agenda
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386. Run a churn post-mortem on your last 5 churned clients using the root cause
analysis framework — you'll find patterns

PRO TIP

The best churn prevention conversation starts with curiosity, not alarm. Instead of ‘I
noticed you seem less engaged lately’ (which sounds like surveillance), try 'I've been
thinking about your goals — I'd love to schedule 20 minutes to make sure we're still fully
aligned on what success looks like for you." That question re-centers the relationship on
their outcome, not your concern about losing them. And it almost always surfaces the real
issue.

PROMPT 94

The Client Win Stories & Case Study System

Build a systematic process for capturing, crafting, and leveraging client success stories that sell
your service better than any marketing copy

WHY THIS MATTERS

Your best marketing asset isn't your website, your social media, or your ad campaigns
— it's the stories of real clients who achieved real results with your help. Proof beats
persuasion every time. A well-crafted client success story does something no amount of
copywriting can: it lets prospects see themselves in someone else's transformation and
believe that the same result is possible for them.

The problem is that most businesses collect testimonials reactively and inconsistently.
They wait for a happy client to send a nice email, screenshot it, and post it on
Instagram. This approach misses the depth, specificity, and narrative power that makes
case studies genuinely persuasive. A great case study isn't a quote — it's a
transformation story with a before, a journey, and an after.

This prompt helps you build a complete Client Win Stories & Case Study System — a
structured process for identifying powerful stories, capturing them in rich detail, crafting
them into compelling narratives, and deploying them strategically across every stage of
your sales and marketing process.
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You are a content strategist and client success storytelling expert. I
need your help building a comprehensive Client Win Stories & Case Study
System — a structured process for capturing, crafting, and strategically
using client success stories to attract new clients, close sales, and

demonstrate the transformative power of my service.

Here is context about my business:

- Service type and client outcomes: [describe what you deliver and what
success looks like]

- Ideal client profile: [who do you serve and who do you want to attract
more of?]

- Existing testimonials or case studies: [what do you already have?]

- Sales and marketing channels: [where would you use case studies?
website, proposals, social, etc.]

- Client relationships: [do you have permission-friendly relationships to
request stories?]

- Common objections your prospects have: [what do they doubt or worry
about before buying?]

Please design a complete Client Win Stories & Case Study System with the
following sections:

1. STORY IDENTIFICATION STRATEGY

- How to identify your best story candidates from your current client
base

- What makes a story compelling: the elements of a great case study

- 5 different story types you should have in your library (by outcome,
by industry, by starting point, etc.)

- How to proactively set up story opportunities during delivery

- Building a story pipeline: always having new stories in development

2. STORY CAPTURE PROCESS

- How to ask a client to participate in a case study (scripts and
emails)

- Case study interview guide: 15 questions that surface story gold
- How to conduct the interview (format, length, tone)
- What raw material you need to build a compelling story

- Recording and documentation protocol
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3. STORY CRAFTING FRAMEWORK
- The narrative structure for a compelling client story

- Before: How to describe where the client was (pain, challenge,
struggle)

- Journey: How to describe the process and your role
- After: How to describe the transformation and results
- Specificity rules: what details make a story credible vs. generic

- Short form (3 paragraphs) vs. long form (full case study) versions

4. CASE STUDY FORMATS & TEMPLATES
- Written case study template (full-length, 500-800 words)
- One-page case study PDF template

- Video case study script template

Social media snippet format (for each platform)

Sales proposal insert format

5. RESULTS DOCUMENTATION
- How to quantify results when they're not purely numerical
- The difference between outcomes, outputs, and impact

- How to present soft results (confidence, clarity, culture)
compellingly

- Before-and-after metrics template

- "In their words" quote capture protocol

6. LEGAL AND PERMISSION FRAMEWORK
- Client release agreement template
- How to explain the process to clients so they feel comfortable
- Confidentiality options: when clients can't share specific numbers
- Logo and naming permission protocols

- Review and approval process for client sign-off

7. CASE STUDY DEPLOYMENT STRATEGY

Where to publish and use each type of case study
- How to match case studies to sales objections
- How to use case studies at each stage of your sales funnel

- Creating a case study index so your team can find the right story
fast

- Keeping your library current: retiring old stories, adding new ones
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8. STORY CULTURE BUILDING
- How to make story collection a team habit, not an afterthought
- Incentives for team members who surface great story opportunities
- Client story spotlight in internal team communications

- Celebrating great client wins publicly (with permission)

Provide interview question sets, story templates, release forms, and
deployment strategies I can use immediately.

HOW TO CUSTOMIZE THIS PROMPT

e Share your 2-3 best client outcomes from the past year — the Al will use these as
examples of what story gold looks like for your business

e List the top 3 objections prospects raise before buying — the Al will design your
story library to specifically address each one

e Include your sales channels and touchpoints so case study deployment strategy
is practical and immediately usable

e Mention any client confidentiality sensitivities in your industry so the permission
framework is appropriately designed

e Specify whether you want video, written, or mixed format stories — the Al will
tailor the capture and crafting process accordingly

WHAT TO DO WITH THE OUTPUT

387. Identify 5 client candidates for case studies this week and send personalized
invitations using the template from this prompt

388. Conduct your first case study interview and follow the crafting framework to
turn it into a polished written story within 7 days

389. Create a Case Study Library folder (Google Drive, Notion, or similar)
organized by industry, outcome type, and client size

390. Add a 'story flag' process to your delivery workflow — when a client hits a
major win, a team member flags it as a potential case study

391. Audit your existing testimonials against the story crafting framework — you
can upgrade thin testimonials into richer case studies with a follow-up
conversation
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PRO TIP

The best time to capture a client story is 30 days after their biggest win — not
immediately after. In the immediate glow, they'll give you enthusiasm but not depth. 30
days later, they've had time to feel the impact, integrate the change, and articulate what's
different. That reflection produces the specific, emotional, credible stories that actually
move prospects to say yes.

PROMPT 95

The Client Advisory Board Framework

Create a formal Client Advisory Board that gives you strategic intelligence, deepens client
loyalty, and generates powerful advocates who co-create your future

WHY THIS MATTERS

Your best clients hold the keys to your next level of growth — but most businesses
never systematically tap that knowledge. They deliver service, collect payment, and
occasionally ask for feedback. Meanwhile, those same clients are sitting on insights
about market gaps, competitor weaknesses, buyer psychology, and product
opportunities that would transform your business if you could access them. A Client
Advisory Board gives you a structured, reciprocal channel to do exactly that.

Beyond the intelligence value, a well-run Advisory Board creates something priceless:
clients who feel co-invested in your success. When clients help shape your service,
your messaging, and your direction, they become advocates with skin in the game.
They defend you, promote you, and refer you — not because you asked them to, but
because they helped build what they're proud of.

This prompt helps you design, launch, and run a formal Client Advisory Board — from
selecting the right members to structuring the meetings, to capturing insights, to
creating a reciprocal value exchange that makes clients genuinely excited to participate.
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You are a client engagement strategist and advisory board architect. I

need your help designing and launching a comprehensive Client Advisory

Board — a strategic group of top clients who provide insights, test new
ideas, and co-create the future of my service in exchange for exclusive
access, recognition, and value.

Here is context about my business:
- Business type and core service: [describe what you do]

- Goals for the advisory board: [intelligence gathering, product
development, advocacy, prestige, etc.]

- Ideal advisory board member profile: [what type of clients would be
most valuable?]

- Current client base: [how many clients do you have and what's the
diversity of perspectives?]

- Resources available for running the board: [time, budget, team support]

- Existing relationship depth with top clients: [do you have the
relationships needed to make this invitation?]

Please design a complete Client Advisory Board Framework with the
following sections:

1. ADVISORY BOARD STRATEGY & PURPOSE
- Define the specific strategic goals of the advisory board
- How the board differs from a focus group, mastermind, or VIP program
- The value exchange: what you give vs. what you receive
- How to position the board to make it a true honor to participate

- The one-sentence mission of your Client Advisory Board

2. MEMBER SELECTION CRITERIA
- How many members is ideal (size vs. intimacy trade-off)
- Objective selection criteria: what qualifies someone?

- Diversity considerations: industry, company size, tenure,
perspective

- Character criteria: what makes someone a valuable contributor (not
just a cheerleader)?

- How to identify candidates from your current client base

3. INVITATION PROCESS
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- How to extend invitations in a way that feels exclusive and

meaningful
- Invitation letter template
- What to explain about time commitment, expectations, and benefits
- What to do when a good candidate declines

- Onboarding new advisory board members

4. ADVISORY BOARD STRUCTURE
- Meeting cadence: how often and in what format?
- Meeting length and ideal session structure

- Between-session engagement: how do members contribute outside
meetings?

- Term lengths: how long do members serve?

- How to rotate members and bring in fresh perspectives

5. MEETING DESIGN & FACILITATION
- Complete agenda template for an advisory board session

- How to present topics that generate genuine strategic input (not
just validation-seeking)

- Facilitation techniques to ensure all voices are heard
- How to handle conflicting opinions productively

- How to capture and document insights in real time

6. VALUE EXCHANGE FOR MEMBERS
- Exclusive benefits advisory board members receive
- How to ensure members feel their time is well-invested
- Recognition and public acknowledgment (with permission)
- Early access to new programs, products, or ideas

- What makes advisory board membership feel genuinely prestigious

7. INSIGHT INTEGRATION PROCESS
- How to translate advisory board feedback into business decisions

- Closing the loop: how to tell members what changed because of their
input
- How to prioritize competing advisory board recommendations

- Communicating the impact of member contributions

8. ADVISORY BOARD HEALTH & EVOLUTION

- How to keep the board energized over time
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- Signs the board needs refreshing
- How to gracefully retire members

- Growing the board's influence within your organization

Provide invitation templates, meeting agendas, selection frameworks, and
facilitation guides.

HOW TO CUSTOMIZE THIS PROMPT

e Define your top 3 strategic questions for the next 12 months — the Al will design
the board's focus and meeting agenda around finding those answers

e Share your capacity for running the board — a founder-led company running a
board solo needs a lighter structure than one with a dedicated account team

e Include your client tenure data — board members should typically be clients with
12+ months of experience so they have deep context

e Mention what you'd be comfortable sharing with board members (financials,
product roadmap, challenges) — this shapes what topics are on the table

e Add your meeting format preference (in-person retreat, virtual Zoom calls, hybrid)
so the Al can design logistics accordingly

WHAT TO DO WITH THE OUTPUT

392. Identify 8-12 client candidates for your first advisory board cohort and send
invitations within the next 30 days

393. Plan your inaugural advisory board session for within 60 days of forming the
group — don't let momentum die before the first meeting

394. Create an Advisory Board Charter document that outlines purpose,
expectations, and benefits — share it with every member at onboarding

395. Build a simple CRM tag or segment for advisory board members so all
communications, meetings, and insights are tracked in one place

396. After each advisory board session, send a '3 Things We're Acting On’
follow-up email to members — this demonstrates their impact and keeps them
engaged
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PRO TIP

The single biggest mistake businesses make with advisory boards is asking clients to
validate decisions they've already made. An advisory board isn't a rubber stamp — it's a
strategic intelligence source. Come to every session with genuine open questions, real
dilemmas, and authentic uncertainty. Clients can smell when you already have the
answer. When you show up genuinely curious, they give you gold.

PROMPT 96

The Service Upgrade & Expansion Strategy

Design a systematic approach to expanding client relationships through thoughtful upgrades,
add-ons, and deeper engagement that creates more value for both sides

WHY THIS MATTERS

The most qualified buyers you will ever have are your existing clients. They already trust
you. They've already experienced your value. They're already integrated into your way
of working. Selling to them costs a fraction of what it costs to acquire someone new —
and it generates higher margins, faster decisions, and greater satisfaction because they
know exactly what they're getting. Yet most service businesses treat new business
development as the priority and existing client expansion as an afterthought.

Client expansion isn't about selling more — it's about serving more deeply. When you
understand your clients' full landscape of challenges and goals, you can identify
genuine opportunities to extend your impact. That's not upselling; that's good
partnership. The best expansions happen when a client thinks 'this is exactly what |
needed next' — not 'l felt pressured to buy something else.'

This prompt helps you build a thoughtful, non-pushy Service Upgrade & Expansion
Strategy that identifies the right opportunities, creates compelling offers, and
approaches expansion conversations with the kind of confidence that comes from
knowing you're genuinely helping, not just selling.
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You are a client growth strategist and revenue expansion expert
specializing in service businesses. I need your help building a
comprehensive Service Upgrade & Expansion Strategy — a systematic,
value-first approach to growing existing client relationships through
meaningful upgrades, complementary services, and deeper engagement.

Here is context about my business:

- Core service and current offer structure: [describe your main service

and any existing tiers or add-ons]

- Typical client journey and outcomes: [what do clients achieve with your
current service?]

- Adjacent problems your clients face that you could potentially solve:
[what else do they struggle with?]

- Current approach to client expansion: [do you actively expand
relationships, or does it happen organically?]

- Expansion successes and failures: [what has worked and what hasn't when
trying to expand?]

- Client lifetime value goals: [what would you like the average client
relationship to be worth?]

Please design a complete Service Upgrade & Expansion Strategy with the
following sections:

1. EXPANSION OPPORTUNITY MAPPING

- Audit your current service: what natural "next problems" emerge
after clients work with you?

- Identify 5-10 adjacent service opportunities you could realistically
offer

- Client needs matrix: map client types to expansion opportunities

- How to conduct an Expansion Discovery conversation with existing
clients

- How to identify expansion readiness signals in client behavior

2. EXPANSION OFFER ARCHITECTURE
- For each expansion opportunity, design a specific offer

- Tiering strategy: how to structure service levels for existing
clients

- Add-on services vs. full program upgrades — when to offer each

- Pricing expansion offers: anchoring, bundling, and loyalty

considerations
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- How to make expansion offers feel like natural next steps, not sales
pitches

3. EXPANSION CONVERSATION FRAMEWORK

- How to bring up expansion in the context of their goals (not your
revenue goals)

- The Expansion Discovery conversation guide

- Transitioning from "here's what I notice about your needs" to
"here's what I can offer"

- How to handle "I'm satisfied with what we have" and find the real

growth conversation

- Scripts for 3 different expansion conversation scenarios

4. TIMING AND TRIGGER-BASED EXPANSION
- When is the right time to have an expansion conversation?

- Trigger events that create natural expansion openings (client
milestone, company change, etc.)

- How to build expansion conversations into your standard touchpoint
calendar

- The 60-day before renewal expansion window: how to use it
strategically

5. EXPANSION PROPOSAL FORMAT

How to present an expansion opportunity compellingly
- Connecting the expansion to their stated goals and challenges

- Social proof: how to reference other clients who expanded and what
they achieved

- Making the ROI case for expanded investment

- The l-page expansion proposal template

6. EXPANSION IMPLEMENTATION ONBOARDING
- How to onboard a client into an expanded or upgraded service

- Transition planning: how to move from current to new without
disruption

- First 30 days of expanded engagement: what does success look like?

7. TRACKING AND REPORTING EXPANSION

- Key expansion metrics: expansion rate, average expansion value, time
to expand

- How to track expansion opportunities in your pipeline
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- Monthly expansion review: what's in progress, what's stalled?

- Expansion revenue as a percentage of total revenue: target and

tracking

Provide scripts, proposal templates, opportunity frameworks, and
implementation guides.

HOW TO CUSTOMIZE THIS PROMPT

e Map out your current offer structure in detail — the Al needs to know what you
already sell to identify what's missing and what naturally comes next

e Share your best expansion success story — what triggered it, how the
conversation happened, and what the client got — so the Al can model the
strategy on real success

e Include any expansion failures — what didn't land and why — so the Al can
design around those pitfalls

e Specify if expansion should happen within the same service category or across
categories (e.g., a marketing agency expanding into sales enablement)

e Add your client contract terms — some expansions are easiest to present at
renewal; others can be introduced mid-engagement

WHAT TO DO WITH THE OUTPUT

397. Conduct an Expansion Audit of your current client base — for each client,
identify one expansion opportunity and note when the right time to discuss it
would be

398. Build the expansion offer structure and create one-page summaries for each
tier that can be sent as proposals

399. Add expansion as a standing agenda item in your client QBRs — ask about
evolving goals and business changes that might signal new needs

400. Track expansion conversations in your CRM as a separate pipeline stage so
you can see how much expansion revenue is in progress at any time

401. Review your expansion rate monthly — what percentage of clients expanded
their engagement in the past 90 days? Use this to set targets
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PRO TIP

The best expansion conversations don't start with an offer — they start with a question:
'What's the next big challenge you're focused on solving?' When clients describe their
next problem, you're not pitching; you're listening for whether your expanded capabilities
are the right solution. When they are, the expansion feels like a discovery — not a sales
call.

PROMPT 97
The Client Health Score System

Build a data-driven client health monitoring system that gives you a real-time view of
relationship strength, risk levels, and growth potential across your entire client base

WHY THIS MATTERS

In a growing service business, it becomes impossible to have the same intuitive sense
of every client relationship that you had when you had five clients. Something that felt
obvious at small scale becomes invisible at scale. You lose the peripheral vision that
told you a client was drifting before they drifted. You stop noticing the signals because
there are too many relationships to monitor with intuition alone. This is the moment
when you need a system — and a Client Health Score is that system.

A Client Health Score is a single, aggregate number that captures the vitality of every
client relationship. It combines behavioral data (are they showing up and engaging?),
satisfaction data (are they happy?), results data (are they succeeding?), and
relationship data (are they connected and communicating?) into one score that tells
you, at a glance, whether a relationship is thriving, stable, or in need of attention.

This prompt helps you design a complete Client Health Score System — the metrics,
the weighting, the dashboard, and the action protocols — so you can manage a growing
portfolio of client relationships with the same quality of attention you had when it was
just you and a handful of clients.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

You are a client success operations expert and data-driven retention
strategist. I need your help building a comprehensive Client Health Score
System — a structured, measurable framework for assessing the strength of
every client relationship and identifying where to focus retention and
growth attention.

Here is context about my business:

- Service type and client engagement model: [describe what you offer and
how clients engage]

- Number of active clients: [how many client relationships need
monitoring?]

- Current client monitoring approach: [what do you track today, if
anything?]

- Data you currently have access to: [CRM data, project management data,

communication frequency, satisfaction scores, results metrics, etc.]
- Primary retention risks: [what tends to precede client departures?]

- Team structure: [who 1s responsible for client relationships?]

Please design a complete Client Health Score System with the following
sections:

1. HEALTH SCORE ARCHITECTURE
- Define the 4-6 core dimensions of client health in your context
- For each dimension, identify 2-3 measurable indicators

- Weighting framework: assign weights to each dimension based on
predictive value

- Scoring scale: define what 1-10 means at each score level

- Overall health score calculation formula (how to aggregate dimension
scores)

2. HEALTH SCORE DIMENSIONS (DETAILED)

For each of the following dimensions, define specific metrics and
measurement methods:

- Engagement Health: How actively is the client participating in the
service?

- Results Health: Is the client achieving their desired outcomes?

- Relationship Health: How strong and connected is the personal
relationship?
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- Communication Health: Is communication consistent, responsive, and
positive?

- Satisfaction Health: How satisfied is the client with the service
and experience?

- Financial Health (optional): Is the engagement financially healthy
for both sides?

3. DATA COLLECTION PROCESS
- What data needs to be collected and from where?
- Manual data points: what does the account manager observe and log?

- Automated data points: what can be pulled from your tools
automatically?

- Frequency: how often is data collected for each metric?

- Who is responsible for data entry and accuracy?

4. HEALTH SCORE DASHBOARD

- Design a simple dashboard layout for tracking all client health
scores

- Red/Yellow/Green threshold definitions
- Portfolio view: how to see all clients ranked by health score
- Trend view: how to see if a score is improving or declining

- Recommended tools or simple spreadsheet setup

5. ACTION PROTOCOLS BY SCORE LEVEL
- Green zone (healthy, 7-10): maintenance actions and growth focus

- Yellow zone (at-risk, 4-6): intervention actions and re-engagement
steps

- Red zone (critical, 1-3): urgent actions and recovery protocol
- Who takes action at each level?

- Timeline for response at each level

6. HEALTH SCORE REVIEW CADENCE
- Daily: what gets reviewed every day?
- Weekly: what gets reviewed in the weekly team meeting?
- Monthly: what gets reviewed in the monthly retention meeting?

- Quarterly: what trends and patterns get analyzed quarterly?

7. HEALTH SCORE INTEGRATION WITH BUSINESS DECISIONS

- How to use health scores in renewal conversations
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- How to use health scores in expansion strategy
- How to use health scores in staffing and resource allocation

- How to use health scores in reporting to leadership

8. SYSTEM CALIBRATION AND IMPROVEMENT

- How to test if your health score is predictive (does a low score
actually precede churn?)

- How to adjust weights and metrics over time

- Annual health score system review: is it working?

Provide the scoring formula, dashboard design, action protocols, and
implementation steps.

HOW TO CUSTOMIZE THIS PROMPT

e List every data point you currently have access to in your CRM and project
management tools — the Al will build the scoring system around your existing
data

e Include your current retention rate — this helps the Al calibrate what 'average'
looks like and what improvement is realistic

e Mention the 2-3 patterns you've noticed in clients who eventually left — those
patterns become weighted heavily in the scoring model

e Specify your team structure so the Al assigns score monitoring and intervention
responsibility to the right roles

e Add your CRM capabilities — if you have Salesforce vs. HubSpot vs. a simple
spreadsheet, the dashboard design will look very different

WHAT TO DO WITH THE OUTPUT

402. Build version 1 of your Health Score Dashboard in a spreadsheet this week —
populate it for all active clients and see what you discover

403. Set a weekly 15-minute 'Health Score Review' in your team calendar where
you review any clients who dropped to yellow or red

404. Run a retroactive analysis: go back and apply your health score model to
clients who churned in the past year — did the score predict it?

405. Share the Health Score concept with your delivery team — they hold crucial
behavioral data that should inform the score

406. After 90 days of use, review whether the health score is predictive — are
low-scoring clients churning more often than high-scoring ones?
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PRO TIP

Start simple — a 3-dimension health score you actually use beats a 10-dimension model
you abandon. Build version 1 with just Engagement, Satisfaction, and Results. Score
them each 1-10, average the three, and you have a working health score in an afternoon.
Once you've proven the model is predictive, you can add complexity. Perfect is the enemy
of useful.

PROMPT 98

The Long-Term Client Partnership Program

Design a formal multi-year partnership framework that transforms transactional client
relationships into strategic alliances built on deep trust and shared success

WHY THIS MATTERS

Most service relationships plateau at 'satisfied client' and never reach 'strategic partner.'
A satisfied client renews. A strategic partner co-invests in your growth, advocates for
you in rooms you can't enter, and becomes so integrated with your work that switching
would feel like losing a key team member. The difference between these two
relationship types is intentionality — the decision to invest in depth over breadth.

Long-term partnerships are the most profitable, lowest-effort, highest-return client
relationships in any service business. They require less acquisition cost, less
onboarding overhead, and less constant proof-of-value work. They evolve into
collaborative relationships where the client brings you opportunities and you bring them
capabilities, and both sides grow more because of the connection.

This prompt helps you design a formal Long-Term Client Partnership Program — a
structured approach to deepening your most strategic client relationships, creating
mutual investment in shared success, and building the kind of partnerships that define
the legacy of your business.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

You are a strategic relationship architect and partnership development
expert. I need your help designing a comprehensive Long-Term Client
Partnership Program — a formal framework for deepening select client
relationships from service provider/client to true strategic partner,
creating mutual investment, shared growth, and lasting alliance.

Here is context about my business:
- Core service and business model: [describe what you do]

- Criteria for what makes a client a long-term partnership candidate:
[what does the ideal long-term partner look like?]

- Current deepest client relationships: [describe your most advanced
client relationship — what makes it different?]

- Goals for the partnership program: [retention, co-development,
referrals, thought leadership, etc.]

- Resources available for deep partnership investment: [time, team,
budget for partnership activities]

- Typical client engagement length today: [what's your current average?]

Please design a complete Long-Term Client Partnership Program with the
following sections:

1. PARTNERSHIP PHILOSOPHY & POSITIONING

- Define what "partnership" means versus "client service" in your
context

- The mutual commitment: what does each side invest in a true
partnership?

- How to communicate the partnership vision to clients

- Criteria for partner-level designation vs. standard client

2. PARTNERSHIP TIERS & CRITERIA
- Define 1-3 tiers of strategic partnership (if applicable)

- Objective criteria for each tier (years of engagement, investment
level, strategic alignment, etc.)

- Subjective criteria: values alignment, mutual growth potential,
relationship quality

- Review process: how often is partnership status evaluated?

3. PARTNERSHIP DEVELOPMENT ROADMAP
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- Year 1: Building the foundation — what deep work establishes a
partnership base?

- Year 2: Expanding the alliance — how does the relationship deepen
and broaden?

- Year 3+: Strategic integration — what does a mature partnership look
like?

- Milestones that mark the progression from client to partner

4. PARTNERSHIP PRIVILEGES & EXCLUSIVES
- What does a partner receive that no other client does?

- Strategic advisory access: how do partners get your highest-level
thinking?
- Co-creation opportunities: how can partners help shape your

services?

- Network integration: how do you connect partners to your broader
ecosystem?

- Public recognition and thought leadership opportunities

5. PARTNERSHIP ACTIVITIES & RITUALS
- Annual partnership retreat or strategic planning session

- Quarterly business review structure for partners

Joint projects and co-creation initiatives
- Partner spotlights and collaborative content

- Celebrating partnership milestones (anniversaries, shared wins)

6. JOINT SUCCESS METRICS

- How do you define success in a partnership context (beyond
individual engagement results)?

- Shared KPIs: metrics that reflect the health of the partnership
itself

- Annual partnership review agenda

- How to realign when a partnership drifts from its purpose

7. PARTNERSHIP AGREEMENT FRAMEWORK
- What formal commitments should a partnership include?
- Mutual expectations: what each party commits to
- Communication standards at the partnership level

- How to handle transitions (key contact changes, team changes,
ownership changes)
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8. BUILDING AND MANAGING A PORTFOLIO OF PARTNERSHIPS
- How many strategic partnerships can you realistically manage?
- How to avoid portfolio spread that dilutes partnership quality
- What happens when a partnership isn't working

- Gracefully transitioning a partner back to standard client status

Provide partnership frameworks, meeting agendas, agreement templates, and

implementation guidance.

HOW TO CUSTOMIZE THIS PROMPT

e Describe your current deepest client relationship in detail — the Al will use it as
the model for what partnership looks like in your business

e Be specific about what you'd give up to deepen a partnership (e.g., exclusivity in
their category, co-branding, dedicated team resource) so the Al can design
realistic partnership terms

e Include your strategic goals for the next 3 years — the Al will design partnerships
that advance those goals, not just create loyal clients

e Mention the industries of your best clients — the Al can suggest partnership
activities that are meaningful in those specific contexts

e Add your own network and resources — strong partnerships are mutual, and the
Al needs to know what you can genuinely offer in return

WHAT TO DO WITH THE OUTPUT

407. Identify your top 3 partnership candidates from your current client base and
schedule a 'strategic relationship conversation' with each in the next 30 days
408. Draft a one-page Partnership Vision document you can share with candidates
— it describes the mutual investment and what's possible over 3+ years

409. Create a Partnership Tracking CRM section that monitors relationship depth,
joint activities, shared wins, and health score for each partner

410. Design your Annual Partnership Retreat as an event concept — even a
half-day virtual strategic session creates the ritual of intentional partnership

411. Review your current client base annually and ask: who should be elevated to
partnership status, and are any current partners not operating at that level?
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PRO TIP

The fastest way to deepen a client relationship into a true partnership is to include them in
something that matters to your business. Invite them to preview a new program before it
launches. Ask for their input on a strategic decision. Include them in an industry event as
a featured expert. When clients experience your trust in them, the relationship transforms.
Trust is not built through service delivery alone — it's built through genuine inclusion.

PROMPT 99

The Client Community Building System

Design a thriving client community that creates peer connection, accelerates results, deepens
loyalty, and transforms your client base into a powerful network

WHY THIS MATTERS

The loneliest moment in a client relationship is when a client has a question at 10pm on
a Sunday that they don't want to bother you with. The second loneliest moment is when
they achieve a win and there's no one in their immediate circle who understands what it
means. A well-designed client community solves both of these problems — and dozens
more. It wraps every client in a network of peers who are on the same journey, facing
the same challenges, and celebrating the same kinds of wins.

Client communities don't just improve satisfaction — they improve results. When clients
can ask peers for advice, share what's working, and learn from each other's mistakes,
they progress faster and implement more deeply. They feel less alone in their
challenges. They stay engaged. And they stay longer — because leaving your service
means leaving their community, and that's a much harder decision.

This prompt helps you design and build a thriving Client Community — the platform, the
programming, the culture, and the systems that make it a place your clients genuinely
want to spend time in, not just another digital space gathering dust.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

You are a community design strategist and client experience expert. I
need your help designing a comprehensive Client Community Building System
— a complete framework for creating and sustaining a vibrant community of
clients that accelerates their results, deepens loyalty, and creates a
network of peer connection that becomes one of the most powerful

retention tools in my business.

Here is context about my business:

- Core service and client profile: [describe what you offer and who your
clients are]

- Community goals: [retention, results acceleration, peer connection,
brand building, referrals, etc.]

- Current community or connection attempts: [do you have a Facebook
group, Slack, etc.? How active is it?]

- Client engagement preferences: [how do your clients prefer to connect —

online, in-person, asynchronous, etc.?]

- Resources available for community management: [who will run this and
how much time?]

- Community size expectation: [how many members are you aiming for
initially?]

Please design a complete Client Community Building System with the
following sections:

1. COMMUNITY STRATEGY & POSITIONING
- Define the core purpose of the community (what it does for members)

- The community promise: the one-sentence value proposition for
members

- How the community complements (not replaces) your direct service
- Community identity: name, culture, values, and language

- How to position the community as a reason to join (and stay)

2. PLATFORM SELECTION & SETUP

- Platform options: pros and cons of major community platforms (Slack,
Circle, Mighty Networks, Facebook Groups, Discord, etc.)

- Recommendation for your specific context and client profile
- Recommended channel/category structure for your community
- Technical setup checklist

- Onboarding flow for new community members
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3. COMMUNITY PROGRAMMING & CONTENT CALENDAR
- Daily: what regular activity keeps the community alive?
- Weekly: what structured programming drives engagement?
- Monthly: what featured experience creates anticipation?
- Quarterly: what community events create connection and momentum?

- Templates for each type of community post

4., COMMUNITY CULTURE DESIGN
- Community values and norms statement
- Rules of engagement: what is and isn't allowed?
- How to establish psychological safety for honest sharing
- How to celebrate member wins (community-wide recognition)

- How to handle conflict or code violations

5. MEMBER ENGAGEMENT STRATEGY
- Onboarding ritual: how new members get introduced and welcomed
- Engagement nudges: how to re-activate quiet members

- Power user development: how to cultivate community champions

Contribution culture: how to encourage members to give, not just
take

- Recognition system: how to reward active contributors

6. COMMUNITY-LED CONTENT

- How to encourage members to share their wins, challenges, and wisdom

Prompts and questions that generate rich community discussion
- Member spotlight format: how to feature members' stories

- Guest expert framework: bringing in valuable voices beyond you

7. COMMUNITY AS A BUSINESS DRIVER
- How community activity provides you with business intelligence
- How to use the community to preview new offers and test ideas
- Referral culture: how community members become advocates

- Community as a differentiator in your sales process

8. COMMUNITY HEALTH METRICS

- Key metrics: daily active members, posts per week, response rate,
retention

- Monthly community health review
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- Signals that the community is thriving vs. dying

- How to reinvigorate a quiet community

Provide platform recommendations, programming calendars, content
templates, and launch plans.

HOW TO CUSTOMIZE THIS PROMPT

e Describe your clients' relationship with each other — do they see themselves as
peers, competitors, or strangers? This dramatically affects community design

e Specify your capacity for community management — a community with no active
facilitation dies quickly, so the Al needs to know what's realistic for you

e Include your clients' communication preferences and tech comfort level — some
communities thrive on Slack; others need a simpler platform

e Share any community attempts you've made that failed — the Al can diagnose
what went wrong and design specifically to avoid those patterns

e Mention your content creation bandwidth — communities need regular fresh
content, and the Al can design a calendar that matches what you can actually
produce

WHAT TO DO WITH THE OUTPUT

412. Choose your platform this week and set up the basic structure — don't wait for
it to be perfect before inviting the first members

413. Invite your top 10 most engaged clients as founding members — let them help
shape the community culture from the start

414. Create your first 30 days of community programming before launch — have
content ready so you're not scrambling after opening the doors

415. Appoint a Community Manager or champion from your team who owns daily
engagement — communities without a dedicated steward die within 90 days

416. Schedule a 90-day community retrospective to review engagement data,
gather member feedback, and decide what to add, remove, or change
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PRO TIP

The most engaged communities are built on vulnerability, not achievement. If your
community only celebrates wins, members who are struggling will stay silent — and silent
members leave. Create intentional spaces for 'what I'm figuring out' and 'where | need
help." When members feel safe sharing challenges, the community becomes essential —
not just inspirational.

PROMPT 100

The Client Lifetime Value Growth Plan

Design a comprehensive strategy to maximize the long-term value of every client relationship
through retention, expansion, referrals, and deepening partnership

WHY THIS MATTERS

Client Lifetime Value is the single most important metric in a service business — and
also the most neglected. Most business owners track monthly revenue, new sales, and
client count. Very few track how much a client is worth over their entire relationship,
what drives that number up or down, and what they could do this week to meaningfully
change it. This is the data that separates businesses that grow sustainably from ones
that are constantly on the acquisition treadmill.

A client who pays you $5,000 once and leaves is worth $5,000. A client who pays you
$5,000 four years in a row, upgrades to $8,000 in year 3, refers two more clients worth
$5,000 each, and provides testimonials that close 10 more deals is worth ten times that.
The operational difference between these two outcomes isn't luck — it's a system. A
deliberate, proactive system for growing the lifetime value of every client relationship.

This final prompt — the capstone of this entire collection — helps you design a
comprehensive Client Lifetime Value Growth Plan. It synthesizes every element of the
client experience and retention systems into a single, integrated strategy for making
every client relationship as valuable, lasting, and mutually rewarding as possible. This is
the strategy that transforms a good service business into a legacy business.
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4+ COPY + PASTE THIS PROMPT INTO YOUR Al TOOL +

You are a strategic business architect and client lifetime value expert.
I need your help designing a comprehensive Client Lifetime Value (CLV)
Growth Plan — an integrated strategy that maximizes the long-term value
of every client relationship through retention, expansion, referrals, and
deepening partnership. This is the master plan that ties together every
aspect of my client experience and retention strategy.

Here is context about my business:

- Business type, core service, and pricing: [describe your model
completely]

- Current average client lifetime (how long clients typically stay):
[months or years]

- Current average total revenue per client over their lifetime:
[calculate or estimate]

- Current renewal rate: [what percentage of clients continue?]
- Current referral rate: [what percentage of clients refer someone?]
- Expansion rate: [what percentage of clients upgrade or buy more?]

- Biggest CLV growth opportunities you see: [where is the most room to
improve?]

Please design a complete Client Lifetime Value Growth Plan with the
following sections:

1. CLV BASELINE ASSESSMENT
- How to calculate your current average CLV precisely
- CLV by client type, acquisition channel, and service tier

- The 3 biggest CLV drivers in your business: retention, expansion, or
referrals?

- Benchmark analysis: what should your CLV be given your market and
pricing?

- CLV improvement potential: what's possible in 12, 24, and 36 months?

2. THE CLV GROWTH EQUATION
- How to model the impact of retention improvement on CLV
- How to model the impact of expansion rate on CLV
- How to model the impact of referral rate on CLV
- Which lever has the highest ROI for your specific situation?

- A simple CLV calculator template you can update monthly
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3. RETENTION MAXIMIZATION STRATEGY

- The 5 highest-impact retention improvements specific to your
business

- Retention investment ROI: what's worth spending to improve
retention?

- 90-day retention quick wins: what can you implement immediately?
- 12-month retention transformation: the bigger strategic changes

- Retention KPI targets and milestone markers

4. EXPANSION REVENUE STRATEGY

- The expansion opportunities most likely to succeed with your client
base

- Average expansion value target: what additional revenue per client
is realistic?

- Expansion trigger calendar: when and how to have expansion
conversations

- Expansion offer roadmap: what new offers to develop and when

- Expansion KPI targets

5. REFERRAL SYSTEM INTEGRATION
- How to systematically generate referrals from existing clients

- Referral quality vs. quantity: why fewer, better referrals are more
valuable

- Referral CLV multiplier: modeling the network effect of referral
programs

- Referral program design specific to your client base

- Referral KPI targets

6. RELATIONSHIP DEEPENING STRATEGY

- How deeper relationships increase all three CLV drivers
simultaneously

- The relationship depth investment: what activities build the deepest
loyalty?

- VIP and partnership tier contribution to CLV
- Community contribution to CLV

- Annual relationship deepening calendar

7. CLV TECHNOLOGY AND TRACKING
- How to track CLV by client and by cohort
- CRM setup for CLV monitoring
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- Monthly CLV dashboard: what gets reviewed?
- Leading indicators vs. lagging indicators of CLV growth

- Team accountability for CLV metrics

8. THE 12-MONTH CLV GROWTH ROADMAP
- Month 1-3: Foundation (quick wins and baseline measurement)
- Month 4-6: Activation (launching key retention and expansion
initiatives)
- Month 7-9: Optimization (refining based on early data)

- Month 10-12: Scale (embedding CLV growth into your operating system
permanently)

- Specific milestones and targets for each phase

9. CLV AS A COMPANY CULTURE
- How to make CLV a team metric, not just a leadership metric
- Incentive structures aligned with CLV growth
- How every role in your business affects CLV

- Celebrating CLV milestones as a team

10. THE WELL-OILED CLIENT RELATIONSHIP MACHINE
- How all client experience systems connect into a unified CLV engine

- The operating cadence: what happens daily, weekly, monthly,
quarterly, and annually to grow CLV

- The l-page CLV Operations Summary for your team

- How to use CLV data in every major business decision

Provide a complete CLV calculator, implementation roadmap, KPI framework,
and 1l2-month action plan.

HOW TO CUSTOMIZE THIS PROMPT

e Calculate your actual current CLV before running this prompt — even a rough
estimate ($X per month x average months retained) gives the Al critical
calibration data

e Share what you know about your best 10% of clients — their tenure, spend, and
referral behavior — since building toward that profile is the CLV growth
opportunity

e Include any CLV data you have by segment — the Al can identify which client
types have the highest CLV growth potential and focus the strategy there
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e Add your growth goals for the next 3 years so the Al can design a CLV growth
plan that supports those ambitions (revenue targets, team size, etc.)

e Mention any constraints on growth — if you're capacity-limited, the Al will focus
on increasing value per client rather than volume of clients

WHAT TO DO WITH THE OUTPUT

417. Build your CLV Calculator in a spreadsheet this week and calculate current
CLV for your client base — this number will motivate the entire strategy

418. Prioritize one CLV driver to focus on for the next 90 days — retention,
expansion, or referrals — and execute that strategy completely before moving to
the next

419. Share the CLV concept with your team and show them how their work directly
contributes to this number — make it a shared metric, not just an executive one

420. Add CLV to your monthly business review alongside revenue, new clients, and
team metrics — the businesses that track it grow it

421. In 12 months, recalculate your CLV and compare to your baseline — this
number tells you whether everything you've built this year is working

PRO TIP

The highest CLV clients share one common trait: they feel that working with you changed
something fundamental about their business, their team, or themselves. Not just
improved — transformed. Your ultimate CLV growth strategy is to focus obsessively on
transformation, not transactions. Build every system, every touchpoint, and every
conversation around the question: 'What would make this client's business — and life —
genuinely better because of the work we do together?' Answer that question consistently,
and the lifetime value will take care of itself.

Follow Stacy Tuschl on socials:

LinkedIn Instagram Facebook

Testimonials
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https://www.facebook.com/stacytuschl/

This System works because | use it for my own multimillion dollar business.

IT'S ALSO

WORKED FOR ALL OF MY CLIENTS...

"Implementing Stacy’s systems has allowed my agency to

run more efficiently in just 3 months. I'm talking saving

over 15% on expenses, 4Xing my revenue, consistently
maintaining 30% profit and cut back my hours to 30

Dawn Keller
7 months ago

]
Joining Well Oiled Operations has
been a game-changer for my

business. In less than a year, my
annual revenue has increased by...

Read more

hours a week only doing the things | love!"

- MICHELLE FERNANDEZ, AGENCY OWNER
Cassandra Di Carlo
7 months ago

o

Since being apart of this program,
my mindset has changed entirely in
terms of enhancing the business
and taking it to the next level. Wha...

Eloisa R
7 months ago
]

I've been part of the Well Oiled
Operations coaching group to help
streamline our systems, improve
operations, and support strategic...

Michelle Haigh
> 7 months ago
]

I have been apart of this coaching
program for almost a year. I've
attended two events that helped
renew and push my business goal...

~
9

Read more Read more Read more
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